
FOCUS 
GROUPS 
-  MARKETING PLAN -  



OBJECTIVE (the “why”)  
The object ive expla ins  why you’re running the focus 
group — what ins ight you’re trying to gain.  
Common object ives include:  

•  To test  react ions to a  new product,  service,  
campaign,  or idea before launch.  

•  To understand perceptions,  needs,  or pain points  
of  a  specific group.  

•  To evaluate clar ity and effectiveness of  messaging 
or materia ls .  

•  To identify motivators  and barr iers  to 
engagement,  part ic ipat ion,  or purchase.  

•  To gather qual itat ive feedback that  complements 
survey data.  

In short:  the object ive is  the research quest ion 
you want the focus group to answer.  



TARGET AUDIENCE (the "who") 
The target audience defines who should part ic ipate in  
the group to best  answer the research quest ion.  You 
want part ic ipants  who represent the populat ion you 
need ins ights  from. Examples:  

Students  (current,  prospective,  transfer,  or a lumni)  
i f  the goal  is  to test  student messaging.  

Faculty/sta˜  i f  the goal  is  to understand internal  
communicat ion or pol icy.  

Community members  i f  the goal  is  to measure 
external  perception or publ ic  engagement.  

Segmented sub-groups  (e .g. ,  first-gen students,  
parents  of  h igh schoolers ,  career changers,  donors,  
etc.)  If  you want very specific ins ights .  



TIMELINE 

Plan 6–8 weeks start  to finish 
(though it  can be condensed to 3–4 
weeks if  recruitment is  quick) .  



TIMELINE 

6–8 Weeks before 

Define research object ives (what 
you want to learn) .  

Identify target audience(s) .  

Decide on number of  groups 
(usual ly 1–3 per segment) .  

Set  budget ( incentives,  space,  
recording,  refreshments) .  

Book date(s) ,  t ime(s) ,  and 
locat ion (or v irtual  platform) 
(check avai labi l i ty and avoid 
conflict  with other events) .  

4–6 Weeks before 

Develop a  recruitment plan 
(emai l  l i sts ,  flyers,  socia l  media,  
partners) .  

Create screening quest ions to 
ensure the r ight part ic ipants.  

Draft  a  discuss ion guide with 
6–8 key quest ions.  

Secure a  moderator and 
notetaker.  

Develop smartsheet registrat ion 
form. 

Generate QR code registrat ion 
l ink.  

2–3 Weeks before 

Begin recruitment of  
part ic ipants  (a im for 12–15 
invites  to get 6–10 attendees) .  

Confirm incentives (gift  cards,  
st ipends,  swag)**.  

Set  up RSVP/registrat ion 
system. 

Test  tech setup (Zoom, 
recording tools) .  

1  Day before 

Send reminders 
(emai l/text/cal l ) .  

Reconfirm logist ics  (room, 
seat ing,  AV,  food).  

Pr int  materia ls  (consent forms,  
name tags,  d iscuss ion guide) .  

* Include the consent form in the Smartsheet.  
**$25 Bookstore Electronic Cert ificate.  



DAY OF SESSION 

Prepare space 
(c ircle/U-shap 
e seat ing,  
name tags) .  

Lunch t ime 
serve 
refreshments 
(water and 
pizza) .  
Consider the 
diet  
restr ict ions.  

Welcome 
part ic ipants,  
review 
consent,  and 
expla in 
process.  

Run session 
(60 minutes) .  
Arrange and 
give 
part ic ipants  
incentives and 
send a  thank 
you emai l .  



SUCCESS METRICS & TRACKING 

1–2 Weeks after  

•  Transcr ibe or summarize recordings.  

•  Analyze data:  themes,  quotes,  recommendations.  

•  Del iver report  or presentat ion to stakeholders .  

Ethnic ity 
Representation: If your audience is diverse, the group needs to 
reflect that diversity. 
Cultural perspectives: Different ethnic groups may have distinct 
experiences, perceptions, or barriers. 
Comfort & openness: Participants may feel more comfortable 
sharing openly in groups where others share similar cultural or 
linguistic backgrounds. 
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BEFORE THE SESSION 

Over-recruit :  Invite more people than you need (e.g. ,  recruit  10–12 to get 
6–8 to show up).  

Clear incentive plan:  Decide what (gift  card,  cash,  swag) and how (before 
or after  the sess ion) .  

Confidential ity & consent:  Prepare a  short  statement/consent form about 
how feedback wi l l  be used or include it  on the Smartsheet.  

Ground rules:  Draft  s imple norms (respectful  l i stening,  no r ight/wrong 
answers,  one person speaks at  a  t ime).  

Backup plan:  Have alternates i f  part ic ipants  cancel ;  test  tech in  advance 
if  v irtual .  



DURING THE SESSION 

Moderator scr ipt:  Include intro,  warm-up,  key quest ions,  and clos ing.  

Icebreaker question:  Easy quest ion to get people comfortable (e.g. ,  
“What was the last  t ime you felt  proud of  being a  student here?”) .  

Time management:  Keep the sess ion within 60 minutes.  

Recording & note-taking:  Audio/video if  a l lowed,  plus  a  notetaker to 
capture nonverbal  react ions.  

Participant comfort:  Seating arrangement (c ircle/U-shape),  snacks,  and a  
relaxed atmosphere.  



AFTER THE SESSION 

Thank-you fol low-up:  Send a short  thank-you emai l/text .  

Incentive distr ibution:  Deliver promptly i f  not given at  the sess ion.  

Data organization:  Code notes by theme (barr iers ,  motivators ,  needs,  
perceptions) .  

Report format:  Decide whether to share a  formal  report ,  key ins ights  
memo, graphs or presentat ion.  

Action plan:  Identify next steps so ins ights  don’t  just  s it  in  a  file.  



EXTRA 
CONSIDERATIONS 
Number of  groups:  One focus group rarely gives 
enough data;  usual ly a im for 2–3 per audience segment.  

Accessibi l ity:  Ensure ADA compl iance,  provide 
interpreters  i f  needed,  check for  tech access i f  onl ine.  

Neutral  faci l itat ion:  Use a  moderator who’s  not 
direct ly t ied to the project  to reduce bias .  

Ethics:  Be transparent—don’t  mis lead about purpose 
or use of  results .  



THANK YOU 
-  MARKETING- 




