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1. Watch the video (link 1) and answer the following questions.
a) Who coined the term “focus group” and introduced the technique as a marketing tool?
b) How exactly do focus groups work?
c) List three examples of information that marketeers can learn from focus groups and three examples of information that focus groups cannot give you.
d) What is meant by “observer interference”?
e) Why is it difficult to generalize results from focus groups?


2. Work with a partner. What other methods of market research do you know? List their advantages and disadvantages in comparison to focus groups.


3. Work in a small group. Look at the project on page 125 in your students’ book again and prepare a focus group to find out more about the product of your choice. Think about the following questions.
a) Who should be part of your focus group? Define the ideal number of your group as well as the desired characteristics of the participants (e. g. age, education, income, etc.).
b) Who could be moderator(s) of the interview, who would be observer(s)?
c) What would be good questions to begin the interview with? What would you like to find out?
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