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We are in a see world or a be-seen world.  The moderator is in the see world, the focus group is in the be-seen world

The trick to moderating is to get into their (the customer’s) world

When you are interviewing you are trying to gain ”insight” into their view.  Like looking at fabric, you aren’t looking at just the obvious (what is seen), but the folds or wrinkles (which are unseen)

Focus session limit – 2 hours

To encourage open participation, remind people they are a proxy for a thousand people.  It’s not true, but it opens them up

Use a blend of convergent and divergent activities to break the pace, add variety, squeeze the most out of the session.  Moderator’s role is to find out as much as possible about the theme set before them.

The things that count can’t be counted

Probe until the participant “feels better” about their response

The moderator should be tiller that turns over the rationale that drives a choice

Move around.   Got an extrovert – go stand with them.  They are going to talk anyway – so stand with them instead of against them

Moderating is more relationship building than data gathering.  If the relation is established, the data will follow.  It’s like love, you don’t get it by seeking it, you get it by being loving

Moderating is finding out-why with out asking why.  

Logic may not match reality.   Example:  a candy bar manufacture was selling a high end ($2.50) candy bar at news stand.  Thinking was it was for those on the run who throw a bar in their attaché case.  After probing the “real buyers”, they were home moms dropping off their children in the middle of the day who were treating themselves to something nice.  Men bought the bars, but usually as a “nice” thing for their wives when they got home.  

The session is only a snapshot of that group at that point in time.  The data you are mining though is their feelings, their drivers on the matter

Practice Suspended Judgment:  Difficult, but the moderator must minimize their bias on an issue.  Don’t add to the customer data, don’t fill in their words for them.  Just collect their world.  

You become Teflon.  You answer a question with a question.  If you answer, you add to their data.

Pose a question naively – How do you….   

Change a question path or track every 8 or 9 minutes,  If you don’t their minds get tired

Think “Time over Target”  Given this limited amount of time you have got to get as much of their thoughts, drivers as possible

At the beginning of a session the moderator is 80% of the discussion, at the end they are 20%

A good moderator could walk away  for 8 or 9 minutes and the group will still be engaged in the conversation

Surveys follow a prescribed set of question ---yes/no, 1 to 5, 

Focus Group – the moderator is the instrument.  You must know it, breath it before you start the session

Moderator has a mental walk through plan that is open to change based on the dynamics of the discussion

Make it clear up front the intent of the survey.  What is the “cheese” in the mouse trap. (psst, most organizations would be wise to know the intent of their processes up front.  Sure would drive out a lot of confusion)

Think of the session, not as a pint by number, but a frame (theme) and you paint real time their thoughts as they emerge

Group setup is important.  Assume the Moderator chooses their place at the table first.  If people choose their seats, it will tell you generally how the participants think
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M is Moderator

A’s are process-watchers.  They will be reading the moderators notes upside down reminding the moderator ‘oh you missed this’

B’s are hide-outs.  They will hold their cards close to their chest.  They will follow the strength of the group dynamic

C’s are active participants.  They don’t have to be asked, they naturally jump in

CM is the counter-moderator.  They are more in the moderators line of sight and tend to absorb that energy

O if there is an observer, they sit out of sight of the participants but insight of the moderator

Want a short productive meeting:  Have your meetings standing around a table (limit 15 minutes).  It forces preparation, thinking on your feet.  As one put it, if you sit in chairs, your butts vote

WARNING:  if your market research is part of an internal agreement already made, just present the data with no analysis.  If you provide your evaluation you will get caught in a crossfire

Acquaint the focus group with the material they will evaluate – quickly.  Tell them this to so  “flip view” of the material.  Give them 3 minutes and you will tell them a when half the time is up

Moderator is keeping the energy flowing in the group

Use clean short statements (practice – Mark Twain said – give me more time and I’ll write you a shorter letter).  ‘I want your thoughts’ is good enough.  

Watch out for the word ‘we’. Remember this is a relationship and its hard to bond with ‘we’

Mock juries are a focus group to determine the most effective strategy.  A company was being sued by a wife because her husband wasn’t “forced” to install the safety item provided on a piece of equipment (he ignored the safety item).  A defense attorney tried out two strategies.  One with “telling” the jury the facts and the other “showing and telling” the facts that the company gave due diligence.  The “show and tell” was the success choice of the mock trial

Piggyback Focus group.  Have the market group view a focus group of their customers talk through an issue.  Follow-up with a focus group of the market group.  Did this with a group practice of physicians who thought they provided “quality service”  After the they hear their customers slicing and dicing what was important, the physicians were brought in to discuss what was important and what they needed to change

Creativity session—giving the focus group a concept to play with.  This was how the toothpaste with the stripe of gel was conceived.  Gel by itself is like brushing with Vaseline.  Having baking soda on the outside of the stripe gave it a better “feel” and added a polishing feature

Car hatchbacks were derived this way.  How would you use a car with a hatchback, how would you hinge it? What would you carry in it?

A focus group was formed to develop a education program for HIV awareness for prostitutes.  To get the group together, they went to a needle exchange program (bring in a dirty one, get a clean one) and ask the ladies coming in “do you want to earn $50 and keep your clothes on”  Guess where HIV was on the prostitutes’ fear of death top 10 list.  It was number 9.  Getting beat up, shot by drive by’s….. were more immediate concerns.  HIV was remote.  Setting up an education for such a low priority is going to quite a chore.  The moderator had to practice strong “Teflon” toughness to not be shocked by the moral, ethical differences she had with them.  A moderator has to be like a sponge, just collector of their world. Not accumulating her personal bias or thoughts as the conversation rolls out

If you have a choice, choose your chair, welcome people

As a moderator  - you hold their trust.  Honor it.

Look at your mindset and your body language.  Does it invoke welcome, openness or does it display covered.  Opening hand motions not only express warmth, engaging, but involve your mind to go along with the motions

Mental metaphor – You have a ball of string in your hand.  Put a string between you and your every respondent.  Start at the introductions.  Attempt to restate  what they are saying, say something that connects that string as you hear each one.  This is relationship building.  Look them in the eye as you talk --  nose contact will do if eye contact is hard (it appears the same to them).  As you conduct the session, pull in the string on those that are talky and let out string to those who are quiet.  The more relationship you build with each in the session, the more apt you are to get useful data.

If you have a choice, use your chair.  Welcome each person as they come in

Match their dress, style.  If you are over-dressed, you will inadvertently represent the ‘system’

Major parts of a session:

Tell them they are being taped to get all the thoughts and feelings from the session.  You don’t want to be taking a lot of notes while they are talking

Introduction – Get everyone on the same page.  Explain why the session is being conducted, what it is for, what are the rules we are playing (nice to have on a flip chart in view) 

Start with reconnaissance questions that are engaging yet low anxiety.  Where are you from, what brings you to this hospital.  Even how old are you is OK, for the answer can sidestepped or give straight on.  Even that is part of developing the trust in the group.

Watchout for the word OK:  does it mean “I hear you”, “I agree with you” “kinda food”   Dig deeper to get the feeling behind the word

Dig in with In-depth questions

Closure:  Thanking them, Does anyone else have a question about – good time for sharing that didn’t get passed along in the coarse of the discussion

Possible ground rules:  one at a time, ask them to fill the room with their voice so the tape can pick it up, avoid side conversations for I may miss important data.  Let’s strive for equal air time, allow different points of view, and say what you believe and not just go with the flow

Every 15-20 minutes switch discussion, mode of activity (talking to scoring on a worksheet - private writing)  Doing a worksheet helps dampen those with overwhelming opinions or those who are easily intimidated.  Ask “what did the sheet say” It keeps people off war stories or takes the fear out of their response

You have to ask a question straight-on before you can probe.  Allow people 9 seconds to research their mind and come up with a reply.  If you fill the gap with more talking, you interrupt their mental search or your send them searching again

Your goal is to get data that will help your client – so keep this in mind as you let out slack in the conversation and pull in off-track conversation

Promote answers that explore both poles of an answer.  Good-bad, like-dislike, balance the comment.  Don’t taint it with your opinion

Become a mental virgin to the process

Draw out your answers by using half sentences.  They will fill in the rest of the sentence.  “This patient record organizer says (pause)  ……”  They will rush to fill it in.  Give pieces of questions that are bread crumbs to the data your client needs

Instead of asking how much they will pay for something (which may not be honest because of how much they have to spend), ask them if they saw this in the store and had a price tag in it, what would it be

You have a radar face, sweeping the group to keep them engaged.  People will give you clues as to who is next to speak, an anxious look, a change in facial expression, a fidget.

Try to keep eye contact with the speaker when they are answering your question.  Looking down at your notes is a no-no.  They will think it is rude or you don’t really care

If it gets you the data you want, go with the energy of the discussion.  It opens the path to more data

As moderator, ego has got to go.  You are a researcher, not a judge.  You are a sponge, not a magic marker of their comments,  This is their world you are getting in to

Use ‘I’ instead if ‘we’.  We says you represent somebody and that is hard to relate to.  So drop we from your representation of your self

Use ‘clear’ simple questions.  No leading.  They will take you where the data is

If they are getting ahead of the game, say ‘Please hold that thought’ with an upward hand motion

Stroke them along the way.  Validate that their answers are being helpful, on-track

If the response to a why-type moves them to a ‘because’, they are on the rational side of their mind.  The session is to find their heart, the reasons why, the ‘how come’, we want a buffet of answers

On their worksheet – have them circle – it’s easier to see and is more ownership-driven than a check or an ‘x’.  Explain fully the worksheet ahead of time, give them a time limit.  Use an academic rating  -- A,B,C,D,F  Invokes feelings and is clear

When you don’t know where to go, ask ‘What question should I be asking next?’  They know where the data is and they will help draw it out of their peers

Use blue/back colors on the flip chart – avoid red being graded

Keep your questions short and clear .  ‘What are your thoughts about…’  Short questions - long answers (more data).  Long questions – short answers

Start with low anxiety questions before probing.  Start with ‘How many times do you go shopping?’ before asking ‘How much do you spend?’

Vary the stem of your questions to keep the session from being stilted, boring

The moderator’s job is to enter into their world
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