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@I) A second version is to view focus groups as a 
way of generating ideas. The moderator en- 
lists comments regarding product features, 
service requirenients etc. The groups explore 
issues that the researcher has not previously 
thought of. The focus groups also enable the 
researcher to assess the number of people who 
think a certain idea is a good or a bad one. 

(c) The last version is used to stimulate the deci- 
sion makers. Very often, advertising agencies 
have copy-writers watch a focus group dis- 
cussion- which they believe would give them 
fresh ideas and develop their creativity. 

4. OTHER APPROACHES 

These focus group innovations are not distinct new 
approaches but procedural changes of the conven- 
tional methods. 

Of late there has been a growing interest in mini- 
focus-group. These groups consist of as little as 
four members- thus bringing about the advantage 
of group discussion as well as individual interviews. 
Another aspect is that different approaches are 
mixed together; researchers have also been blend- 
ing different approgches within the same session. 
The innovation has received severe criticism from 
different quarters. 

FOCUS GROUPS VS INDIVIDUAL 
INTERVIEWS 

Although focus groups have dominated Quali- 
tative Marketing Research for several decades, there 
are several advantages of the individual interview 
method. In situations where the topic is not useful for 
general discussion, individual interviews are obviously 
more relevant. Moreover, focus groups take up con- 
siderable amount of time, repeat the same comments, 

spend endless time on a single issue- as a result of which 
a balanced analysis is not possible. On the contrary, 
with individual questioning it is easier for the interviewer 
to control discussion on issues and also the time. 

Another psychological aspect is that people are 
more spontaneous and candid when interviewed alone. 
The interviews tend to be more personal. Moreover, 
the fact that certain people get easily influenced by the 
overpowering personalities of fellow respondents does 
not come into play in personal interviews. The goal of 
individual interviews is to bring the researcher in touch 
with the idiosyncratic thinking of the individual. 

CONCLUSION 

Despite its fallibility in terms of its interpreta- 
tions being subjective, there are many instances where 
focus groups have been found to be extremely useful 
and their findings helped improve the marketing man- 
agement process significantly. The utility of focus 
groups can also be judged from its high level of use. It 
is reported that in the US as many as 700 focus group 
discussions take place in a single day. The users of fo- 
cus group say that it provides them with a gut level ' 
grasp of their customers . Focus group findings have 
been found to be extremely useful when used with the 
findings of other methods. These groups should not be 
viewed only as an exploratory study for a bigger re- 
search project involving quantitative techniques, nor 
should be viewed as a complementary method to the 4 
other well established and scientifically valid methods. j 

i 
The message is: qualitative research methods should 
be judiciously used in tandem with quantitative research 
methods for better understanding of the market and in 
turn for better and effective marketing management. 1 
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