Account Planning Graduate Course – Focus Group Tips
-Typical focus group lasts 90-120 minutes and has 8-10 respondents.

-Focus groups aren’t randomly selected but by referral.

-It would be equal probability if people were called at random or were chosen without bias.

-The more educated focus group recruits are, the more likely they are to show up.
-Hispanics often feel bad saying no but don’t show up so you should recruit more.

-On average, 10 out of 20 Hispanics show up vs. 10 out of 12 Caucasians.

-Objectives should dictate what questions you ask.

-Focus groups are to obtain ideas to better position products.

-Focus groups aren’t about making population statements. 

EX. “All Hispanics like to dance.” ( If one Hispanic doesn’t, than this is false.

-One of the aims of focus groups is to find red flags.
*Red Flag: commercial has something not seen before but noticed by focus group

-People discuss and argue among themselves which can be very informative.

EXAMPLES include:

*Dyads: discussion with child and mother, husband and wife, woman and friend

*Triad: With 3 people it’s easy to have a conversation and it provides dynamic.

*Ethnography: observing people in their home environment 

-By looking at how people interact at home, you can make deductions about their culture.

EX. Bush’s Baked Beans- Go to the home, look at the kitchen and cabinets, and ask about aspects of their life.

*Immersions, deep dives:  going into restaurants and/or stores

FOCUS GROUP RULE OF THUMB: 

-You need at least 3 focus groups to make any initial product or brand decisions.

Before Conducting Focus Groups…

-You need to have an idea of who you are recruiting.

-Focus group members must meet certain criteria.

-To determine if people will be well-qualified for your focus group, you should ask demographic questions and also list different types of products and brands (including yours) to see if they would ever use it or not.

-You never want to recruit rejecters of your brand (people who already hate it).

-Very rarely will you be able to convince people to switch to what they already dislike so don’t waste your time.
Conducting Focus Groups…
-One or two can be in charge of taking notes, one in charge of videotaping (if applicable), 1-3 can rotate moderating, and one can bring refreshments/snacks.

-Set up focus groups so people know what the rules of the game are without giving too much information away.

-At the beginning say, instead of olive oil, “This focus group is about Hispanic lifestyle and cooking.”

-If a participant asks who this focus group is for say, “Do you mind if I tell you at the end so we don’t focus on that?”

-Warm-ups for focus groups depend on what is your specific goal.

WARM-UP EXAMPLE FOR LEAPFROG TOYS: 

“Tell us the dreams and aspirations you have for your kids.” 

-Try not to have people who know each other sit together so they don’t start a coalition against the rest of the focus group.
-As a moderator, don’t inject ideas into focus groups because you want to hear perceptions and opinions.

-Don’t give your opinion while conducting focus groups!
-You can use ideas to probe on (EX. Consumer prejudices or biases of product)

-Probes can remind you of items you need to find out but not in terms of questions because focus groups aren’t questionnaires.

-If you ask close-ended questions (yes or no answers) they must have a purpose.

-Try to make questions open-ended so participants can elaborate on answers.

-Tell me what you like most and least about the product.

-How do you feel about this product.

-What are the things you like about this product?

-Don’t stick with the 1st answer people tell you because you want to learn more.

-Say things like “Tell me more about it” and ask “Why?”

-Don’t ask questions to focus groups individually.

RATHER ask questions like…”What is it like to be the person in charge of shopping for your home?”

-Do not disagree with participants.

-Keep conversation going and friendly.

-You need to persuade and encourage all focus group members to participate.

-If someone can’t stop talking tell them (nicely)…
“What you’re saying is very interesting but we need to hear from somebody else.”

-If someone steers off the subject say…

“That’s very interesting but let’s get back on track.”

-You may offer participants a paper and pen to write down their thoughts.

-With thoughts written down, participants are usually less influenced by others.

-Very general to specific questions should be asked.  
CLASS CAR EXAMPLE: 
-Tell me more about your life. 

“How do you feel about it?” 

“Is it busy, hectic?”

-Draw the car of your dreams.

-Based on the drawing, provide objectives of how this car will help your life.

-Discuss their dream car drawing and for them to describe the features drawn.

LUNESTA (Sleeping Pill) FOCUS GROUP DISCUSSION EXAMPLE:

Health (General)( 

Insomnia (More Specific) “What kind of things do you do when you can’t sleep?” ( Remedies Ex. Counting Sheep 
( Products they know of for insomnia (Still general)

( Prescription remedies they know of for sleep (More Specific) 

( In-Depth view of prescription sleeping pills
- Allows you to discuss Lunesta and present ad concepts

OLIVE OIL FOCUS GROUP OUTLINE CLASS EXAMPLE:

-General questions about…health, lifestyle, energy level, food participants eat, etc.

-More specific questions about…different types of oils and brands

-Leading to…taste testing of oil

-Lastly, show olive oil ad concepts

Light Olive Oil Positions for Ad Concepts

1. Health- Healthier for you because it has less calories

2. Flavor- Makes food taste better and is less intrusive

3. Modern- Fits a more modern lifestyle because it’s light and healthy oil 

Paper Towel Position EXAMPLE:
1. Strength

2. Reusability

3. Texture

Showing Focus Group Ad Concepts…

-Positions should be based on insights.

-Show 3 concepts and ask focus group what they think.

“We have 3 ideas for selling this product.”

-Emphasize that the ads are not in final form but are just the concepts or ideas. 

-You can use statistics as a support for positioning to see if focus group buys argument.

-You may even show potential package designs and competitor ads.
-Ask about packaging like “Have you noticed the olive oil packaging?”
Ways to Present Ad Concepts (Testing Ideas) to Focus Groups

1. Ripomatics- assemble already-made ads and add voice over 

2. Act out storyboard- explain that this is just the ad idea

3. Board with concept benefits- explain why consumers will want product with supporting reasons
-You’re looking for reactions and emotions that the ad concept idea conveys to consumers or how it makes them feel.

-Best way to test ideas is to contrast and compare.

EX. 1) “Scion is the car for 1) youth, 2) performance, and 3) design because…”

-Have consumers react with conversation/dialogue with how they feel from the point of view of consumers and NOT of advertising experts.
“What you’re seeing is NOT the finished ad!”

“We are NOT interested in your professional opinion but in your opinion as a consumer.”

EX. 2) “Lunesta sleeping pill helps you…”

1) Be a happier person

2) Work well the next day

3) Live longer

After Completing Focus Groups…

Debriefing 
-Debriefing can be done by somebody other than moderator/s.

*Debriefing is getting input or perspective of what outsiders heard.

-You want to obtain a perspective from the outsider’s point of view.
-Once consumers leave, you’re left with classmates (equate to clients watching focus groups).
-KEY question to ask is… “What did you hear?”

-Other questions include:

“What did you think?”

“What did you get out of each point?”

Executive Summary

-Write down the general trends and insights uncovered by focus group answers.

-Overall, what you took away from focus group.

-Focus group respondent quotes can be used as evidence.

-Write results and recommendations for marketers to achieve their goals.

-For every finding add support and conclusion (what you can do with it).

EX. “I think the product can be positioned like this… for the following reasons…”

-Analyzing after completion of focus groups is the hardest part.

-It’s where knowledge and imagination comes into play.

-You’re providing insights to clients to help them sell their product.
