
FROM THE AMERICAN PEOPLE ,.HE SCIENCE 0~ IMPROVING LIVES 

How to Engage Your Stakeholders in 
Designing, Monitoring and Evaluating Your Programs 

Jordan Civil Society Program 2012 



p 

q 
F 

r s 
e A m 

0 I c 
0 • m .:z. 1 

• • 
n 

e g 0 

i. t 
le 

• 

t N 
.:z. 

oFI • 
N a t: 

I e 

Yi 

c 
! I 

s. s e 
t l. 

t 
a 

n 0 eor 
e e 

.t' tm 
am~ c s t s 

q 00 

t~e • 
.:z. s 

I 

e 
0 

g 

N • 
l. 



0 

c 

t 

u 

m 

u 

s 

b 

d 

d 

0 

e 
s 

r 
d 

t 

m 
l 

e c 

i 
I 

e 

i 

a 

J. 
s 

u 
a • s l-

~ .llJ How to Engage Your Stakeholders in 
Designing, Monitoring and Evaluating Your Programs 

s 
e 

t 
a 

1 

e 

A Step-By-Step Guide to Focus Group Research 

for Non-Governmental Organizations 

p 



This Manual is made possible by the support of the American people through the United States Agency for International Development 
(USAID). The contents are the responsibility of FHI 360 and do not necessarily reflect the views of USAID or the United States Government. 
The electronic version of the Manual in both Arabic and English is posted at www.csp-jordan.org and is available at www.NGOconnect.net. 

© 2012. All rights reserved by FHI 360 and USAID. The Manual may be photocopied or adapted, in whole or in part, provided the material 
is distributed free of charge and that attribution is as listed below. Any adaptation should be made available also free and with attribution 
back to the original toolkit. 



a 

1 
-

e 

• - I p 
t Introduction 

.J 

About the Stakeholder Feedback Project 

The Manual •How to Engage Your Stakeholders in Designing, Monitoring and Evaluating Your 
Programs• is a result of one of the Jordan Civil Society Program's technical assistance resources 
for non-governmental organizations (NGOs). This manual was developed as an outcome of the 
first Stakeholder Feedback Project (SFP) workshop which aimed to support NGOs in 
integrating qualitative research into their programming at the design, implementation and 
evaluation stages. Due to the overwhelming response from participants, the Jordan Civil 
Society Program has offered this course annually between 2009 and 2012, reaching over more 
than 55 of civil society representatives from 30 NGOs throughout the Kingdom. In addition, an 
abbreviated version of this course has been adapted for delivery to civil society organizations 
in Lebanon. 

About this Manual 

During the first Stakeholder Feedback Project (SFP) workshop, participants identified that 
such a publication would support their efforts by providing them with the step-by-step 
guidance required to implement this research methodology, particularly for first time 
researchers. The Jordan Civil Society Program responded to this request by supporting the 
development of this practical tool which aims to empower both first-time researchers and 
experienced civil society personnel to conduct high quality focus group research that 
produces sol id actionable data as well as interesting and insightful information about the 
research topic. The step-by-step manual follows the natural flow of focus group research, 
and includes examples and exercises from the civil society sector in Jordan and Lebanon that 
enable trainees to absorb the theory of qualitative research as well as to practice the various 
steps of a given research project. Users are encouraged to use this manual both as a toolkit 
for delivering trainings on this qualitative research methodology as well as a guide for the 
implementation of focus groups from start to finish. 
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Introduction 

Research is a human activity aiming to understand issues, trends, opinions, phenomena, etc. through undertaking 
a series of activities, including observations, experiments, review of previous studies, systematic interviewing 
of people and communities, etc. Research is scientific if i t complies with certain norms, mainly rigor, 
accuracy, and systemic methods. Public opinion research is a field of inquiry that aims at understanding what 
people think about various issues of common concern. Public opinion research is done through quantitative 
and qualitative resea rch methodologies, each pertaining to different objectives that eventua lly generate 
different types of information. 

1. What is Qualitative Research? 

• Qualitative research is the type of research that looks into issues of human behavior, relations and perceptions 
to understand social patterns and trends 
• It investigates the WHY and HOW of human behavior not only what, where and when 
• Qualitative method could be described as follows: 

• In-depth interviewing of individuals and small groups 
• Systematic observation of the behavior 
• Analysis of documentary data 

• Qua litative research is used to gain insights into people's attitudes, behaviors, value systems, concerns, 
motivations, aspirations, culture and lifestyles. 
• Qualitative research is a type of scientific research that consists of an investigation that: 

• Seeks answers to pre-defined research questions 
• Systematically uses a predefined set of procedures to inform the research topic 
• Collects evidence 
• Produces findings that were not determined in advance 
• Produces findings that are applicable beyond the immediate boundaries of the study 

• Qualitative research understands a given research problem or topic from the perspective of the local 
population it involves. 
• Qualitative research is especially effective in obtaining culturally specific information about the values, 
opinions, behaviors, and social contexts of particular populations. 
• Qualitative research is concerned with developing explanations of social phenomena. 
• Qualitative research aims to help us understand the world in which we live and why things are the way they are 
• Qualitative research is concerned with the socia l aspects ofourworld and seeks to answer questions about: 

• Why people behave the way they do? 
• How opinions and attitudes are formed? 
• How people are affected by the events that go on around them? 
• How and why cultures have developed in the way they have? 

2. What Can We Learn from Qualitative Research? 

• The strength of qualitative research is its ability to provide complex textual descriptions of how people 
experience a given research issue. It provides information about the "human• side of an issue - that is the 
often contradictory behaviors, beliefs, opinions, emotions, and relationships of individuals. 
• Qualitat ive methods are also effective in identifying intangible factors, such as social norms, socioeconomic 
status, gender roles, ethnicity, and religion, whose role in the research issue may not be readily apparent. 
• Qua litative research can help us interpret and better understand the complex reality of a g iven situation as 
well as the implication and explanation of quantitative data. 
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3. Main Qualitative Research Methods 

4. 

5. 

There are four most common qualitative research methods; each method is particularly suitable for obtaining 
a specific type of data. 

• Key Informant Method is designed to obtain information, over t ime, from a community resident who is in 
a position to know the community well, its services, and its people. The key informant method is an excellent 
way to recover information about past events or ways of l ife that is no longer observable. The value of the 
method is the type of data that can be elicited as a result of the communication and trust that develops 
between the two; the researcher and the informant. This method is particularly useful to obtain a deeper knowledge 
of minority viewpoints, or of silent majority opinions, and involving citizens in public problem-solving. 

• Focus Groups: are a planned series o f d iscussions designed to obtain perceptions in a defined area of 
interests in a good environment. Each group is conducted with 6 to 10 people and is led by a skilled moderator 
that uses a d iscussion guide with open-ended questions. 

Advantages of Focus Groups (FGs): 
• FG captures a wider range of responses than interviews. 
• The d iscussion group format can challenge and thus moderate extreme or unrepresentative view points. 
• FGs provide language and context, explaining how participants communicate about certain topics. 

• ln·depth Interviews: are optimal for collecting data on individua ls' personal histories, perspectives, and 
experiences, particularly when sensit ive topics are being explored. 

Advantages of In-depth interviews: 
• Explore sense of trust and explore thoughts into a deeper level than focus groups. 
• Allow more flexibility in location, t ime, and range. 
• Avoid interpersonal group dynamics that influence responses through group pressure. 

• Delphi Method: is a systematic and interactive forecasting method which relies on opinions of independent 
experts in order to establish a judgment based on a merging o f the information collectively available to the 
experts. Experts are asked to provide answers to a structured questionnaire, as well as reasons for their 
answers. Answers are then summarized (insignificant differences are neglected) and shared anonymously 
with all experts for another round of questions and answers. In each round, experts are g iven the opportunity 
to revise what they previously said, until consensus is achieved. 

Advantages of Delphi Method: 
• People comments are anonymous, which helps people avoid defend ing their original posit ion. 
• Delphi method allows people to be gradual ly swayed by the majority but without undue di rect 
social pressure. Being able to see what others have said or scored and then rethinking your own 
posit ion can act as a very effecti ve infl uence to the end result. 

t s 
What Forms do Qualitative Data Take? 

e 
i a n 

e 
0 nor t 

e 
The types of data these four methods generate are: 

• Field notes. 
• Audio/Video recordings. a 
• Transcripts. 

What is Quantitative Research? 

t 
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• Quantitative research is the systematic scientific investigation of quantitative properties and phenomena 

and their relationships. 
• Quantitative research mainly deals with numbers, statistics and mathematical models. 
• Quantitative research asks close-ended questions, such as •do you think A or B?" or questions with a 

multiple choices. N 

u 
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Quantitat ive research can be used when: 

• You want to know •how many• and/or •how often· 
• You want to profile a target audience by determining what proportion of the audience has certain behaviors, 
behavioral intentions, attitudes, and knowledge related to a given topic, and whether specific determinants predict 
behaviors at a statistically significant level. 
• You want to assess the proportion of your target audience within a com mun it. 
• You want to assess the proportion of a target audience that practices a behavior. 
• You want to assess the proportion of a target audience that recall s a message. 

Genera lly, quanti tative research involves: 

• Surveying a large g roup of people (usually several hundred), and 
• Using a structured questionnaire that contains predominantly closed-ended, or forced-choice, questions. 

To design and conduct a quantitative survey, you should consider getting input from a survey expert. 
Together you will need to consider issues related to designing an appropriate sample, using valid and 
reliable measures, and conducting a pretest before the survey study is launched. Most surveys are custom 
studies designed to answer a specific set of research questions. Surveys can be conducted face-to-face, by 
mail or telephone, or by using a computer. They can be self-administered or administered by an interviewer. 

Quantitative and qualitative research methods differ primari ly in: 

Analytical objectives 

Types of questions posed 
Types of data collection instruments used 
Forms of data produced 

Th e degree of fl exibility built into study design 

6. What is the Most Important Difference between Quantitative and 
Qualitative Methods? 

The key d ifference between quantitative and qualitative methods is their f lexibility. Generally, quantitative 
methods are fairly inflexible. With quantitative methods such as surveys and questionnaires, for example, 
researchers ask all participants identical questions in the same order. The response categories from which 
participants may choose are "closed-ended• or fixed. 

The advantage of this inflexibility is that it allows for meaningful comparison of responses across participants 
and study sites. However, i t requires a systematic understanding of the important questions to ask, the best 
way to ask them, and the range of possible responses. 

Qualitative methods allow spontaneity and adaptation of the interaction between the researcher and the 
study participants. In addition, with qualitative methods, the relationship between the researcher and the 
participant is often less formal than in quantitative research. Participants have the opportunity to respond 
more elaborately and in greater detail than is typically the case with quantitative methods. In turn, researchers 
have the opportunity to respond immediately to what participants say by tailoring subsequent questions to 
information the participant has provided. 

Quantitative research is used to measure how many people feel, think or act in a particular way; regard less of 
possible reasons leading them to take that particular position, what counts is the opinion itself that would 
eventually be qualified and counted with opinions or against opinions of other respondents. In qualitat ive 
research, the opinion or position does not count in itself, but rather the motives, emotions and aspirations 
that contributed to forming that opinion. 
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Qualitative methods mostly ask •open·ended" questions that are not necessarily worded in exactly the 

same way with each participant. With open·ended questions, participants are free to respond in their 

own words, and these responses tend to be more complex than simply •yes• or "no", •black" or •white", 

etc. In a typical qualitative research, researchers are not satisfied with black or white, but rather seek 

why is it black, wha t makes you feel positive about white, etc. 

7. What are the Advantages of Qua litative Methods for Exploratory Research? 

One advantage of qualitative methods in exploratory resea rch is the use of open·ended questions and 
probing that give participants the opportunity to respond in their own words, rather than forcing them to 
choose from fixed responses, as quantitative methods do. 

Open·ended questions have the ability to evoke responses that are: 
• Meaningful and cu lturally salient to the participant. 
• Unanticipated by the researcher. 
• Rich and explanatory in nature. 

Another advantage of qualitative methods is that they allow the researcher the flexibility to probe ini tia l 
participant responses - that is, to ask why or how. The researcher must listen carefully to what participants 
say, engage with them according to their individual personalities and styles, and use "probes• to encourage 
them to elaborate on their answers. 

WARNING! 

Don't fa ll into the trap which many beginners - and sometimes experienced- researchers 
do in thinking that quantitative research is 'better' than qualitative research. Neither is 
better than the other - they are just different and both have their strengths and weaknesses. 
What you will find, however, is that the purpose of your research would probably lean 
you towards one rather than the other. Make sure to ask the right questions as to find 
which type of research would eventually give the resu lts that you need. 

After each session discussion guide can be amended in case both the moderator and the client felt the need too, 
but we shall not forget that some questions that serve the key objective of the study are essential in order to gather 
the data that is needed for the needs assessment. However, if you should have to revise a question or two in order 
to be enhancing the cultural sensitivity or responsiveness of the guide, please make sure this is done in collaboration 

with the client. 
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* Qualitative research seeks out the 'why', and the "how· of its topic through the analysis 
of unstructured information. 

* Qualitative research does not rely on statistics or numbers, which are the domain 
of quantitative research. 

* Qualitative research explores attitudes, behaviors and experiences through methods 
such as interviews or focus groups. It attempts to get an in-depth opinion from participants. 
As it is the attitudes, behaviors and experiences that are important, fewer people take 
part in the research, but the contact with these people tends to last a lot longer. Under 
the umbrella of qualitative research there are many different methodologies: in-depth 
interviews, Delphi method, key informant method, and focus groups, which is the most popular. 

* Quantitative research generates statistics through the use of large-scale survey research, 
using methods such as questionnaires or structured interviews. If a market researcher 
has stopped you on the streets, or you have filled in a questionnaire which has arrived 
through the post, this falls under the umbrella of quantitative research. This type of 
research reaches many more people, but the contact with those people is much quicker 
than it is in qualitative research. 
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Introduction 

The focus group methodology can be considered as an advanced research tool that is widely used to tackle 
sensitive issues; it reveals a "truer" and more nuanced sense o f public opinion trends and patterns on issues 
of great consequence, but often low salience. It unveils the feelings and emotions behind people's attitudes 
and behaviors towards specific issues. It reveals, through observing the verbal as well as non-verba l 
responses of participants, a clearer understanding of people's public and intimate behaviors. 

What You Have to Have in Mind ... 
I 

• Be famil iar w ith the focus group methodology. 
• Know w hat exactly you want to know; in other terms, w hat is the purpose of your study 

so you can fig ure out which is the adequate research method that would make you 

achieve your objectives. 

1. The Focus Groups 

1.1 Definition 

A focus group consists of bringing together people having homogeneous backgrounds into a focused discussion. 
A focus group session typically involves six to ten participants in an open discussion led by a moderator. 

Having said that, the focus group methodology is more than just getting people together. A focus group is a 
special type of g rouping in terms of purpose, size, composition, and procedures. Its purpose is to listen and 
gather information in a permissive environment created by the moderator. He/ she shall be guided by a 
d iscussion guide that constitutes the outline of the major questions that will be asked in the group. It allows 
the group to present issues from d ifferent perspectives while provid ing the structure to d irect the flow of the 
discussion. 

1.2 When to Use Focus Groups 

• When group interaction around certain resea rch questions is desi red 
• When "how" and "why" questions are more important than "whether· and "how much" 
• When you seek contextual responses rather than •yes" or •no" 
• When you want to know how people feel/ behave about certain issues and why they feel/ behave the way they do 
• When you want qualitative rather than quantitative data 
• When you are working with groups that may be resistant to paper and pencil methods 
• When immediate feedback on questions is needed 
• When complexity of behaviors and motivations is of interest 
• When the range and intensity ofopinions is important 
• When research is conducted on sensitive and difficult topics o r in tense situations 
• When you want to know how something affected or would affect a person, a group or a community; this 

someth ing can be a product, a project, a program, a TV show, etc.. 

1.3 When Not to Use Focus Groups 

• When you need statistical data, yes or no answers or ratings 
• When free expression of participants cannot be ensured 
• When confidentiality is cri tical and cannot be protected 
• When participants have problems with social aspects of group participa tion 
• When you want to count supporters, voters, users, etc. 
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1.4 Examples of Using and Not Using Focus Group Methodology 

A focus group consists of bringing together people having homogeneous backgrounds into a focused discussion. 
A focus group session typically involves six to ten participants in an open discussion led by a moderator. 

Having said that, the focus group methodology is more than just getting people together. A focus group is a 
special type of grouping in terms of purpose, size, composition, and procedures. Its purpose is to listen and 
gather information in a permissive environment created by the moderator. He/she shall be guided by a discussion 
guide that constitutes the outline of the major questions that will be asked in the group. It allows the group to 
present issues from different perspectives while providing the structure to direct the flow of the discussion. 

• Pilot test products or ideas. 

• Definition of topics, language or questionnaire for ulterior surveys. 

• Perceptions about a potentia l product by consumers. 

• Reasons of a specific behavior. 

Identification of issues important to target group. 

• Statistica lly valid quantification. 

• Answers to closed-ended questions. 

Valid measures and guidance before major spending decisions: campaign, 

new product, major policy overhaul, etc. 

Popularity, approval rates and other tracking studies. 

• To educate people and/or bring them to consensus. 

1.5 Appropriate Use of Focus Groups 

• Decision Making 
Focus groups provide the needed information ta make a decision, and could save money, time and energy in 
terms of making the right decisions at the right time. 

• Product or Program Development: Profit and nonprofit sectors 
Focus groups area very powerful tool in terms of program evaluation. Focus groups findings can be very insightful 
and helpful fordevelaping programs and products. 

• Planning and Goal Setting 
Focus groups are useful for setting plans through the direct observation of citizens that allows decision makers 
to build and plan their strategies. 

• Needs Assessment 
Focus group research can be very insightful and informative of how targeted people behave and what their needs are. 

• Qua lity Control 
Focus groups are also used to monitor projects. They allow direct feedback from beneficiaries in terms of expressing 
their perceptions and opinions that help improve the quality of a project or product. 

• Policy Making and Testing 
Focus group methodology has also proven to be a very powerful 1001 when testing new policies and laws in 
order to implement them. 

• Socia l Research Tool 
Focus groups provide insighis aboui people's though is and opinions. In that sense, governmental and non-governmental 
organizations dealing with social development can use focus groups as a tool for any social research. 
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2. Characteristics of Focus Groups 

• As compared to other research techniques. focus groups offer the opportunity to interact w ith respondents. 
thus allowing for greater elaboration of views and values. 

• The focus group methodology also provides observational methods and analysis that yield richer and more 
complex data than other forms of data collection. The observation method provides new insights or opens up 
new leads, which can shift perspective q uickly and explore new areas of inquiry. 

• This method also allows for the description of the complexity of behavior, including the kinds and intensity 
of the actions of people, the emotions that are involved, what is said, and how different members of the 

group influence each other. 
• Focus group methodology provides a comfortable and permissive environment for participants; stud ies are 

carried out with less community attention or disturbance, people are granted with confidentiality of names and 
faces that usually encourage people to speak up their minds in real life. 

• Focus groups are bound by confidentiality towards the focus groups participants and clients (the end users 
of the study). Therefore, only first names of participants are made public to the client and participants are 
not allowed to know the client's identity. 

3. Advantages vs. Limitations 

3.1 Advantage 

• Focus Groups produce a lot of information far more q uickly and at less cost than individual interviews. 
• Focus Groups are excellent for obtaining information from illiterate communities. 
• If the focus group is used to explore relatively simple issues, people who do not have extensive experience 

in traditional research methods can easily manage it. 
• Because the questioning is so flexible, i t means that you may discover attitudes and opinions that might not 

be revealed in a survey questionnaire. 
• The researcher can be present at the session; which allows follow-up of responses if required. 
• Focus Groups are usua lly well accepted by the community as they make use of the group d iscussion; which 

is a form of communication found naturally in most communit ies. 

• And, focus g roups are good fun! 

3.2 Limitations 

• Results from focus groups cannot usually be used to make statements about the wider community; in other 
terms, they can indicate a range of views and opinions, but not their distribution. 

• Participants often agree with responses from fellow group members (for many different reasons) and so 
caution is required when interpreting the results. 

• The moderator who is not well trained can easily force the participants into answering questions in a certain way. 
• Focus groups have limited value in exploring complex beliefs of individuals, and as a result, in-depth 

interviews could sometimes be a more appropriate method for this purpose. 
• Focus groups can paint a picture of what is socially acceptable in a community rather than what is really occurring 

or believed, although this problem can be limited by careful participant selection and good moderating skills. 

) 
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Exercise 1: Here are some cases. 

Help researchers decide what kind of research met hodology they need. 

1. A politician wants public opinion research to help decide whether to run for office or not. 
2. A public health provider wants to increase the number of new mothers that use a support program. 

3. A government has difficulty implementing its policy agenda and cooperating with Parliament. 

4. Tracking study for product in relation to previous focus groups. 

S. A company is considering launching a new product. 

6. A politician wants public opinion research to help him or her decide whether to oppose an 

incumbent from his/her own party in the primaries. 
7. A major telecommunications company is launching a lobby campaign about newly 

proposed government regulations. 

8. A videogame company wants to know about consumer satisfaction and increase sales 

among frequent videogame players. 

Solutio n: 

1. Survey 

2. Focus groups with mothers who know about the program and those who do not know. 
3. Focus groups with the members of the parliament. 

4. Survey 

S. Focus groups and survey. 

6. Focus groups and survey. 

7. Survey. 
8. Focus groups with people who bought videogames and with frequent video game players. 
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Summing up 

* Focus group methodology is a very powerful tool in qualitat ive research. 

* It is a great generator of information. 

* It answers the "why" lying behind people's behaviors, perceptions and opinions. 

* It involves people who have common characteristics in a focused discussion led by a 
skil led moderator providing qualitative data. 
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Introduction 

It is true that focus groupsareoneofthe most important qual itative research tools. It is also true that the amount of 
data resulting from a focus group session is enormous which can be very crit ical in achieving the goals of the study; 
these findings can easily deviate the research from its track. they can even be misleading in terms of analysis. 

In that sense, setting the design for a research is a very critical phase. At this stage, the research team has to be 
involved in brainstorming sessions to identify the scope of the research and its main purpose before engaging at later 
stages in writing key objectives and key questions. Thus, every single detail concerning the topic of interest counts. 

What You Have to Have in Mind ... 

Leave out all pre-conceived ideas about what could be the answers. 

Do not form your questions based on answers you have in your m ind. 
Approach focus groups with an informed, yet open mind. 

CURIOUS! 

1. Developing the Research Objectives 

Once the decision is made that focus groups are the right method to achieve the goals of the study, you w ill need 
to go back to examine closely the prel iminaryquestion(s) you would l ike to have answers for. 

The research team is the main player at this stage. A qualified research team will be able to define the main 
objectives of the study and will be responsible for keeping the research on the right track. 

At this stage, meetings should be conducted w ith the client, more specifically w ith the group of people who will 
be designing their work based on the final results. 

At the beg inning the client may have different ideas and quest ions that are not necessarily related or that can 
expand the research in an uncontrollable way or even worse, cannot be answered in focus groups. The research 
team will help the client to narrow down their scope of interest and identify the main objectives of the study in 
order to draw the headlines that the research should be looking at. 

To help you go through this critical phase, there are some questions that could be answered at this stage i.e. why 
the information is needed? What is the background of the proposed study? What prompted the client to consider 
the study? Who is interested in the study results? What might those individuals do with the study results? 

' 

Typ es o f prel iminary q u estions 

1. What is the exact topic of interest? 
2. What led up to the decision to this study? 
3. What is the purpose of the study? 
4 . What kind of info do you want? 
5. What types of information are of particular importance? 
6. Who will use this information? 
7 . What do you want to do w ith this information? 
8. How will the information be used? 
9. Where we can get this information from? 
10. Who can provide the information we require? 
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In this phase the pattern of questioning leads to a better picture of the information needed and keeps the 
study on track. 

1.1 The Research Purpose, the Key Object ives, and Key Questions 

As mentioned before, meetings between clients and researchers are meant to define the research purpose; 
i t wil l shape the main aim of the study and identify desired outcomes. 

Once the purpose is defined, it is time to go deeper and more specific in the topic. This is the best timing to 
set the key objectives of the study, which are typically a set of 4-5 points that would lead the researchers in 
their journey of information hunting. Formulated in the present tense, key objectives describe the nature of 
the research activity needed (assess, understand, explore, measure, evaluate) and identify the ang le of a 
given topic that the study would look at. 

As for the key questions, they come out of the key objectives; these are typically 6-8 main questions that will 
be expanded and elaborated in the d iscussion guide. Researchers further fine tune the key objectives and 
provide more precision as to which perspective of the angle is most important to the client. 

The key objectives and key questions are essential for every focus group project; they w i ll be used throughout 
the focus groups to orient the study, develop the discussion guide and analyze the data. 

Key objectives and key questions are subject to many discussions between the research team and the client 
in order to set the final version. 

Example 

The Research Purpose 

Focus group research shall be conducted in order to better understand citizens' perceptions and expectations 
of civil society. The results will elicit information that can be put to use directly in informing civi l society about 
the needs and expectations of local communities throughout the Kingdom. 

Key Objectives 

1. Understand the perceptions and expectations of Jordanian people about civil society. 
2. Understand the citizens' opinions on the performance of civil society through the evaluation of i ts impact on their lives. 
3. Understand the motivations that push citizens to participate and engage in the civil society and levels of 

interaction between them. 

Key Questions 

1. How do citizens understand "civil society" as a concept? 
2. How do people assess the performance of CSOs and what do they expect from them? 
3. What are the obstacles that influence the work of CSOs from the perspective of citizens? 
4. What range of relations exists between citizens and CSOs? 
5. What makes citizens benefit from CSOs projects or volunteer w ith them? 
6. What would make citizens boycott CSOs? 
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Exercise 2: W ri t ing a Research Design 

A fu nder is wil ling to fund a development p roj ect in region A. The NGO doesn't know wh at kind 

of projects b etter su its th is region . Therefore this NGO wants to conduct a focus group research 

in o rd er to assess and understand peop le's need s and expectation s. 

Please help the NGO develop the research p u rpose for th is study. 

Please develop key object ives and key questions. 

2. Planning the Research 

Planning is crucial to make sure that everyone in the team is at the same page with regards to the purpose and 
key obj ectives of the study. It is also important to balance between what might be interesting to do and what 
can be done with the resources available. 

Once the key objectives and the key questions of the study are determined, a research plan is required. Planning at 
this point will be very useful later on when you are designing the discussion guide and conducting the focus groups. 

A successful planning has to meet the client's expectat ions and satisfy all his/her needs. In many cases, clients' 
needs and expectations do not necessarily match; it is the researchers' task to bring them to an agreement 
point where the client would end up getti ng the info he/ she needs with the process he/she expects. 

Planning consists of g iving reasonable promises; researchers and clients should be aware of their capacities for 
no illusory promises shall be g iven. In that sense, they should agree upon an efficient t imeline but also a doable 
one and combine it with a balanced budget. 

Reasonable 
Promises 

+ 
Efficient I Doable 

Timelines 

+ 

f'ocusGroup Training Manual 2012 I Jordan Civil Society Progra1n 25 



An efficient timeline is the one that allocates the right timefor every phase of the research while at the same 
time meets the pre-set deadlines. It is highly recommended to allocate the time needed for the recruitment; 
a two-week period is a typical t iming for a sound recruitment process that is the basis of a series of focus 
group research, although it can be expanded or shortened according to the complexity/simplicity of the 
profile. As for the focus group sessions, their t imeline is l inked to their number and diversity (geographical 
location, waiting for a particular event to take place, etc). The deliverables and notably the final report 
typically needs two weeks to be finalized. 

Having said this, a typica l timeline for a FG research is 4-6 weeks. It varies based on factors of which many 
could be external. 

It is crucial though to be transparent with the client about how long their research would take and inform 
them, as you're going along, of any unexpected delays. 

3. Desk Research 

As mentioned before, preliminary questions drive the project design, but a review of the pertinent literature, 
rel iance on relevant theory and past experience also shape the design ofa new project. Thus, and before you 
set the design that you will be working on, it is crucial to find out the information that is already available. 

A Better Way of Planning 

A one man show is not recommended in planning a focus group project. 
A researcher should not impose his/her ideas on clients neither on colleagues. Ideas 
should be suggested and discussed by the client and the research team as well as 
other stakeholders as relevant, each in his/her area of interest. 

4. Setting the Research Design 

4.1 Patterns of Designs 

Focus g roup designs are usually chosen according to the topic and the intended results. According to 
Richard A. Kreuger and Mary Anne Casey, there are many designs as follows: 

• Single category design: It is the traditional way for conducting focus groups. In this kind o f designs the 
number of focus groups is left undetermined until the information start to be repeated. This stage is known 
as "saturation of information". 

• Multiple category design: It consists of conducting groups with several audiences, either sequentially or 
simultaneously. This allows a two ways of comparison from one group to another within the same category 
and from one category to another. 
Example: two focus groups are conducted with youth males and females and old males and females so we can 
compare and contrast differences by gender in each category (males and females in youth groups - males and 
females in older groups ) and by categories (youth and old). 

When planning your focus group research, you have to balance the design with the resources available. It will 
be very interesting and tempting to conduct a high number of focus groups, especially when considering the 
information and findings that will resul t. However, you have to take into consideration the amount of money 
and t ime allocated to this research as well as the talent and the capacities of the dedicated staff. In fact, it is 
recommended to review your human potentials, financial resources and time constraints before embarking 
on any focus group research. The more the number of focus groups is, and the wider the profile looks li ke, 
the more complicated the analysis of the data will be, which require more money and definitely more time. 
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Design 

Number of 
focus groups 

Complexity of 
the study 

Complexity of 
analysis 

Resources 

Money 

Talent 

Time 

It is highly recommended for beginners not to exceed the number of 4-6 focus 
groups per project, to avoid the pressure of time constraints and analysis complexity 

4.2 The Recruitment Profi le 

When planning the research design, and after having ident ified the key objectives of the research, you w ill have 
to think about your information-rich participants. The choice of the profile is very much related to the purpose 
of the study and varies according ly; the study and the situation w ill dictate methods of selection. 

Defining a recruitment profile is considered as one of the most critical parts of any focus group research. Participants 
should be chosen because they share characteristics of special interest to the client or researchers. Many 
va riables should be taken into consideration when setting the profile of the participants; geographic location, 
age, gender, income, citizen participation characteristics, family size, employment status, etc. 

There are two types of criteria: 

• Objective Cri teria: Age, gender, education, race, religion; all the elements that identify a person, and that are inalterable. 

• Subjective/Constructed Criteria: Polit ical affiliation, behavioral choices. Elements where people make 
choices- whether conscious or unconscious- w ith regards to a given product, idea, party, organization, social 
behavior, etc. . . i.e.: use/do not use the product X, go/do not go to place Y, support/ do not support ideas 1,2,3. 

In most of the cases, the recruitment profile combines these two categories of criteria according to the requirements 
of the study. Sometimes, the recruitment profile would target changing patterns of objective criteria; in such 
cases the criteria becomes subjective as it becomes the issue in i tself e.g. individ uals who converted to a 
religion other than theirs in the context of a study on religion. 

The most common (and simplest) method for selecti ng participants for focus groups is called "purposive• or 
"convenience• sampling. This means that you select the members of the community who you think w i ll 
provide you with the best of information. 
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4.3 Types of Recruitment Sampling 

Random sample: a sample in which each unit in the population has an equal chance of being selected. 

Judgmental sample: a sample in which selections are made based on pre-determined criteria. 

Convenience sample: a sample in which selections are based on the convenience to the evaluator (e.g., easy 
geographical or organizational access). 

Stratified random sample: a mix between random and j udgmental sample, whereby researchers identify set of 
criteria that are important for the study, then recruit participants randomly from among those who fit the 
pre-determined profile. 

The table below is an example of using d ifferent variables. 

Table 1: Main Variables for Setting Recruitment Profiles of Focus Group Researches 

Age 

Gender 

Socio-economic level 

Religion 

locaUon 

level of education 

It is required to have a maximum gap of 1 ()-1 S years within the same focus 
group{20-30) (40· 55) 60+ and above etc. 

Males or fema les or mixed if the subject permits i.e. if the topic is about produc· 
tive health we cannot combine males and females in the same group. 

Social class based on national figures. 

Christians, Muslims, sub groups as relevant. 

Rural, urban, central, north, south, etc. 

Primary, secondary, university, illiterate, etc. 

Other variables could include race, country of origin, tribal origins; and other variables related to the context 
where the studies are conducted. 

Selecting divisions is a critical part of the research process and depends on a careful review of previous 
research on the topic. The reason is very simple: if the d ivisions you select are irrelevant to the research 
questions, you will lose important analytical power when it comes to the interpretation of findings. To that 
end, when setting the recruitment profile it will be helpful to have advisory g roups such as; employees and 
clients sharing their ideas and opinions to set a good profile. 

Profile divisions are also determined through familiarity with previous research fi ndings, basic research 
design principles, experience and logic. 

• If you do not understand the community well enough to know your information­
rich participants do not hesitate to ask local actors (Municipalities, CBOs) 

• Sometimes hard choices must be made among the key variables because of 
funding and time limitations. In that case you should select among the ones that 
you think are the most informative. 
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4.4 Structuring Groups 

When creating the recruitment profile, there are different levels of divisions. The big image can be drawn out 
of parameters directly related to the purpose of the study and varies accordingly. Direct parameters are very 
often objective criteria while indirect parameters can be associated to subjective criteria . 

If you want to compare and contrast how certain types of people talk about issues, you have to separate them 
into different groups. This separation is very critical in order to have the adequate information. You should take 
into consideration many factors when structuring the groups. 

Here are some hints about how to structure your groups: 

• Doers and Non-Doers: A a way to gather different perspectives towards the topic of interest you should select 
people identified as "doers" meaning that they are directly related to the issue. On the other hand it is recommended 
to have the perspective of people identified as ·non-doers", meaning they are not related/indirectly related 
to the issue. This will give you a broader picture of the situation as seen from different perspectives. 

Example: An organization is conducting an impact evaluation for one of its projects. The project targeted youth 
and its main goal was ·youth civic education". In this case the design shall target the young people who participated 
in this project to assess its impact on them as well as youth who did not participate in the project in order to 
compare the results from different perspectives. 

• The same can be applied for Experts and non Experts - presenting different levels of expertise or power 
related to the issue. 

Example: A new curriculum is being used in schools. A good research design would target the professors and 
experts in the educational sector. On the other hand the students should be targeted also as non-experts, for 
they are recipients of this curriculum. Parents could also be considered in this context as non-experts. 

In some projects a variety of groups can be combined in order to deliver the best of information, i.e. general 
public, both doers and non-doers, other sessions can be conducted with experts in the domain. 

Example: A study is aiming to test a law concerning women rights. In this case the design shall include the 
general public (women) asa main target, as well as other parties considered as stakeholders, i.e. local NGOs that 
worked on the law, men, etc. Experts such as lawyers could also be surveyed; and finally, interviews can be 
conducted with legislators, women leaders, etc. 

IMPORTANT INFORMATION 

When thinking about focus g roups, you have to think about creating a permissive environment 

where people are comfortable and can easily express their feelings and opinions about the topic. 

YOU HAVE TO ASSURE MAXIMUM HOMOGENEITY AMONGST PARTICIPANTS IN EACH GROUP 

0 Be careful not to combine people with different levels of expertise in the same group i.e. 

supervisors and employees, teachers and students, etc. this would create a h iera rchy syndrome 

and prevent people from talking freely. 

0 Be careful not to gather people w ith different social classes in the same groups, as some 

people might feel intimidated. 

0 Be careful about the gender sensitivity that m ight be a serious obstacle for people to speak 

up their minds. The subject of the research is very important in this case; the more the topic is 

personal and sensitive the more people are reluctant to talk. 

Always write up the recruitment profile in a printed table and share it with your 
client, colleagues and research team. 

F'ocus G1oup Training Manual 2012 I Jordan Civil So<iecy Program 29 



4.5 The Design Rationale 

The Rationale is the logical thinking that leads to the setting of a design. The parameters are quite similar for 
different projects (age, region, confession, se><. etc.); however, it is the way they are l inked that produces the 
desired information. 

It is very important when showing the design to the client to combine it with the design rationale that will serve 
as an explanation and clarification for the logic lying behind the design. 

I Example 

The Research Purpose 

Focus g roups aim at assessing and understanding people's conceptualizations, perceptions, apprehensions 
and expectations with regards to administrative decentral ization. 

Key Objectives 

1. Assess how Lebanese citizens perceive administrative decentralization, and understand their fears and expectations. 
2. Understand the needs of Lebanese citizens and expectations from administrative decentralizat ion regarding: 

a. The form: regional, sectarian. 
b. Level: town, governorate. 
c. Form of representation and electoral system. 
d . Degree of independence, w ith particu lar focus on financia l independence. 

3. Understand the administrative division that Lebanese citizens prefer and the reasons for this preference. 
4. Understand how Lebanese citizens perceive the impact of decentra lization on their daily lives taking into 

consideration the place of birth and living (whi le focusing on the demographic differences from a sectarian 
and reg ional perspective and how this affects the understanding of decentralization). 

5. Understand the influence that administrative decentralization would have on electoral behavior of 
citizens in various regions. 

D 
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majority in a d istrict and as a 

minority in a mixed environment, 
about decentralization 

Reveals the perceptions 
o f people in a central city, 
close to the capital, living 

as a majority in a district and 
as part of a mixed environment, 

about decentralization 



5. The Number of Focus Groups 

The number of focus groups is usually related to the budget of the study and the time constraints. Doing focus 
g roups is expensive in terms of participants' transportation, venue, researchers in case of outsourcing, etc. this 
is considered a serious obstacle when setting the number of focus groups to be conducted. The timeline is the 
o ther issue that should be taken into account; every phase of the method necessitates a certain time to be 
implemented. As a result, the number of groups shall be set based on the timeline of the study agreed upon 
with the client. 

Clients may want to conduct a big number of groups, as they li ke to get the maximal amount of information. 
They very often tend to overpass the budget of the study and cross the timeline. Researchers should advise on 
the selection of g roups in a way to have the needed information while respecting the budget and timel ine. 

I 
• 

Defining the number of groups is critical in terms of saturation. Saturation 
is a term to describe the situation when you have already heard the range 
of ideas and you stop getting any new information . 

6. Developing a Research Proposal 

At this stage, several meetings would have been conducted to point out the most important steps in a l ife 
cycle of a focus group research; objectives are set, the number of focus g roups is determined and the recruitment 
profile is defined. Now it is time to write down all the ideas and opinions in a clear way for everyone to be 
able to understand. 

The research proposal comes to sum up all the meetings and brainstorming sessions that have been held. It 
has to be o rganized in a logical manner where the client's needs are explicitly satisfied. 

A proposal shall include: 

The research purpose, identified earlier w ith the client. 

Type of informatio n needed, this includes the key objectives and key questions of the research; which w ill 
rule the whole process. 

The design, i t is recommended for the client to see a well-organized design along w ith adequate rationales. 
It could also be helpful to create different scenarios respecting the t imeline and the budget of the project. 
The final decision w ill be taken by the researchers and the client according to his/her preferences and needs. 

Deliverables, represent how you wi ll present/state the outcomes of your study. Try to know beforehand how 
your client would prefer it to be, and diversify your presentation tools: reports, memo, power point presentation, etc. 

Timeline, includes dates, steps, people responsible, people assisting, comments. 

Budget, you might need to breakdown your expenses instead of calculating a lump sum. People like to see 
how much they are paying for each component. Others would only need a lump sum; especially if you're 
doing an internal research. 

Research Design 

Forces researchers to think in a logical manner and to clarify their ideas. 
Allows decision makers to provide feedback. 
Ensures that adequate resources and time are available to obtain needed information. 
Can be circulated and discussed more readily than thoughts. 
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Exercise 

Please correct the mistakes in this text as relevant. Please provide an alternative design that 

best fits the focus group methodology. 

An organization decides to conduct focus groups to assess the situation of child sexual abuse 
(CSA) in the country, mainly regions where CSA is perpetrated, approximate number of 

children victims, and identification and referral systems in place. The focus groups wil l be also 
used to raise the awareness of parents and educators on the importance of children protection 

and identification of CSA indicators. 

To that end, 1S focus groups were conducted in various regions of the country with around 40 

to SO participants in each group. Groups included separately parents, educators and social 
workers, children (8-12 years old), youth (13 - 18 years old) and young adults (19-25 years old), 

both males and females. In addition, key informant interviews were conducted w ith 5 selected 

international NGOs specialized in the topic. 

Key Objectives were as follows: 

1. What is CSA? Perceptions towards CSA 

2. Number of ch ildren sexually abused annually. How many times? By whom? 

3. Regions where CSA is mostly perpetrated 

4. What is the identification and referral system that exists in the country? 

I 0 
I 

I 
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Summing up 

* The planning process begins by identifying the purpose of the study. 

* Identify information-rich target audiences and decide on the number of focus groups to 
be conducted. 

* Idealistic designs are easy, but the challenge is to develop a design that could be in 
balance with the resources avai lable. 

* Key objectives and key questions are essential for a successful and methodic research, 
they lead researcher throughout the focus group process, to look for information needed 
and avoid falling in the trap of interesting-to-know but information-out-of-subject. 

* Feedback from colleagues, researchers, clients and target audience helps you identify 
problems before they occur. 
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Introduction 

What You Have to Have in Mind ... 

Leave out all pre-conceived ideas about what could be the answers. 

Do not form your questions based on answers you have in your m ind. 

1. What is a Discussion Guide? 

• The discussion guide - also cal led the moderator's guide- is basically a set of questions that the moderator 
uses during the focus groups. These questions shall be formulated based on the key objectives and key 
questions of the study. 
• The discussion guide is an outline, prepared in advance for a specific profile of participants that covers the 
topics and issues to be explored. 
• The discussion guide is designed with the overall research questions in mind and is constructed to ensure 
that topics covered in the focus group relate to the resea rch objectives. 
• The discussion guide is a concrete tool for the moderator and for the observers to solidify the research 
objectives and to make sure that both the observers and the moderator are on the same track. 
• The guide usually has an easy beginning; starts w ith ice-breakers and then moves from general to specific 
questions. 
• The questions in the discussion guide shall have a minimum number of 10 questions to a maximum of 15 
questions; each q uestion shall answer a key objective and shall serve a key question. One question can serve 
more than one objective. Similarly, one objective can be reached through several questions. 

Always test the discussion guide with your colleagues in order to check the 
formulation, the content, and the meaning of the questions. 

2_ Divisions of a Discussion Guide 

• lntrod uClion: Eveiy discussion guide shall start w ith an introduction, where the moderator starts by greeting 
participants, introduces himself/herself , presents the general topic of the session, and asks the participants to 
introduce themselves. The introduction provides general information and then moves the participants to the 
introductoiy questions. 

• lntroductoiy q uestion s, also called warm-up questions; the discussion guide usually starts w ith one or two 
introductoiy questions that set the tone of the session and get participants to overcome their apprehension. 
lntroduCloiy questions are not yet about the topic to be covered but rather serve as a general introduClion, about 
general issues, aspirations, and concerns that people spontaneously express at the beginning of the conversation. 

• Transit ion: Transition questions are questions that move the session from the general introductoiy context 
to the topic of interest to be researched . They are important because they set the tone for the rest of the 
session, and make people understand the specific issues that they w ill be talking about throughout the session. 

• In-depth questions: The in-depth questions are usually located in the middle of the discussion guide where 
participants are asked to express their opinions towards most important issues of the research topic. The core 
purpose of the research shall be answered at this stage. 

• Closure: Closing questions are the last one or two question(s) that create an opportunity for participants to 
clarify positions they made earlier in the discussion. The moderator usually thanks the participants and permits 
for any comments on the session. 
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Things to Remember ... 

If you are moderating 

Make sure you are well informed about the topic you will be d iscussing w ith 
your participants. 
Don't try to guess the responses, discussion shall be open-minded. 
Keep an eye on your time. 
Make sure you know exactly what you are looking for; you are the king/queen of 
the session (not the star) and your colleagues are counting on you to get them the 
information you need. 
When probing, make sure you probe in the right d irection; don't probe on every 
sing le detail, probe only on relevant ideas, also called "gems" in focus group j argon. 
Never assume a reason behind a position or opinion. Ask even if things seem 
obvious, even if you feel awkward asking about something obvious that might not be. 
Don't forget to listen to your colleagues; don't ignore their requests. 

If you are observing 

Don't over interfere w ith the moderator; if you feel he/she is losing it, cal l h im/her 
out and try to re-put things on track. If it does not work, just replace him/her. 
Don't criticize him/her in front of participants and clients, and never have an 
argument w ith him/ her at this stage, you will all lose it. 
Allow the moderator enough t ime to ask; he/she knows. The session is flowing. Give 
him/her some space. If there are questions he/she did not address, try to let h im/her 
know before the end of the session. 
Take notes. Good notes are multicolored and well marked. Never forget to specify the 
date and timing of the session, the profile of people, the topic d iscussed, and the 
page numbering. 

3. Types of Questions in Focus Groups' Discussion Guides 

• Open-Ended: When writing any discussion guide for focus groups, it is important that the questions be open ended 
without any allusion as to what the answers might be. However, sometimes closed-ended questions can be used to 
generate personal positions allowing participants to provide more in-depth motivations, choices and concerns over 
one issue. What matters in such cases is perusing the why rather than sticking on yes I no or with I against answers. 

• Non leading: Participants of focus groups have to be able to freely express their thoughts and opinions on 
issues in brief discussions and reach conclusions without bias. 

• Probes: or follow up questions. are very important in the discussion guide and in moderators' mind. In almost 
every question in the guide, we add some probes that further explain participants' answers. Probing questions 
reveal more in-depth information by clarifying earlier responses or pending on statements made by participants. A 
good moderator is the one that probes for more answers when needed even if probes are not written in the guide. 

• Short and simple: We usually use short questions to get long answers and keep participants on the track. Also 
always make sure your language is clear, simple, and easily understandable by everybody. Don't use "expert 
words", unless you're sure your participants are all experts (in this case you are probably doing a special focus 
group for experts). 

• Non-Judgmental: It is important to use non-judgmental language when formulating questions of discussion 
guide, in order to preserve the open environment and to make participants feel at ease expressing their 
opin ions especially about sensitive issues. 

•General to specific: In every discussion guide, questions shall always start broad and then move to specific; 
which means a dual shift from less personal to more personal. 
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4. Questions to Avoid 

• 
• 
• 
~ 
0 
\/) ·-

• Closed Ended: like yes or no questions, as these types of questions can limit the conversation and elicit 
ambiguous responses. Closed ended questions can be used only if we want to generate personal positions and 
we make sure we probe, asking participants the why behind the position expressed, whatever it is. Example: Do 
you support implementing this project in your region?; replace with: how would you feel about implementing 
this project in your region? 

• Double barreled: Such as questions that ask two or more questions at the same time. This would make participants 
confused about which question to answer first, thus lose concentration. Example: How do you feel about the voting 
requirement and what are you going to do about the women quota and lowering voting age? 

• leading: leading questions already have the answers embedded in the question, therefore the personal expectation 
of the moderator will be involved in the discussion which can change the whole conversation and affect the focus 
groups results. Example: to what extent do you consider that violence against children is immoral and inhuman? In this 
case, even the use of the word "violence" can be leading; replace with: what do you think of various means used to 
discipline children? and probe until you get a position about violence against children, to what extent is it socially 
acceptable, what is the limit beyond which beating is considered violence, etc., depending on your key objectives . 

The discussion guide can be amended in case both the moderator and the cl ient feel the 
need to, but we shall not forget that some questions that serve the key objectives of the 
study are essential in order to gather the data that is needed. If you have to revise a 
question or two in order to enhance t he cultural sensitivity or responsiveness of t he guide, 
please make sure this is done in collaboration with those who requested your research and 
in accordance with your key objectives and key questions. 

Checklist of a Sound Discussion Guide 

0 Are the questions related to the key objectives? Do they answer the key object ives and key 

questions of the research? 
0 What type of language does the topic and target audience require? Are you using ·expert" words? 

0 Is the language informal and simple? 
0 Are questions short and understandable? 

0 What information do the questions ask for? 

0 How broad or narrow are the questions? 

0 How are they relat ed to what you need to know? 
0 How answerable are they? 

0 How are participants likely to feel about the questions? 

0 Are the questions too sensitive? 

0 Is the context of the questions clear? 

To make sure that you will obtain what you want from the conversation; try to do a simulation 
test for the discussion guide with your colleagues before using it with participants. You might 
notice that some questions are unclear, some others repetitive or generate perspectives you 
don't need. Testing is key for a sound discussion guide. 

Don't forget to define tentative time for each question and to put an estimated time for the 
session. Usually, a focus group session lasts for 60 minutes and should never exceed 120 minutes. 
In general, if you have a discussion guide of more than 15 questions, this probably means that 
you are over asking. In that case, you should revisit your key objectives and key questions, make 
sure you prioritize the information you need, and review your discussion guide accordingly. 
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Exercise 4: Wri t ing a Discussion Guide 
I 

Write a discussion guide that provide direct answer to the following key objectives and key questions: 

Key Objectives: 

1. Understanding perceptions of people towards social issues and where they stand on their 

priority list. 

2. Assess contribution of TV shows addressing social issues in raising awareness of people and 

getting them to hold public discussions about social problems. 

3. Measure the motivation that could result from these programs to urge governments and 

officials to address social problems. 

4. Explore receptiveness of people to social problems in neighboring countries and whether an 

added value exists from looking at social issues from a regional perspective. 

Key Questions: 

1. How do people perceive social issues in general? And do they give them priority in their 

discussions? 

2. How did people perceive the Arab House show? What emotions, thoughts, and desires did 

the program stir inside of them? 

3. How can the airing of the show mobilize people to hold public discussions about social 

problems and undertake official demands from local government? 

4. What added value did the regional coverage of the show bring to the people's perceptions 

towards social problems in neighboring countries? 

5. What do people expect from local TV Stations? What are their priorities perceptions and needs? 

Back to the exercise on CSA, please correct t he following DG: 

1. In your opinion, what is CSA? 

2. Have you/ your children ever been sexually abused? How many times? By whom? 

3. For educators: have you ever sexually abused a child? Why? 

4. To what extent would you consider CSA as an immoral, unethical and inhumane act? 

5. In which regions is CSA mostly perpetrated? 

6. How many children are sexually abused annually? 

7. What is the identification and referral system that exists in the country? 

8. Now we would like to share some information with you: CSA is .. . 

9. Do you have any question about CSA? We would be glad to provide you with more information 

about the topic. 
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Summing up 

* The discussion guide is a series of questions the moderator uses in a focus 
group to obtain responses. 

• The discussion guide questions shall be formulated based on the key objectives 
and key questions of the study. 

* Questions shall start general then move to specific. 

* FG questions shall be open-ended, neutral, non-judgmental and should not 
exceed 15 questions. 
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Introduction 

Now that you have prepared everything for your study, and you have decided who will be your information­
rich participants, it is time to start recruiting people that fit the profile you have set up. 
Recruiting participants is one of the most important steps in any focus group project: it is all about sampling 
and very much relies on the research design and the identification of information about each participant. 

There are basics for recruitment, also known as international recruitment standards that you have to respect 
while inviting people to your focus group. This chapter will help you get through this phase successfully. 

1. What is Recruitment? 

There is no one method that professional focus group research centers solely adopt. 

Recruitment is a flexible innovative creative process that varies with the variety of people that are asked to 
participate in a given focus group. For example, if you want to know the quality services provided in a d ispensary, 
your information-rich participants will be users of this dispensary. As a result, your recruitment method will 
be either spending a day (or more as relevant) at the dispensary and invit ing visitors to the focus groups, or 
alternatively get attendance sheets from administrative staff at the dispensary and contact people to ask 
them to attend focus groups. Respectively, these two options are referred to as Field Recruitment and Phone 
Recruitment. In the latter, recourse is made to what is referred to as ·available d atabase·. 

Field recrui tment: is the action recrui ters undertake to recruit people through direct contact in a given area, 
based on pre-set criteria. 

Phone Recruitment: is the action recruiters undertake to recrui t people using pre-established lists of people's 
names and contacts. These lists can be general, such as national phone registry (white and yellow pages) and 
voters' lists, or specific; such as l ists of clients of a given company, users of a given product, and beneficiaries 
of a specific project. In this case, recruitment is done using available database. 

Getting People to Attend FG 

• Before recruitment: prepare good description of the study, why it's important, and why the presence 
of this part icular person is particularly important. 

• Present the topic as sign ificant. 
• Personalize invitat ions. 
• Offer incentives. 
• Take into account seasonal time demands of particular audien ces. 
• Build on existing and organizational relationships. 

Remember: YOU need the participants, not the other way around. 
Therefore you should be very flexible especially when setting the time 
and date of the FG session. 
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2. Recruitment Tools (Samples included as annexes at the end of this chapter) 

2.1 The Screener 

• Recruiters use screeners to interview potential participants for focus groups. 
• The screener is a step-by-step questionnaire that guides the recruiter in the field or over the phone. 
• The screener helps the recruiter to find target population segments; it screens in potential participants that fit 

the desired profiles and screen out those who do not fit the profile. 
• Screeners help you identify from a larger segment of the population a smaller group that would eventually 

form your focus group. 

2.2 The Re-Screener 

• The re-screener is the second tool for selecting participants for FG. 
• The moderator uses the re-screening questions in order to control "the quality of people" getting to the FG. 

2.3 The Main Use of the Re-Screener: Quality Control 

• To correct mistakes in data collection during the recruitment. 
• To make sure you get a good mix. In case of over recruitment, you screen out participants who are too similar 

to others. 
• Final revision of participant l ist with the client will allow identifying people who should not be a part of the 

focus groups example: if the client is a company you might not want a former employee to be part of a focus 
group with the general public, therefore you should be screening him/her out. 

• To ensure participants are the ones you recruited! 
• To reveal a participant who may have l ied. 
• To allow the moderator to informally interact with participants, so he/she can identify problematic ones and 

exclude them if needed. 

2.4 The Tally Sheet 

It is the sheet that the recruiter uses in order to gather information, at a glance, about the participants that 
will attend the focus group. 

Recruitment Basics 

All ow tim e: Al low time for the recruitment to take p lace. The more specific is the profile 
needed the more time should be allowed for the recruiter to do his/her work. 

Avoid famil iarity: The recruiter shall always remember the international standards of 
recru itment which require that focus group participants are not familiar w ith each o ther, 
as familiarity tends to inhibit d isclosure. Also avoid participants w ho have already 
participated in several focus groups. 

Recruit m ore participants than needed: The norm al number of focus group participants 
is between 7 - 1 O participants, but the recruiter should invite more participants than 
needed. For example, if we want 8 participants to attend we should recruit around 15 
participants because many of them j ust do not show up at the last minute. 

Track and remind part icipants: All participants shall be tracked in one central location, 
and the recruiter shall re-confirm their participation w ith in 24 hours of the group, and 
provide transportation w hen needed. Th is helps ensure tha t participants attend. 
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3. What Do We Do When .. . 

• 

• People do not show up: Don't panic, it j ust happens, even with the most competent recruiters. Re-schedule 
your group and allow enough t ime for recruitment. 
• You have non-matching people: Don' t do it. Non matching people waste your t ime and can seriously hinder 
your research. Politely but firmly, apologize from participants and be very clear about why the session won't 
take place. 
• You have less than 6 participants: If you have 4 or 5 participants, you can do your focus group and allow 
more time for your probes and in-depth follow up questions. If it is your first focus group, you might think of 
redoing another one with the same profile or at least another mini g roup with 5 other participants. If you have 
already conducted half of your scheduled groups, you might be able to tell whether you would n~ another 
one to complete your fi ndings or the information you got from this group is enough. If you have less than 4 
participants, that w i ll depend on your judgment whether to do i t or not. Our advice is just do it; you can always 
re-do it if it is not enough. Information from people is always insightful and might point out many issues that 
you have not thought of before. Don' t waste the opportunity to l isten to what people have to say, especially 
that they are already there, you have probably got ready for the whole process, so there is no waste in doing it 
anyway. Alternatively, reschedule your session and have a serious ta lk w ith your recruiters. Identify the 
mistakes and address them. 
• We have people coming late: If some participants appear half an hour late, it is preferable that they do not 
participate in the focus session because they would have missed a great deal of the questions. Whereas if 
some appear Sor 10 minutes late, i t is ok. they can participate. However, i t is up to the moderator to decide 
whether to let them in or just leave them o ut. 

For the moderator to be able to decide here are few elements to consider: 

G2J If you have already asked 2 o r more key questions, then is it probably too late, 

G2J If you are still in the introductory q uestions, then the new comers can easily be part of the session, 

G2J If the person presents features in your profile that you are missing in the group, then you probably 

want to keep him/her even if he is 40 minute late. You might want to spend another 20 minutes 

with him /her at the end of the session. 

To sum up, accepting or rejecting late arrivals is your ca ll as a moderator and/or researcher. Do keep in mind 
though that the decision is the result of many factors so balance it in your mind before making it. 

Checklist for Sound Recruitment 

Important things to think about when defining the target profiles and regions for a focus group research: 

G2J Composit ion and homogeneity of each g roup: Dynamics of comfort and openness together with 

serio usness and depth. 

G2J Set meeting date, time, location. 

G2J Make personal contact with potent ial participants. 

G2J Make a reminder phone contact. 

G2J Offer Incentives (Financial or Not). 

IP, In case of over recruitment, the moderator selects the most appropriate partici­
pants to attend the focus group and apologizes from the others. 
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4. Recruitment Insights 

International standards for focus group recruitment require that participants do not know each o ther 
previously, and that participants are homogenous, yet diverse at the same t ime, within cri teria identified. For 
example, in a focus group with youth aged 25 - 35, participants should not be aged between 25 and 27 only, 
but there should be people aged 27, 29, 30, 33, 35, etc. However, these rules are not always achievable, 
particularly the familiarity issue, especially in certain contexts. 

4.1 About the Familiarity Issue 

It is sometimes very d ifficult to convene a focus group session with people who do not know each other. This 
is particularly the case in rural regions, or in specific contexts of common featu res (beneficiaries of the same 
project). Therefore, it is important to balance international standards and reality. Common sense and 
judgment is key in such cases. Here are some hints to help you get through this. 

In rural context, try to get people who do not belong to the same family, are not neighbors and do not have 
daily contact. In the case of beneficiaries of the same project, such as a d ispensary for example, try to have 
people who were not visiting on the same day. In your judgment call, always keep in mind the topic and 
purpose of the research, as these shall always be your ul timate guide in what can be done with minimal 
effect versus what cannot be done because of major effects on the resu Its. 

• Example: If you are doing a focus group research on reproductive health in a rural region, you will not accept to 
hove a women and her sister-in-law. 

4.2 About the Homogeneity Issue 

When doing a focus g roup, one of the key elements of its success is to create an open, permissive, and 
comfortable environment to make people feel at ease, thus freely express their opinions. Keep in mind that 
some research topics can be very sensitive, so if people feel embarra ssed, then you're probably wasting your 
time as they will not speak up their minds. One of the main characteristics of human behavior is to tell 
personal things to people we don't know, and whom we would never meet again. Of course, this very much 
depends on the topic of the conversation. Sometimes, people whom we barely know are those in front of 
which we would never say anything because we fear their reaction and how our opinion would affect the 
way they look at us. In all cases, homogeneity does not mean people from the same family, but rather people 
who do not know each other but share the same characteristics, whether objective o r subjective. Homogeneity 
is also very much related to the recruitment profile. For example, in a focus g roup about elections, you could 
have people from different socio-economic backgrounds yet from the same region to talk about a specific 
candidate in this reg ion. However, you cannot have a millionaire and a low-income employee to talk about 
expenditure trends and patterns. Again, it is al l about j udgment in relation to the topic of the research. 

• Example: If you are doing a focus group in a company, don't mix up managers and employees. Also, do not put 
together employees from the same department. If it is a small-size company, then you could think of doing one­
on-one interviews instead. 

4.3 About the Incentives 

Professional focus group centers usually g ive certa in amounts of money (between 15 to 50 dollars according 
to the profile of people, topic of research and circumstances). However, NGOs and civil society organizations 
doing their own focus group researches may not afford to pay focus group participants, not only for financial 
reasons, but also because they do not want to set precedents for upcoming activities, as people may not 
necessarily d ifferentia te between a focus group and an awareness session for example. You might want to 
think of creative ways to compensate people for their time and energy, yet without compromising your 
future activities. This could be through in-kind g ifts or services, such as baby-sitting for women, professional 
assistance for farmers, books or magazines for youth, etc. 
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Exercise: Developing Screeners 

Q(!Ve/op three screeners for rhe following focus group research project: 

Topic: Women in polit ics 

Objective: Collect data on perception of women in politics for upcoming elections. 

Information-rich participants: men and women, youth and middle age, average education, voters, 

average socio-economic status, rural, metropolitan and central rural contexts. 

IP, 
When recruiting your participants, don't tell them what the exact topic of the 
research is; you may mention the general issue to avoid participants who do 
their own research thus influence negatively on the findings. For example, if you 
are working on alternative crops, you may simply say that you will be discussing 
issues related to agriculture in general. 

Again w ith the exercise on CSA, what do you th ink of this recruitment plan? 

1. The organization recruited 40-50 children in each focus group conducted with ch ildren, 

both males and females. 

2. In the adult focus groups, parents and educators were m ixed in the same group. 

3. To conduct these focus groups, the organization had recourse to another organization that 

provides a lot of awareness raising on child rights. This organization recruited all participants. 

4. Screeners were used right before the focus groups to enter participant data into the 

organization database. 

5. Sample Materia ls 

5.1 Screener Sample 

Profi le Needed: Males, 35-45 years old, uneducated, lower income, voted in last elections, residing in lrbid, 
voting in lrbid. 

Recruiter Name: 
Recruitment date: 
Place of Recruitment: 

Name of the interviewed person 

Tel 

Availability 

Address 
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Good morning, 

My name is ............. , I work in .................. , and we work on public affairs issues that concern all the citizens. 

Our center/organization regularly organizes focus groups that involve 8 to 10 persons. We are currently 
working on a subject of common interest to you as a citizen (KEEP IT AS BROAD AS POSSIBLE, YET HONEST). 
Your opinion is of great importance to us. 

Can you please spare me a few minutes of your time. We have a few questions for you so we can identify which 
session you fit in. 

1. Gender (do not ask it; just click it): 

Woman 

Man 

Stop t he questionnaire 

Continue the questionnaire 

2. Age; could you please tell me which age bracket are you in? 

Less than 35 

35-45 

46+ 

3. Educational Background: 

Illiterate 

Primary 

Secondary 

University 

Stop 

Continue 

Stop 

Continue the questionnaire 

Continue the questionnaire 

Stop t he questionnaire 

Stop t he questionna ire 

4. Please tell me which bracket your average monthly income belongs to. 

Less than 500 USD 

500-1000 JD 

1001-2000 JD 

2001-4000JD 

More than 4000 JD 

5. Did you vote in the last municipal elections? 

Yes 

No 

6. Where are you from? 

lrbid 

Other 

7. Where do you live? 

lrbid 

Other 

Continue 

Stop 

Stop 

Stop 

Stop 

Continue the questionnaire 

Stop the questionna ire 

Continue 

Stop 

Continue 

Stop 

Thank you for your time, your name and your identity will remain confidential. You will be offered ( ... )for 

your participation. 

In case you would like to participate, what time suits you the best? 
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5.2 Re-Screener Sample 

Profile Needed: Males, 35 - 45 years old, lrbid as place of origin and residence, uneducated, lower income, 
voted in last elections. 

Topic: 

Date: 

Time: 

Name of Participant: 

Gender: 

Date of Birth: 

Place of Birth: 

Place of Residence: 

Work: 

Did you vote in the last elections? 

Could you please tell me the names of 3 candidates who were running in your dist ricts? 

Have you ever participated in a focus group? 

The session duration will be around 90 minutes. We would like to have you for the whole duration. 

Moderator's Name: 

Moderator's Signature: 
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5.3 Ta lly Sheet Sample 

Recruitment Profile: Women - Central Badia - 18-25 years 
Focus Group: Friday 13/6/08- 4:30 pm 

Name Gender Phone 

! 
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1. The Moderator's Role 

• The moderator role is to facilitate the focus group discussion. 
• The moderator plays a crucial role in the success of a focus group. He/ she guides the d iscussion along specific 
paths, directs the conversation to allow perceptions, beliefs and attitudes to emerge. 
• The moderator actively listens without expressing his or her own opinion; he/she creates a space for participants 
to exchange ideas. 
• The moderator keeps participants focused, engaged, attentive and interested; uses prompts, and probes to 
stimulate d iscussion. 
• The moderator uses the d iscussion g uide effectively to ensure all topics a recovered and makes sure everyone 
participates freely and comfortably. 
• The moderator must have good listening skills, good observation skills and good communication skills. 

2. The Moderator and the Re-Screening 

The re-screening is the first informal interaction between the moderator and the participants; the re-screening 
is always done before the FG session and serves the following pu rposes: 

• To correct mistakes in data collection during the recruitment. 
• To ensure a good mix of part icipants. In case of over recruitment, moderator screens out participants who 
are too similar to others. 
• To ensure participants are the o nes you need for your study. 
• To allow the moderator to informally interact w ith participants so he/she can identify problematic o nes and 
exclude them. Also, the seating arrangement will reflect personality of participants according to the moderatO(s 
selection. It is thus common to ask shy participants to sit in front of the moderator so the latter can keep an eye 
contact with them which is known to push reluctant people to speak up their minds. On the contrary, participants 
identified as talkative can be seated next to the moderator, so he/she can keep control over them and easily avoid 
the eye contact. 

3. The Moderator's Ground Rules 

In every focus group session, the moderator shall be aware of setting ground rules during the session, from 
starting w ith greeting the participants at the beginning of the session until thanking them at the end. 

Ground rules are mainly about building the first rapport, when participants are seeking comfortable, open and 
judgment-free environment. 

Rappo rt is important to the moderation process, because it can dramatically influence the willingness of participants 
to answer questions. The purpose of focus groups is to gain information about the topic{s) of interest from the 
perspective of participants. Rapport is key to achieve this. 

4. Balance Rapport and Professionalism 

At the beginning of each session, it is highly recommended that the moderator present him/herself as a 
researcher rather than a friend . The moderator needs to let participants know that he is part of a team that is 
conducting research for community work purposes. This formality communicates to participants that their participation 
is important and contributes to the community. If the moderator is too casual participants may not see him/ her 
as someone who is prepared to take what they have to say seriously . At the same time, if he/she is too serious and 
formal, they m ight feel intimidated and reluctant from freely expressing their opinions. Balance is key in moderating 
focus groups. 

One of the main roles of moderators is to achieve a balance between building a rapport w ith participants and 
conveying an appropriate level of professionalism. The moderator's role d uring focus groups is not that of a 
good conversationalist or a friend who provides feedback, but a professional who carefully listens and understands 
what people are saying. 
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5. 

Starting the Session 

The moderator shall start each session by greeting and welcoming participants, introducing him/herself 
as a researcher and introducing briefly the topic that will be discussed. Sometimes, the identity of the 
client is confidential thus the moderator is not allowed to disclose whom the research is being 
conducted for. 

This introduction can be helpful: 
Welcome to (the name of the institution) today we are going to talk about issues that are important to us in 
our village/neighborhood/situation. We want to know what you think about these issues. There is no right 
and wrong answers to the questions that we are going to ask; you don't have to worry about that. You can say 
anything you like, what is important for us is your personal point of view. 

All we ask is that only one person speaks at a time so that we can all hear what you are saying. Everything that 
you say will be kept confidential. No comments will be publicly attributed to anyone. The discussion is being 
recorded so that we think more carefully about what you say aher the session is over. But we areal/ bound by 
the confidentiality rules. My name is( .. .), I work as a researcher in (name of the institution) and would like to 
know your name, hobbies, work, etc. 

If you know - through the re-screening - that there are differences in the backgrounds of people even 
within your recruitment profile, try not to make people talk about these d ifferences to avoid intimidation. 
For example, if you are doing a focus group about a political issue with university students, and it 
happened that you've got a student in political science for example while others are studying other 
disciplines, try not to encourage participants to talk about their studies because other students might 
feel less informed than - supposedly - the political science student. Ask them about their hobbies, the 
last movie they have watched, etc. Remember the idea is not to have people introduce themselves, but 
rather to break the ice and speak first about something that they feel comfortable speaking about. 

a 
Principles of Good Moderation-i 0 t 

i 
e 

e 
:z.- ~u i 

• Listen Carefully to Participants: e U ' 

s 

c s ct l 
Active listening allows probing effectively an.tat appropriate points duriQg the'!fbcu~group. Active listening involves 
not only hearing what someone is saying, but also noticing body ~sture and facial gestures {i.e. any changes in 
nonverbal behavior) that might provide indications as to the appropiilte or necessary ways to engage particiji'ants. 

• Show Participants You Are Listening 

Show participants that you are listening to what they are saying. Signs that you are paying attention may include 
leaning forward slightly, looking directly at participants while they are speaking, or nodding at appropriate 
times. Such behaviors not only indicate that the moderator is more engaged, but also help maintain the engagement 
of the participants themselves. Looking away or frequently checking your watch will most likely make participants 
feel that you are not listening. If participants suspect that you are not listening to them with great care, they may 
take their role of sharing expert knowledge less seriously and, therefore, may not elaborate or provide much 
detail in their answers. 

• Remain neutral 

While showing participants that you are actively listening and interested in what they are sharing, you will also want 
to remain as neutral and impartial as possible, even if you have a strong opinion about something. Use phrases such 
as "Thank you. That is helpful." Comments such as "I can't believe it!" or "You really think that?!" are not appropriate 
remarks for a moderator to make, because they infer your opinion and impose j udgment on the participant, which w ill 
shut down discussion and make other participants become very cautious about the opinions they would voice out. 
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• Don't be afraid of silence; Silence encourages elaboration 

Allowing silence at times encourages elaboration by participants because i t gives them a chance to think about 
what they want to say. More often than not participants will fill the silence w ith more information. However, it 
is important to strike a balance between keeping the conversation moving (so that you use your time well) and 
allowing participants adequate t ime to share and process what has been shared. 

• The participant is the expert 

Using probes to clarify what the participant has said reinforces the fact that the respondent has expert knowledge, 
based on their d irect experiences with the topic that the resea rcher wants to understand. Good probes let the 
participants know that the moderator is listening to their answers. This also helps to establish the rapport that 
is so important to the focus group process. 

• Avoid asking leading questions 

It is important to avoid asking questions that are leading, meaning that they reflect moderator opinions or 
assumptions about a topic. 

An example of a leading question is ·Don't you prefer ... ' This presents to the participants that the moderator has an 
opinion, not that he is there to learn from them as an unbiased listener. This type of questioning may lead the participants 
to answer questions according to what they think the moderator expects to hear, rather than how they really feel. 

• Avoid making assumptions 

The opinions of the participants should not be assumed by the interview er. To help ensure that the moderator 
is not assuming, he should use probes in order to clarify the participants' answers. 

• Keep your eye on the time 

The moderator's time management is crucial during the session since individuals love to talk about their experiences 
and may have a tendency to go on and on about them. The moderator's job is to structure the session in such a 
way that elicits a complete response to questions, while respecting the focus group time management. 

• Deep knowledge, deep modesty 

The moderator has to be well informed about the topic that focus groups are exploring. However, he/she has to 
keep low profile and never act as the expert or the key informant on the subject, as this would eventually intimidate 
participants and refrain them from talking, mainly because they fear saying something w rong, in front of 
someone who "knows". 

Always remember: that focus group is about what people know, think. feel, etc . .. Your knowledge serves to help 
you understand all of this. 

• Keep the focus group moving 

It is also the moderator's job to politely move the focus g roup forward when what the participant is sharing is 
less useful, g iven the research questions. Sometimes, it is possible to do this by l istening to something that is 
relevant to another question or set of questions. Other times, the moderator may want to acknowledge that the 
time together is waning and that there are some other aspects of their work and experience that he/she wants 
to be sure he/she has time to learn about and explore, and, for this reason, he/she is going to move on. 

• Make an efficient use of the d iscussion guide 

A well-developed discussion guide w ill remind the moderator to do a t ime check periodically to make sure that the 
focus g roup is progressing appropriately. Another strategy is to listen to relevant information to questions that 
you have not yet asked so that you can skip these later. If you do run out of time before you have covered all the 
questions in the discussion guide, be sure to use your remaining time asking and exploring only the most important 
q uest ions left. 

The more familiar the moderator is w ith the d iscussion guide, the easier it will be for him/her to prioritize particular 
questions in order to cover the needed info. 
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• Play devil's advocate 

A good moderator plays devil' s advocate when he/ she can, however. devil's advocate means arguing against a 
cause or position, not as a committed opponent to the participant playing devil's advocate is used to understand 
deep roots of a participant's position. 

• Show Empathy 

Although neutrality and impartiality are key for successfully moderating focus group discussions. it is sometimes 
important that the moderator shows empathy towards specific situations, especially when topics are highly emotional 
or humanitarian and compassionate, such as moderating a focus group w ith women victims of domestic violence. 

Of course showing empathy does not mean engaging in lamentations with participants, but rather showing 
respect and care sometimes in non-verbal communicat ion that makes participants feel more comfortable speaking 
o ut their grievances and opinions. 

• Don't Push for Consensus 

The objective of a focus group is to generate as much ideas as possible. So whenever you have disagreements 
over an issue within your group, this means your focus group is very rich, and you have to make sure to keep it 
going this way. lf you feel people are tending to agree, try to push them to disagree, such as saying anyone has 
another opinion, do you think other people think differently, etc. 

• Probe, probe and ... probe! 

A good moderator is the one that probes frequently, and always clarifies questions. Probing is an important 
part of focus groups and has two main purposes: to help clarify what a participant has said and to help get 
more detailed information on topics of interest. Probes allow participants to provide more than j ust a one­
sentence answer to the questions. 
Example of probes: What exactly do you mean by this word? What else? Please give us on example of ... Does onyone 
feel differently about this issue? Help me understand what you are saying, why is this important to you? 

IP, Don't forget to take off your watch and put it in front of you so you can manage 
your time while moderating your focus group session. 

6. Difficult Situations 

Difficult situations may arise during focus groups. The following are some examples of common situations that 
can occur and what you as a moderatorcan do in each of these situations. 

6.1 Managing Difficult Situations 

a. What do you do if no one responds to a question? 
In this kind of situation, it is helpful to try to understand why people aren't responding. There are few hints: 

• Did you ask a q uestion that was d ifficult for the participants to understand? 
If you think this might be the case, you might try asking the question in a different way. Always remember 
types of focus group q uestions when improvising quest ions. 

• Are people t i red of ta lking about the topic and/or do they have no more to say about a topic? 
In this case, it may be important to simply state, "Is there anything else that you would li ke to share? 
(Pause) If not we can move on to our next question." 

• Are people feeling uncomfortable about talking? 
If no one responds to a question, and you aren't sure exactly what the problem is, it's okay sometimes to 
just wait it out. Be quiet for a moment and allow people time to think. Often, someone w ill speak up, either 
to answerthe question or to ask a question that allows you to have a better understanding of the silence. 
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b. What do you do if the group beg ins to ta lk about topics that are not relevant to the research? 
When this happens; just say: "Thank you for that interesting idea. Perhaps we can discuss i t in a separate 
session; I would like to move on to another i tem: 

c. What do you do if people are having side conversations? 
If side conversations occur during a focus group, you might respectful ly remind people of the ground rules 
and ask that people finish their conversations and rejoin the larger group discussion taking place. 

d. What do you do if you ask a question and participants say that they do not feel comfortable answering it? 
If this happens, say • thank you " and that you acknowledge and appreciate their honesty. Then, ask them if it 
would be okay to move on to the next question in the discussion guide. Try to ask another question that 
would get the same information. If i t still does not work. revise your discussion guide and/or try to find out 
from other groups why these people d id not want to answer your question. 

e. What do you do if people begin leaving? 
You can try to mitigate this problem in advance by letting people know how long the focus group will take 
and emphasize that it is important for individuals to stay for the entire d iscussion. You may also ask the 
group at the beginning of the meeting if anyone has to leave early so you manage your time according ly. 

6.2 Types of Challenging Participants 

In almost every focus group, the moderator faces at least one challenging participant. The expertise of the 
moderator shows the most in the way he/she deals with the following types of cha llenging participants: 

• The dominant talker: 
is the one who dominates the discussion and doesn' t want to l isten to other participants; in this case 
you should manage him/her by trying to keep his/her turn of speaking to the end. 

• The rambler: 
is the one who talks about the same subject, repeats the same story and does not let anyone talk. In 
this case, you can manage him/ her by letting other participants speak first. 

• The expert: 
is the one who presents himself as an expert in the subject, and let everyone feel that he/ she knows 
better than them; in this case you should encourage other points of view, and let others speak first. 

• The shy: 
is the one who doesn' t ta lk; in this case you should encourage him to speak and give him/ her more 
attention throughout the session. 

Sometimes, participants wait until the end of the focus group to share things 
with the moderator that they did not mention during the focus group. The 
moderator should always pay attention to these issues because it could clarify 
behaviors and help in analyzing the data later on. 
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Checklist of Good Moderation 

0 Become very familiar with the key objectives and key questions of the study 

0 Become very familiar with the discussion guide. 

0 Arrive at the focus group location an hour before the session time to organize the room 

and materials. 

0 Be nice to participants during re-screening. 

0 Welcome focus group participants, invite them to get something to eat. 

0 Explain, in a general and brief way, the purpose of the focus group. 

0 Introduce yourself, the note taker and other observer (if you are in the same room with 

them). If not, you may want to tell the participants that your colleagues are observing in 

the other room so they don't bother you. 

0 Remind participants of the duration of the focus group, emphasizing the importance of 

their participation during the entire discussion. 

0 At the end of the focus group, thank participants and ask for any comments. 

0 Allow yourself one minute at the end of the group to quickly check whether you have 

covered all the questions in the discussion guide. 

Exercise 6: Developing a Discussion Guide 

Try to do simulation moderation on the previously written discussion guide. Some participants 

(assigned by the trainer) will behave like various types of challenging participants. The moderator will 

find solutions to address various situations on the spot. Moderators will be changed every 5-7 minutes. 

Please indicate whether the following is a good or bad moderation practice. 

1. The moderator puts nametags for participants to be able to recognize each participant 

and call him/her by name. 

2. The moderator says: "it is good to have such events in your community, I would strongly 

encourage you to participate in these awareness sessions; I am sure you will benefit a lot 

from them." 

3. The moderator is able to make a shy participant express his/her opinion, but the latter 

does that at the end of the session, separately. 

4. The moderator interrupts a participant using these words: "please shut up, we do not want 

to hear about that." 

5. In a focus group conducted with men about domestic violence, one participant says that 

beating wives is a right that should not be considered as a human right violation. The 

moderator opens his eyes w ide, and says: "Oh my God, does anyone agree?" 

6. When another participant says "this is unacceptable", the moderator says "we have to 

respect each other's opinion, please·. 

7. The moderator skips the last wrap up question because he I she is running out of time. 

8. When asked about the other persons sitting in the room, the moderator elapses the 

question and does not provide any answer. 

64 F'ocusGroup Training Manual 2012 I Jordan Civil Society Program 



+ 

Summing up 

• The moderator's role is to facilitate the discussion in a focus group. 

• Moderation is about good moderation skills, deep knowledge about the subject 
d iscussed, and impartiality. 

• The moderator shall be friendly with the participants and build rapport with 
them, while keeping a professional relation. 

• Re-screening is very important; it should be done by the moderator right before 
the focus group session starts. 

• Good listening is key to conduct focus groups that will resu lt in the collection of 
useful information. Being a good listener means being an "interested" listener. 

• Focus groups are always an interesting experience; have fun and enjoy it! 
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Introduction 

Managing the data produced by focus groups may be the most challenging part of this type of qualitative 
research. Good data and excellent research design may l ie fallow if not analyzed correctly and communicated 
clearly to the client. 

This section looks at what you do with all the information you collect. The analysis of information can be done 
in many different ways depending on what you want to do with the information. 

Analysis is an ongoing process that begins as soon as you begin the project, and continues until you write the 
final report It is not recommended to leave the analysis to later stages, as you will discover gaps in your resul ts 
and it will be too late to correct any problems you have discovered at this point 

What You Have to Have in Mind ... 

What you are looking for, not what you want to get. 
Beware of personal biases and preexisting opinions about the topic. 
Never forget: you are the voice of each participant; your voice does not count. 
Listen to what is NOT being said. 
Think qual itative and leave the numbers out. 
Watching and listening to focus groups gives another perspective to reality and a new 
way of looking at th ings. 
Enjoy, enjoy, and enjoy .. . you are b lessed you are getting to know how people think, 
feel, behave, and why they think, feel, and behave this way .. . 

1. Observing Focus Groups 

Your focus groups are now taking place. Observing is the main cha racteristic of focus group methodology. 
Whether through a one-way-mirror (in fully equipped centers) or simply by sitting in the same room where 
the session is taking place, focus groups provide the chance to observe participants' reactions, both verba l 
and non-verbal, towards the issue of interest. 

REMEMBER 

An observer listens to what is not being said as well as to what is being said; 
• Verbal responses: w hat people say such as words, statements, opinions, etc. 
• Non-verbal messages: which include facial expressions, body postures, tone of voice, etc., which 

say a lot about the person's position, beside his/her words. 

Observing focus groups requires a tota l understand ing of the methodology and process. 

A good observer should: 

• Be familia r with the focus groups methodology. 
• Work as effectively as possible with the moderator; minimal time is spent communicating the maximum 

amount of information. 
• Review the goals of the sessions beforehand to ensure that all the observers are on the same page with 

regards to the objectives and the desired output 
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Observation consists of a number of tasks as follows, regardless of whether the focus group is being recorded or not. 

• Co-Moderation, which is the interference of researchers in a focus group whenever they need additional 
information on a specific point in the discussion. 

• Note taking is the first contact w ith the raw information result ing from a focus group session. It helps filtering 
and organizing the information according to the key objectives of the study. Your notes w ill be very helpful 
when writing your report; you will be able to find very easily verbatim quotes for specific groups. 

• Debrief, that is key for analysis; it allows the moderator to provide immediate feedback on the session. It provides 
tips for the discussion guide to become more friendly and adaptable to the flow of discussion. It is also helpful to 
start thinking about analysis of your data, and identification oftopics/perspectives to be further discussed. 

Always write the profile of the group on your notes. You might eventually 
forget who said what, and this is crucial for focus group analysis. 

1.1 Co-Moderation 

When focus groups are taking place, the observer(s) has the most critical role. The main challenge in focus groups is 
to keep the research and the discussion on the right track. Thus, the observer is responsible for having the information 
identified by the research purpose and the key objectives. To that end, the observe(s tasks are the following: 

• Act as a "back-up" moderator. In other terms, he/she helps the moderator in meeting the objectives of the study 
and keeping the discussion on track. 

• He/she should point out: 
a. Any major questions that have not been asked. 
b. Any area that could be followed up and was not. 
c. Any perspective that was not very well addressed and explored. 
d. Anything he/she think may help. 

1.2 Note Taking 

Note taking, as mentioned earlier, is the first contact between the researcher and the information produced by 
focus groups, referred to as raw information. Taking good notes is the first step of the analysis, for it sets up the 
identification of patterns, which is the basis of analysis. Not everything should or can be analyzed. In that sense, 
note taking is also a skill that consists of filtering, ordering and prioritizing information according to the goals 
of the study. Note grids are typically used, as they make it easier for note takers to visualize their notes and 
compare between groups at a glance. A sample note grid is provided at the end of this chapter. 

1.2.1. Styles of note-taking 

There are many note-taking styles; some observers take detailed notes that capture nearly everything 
that is said, while others prefer to make note of only those comments that reflect new leanings. Styles of 
note-taking include: 

Detailed: Enriching for the report, important for quoting (verbatim validating the findings). 
Thematic: According to the key objectives and the key questions. 

Structured: Based on a template table. 

1.2.2. Tips for good note-taking 

While taking notes, there are some things to look for in focus group discussions: 

listen to what is not being said as well as what is being said. 
Be alert to nuances of meaning and the language respondents use to present their ideas. 
Do not expect a consensus within or across groups. Divergent thinking can lead to some of the most 
important findings. 
Do not really care about the position; always try to understand what motives lay behind this or that 
position. Remember, one position might have very contradictory reasons. 
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DO 

Things t o Remember .. . 

Try to avoid "selective listening•, in other terms, pay more attention to those points 
that support an already established or preconceived point of view. It is very tempting 
to place more weight on those findings that support existing hypotheses. However, 
always remember, you are the voice of the participants. 

Focus group participants will frequently state information that you know is incorrect. 
But even misinformation can be a tremendous source of insight into how people think, 
how they process the information they know, and how they choose to convert it, with 
what t erms, and in what cont ext. You might however want to point out these mistakes 
to the moderator, so he/she knows how to help get into what you want. 

Don't guess answers, don' t assume explanations. Don't let anything distract you; keep 
your concentration at its most. 

Do not record a quote that could take on a different meaning if read away from the 
context in which it was said. 

Try not to draw any conclusions while listening to the group discussion. Jumping into 
conclusions can lead to loss of objectivity t hroughout the remainder of the focus 
groups, especially if you are only observing one of the groups or one of a series of sessions. 

Don't miss out focus groups. Always attend all focus groups for a given research. 

Keep your mind open to what people have to say. That is why you are here! 

Use colors when taking notes. You might have some side observations, a preliminary 
theme to extract, an aspect to explore, or ideas for another research. Using different 
colors will prevent confusion when you consult your notes after a certain time. 

DO NOT 

Get informat ion as much as possible; try to 
summarise each participant's respo nse. 
However, beware of intersting "non-needed" 

information. Don't worry, you will always have 
the chance to know them from another FG 
research. 

Include your personal bias or preexisting 
opinions. 
Include quantitaive data; leave the numbers 
OUT. 
Miss any of the sessions. Nothing beats being 
present in the FG: its environment must be 
sensed and felt. Include d irect quotes w here interesting 

st atem ent s are made. 
Include observatio ns of t he non-verbal 

m essages in the notes for later analysis. 
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1.3 The Debrief 

Researchers (analysts and moderators) should coordinate their efforts at all stages of the process for the research 
to achieve its objectives. 

The debrief is a very important phase in the life cycle of a focus group research project for it: 

• Collects first impressions of researchers (observers and moderators) about the focus group. 
• Is a good exercise for the moderator to provide objective conclusions based on the interpretation of the findings. 
• Gives you the opportunity to review the discussion guide and; adjust it to be more responsive to the objectives 

and to the flow of the discussion. 
• Is crucial for the analysis: it allows you to analyze each focus group and compare results of consecutive sessions 

along the project. 
• Is essential in organizing findings and structuring the final report. 
• Ensures that right and relevant information is being collected. 
• Identifies additional points that still need to be explored. 
• Provides immediate and direct feedback about demographic differences based on your recruitment profile. 

Se· 1 

1 

I() t 
e 

\\z 

2. What is Analysis? 

Elements of good 
obserbvation 

s 
I e 

It is known that focus groups are a huge generator of information. Data analysis consists of examining and 
categorizing the informat ion in a way that addresses the initial purpose of the study. Analysis is based on the 
research purpose as well as the key objectives and the key questions of the study. 

I 

To pave the way for your analysis, ask yourself the fol lowing during the focus groups: 

What are respondents saying? 
What did you learn? 
What's new? 
What's surprising? 
What is confirmed? 
What's the big take away? 
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A good analysis should be: 

• Systematic: follows procedures cited in a sound strategy understood and implemented by the members of 
the research team. It is deliberate and planned - and not by any means capricious, arbitrary or spontaneous. 

• Verifiable: another researcher would reach similar conclusions using the data. Verify by constituting a trail of 
evidence: field notes, tapes, oral summaries (post-group briefings), etc .. . 

• Collaborative: incorporates feedback from others. In other terms, collaborative analysis that presents inputs 
from different persons yield important ideas and avoid personal biases and interests. 

• Prompt: analysis' worst enemy is delay. Unlike quantitative research, data collection and analysis start at the 
same time in a qualitative research. Continuing analysis improves data collection. 

Prioritize key questions, filter superfluous info and order data so the client can 
understand. 

Don' t always expect new information. In many cases, focus groups just confirm what we already know, but they 
help us understand it differently. 
look at focus group resea rch as the hidden part of an iceberg. What we already know is that there is an iceberg 
in that place. Focus groups are used to help us understand what made up this iceberg, and how deep it is, so we 
can find ways to remove it, melt i t down, or simply prevent the constitution of another one at the same place. 

A quote that perfectly suits focus groups .. . 
"The task, is not to contemplate what no one has yet contemplated, but to th ink like no 
one has meditated what everyone has before him", Schopenhauer 

3. Patterns of Data Collection 

After focus groups are completed, it is time to prepare data for analysis. This involves compiling information from 
videotapes, audiotapes, and focus group notes into one comprehensive format that is the basis for the analysis. There 
are many ways for data collection that include tape-based analysis, note-based analysis, and memory-based analysis. 
• Transcript-based analysis: Tapes are transcribed and then the analyst uses the transcript along with the focus 

groups' notes. 
• Tape-based analysis: An abridged transcript is prepared from listening to the tapes; this transcript contains 

comments related to the topic at hand as well as the moderator's summary comments. 
• Note-based analysis: Relies primarily on notes taken by the research team, debriefing sessions, and summary 

comments. As mentioned earlier, note grids are typically used to that end. 
• Memory-based analysis: The last option, memory-based analysis, requires a high level of expertise and is not 

recommended in the majority of cases. 

Method 

Transcript-based analysis 

Tape-based analysis 

Note-based analysis 

Memoiy-based analysis 

Pros 

• Detailed transcription to what people said. 

• Double check your findings. 

• Done by the research team, highly familiar 
with research objectives. 

• Provide the needed information according 
to the Key Objectives (KO). 

• Collaborative process. 

No Pros. 

Not recommended. 

Cons 

• Time consuming: it requires time to 
transcribe the tapes. 

• Do not reflect the non-verbal responses of 
the participants. 

• Late analysis 

•The filtration of the information is left at 
the discretion of the researcher (skills. 
biases. etc. .. ) 

Requires a high level of expertise. 

Risks to miss some information. 
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4. Data Analysis 

The analysis process consists of a series of steps. The main aim here is to reach a point where you can describe 
how focus group participants reacted to the research purpose. 

The most common way in analysis is coding. Not all studies require in-depth coding; in some cases it may be 
enough to identify key issues when collecting the data. In any case, focus g roups analysis should follow the 
following sequence: 

Step 1: Collect the data generated from the focus groups (observers' note, transcripts, debriefs, etc.) 

Step 2: Make the text manageable: Afteryoucollectyourdata and start reading it, you will find yourself in a sea 
of information. At this stage, you are working on the level of the text itself; it is the filtration process in which 
you choose what parts of the data you w ill include into your analysis and which parts you will d iscard. Of 
course, your main driver is the research purpose that you have to use in order to discern which information to 
keep v/ s which information to discard. 

Step 3: Organizing data into themes 
Repeating ideas: When reading the data of relevant texts, you w ill notice that different participants are often 
expressing similar ideas. You w ill start by looking for repeating ideas in the same group and then you combine 
them from all other g roups. 
Themes: At this stage you have to organize the repeating ideas into larger groups that express common 
themes. Your themes are simply responses to your key objectives and key questions. 

Step 4: Narrative presentation of themes 
The final step is to present your findings with people's own words. It uses your themes (abstract ideas) to 
organize people' s subjective experiences into a coherent story. It consists of using people's own stories to 
make your findings vivid and real. 

Step S: Writing the Report 
This is where you start writ ing the findings organized by themes, where you presentthe main idea in response 
to your key objectives. This w ill be elaborated in Chapter 8. 
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The coding process is not a linear movement although the steps are presented sequentially. Along the process 
you will find yourself going back and forth between steps; as you become more and more familiar with the 
data, you will find for example that a repeating idea that you originally coded reflecting a theme makes more 
sense under a different theme. Or, that two themes can be collapsed into one more comprehensive theme. 

If you find it difficult to sort your data in themes, simply refer to your key objectives. You will realize that your 
themes are direct responses to most of them. In case you have addit ional information that you find relevant. 
either put them aside under a separate heading, o r try to integrate them under your themes. If you have 
missing information for one of your key objectives and you are sure that you explored this particular aspect in 
your focus group research, this probably means that your hypothesis was wrong, and this is a theme by itself. 

Data col lection check list 

G2l Record every session in some way in order to preserve the authenticity of the data. 

i;zJ Use a back-up recorder with a different pitch and tonality to help capture what people say. Take 

notes during the sessions. This is considered as the most reliable back-up focus group 

documentation when technology fails you. 

i;zJ Debrief each group w ith cl ients and co-researchers. 

i;zJ Tape or w rite down your own general impression after each debriefing session. 

i;zJ Keep the tapes copies at least one year after the final report and then destroy them to 

preserve participants' anonymity over the long term. 

i;zJ Keep a secure log of participants' names, addresses, ph on e numbers and email addresses 

in case th e client wishes to revisit the same people in years to come. 

Upon the client request or your own needs, one more item could be added to the checkl ist 

i;zJ Have all tapes transcribed to provide a working electronic version of the data an d facilitate 

checking questionable passages. 
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Sample Note Grid 

Females youth 
25-35 

Males youth 
25-35 

Females aged 
36-50 

Males aged 
36-50 

Current situation in Lebanon 

Main problems that _the country is facing 

Country political system 

Current MP's 

Do they represent you? 

Prioritize feeling of representation based 
on five criteria: gender, region, confession, 
family, thoughts. 

Role of an MP 

Performance of MPs - How do you know that? 

Choice of candidates? 
Three factors that are crucial for 
choosing candidates 

Expectations from a candidate in 
return of vote 

Monitoring of MP performance 

Priorities: top five policy issues 

Reflection of priorities on electoral choices 

If priorities are not addressed from elected 
officials 

Opinion of Parliament monitoring 

Chances to hold MPs accountable in 
this country? 

What can you do personally in this regard? 

Future of the country with regards to what 
was said in this session 
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Summing up 

* Focus group analysis is a deliberate, purposeful process. It is a continuing 
process, systematic and verifiable. 

* Analysis is hurt by delay; It is a collaborative process that requires a prompt and 
systematic method. 

* Transcripts, audio-tapes and notes are used as the basis of focus group analysis. 
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Introduction 

You have reached the final stage of a focus group research process, when you have to prepare and present the findings. 

How you present the results of your focus groups depends on your audience, your purpose, and the nature of 
information available. When addressing these factors, you probably need several reporting formats, such as 
written reports and more interactive communications such as oral presentations. 

Although the analysis phase is critical and essential as it inquires high level of skills and competences, yet the way 
of presenting the FG findings is what makes all the difference. In fact, one of the most exciting aspects of focus 
group research is the possibility that your findings and recommendations may have a direct impact on programs, 
policies and systems. In that sense, the most welcome reports are those that help cl ients communicate to others, 
make policy or program decisions or forward recommendations up the line. That means creating a new structure 
highlighting the most significant findings, considering succinct quotes, and triggering out insightful themes. 

Good writing skill s, clear organizat ion and inclusion of carefully selected direct quotes from 
participants will make t he report are exciting and enjoyable to readers. 

1. Characteristics of Reporting Focus Groups' Results 

Reporting and presenting results is the fi nal phase in the lifecycle of any focus group research. By then, data 
would have been collected and gathered in a sound and clear manner based on the purpose of the research, 
key objectives and end-users; in other terms, who will use these findings and how. 

One of the main characteristics of a focus group research is that it relies upon WORDS; it is the power of qualitative 
research in looking behind simple words, which participants use when describing their feelings towards a 
specific issue, and transforming them into actionable thoughts. To that end, the main emphasis in a FG session 
is on the language which participants use, as this is a very significant element that would allow researchers to 
identify aspirations, emotions and priorities of participants. 

There are two important aspects to the results of a focus group: intensity and frequency. Intensity refers to how 
strongly the opinions or beliefs are felt or articulated; frequency refers to how often they are expressed in the group. 

A report based on focus groups will feature patterns formed by words, called themes or perspectives. 

Focus Group report should not present major findings with frequencies or statistics 
because 'counting' leads readers to bel ieve that percentages or frequencies are true 
for a much wider population, which is not the case. Focus groups are not representative, 
but rather typical. In other terms, researchers undertaking a FG research are sure that 
opinions expressed by FG participants do exist in the larger population, but do not draw 
conclusive statements as to what extent these opinions are reflective of the largest 
number of the population. 
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2. Presenting the Findings 

Writing and presenting your findings might seem quite easy when your analysis is done; however many factors 
should be taken into consideration in this process: 

• Get an early start 

Planning for reporting should be initiated at early stages in the design of the research. When designing the 
project you should think of the kind of information to present in your final report. This w ill enlighten you 
throughout the design, and create the logical reasoning to be displayed in the final report. Developers 
should be clear about actual purpose and use of data and how it should be reported and disseminated. 

• Know your audience 

Know who your audience is, particularly stakeholders, and anticipate what they are most interested in 
knowing. Whether you are doing an oral o r a written presentation; your audience determines how much 
background and information to provide. 

• Brainstorming sessions 

Focus group research relies certainly on teamwork. Brainstorming sessions are interactive meetings 
amongst the team of researchers, after the completion of all the focus g roups, enabling them to discuss the 
subject of interest. They share ideas, express their views, and bui ld consensus at different points. Present 
preliminary results, highlight key findings, and use feedback from your colleagues to interpret find ings and 
determine how they might be used. These sessions could include clients, experts and other stakeholders as 
relevant, provided that thei r feedback can reveal what additional information is needed and guide the 
design of the final report 

The end-result of brainstorming sessions would be the skeleton of the report, which isa structure highlighting 
main find ings and majorthemes to be developed later on in the final report and presentation of findings. 

• Determine the content of the report 

Special attention should be given to the information that should be included in the report. The organization 
of information should be clear enough for the end users to benefit from. Very few of them would be able to 
make productive use of undigested information. It is also very frustrating for them to have to wade through 
voluminous data tables to get the specific pieces of information they seek. 

Divisions in a report should be driven by severa I considerations: 

• The use of the report (program design, moni toring and evaluation, advocacy, etc.) 
• The major policy concerns that need to be addressed 
• The relevant comparisons that should be featured 

• Determine the format of the presentation 

The task here is to design formats for data presentation that help make your point efficient; always remember 
the following: 

• Different formats are appropriate for d ifferent types of data. 
• Different audiences w ill require varying levels of details in your presentation. For example there are 

aud iences that are interested in highly summarized information, may prefer tables, concise paragraphs 
and bullet points. Whereas for those clients who are interested in item level analysis, tabular 
presentations may be a much more efficient way of presenting the data. 

• Audiences w ill vary in the amount of experience they have in interpreting qualitative data. Presentations 
should be tailored to the audience's level of expertise. 
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3. The language of a FG report 

When presenting focus group results, it is very important to stick to the qualitative jargon. For example 
don't use numbers to state the number of participants supporting an idea, rather use "some participants", "the 
majority", etc. 

Focus groups are not scientifically representative. The participants o f the focus group sessions do not 
represent a scientific sample of the population; therefore, it is impossible to generalize their perceptions 
and attitudes to the population. Unless a survey is conducted, no quantitative data should be present in 
a focus group report. Furthermore, the findings should emphasize on "participants" and not "citizens· . 

• "Participants feel that .... " 

• "Among the participants, 
there seemed to be 
consensus .... " 

• "Youth across FGs 
considered .... " 

Inappropriate Language­
u nless focus groups are 
accompanied by a survey­
includes: 

• "Thirty percent of focus 
group participants felt .... " 

• "Women in X region 
. " perceive .... 

• "Citizens of X country are .... " 
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4. Types of Presentations 

4.1 Oral Presentations 

One way of presenting focus group research findings is the verbal presentation, which typically takes 30 to 60 
minutes, and focus on a l imited number of topics. Visuals like PowerPoint sl ides are typically used. There are 
two situations where verbal presentations could be used: i) presenting prima ry findings to the cl ient, which 
briefly covers the research purpose and the preliminary analysis. It is typically used as a way of buying time; it 
provides the client w ith some nuances and findings and grants the researcher the required time to elaborate 
o n the written report; ii) presenting the outcomes of the resea rch project to a larger public, which will require 
a full coverage of o bjectives, methods, findings and recommendations. 

A good verbal presentation 

• Make sure the presentation is easy to understand, especially when 
presenting to individuals whose t ime is limited. 

• Communicate just one main point per slide and avoid 
excessive text. 

• Include any detailed tables in handouts. 

• Practice your presentation and identify places to involve your 
audience. 

• Avoid reading text off slides. 

4.2 Written Reports 

The written report should be the tangible output of every focus group research. It is a detai led report that 
includes a summary of the focus group findings as well as an in-depth analysis of the sessions directly related 
to the objectives of the study, the variables and parameters of the design. 

There are different types of focus group reports from which we can distinguish: 

Narrative reports: They allow the researcher to provide a rich description, contextual understanding, and 
detailed explanation of people and places under observation. 

Narrative reports typically use the order of questions in the discussion guide as the main basis; they present the 
information as answers to these questions in a narrative way that refers each idea to the focus group where it arose. 

This type is used when you {as a researcher) w ish to understand a phenomenon rather than to formulate a logical 
o r scientific explanation. Typical uses of narrative are community needs assessments and project evaluation. 
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Analytical reports (Thematic): Based on themes, their main focus is on investigations into events, organizations, 
situations, issues and processes. Their purpose is often to provide the reader with information that can be used to 
make decisions and take further actions. 

5. Write Your Report 

• Question based 
• Tells a story 

• Theme based 
• Organized by issue and 

not by group 

The final report should provide the reader with a clear explanation of the research, the context, the methodology, 
the objectives and the main findings. 

• Your report should be positive; therefore when presenting your findings and conclusions, present positive results first. 
• Do not structure the report in a way that answers all of the focus group questions or areas included in the 

guide. Avoid that approach because this lessens the report's analytical flair and insight. 
• Discuss only questions relevant to your conclusions and recommendations and don~ report tentative findings. 
• Make writing style active, succinct, and concrete. Always report findings and not a •sense" of things; remember 

the focus groups provide concrete materials, words, ideas to report and analyze. Make your report is up to it. 

When writing a report you may also take into consideration the following factors: 

• Accuracy: 
focus group findings are people's perceptions and opinions spoken in their own WORDS. It is crucial to be 
accurate when reporting these findings; i)by analyzing them as expressed by participants; and ii) by associating 
them with verifications from focus group sessions, i.e. verbatim quotes. 

• Visual Appeal: 
• Executive summary: it is a two-page summary, concentrating on fi ndings and recommendations. A 
good executive summary has a magnet effect that catches the reader to continue the report looking for 
in-depth explanation. In many cases, an executive summary is also usable as a stand-alone document. 
• Graphs, charts, tables: To summarize key results and conceptual relationships, present findings in a 
table, concept map, graph, or diagram. Cross-tabulation tables can illustrate discrepancy between 
actual and potential/ inspirational issues. When using charts and tables, beware not to fall in the trap 
of quantification of qualitative findings. 

• Demographic characteristics: Focus groups are about feelings and emotions lying behind opinions and 
perceptions and engendering behaviors. Behind each focus group design, there is an underlying assumption 
that various groups have different perceptions towards the same issue. In that sense, shedding the light on 
the demographic dimension is essentia l. 

When writing your report, it is crucial to support your findings with the demographic insights that emerge in 
d ifferent groups. You should identify agreements and dissenting views and discuss simi larities and differences 
by groups and by individuals within the same group, when relevant. 
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• Recommendations 
Develop practical and action-oriented recommendations l inked to study objectives. 
Recommendations for incremental change or adjustments to current practices are more likely to be adopted 
than those that call for a major overhaul one. 

Develop your report in a way to trigger off new studies and researches. For example, 
after discussing the findings from focus groups, you might collaborate with the 
client to develop a new study based on your findings and recommendations. 

6. Typical Structure of a Focus Group Report 

The Background : this section describes any information which is needed to provide the reader with an understanding 
of the background of the study. 
(This section is optional in case of the publication of the report by the Client) 

The Focus Group Methodology: this section provides the reader with a briefing about the methodology and the 
techniques of focus groups. It contains a presentation of the focus group methodology as well as its relevance 
and its added value to the topic of interest. It also includes a step-by-step description of every phase in a focus 
group project. 

The Design and the Objectives of the Study: this section presents the design of the study. It provides extensive 
information about the number of focus group sessions as well as a detailed explanation of the recruitment 
profile and the rationale behind it. 
This sect ion also includes the Key Objectives and the Key Questions of the study, because they reflect the main 
goal of the study. 

The Executive Summary: it presents a brief synopsis of the report. You may have a different classification of 
information in the executive summary than in the report, especially if you choose to present the recommendations 
first in the summary, before getting to the detailed explanation of the findings inthe report. 

The Qualitative Find ings: as mentioned before, focus group findings will be presented by themes. 

Beneath each theme heading is: 
A summary of the theme. 
Sub-theme(s). 
Key finding(s): highlight the outstanding findings related to this theme. 
Demographic insights: represent a comparison between focus groups. 
Verbatim Quotes: quotes from participants are presented under each theme. Many quotes can be also 
incorporated in the text wherever applicable. 
Graphics and diagrams are included wherever applicable throughout the qualitative findings. 

Observations across Focus Groups: This section will present significant findings (if any) that appear throughout 
the sessions that are outside the key objectives. They provide insights indirectly relevant to the topic of interest. 

Implicat ions and ideas/ Opportunities for Action: The implications and ideas can be listed under each theme 
and then organized in a table in the appendices. 
They can also be presented as opportunities for action with a separate section that follows the qualitative findings. 

The Appendices: 
Discussio n g uides used in the focus g roup sessions: the questions to be addressed in the focus groups shall 
be represented by the discussion guide(s) used throughout the study. 
Other documents as relevant. 
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Please indicate whether these statements are adequate for a focus group report or not. 
Please correct mistakes as relevant. 

1. 30% of the participants considered that violence is unacceptable and that it should be penalized. 

2. It is worth noting that only one participant was able to provide a definition of public policy, saying ... 

3. Focus groups showed that Egypt is a country where little freedom of expression exists. 

4. The dynamic of this one instance was that a participant was told by another that ... , the key 
insight from this specific interaction is that ... 

5. Wh ile female participants aged 25-35 considered that domestic violence is not to be considered 

as a crime, males from the same age surprisingly said that violence against women is an "act that 
belongs to the past and that it should not be used anymore". 
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Summing up 

* Attend the focus groups and take notes. 

* Be familiar with the discussion guide, key objecti ves and participant profiles. 

* Use an appropriate reporting style that the client finds helpful and meets 
expectations. 

* Offering transparent analysis (e.g. grounded in example). 

* Avoid using jargon or the passive voice and check that long sentences are clear. 

* Write and distribute the report in a timely manner. 

* Use Multiple Reporting Strategies: Charts, graphs, visual and audio materials, oral 
presentations and written reports. 

* Dazzle with Focus Group Ideas, Not with Fancy Words. 
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The process by which focus group data is filtered, organized and prioritized 
according to the resea rch objectives . 

. .!...>..,JI ...il.>..01 ~ ~t.,.,J,1 ..,....;,.;, ~ • . .:.t,.Jo..s..o.ll ~ ~ll> VA....., >"11 ~I 

The end user of the study. 

,4-1,...U~lf'''wcll 

A sample in which selectio ns are based on the convenience to the evaluator (e.g., 
on easy geographic o r organizational access) . 

. ~I ,1.,...;1,.s...JI J,_...,i1 4.J*°" .iu..) ,. '. i ; II .-;ll, L. ._,.J.L ~i.e..> ,L,.;.;-¥1 .;,,..S:., ~ 

Is the first discussion of findings between the moderator and the researchers and 
observers after each session. The feedback of the moderator is the first react ion of 
the session that helps the observers make sure of the data that they have collected. 

~ ,,,, J,1 , 1_.,J 4.Jll> VA J!G......11 ~ .~1,. . .. 11, ~4.11, ,,G......11.;,,., J1"'1 J..LWI,.,. 
VA ...sl:.JI ..... .,.,.,.1,.oJI -'-'I......, ._f;.JI ,..'ti . .;.,.,Lb..JI .:.L.i,,,.,1,_.JI ~ ~U...., 4...v.L,.JI ._,.J.L 

. L.~ >"11 .:.t,.Jo..s..o.ll 

The results of comparing groups with regards to the demographic dimension 
(age, sex, education ... ) and/or parameters based on your research design . 

.s,.>1 ,...,U...., ( ... ,.,..u.;JI . .,...._..;I , ,....;1) .:.1.L....,....U _,.;LS....JI .....,JI .U,U... VA j.....,.;; ~!,;.; 

. .!...>..,J I~ ._,.l.L •l:., 

Is a series of questions moderators use in a focus group to obtain responses that 
meet the key objectives; these questions shall be formulated based on the key 
objectives and key questions of the study . 

.,...,., . .;.,~1 ._,.l.L J~ ;.,.S,:JI .IL~ ~ ,,~ t,;.o~ .U.:....111 VA .IL~ 
.~l;-ill ~~°lrl ~"1, ..Sl~~I ~ ~~ 4..1!..-'IJ oU U~ 

Notes taken by the research team during the course of focus group; they include 
resea rcher's observation of participants according to the research purpose. They 
are the basis of Data Analysis . 

.:.'4.>L.... .,.IL .;.i,,.; .:.~lUI ~' .;,.S,:JI 4.<,.._.... <.-4 JlL> .:.,,_,JI _;,_,;~."'< ~ll... 
,,:,~I J,J.,_; .,.,t.....1 '?" ~ lUl9 . .!...>..,-II...;,,_.,,.....,_ .,.S;~I 

Information resulting from focus groups, responses to the research purpose, key 
objectives and key questions . 

...... t.....'tl .a!...I, ~,JI .u1.._.i, .:.,,_,JI .:.L,li. .,.IL ,,,,,.11, ,;.S,:JI .:.I.<,.._.... ;,.o ~.:.Lo~ 

Are small amount of money or gifts or any other remuneration provided by the 
focus group organizers to focus group participants to encourage them to participate 
in the focus groups . 

..... .,,.S,W....U ;.,.S,:JI .IL~ I~~ .:.\jLS...,JI VA e,; .,fl ,1 .i,.>..0 ,1 JWI VA~ 
.i.e..> .i.S,i...:...JI ._,.l.L .. 8 '. > ·'"I ;.,.S,.:JI .IL~ .:.i.....i... 

A small category of the large population that could provide you with the informat ion 
you need to achieve the goal of the research . 

. ~I .i,WI ~ ~~~ >"1' .:.Lo~L, .;..!.>t,.Jl ...,,;,; ~ .;,l.L..JI VA.,,....., .ill 
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A sample in which selections are made based on pre-determined criteria. 

:Lil..;.,....,,.. """'-"1,_.., p,.S....... ,L,.;..>;ti ~ "~ .i.o.,L 

A set of 4-5 objectives that explain the research purpose in more specific and detailed way . 

. ii.,.......;;, j..,....,_; ,.:.s1 4..i.._,.b., ~I .t,ll C,_,:.; J l...,1 0-1 ()A'-'~ 

A set of 6-8 questions designed to trigger answers and findings with regard to 
the research purpose . 

. ~I J..a .,.,._;.; .:.L,..b..o.49 .t,,_..J [1~)1 ~ 4.1.:....l A-\ ()A.;...~ 

Is the one that facilitates the discussions among focus group participants by 
using a discussion guide . 

.... ............, J..L.&.; J.,l>...,........,.. _;.,S,;JI .;...~ ..... .,.,S,w....JI.;,.,., J..L..WI J-e..-, <$.;JI ,_.. 

Main tool for data collection in a focus group methodology. It consists of a 
number of tasks, mainly note-taking and co-moderation . 

""4 ,.....,_ ~ o,y .,,..., .;.,S,;JI .;...~ ~ Jlt> ""4 .:.Lo,i.....JI ~ ...,_..L...."'1 ob ... I 
.~I 0}.11 ~ 4.SJWw.119 ..:,,l..b..>)UI i>.!9.; ~i . .:..~I 

Or follow up questions that the moderator adds to the guide or d uring the 
session in order to understand and/ or generate deeper and clearer responses. 

-~ o,51, ,1,, ~'"'1 ,1411..ol .:.Lo~~! ~I J~ ,,~1 1.,j.>_,h, 4.1.:....1.,,... 

Questions asked at very early stages before the research design. They are preliminary 
questions; mean the first questions that the researchers ask in order to identify the 
research purpose . 

.,..l! ... I 4.L.:....\11 ~Lo . .t,~ 4.L.:....J ~ .4.....1,..JI ~ J.J .,J9 ... I J.>-1,.oJI ..... c,h; 41!....I 

...:-.,JI .:.t.,ll .._,....,.; J~ ;,.,:_,.!.,JI 1,j.>,.b., .,.:JI 

Qualitative research is a field of inquiry that crosscuts discipl ines and subject 
matters. Qualitative researchers aim to gather an in-depth understanding of 
human behavior and the reasons that govern such behavior . 

.,J! ""'"'"'I ~I J-"8<! .~I .pt......, .U,.....il J~ ..A.l;..;..o.;,.,., ~~I.,-' J4-o 
. .:.l.,S~I .!lli ,.._L.; .,.:JI .,.~'ill! ._,_,...!.,JI .:.Li,_..,ill ._;........JI ~I~ 

Quantitative research is the systematic scientific investigation of quantitative 
properties and phenomena and their relationships. The objective of quantitative 
research is to develop and employ mathematical models, theories and/or hypotheses 
pertaining to natural phenomena. 

~I ~I J-"8<! ~_..;.,.:JI .:.UlWI! ,...i,_w19 .:.u-J.J ~I ~I ~I ,_.. 

.~1 ,_.1,_w4 .uJ..L:...o.ll .:.t.,.o,.i .. 11, .:.4._,h;..11, .:.t.,...i>L_,JI [;l..ol pl....;.;.....I, x,.b.; .,JJ 

A sample in which each unit in the population has an equal chance of being selected . 

. 4.,il.S: ..... .JI .:.L.:~1 J.S ..... , _,..i J.S pt..1 .t,9L.......;..., ~ J,..>..JI .,o,.i .;,,_s..; .i.o.,L 

Is the group of characteristics that vary between demographic, geographic, 
socio-economic, educational and political affiliation of people to be selected as 
participants in focus group sessions . 

.:.~,-.J11 4<-~ll'I .t,..t.....;,jls'l1 ... l,..4.Jl9 4.,;lS....JI ~I.;,,., 0 1_,..;.;, ,.;...,.........;1 .,.,.;t......;. 
._;.,S,;.JI .;...~.:.~ ~ .,.,.S~ ,...-;4'->I ~ ;,.,.i.JI .,..lill ;.,.....t, ...... 11, .t,Jl.i!.11 
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It is the first template of a report after the analysis and the brainstorming 
sessions. It includes the main findings as well as researchers' first remarks that 
need to be elaborated later on to form the final report . 

.:.~lt.ll, 4-wL...\11 ~L;..;JI ~~ . .,.,....;.JI ~1, J.,L>..;.ll .:.L..J..,. .._., ,.._,..A.;J.J J,111 [;,_.;JI 

. .,:~1,..~l~~ll' ~~~I ~rrl~L.,J..l ~,111 

Is a second questionnaire used by the moderator prior to the focus group in order 
to double check whether participants fit the profile needed, or not . 

.;,,.S,Wo..,JI .;,LS.;,! j.._ .;.;.-:JI J.....,.. ~1,,_, J.,.i J!L,,.,.,ll ~ • • · ·: 4t: o;~l -r" 
. .<.,~I .:.L..L.ol~ .,._.;..,Lb..o 

Also referred as profile of participants, is a set of criteria defined for the recruitment of 
focus groups participants like: age, gender, educational level, religion, voters/non 
voters, resident of certain areas (Urban/rural), marital status, civil society activists I non­
activists, etc ... 

O~ ~1..£.4 4-L~ ~OJ~ ,_., -~~~ -.A.Lo 91 ,;..:.sJL.!..o.JI ..:..~1'"4 W ~ 
....... U ,..;./ ~U .(>!•·JI' ~I .s~I, ~1, ,,....ii :..J.!.o .;,.,.S;Wo..,JI _,.u.....;,,..ls' 

. . c-i1 ~1.; ,..;./ .;,,_i,...:,u . ..,..i;w 1 ~,.i1 .(...it..)/.,.._.) .~ .;J>L:..o uis.... 

A paragraph resuming the clients' goal; his/her q uestions and concerns as well as 
the desired outcomes of the research . 

.;.,..;.,.s, ~I .Jo4 o,.,.,..JI ...........,1 .:.Uil, ...,.,._, ci.:....1, ..;,,..,;JI J l...,.1 ~ ~ 
.4...ol,qjJ ~ &.oJ~I 

A subset of population selected from a larger set of the same population . 

. ~10~1 u-.o&l u~~ u-o 0Jc..>.....oul.S'...-..J1 \>'° o~ u~ 

The method of sample selection . 

. .:.Lo,_J..s..o.14 •i.,.L\11.;,.,.5,Wo..,JI .._,,,,_,_. .,,-1' r'I .:.t.;.,..JI ;~I 4.L_,Jo 

Is a step by step questionnaire that g uides the recruiter in selecting potential 
participants based on the needed profile . 

.:.L..L.ol~I _,.IL •I.:.,~ .;,.,.S,t..:.... ;~I~ ,s,.>ll'I ,.i.; o~ . h ;· · - 11....,.,.; o;"""""I 

. .<.,~I 

Sometimes we want to make sure specific groups are included that might 
otherwise be missed by using a simple random sample; those groups are usually 
a small proportion of the population. In this case, we would divide the population 
into strata based o n some meaningful characteristic. 

,;.,,...;4-7-o .:.IL ........ .,......, ~,111 .U.,.,..JI ~ .:.Lo,_J..s..o.14 ,L,;.Llll .;,.,.S,Wo..,JI ~ ,..,., .) ~1 
....... _.IL 4.. .......... JS .,......, .Jo4 _,..L.;...:.l _,.u.....;,,..1 ,..,..,, 

Is the sheet that the recruiter uses in order to gather information about the participants 
that will attend the focus group . 
.,,,.....,..,..... .,.,.VI .;,.,.S,Wo..,JI .;,..< .:.Lo,_J..s..o.JI c....-J . b ;- - I! ~ ............... r'I 4.i;,_ll or" 

.;.,S,;JI 4.. .......... 

Is an implicit idea or topic thata group of ideas have in common. Very commonly 
used to report on FG findings. 

~ j,Lo.;..<l ,:.s'll'l 4.L_,.b..11 ~· 'flL .:.I>'-" ,1 o,s..;..:.....; ~.,Jo.;.;.:!,._.:...~ .:.I) ,LS'..il 4.. .......... 

. ;.,S,;JI .:.IL ........ ~L;.; J,.,. >"Ju.; .i.,L;.S 
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