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Qualitative ResearchQualitative Research

Focus GroupsFocus Groups
In-Depth InterviewsIn-Depth Interviews

Other methodsOther methods

QuaQuall itative vs. Quanitative vs. Quantt itativeitative
ÐÐInterpretive Research vs. Interpretive Research vs. ÒÒScientificScientificÓÓ Research Research

–– QuaQuall itative itative andand  Quan Quantt itativeitative
Mixed methodsMixed methods

QuaQuall itative vs. Quanitative vs. Quantt itativeitative

 Hostility towards QuaHostility towards Quall itative Researchitative Research
ÐÐMistrust of Mistrust of ÒÒsubjectivesubjectiveÓÓ methods methods

ÐÐDifferent from Quantitative or Different from Quantitative or ÒÒscientificscientificÓÓ research research

ÐÐNo research recipeNo research recipe

ÐÐInstead, multiple layers of interaction with theInstead, multiple layers of interaction with the
research processresearch process
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What is QuaWhat is Quall itative Research?itative Research?

 There is NO one There is NO one QuaQuall itative researchitative research
–– category of diverse approachcategory of diverse approach
–– that have some common pointsthat have some common points
–– and some contradicting pointsand some contradicting points
–– In constant evolution and changeIn constant evolution and change
–– Can differ from one discipline to anotherCan differ from one discipline to another
–– No one clear cut definitionNo one clear cut definition

Qualitative Research QuestionsQualitative Research Questions

¥¥ QuantitativeQuantitative Research Questions: Research Questions:
¥¥ In general, researching effects, influences, functions orIn general, researching effects, influences, functions or

informationinformation

¥¥ QualitativeQualitative Research Questions: Research Questions:
¥¥ In general, investigate and interpret In general, investigate and interpret ÒÒmeaning makingmeaning makingÓÓ

Philosophical AssumptionsPhilosophical Assumptions

○○ People use People use symbols symbols andand  Communication both orally andCommunication both orally and
visuallyvisually

oo TheyThey  ConstructConstruct reality, rather than discover it reality, rather than discover it
oo Use symbols to construct the Use symbols to construct the worldworldss in which we live in which we live
oo Reality is accomplished, not out there to be discoveredReality is accomplished, not out there to be discovered
oo ÒÒDiscoveryDiscoveryÓÓ cannot occur without the ability to talk about it cannot occur without the ability to talk about it
oo Symbolic acts are public/social not private/individualSymbolic acts are public/social not private/individual
oo Use cultural artifacts to assert, create, and maintain a senseUse cultural artifacts to assert, create, and maintain a sense

of reality, recognition of group belonging andof reality, recognition of group belonging and
understanding of the worldunderstanding of the world
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QuaQuall itative Research reworksitative Research reworks
QuanQuantt itative standards:itative standards:

1.1. StatisticsStatistics

2.2. VariablesVariables

3.3. Literature ReviewLiterature Review

4.4. Approaching the EvidenceApproaching the Evidence

5.5. ReportingReporting

1. Statistics1. Statistics

¥¥ QuaQuall itative methods do not reject statistics, but theitative methods do not reject statistics, but the
way quanway quanttitative researchers use statisticsitative researchers use statistics

¥¥ Statistical generalization is not the focusStatistical generalization is not the focus

¥¥ Statistical reductionism is criticizedStatistical reductionism is criticized

2. Variables2. Variables

Independent/Dependent variablesIndependent/Dependent variables
oo There is no distinction between demographic variables and theThere is no distinction between demographic variables and the

subjects: gendersubjects: gender

oo Rather by how people communicate variables/distinctionsRather by how people communicate variables/distinctions

oo Precise measurement is arbitraryPrecise measurement is arbitrary

oo Singular variables do not adequately measure meaningSingular variables do not adequately measure meaning

oo Need multi-dimensional measures to measure any conceptNeed multi-dimensional measures to measure any concept



4

3. Literature Review3. Literature Review

 QuanQuantt itative:itative:
ÐÐ jigsaw puzzlejigsaw puzzle

ÐÐ Piece together Piece together what we knowwhat we know about the topic about the topic

 QuaQuall itative:itative:
ÐÐ It is more of an It is more of an open discussionopen discussion

ÐÐ Identify an ongoing conversation the researcher wants to joinIdentify an ongoing conversation the researcher wants to join

4. Approaching the Evidence4. Approaching the Evidence

 The biggest problem is sorting out the evidenceThe biggest problem is sorting out the evidence
 This is an interpretative act: This is an interpretative act: ÒÒreadingreadingÓÓ a  a ÒÒtexttextÓÓ
 To explore To explore meaning-makingmeaning-making in a variety of  in a variety of ÒÒtextstextsÓÓ
 To To reconstructreconstruct reality from  reality from ÒÒtextstextsÓÓ
 ÒÒTextsTextsÓÓ can be any objects or symbols that covey can be any objects or symbols that covey

communicationcommunication

5. Reporting5. Reporting

 Telling the ResearcherTelling the ResearcherÕÕs Storys Story

 No standard formula for writing the researchNo standard formula for writing the research

 Subjects as participants in writing the reportSubjects as participants in writing the report

 Writing itself is a symbolic act, another layer of discourseWriting itself is a symbolic act, another layer of discourse
ÐÐ Making meaning of meaning making???Making meaning of meaning making???

 The researcher is part of the research, not an objectiveThe researcher is part of the research, not an objective
neutral external observer.neutral external observer.

 The goal is to enter and/or create discussions about theThe goal is to enter and/or create discussions about the
potential meaningspotential meanings
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Focus GroupsFocus Groups
(Qualitative)(Qualitative)

Focus GroupsFocus Groups

 Definition and PurposeDefinition and Purpose
–– QualitativeQualitative method that uses  method that uses open-endedopen-ended,,

follow up and probing questionsfollow up and probing questions
–– Provide texture and content that is notProvide texture and content that is not

available from surveysavailable from surveys

Focus GroupsFocus Groups

 Definition and PurposeDefinition and Purpose
–– Designed to get in-depth informationDesigned to get in-depth information
–– Small number of people per groupSmall number of people per group
–– Led by one moderatorLed by one moderator
–– Duration: 1 Duration: 1 –– 2 hours and participants are 2 hours and participants are

(usually) paid or given incentives(usually) paid or given incentives



6

Focus GroupsFocus Groups

 UsesUses
–– ExploratoryExploratory
–– Generate new ideasGenerate new ideas
–– Develop a survey or experimentDevelop a survey or experiment
–– Consumer reactions to specific contentConsumer reactions to specific content
–– Learn how/why people think about somethingLearn how/why people think about something

–– Get verbal and non-verbal feedbackGet verbal and non-verbal feedback
–– Understand Understand ““meaning makingmeaning making””

Focus GroupsFocus Groups

 The Moderator Is Key!The Moderator Is Key!
–– Characteristics page 244Characteristics page 244
–– People skills and confidencePeople skills and confidence……
–– Moderators must not influence the participantsModerators must not influence the participants
–– Hire a professional if possibleHire a professional if possible

Research Phase of Focus GroupResearch Phase of Focus Group

 Number of Focus GroupsNumber of Focus Groups
–– Usually 2-3 groups are enoughUsually 2-3 groups are enough
–– If variance occurs across demographicIf variance occurs across demographic

characteristics, use 2 to 3 groups percharacteristics, use 2 to 3 groups per
demographic categorydemographic category

–– Be consistent over different groups (questions,Be consistent over different groups (questions,
visuals, environment, moderator...)visuals, environment, moderator...)
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Research Phase of Focus GroupResearch Phase of Focus Group

 Number of ParticipantsNumber of Participants
–– Some recommend 8-10. Some recommend 12.Some recommend 8-10. Some recommend 12.

others argue 5-6 is optimal...others argue 5-6 is optimal...
–– Over 12 is definitely too big.Over 12 is definitely too big.
–– One is too small.One is too small.
–– In general, 6-10 is a safe rangeIn general, 6-10 is a safe range

Research Phase of Focus GroupResearch Phase of Focus Group

 The dynamics of different group sizes:The dynamics of different group sizes:
–– Big focus group (10-12):Big focus group (10-12):

 More diverse opinionsMore diverse opinions
 Slower discussionSlower discussion
 More voices will not be heard.More voices will not be heard.
 Individuals have less time to speakIndividuals have less time to speak

–– Small focus group (3-5)Small focus group (3-5)
 Less diverse opinionsLess diverse opinions
 Faster discussionFaster discussion
 More voices will be heardMore voices will be heard
 Individuals have more time to speakIndividuals have more time to speak

Research Phase of Focus GroupResearch Phase of Focus Group

 How and Who to RecruitHow and Who to Recruit
–– Research Question is the guide?Research Question is the guide?
–– Participants usually have certain characteristicsParticipants usually have certain characteristics
–– Can get lists from certain firmsCan get lists from certain firms
–– Advertisements, Previous focus groupsAdvertisements, Previous focus groups
–– Shopping malls: especially for product orShopping malls: especially for product or

advertising or consumer researchadvertising or consumer research
–– Use qualifying questionnaires or telephoneUse qualifying questionnaires or telephone

interviews interviews ––  ““screener questionnairescreener questionnaire””
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Research Phase of Focus GroupResearch Phase of Focus Group

 How Many to Recruit?How Many to Recruit?

–– Always recruit moreAlways recruit more
–– About 50% moreAbout 50% more
–– Send confirmation and reminder lettersSend confirmation and reminder letters

 A Good Location Must be DeterminedA Good Location Must be Determined
Before Recruiting Can BeginBefore Recruiting Can Begin

Instruments and StimuliInstruments and Stimuli

 Moderator's Outline and DiscussionModerator's Outline and Discussion
Guide (p. 252-254)Guide (p. 252-254)
–– This directs and guides the moderatorThis directs and guides the moderator
–– Should be detailed with enough descriptionsShould be detailed with enough descriptions

 Background QuestionnaireBackground Questionnaire
–– Used for demographic profiles (p. 257)Used for demographic profiles (p. 257)

 Preparing Visual StimuliPreparing Visual Stimuli
–– Show and react situationShow and react situation
–– Be consistent!Be consistent!

During the Focus GroupDuring the Focus Group

 Conducting the Focus GroupConducting the Focus Group
–– Start on TimeStart on Time
–– Make the participants comfortableMake the participants comfortable
–– Establish a relaxing atmosphereEstablish a relaxing atmosphere
–– Engage participantsEngage participants
–– Make sure the moderator remains neutralMake sure the moderator remains neutral

–– No outside interferenceNo outside interference
–– When comparing, quality should be similarWhen comparing, quality should be similar
–– Record the focus group (if possible)Record the focus group (if possible)
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In-Depth InterviewsIn-Depth Interviews
(Qualitative)(Qualitative)

In-Depth InterviewsIn-Depth Interviews

 Also called One-on-One DepthAlso called One-on-One Depth
InterviewsInterviews

–– Also qualitativeAlso qualitative
–– Open ended questionsOpen ended questions
–– Same as focus group but on anSame as focus group but on an

individual levelindividual level
–– Used when One-on-One Interviews areUsed when One-on-One Interviews are

More Effective than Focus GroupsMore Effective than Focus Groups
–– Usually with experts, elites or uniqueUsually with experts, elites or unique

people (have an impact on the issue)people (have an impact on the issue)

In-Depth InterviewsIn-Depth Interviews

 AdvantagesAdvantages

–– Cut costs where the interviewer goes toCut costs where the interviewer goes to
the participantsthe participants

–– May Require Less Preparation TimeMay Require Less Preparation Time
–– Parts of the output can be categorizedParts of the output can be categorized

and converted to quantitative dataand converted to quantitative data
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Other MethodsOther Methods

Both Qualitative andBoth Qualitative and
QuantitativeQuantitative

Other Other ““methodsmethods””

 Intercept SurveysIntercept Surveys
–– Similar to surveys and in-depth interviewsSimilar to surveys and in-depth interviews
–– Stopping people in malls or other public spacesStopping people in malls or other public spaces
–– No random sampling hereNo random sampling here
–– Create a plan to get a better (diverse) sampleCreate a plan to get a better (diverse) sample

of respondentsof respondents

–– Secure Permission to Conduct InterceptSecure Permission to Conduct Intercept
–– Train the Intercept InterviewerTrain the Intercept Interviewer

 Appropriate dressAppropriate dress
 Pleasant and polite approachPleasant and polite approach
 Remember: People will interact with interviewerRemember: People will interact with interviewer

Other Other ““methodsmethods””

 High-Tech Surveys (online)High-Tech Surveys (online)

–– Issues That Affect ValidityIssues That Affect Validity

–– Sampling frame is a major issueSampling frame is a major issue
–– Recommendations for High TechRecommendations for High Tech

Surveys (p. 280)Surveys (p. 280)
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Other Other ““methodsmethods””

 Surveys That Monitor Consumers andSurveys That Monitor Consumers and
VotersVoters

–– Tracking StudiesTracking Studies
Used to examine a group (cohort) over timeUsed to examine a group (cohort) over time
Very popular for internet-user behaviorVery popular for internet-user behavior

todaytoday

–– Exit PollsExit Polls

Other Other ““methodsmethods””

 Secondary and Syndicated ResearchSecondary and Syndicated Research
–– Secondary Data Analysis (p. 283)Secondary Data Analysis (p. 283)

 Using other researcher Using other researcher’’s data and re-s data and re-
analyzing itanalyzing it

 Often use the census bureau data Often use the census bureau data
 What you may do for extra credit What you may do for extra credit

–– Syndicated ResearchSyndicated Research
VALS, Nielsen (TV), VALS, Nielsen (TV), ArbitronArbitron (Radio), (Radio),

Simmons (Magazine) etcSimmons (Magazine) etc……

Other Other ““methodsmethods””
 Research Designs for TestingResearch Designs for Testing

Consumer Response and PerceptionsConsumer Response and Perceptions
–– Copy TestingCopy Testing

 Consumer notice/reaction/understanding of messagesConsumer notice/reaction/understanding of messages
after releaseafter release……

–– Trial and Concept ResearchTrial and Concept Research
 consumer reaction to products or concepts consumer reaction to products or concepts beforebefore

releaserelease……

–– Perceptual Mapping Perceptual Mapping (understanding perception)(understanding perception)
 Visually represents what people think for 2 or moreVisually represents what people think for 2 or more

variables (ex: p. 287)variables (ex: p. 287)
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Other Other ““methodsmethods””

 Evaluation ResearchEvaluation Research
–– Measuring success (PR campaigns, newspaperMeasuring success (PR campaigns, newspaper

clipsclips……))

 Unobtrusive ObservationUnobtrusive Observation
–– Mostly observational dataMostly observational data

Physical Traces (newspaperPhysical Traces (newspaper
readership/subscription)readership/subscription)

ArchivesArchives

Observation (spying, databases, scanning )Observation (spying, databases, scanning )

Other Other ““methodsmethods””

 Case StudiesCase Studies
–– Studying an individual, institution,Studying an individual, institution,

organization, event, issue or phenomenonorganization, event, issue or phenomenon
–– Uses a mix of methods and designsUses a mix of methods and designs
–– Usually the researcher would spend time in aUsually the researcher would spend time in a

certain environment, company, homecertain environment, company, home……

 EthnographyEthnography
 Q MethodQ Method
 Other Academic MethodsOther Academic Methods
 Many moreMany more ÉÉ


