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The book considered “the standard” for learning how to conduct a focus
group has been completely revised and given a new look that includes playful
illustrations and more “how-tos” than ever before. New to this edition are:
•
•
•
•

New Chapter 8 that compares and contrasts four different approaches
(market research, academic, nonprofit, and participatory) to focus group
research
Expanded description of how to plan focus group studies and do the
analysis, including step-by-step procedures
Examples of questions that ask participants to do more than just discuss
Suggestions on how to answer questions about your focus group research
(Book Cover)
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quality)
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meals)
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children)
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approaches
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Focus groups with existing groups and organizations, with young people,
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Common questions (e.g., is this scientific research, can you generalize)
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