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Online Focus-Groups -

Breakthrough after phase of latent-potential?
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Online Focus Groups

Agenda

1. Introduction: History of online-research at
YouGovPsychonomics and international partners

Need for methodological evidence at YouGovPsychonomics

Goal and design of the study

Results

ok~ D

Conclusions and directions for future research

2140 additional information: www.psychonomics.de / contact: Dirk Weller Y°“P8ych0n0mlcs
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n Introduction: History of online-research
at YouGovPsychonomics and
international Partners
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Online Focus Groups

Internet and qualitative research — a special ,couple’

If the ,medium is the message‘ — what is the message of Online Focus Groups?

= A typical dynamic of the internet medium can be called manic-depressive.
" First, everybody thinks, that an innovation is a ,killer application’
" Then, everybody believes it is rather a stillborn child, that will never live.

" That happened to the internet (economy) as a hole — it happened to qualitative
online research in particular.

" When online focus groups came up around 99/2000, people started to call a
classical focus group ,offline focus group‘ — as something very oldfashioned,
running out soon.

= After two projects in 2000, for a media and an insurance company, online
focus groups for quite a while were not conducted again at psychonomics.

" But, as we can also see for the internet as a hole: many things come back a
second time, and then they start to play a sustainable role in their field.

4140 additional information: www.psychonomics.de / contact: Dirk Weller Y°“PsyCh0n0mICS




Online Focus Groups

. Different markets — different media evolution

" |n the meantime, other markets had much stronger appeal to pursuit the new
technological options.

" These were in particular markets with very high geographical expanse — and high
technological standard at the same time.

" Prototypes of such markets are the US and Scandinavia.

®'Psychonomics

5140 additional information: www.psychonomics.de / contact: Dirk Weller



Online Focus Groups

Example for the US market: Polimetrix

" Polimetrix has started to conduct qualitative online research in 2005.

" By chance, there was the occasion to develop a speech based online tool for a
large project, after a university research department had failed to develop such a
software, that the project was relying on.

" Having two months for development, the so called ,Voxpop‘-software turned out
to be very practicable, a real world solution for research.

" Soon the number of conducted focus groups was stable on a high level:
= 2005:125
= 2006:100
= 2007: 250

= 2008: expected 200
640 additional information: www.psychonomics.de / contact: Dirk Weller Y°“PsyCh0n0miCS




Online Focus Groups

. Example for the US market: Polimetrix I

" Most memorable project: 80 focus groups on ‘Democracy in the USA’

" The discussions focused on four aspects of the role of citizens in a democracy:
political participation, exercising choice, becoming informed and public service.

= "We put all of America in a virtual room to consider the future of citizenship,"
said James Fishkin, Director of the Center for Deliberative Democracy at
Stanford University, which conducted the poll in conjunction with YouGov
America. "The results are thoughtful and balanced and deserve to be
considered by policymakers everywhere." Sample results were featured on the
“By the People national broadcast”, airing in January on PBS.

" Main result of the study are significant changes in opinions pre and after the
groups.

" The study reminds us of 136 focus groups conducted in Germany in the 50’s
to figure out how democracy-talented the German population was at that time.

7140 additional information: www.psychonomics.de / contact: Dirk Weller Y°“PsyCh0n0mICS




Online Focus Groups

. VoxPop: Audio-Communikation plus Chat
T

Vi XPOP &2
Room Currently Speaking
e kathyk7: welcome
Moderator Administrator kathyk? bt a0
Michaelh Roberto Tirme remalning 01:15 g IR
michaelh: fine Pauline
ddoubles: good abby
. 3 abbyrow: thanks
- ddoubles: quite wel
123456789012 bigvic franktown abbyrow Igore010 franktownend: good evening all
abbyrow: little too close to the mike
ddoubles: hi frank
ddoubles: kmuch
bigvic bigvic franktown abbyrow Igore010
g s Y J franktownend: Hi 0D
abbyrow: yes, it is for me
Next: Igoret crsone: and hi al
bigvic bigvic franktown abbyrow lgoredi10 ddoubles: hallo test
(2) abbyrow michealh: you all three sound fine
(@) franktown michaelh: good frank
() bigvic ddoubles: very good frank
bigvic bigvic franktown abbyrow Igore010 &) abbyrow ddoubles: lol
&) franktown ddoubles: il
(7) bigvic michealh: you all three sound fine
(8) abbyrow michaelh: good frank
bigvic bigvic franktown abbyrow Igore010 @) franktown ddoubles: ol
a) bigvic
bigvic bigvic franktown abbyrow Igore0i0 Your are 15th in the queue Type here [ send |
IA__J
Live Support Raise Hand Ask to Speak

8140 additional information: www.psychonomics.de / contact: Dirk Weller YoupsyChonomics



. Voxpop: Previous design

a Thursday, 02 /14 at 10:00 AM - Microsoft Internet Explorer ‘;li[_)g

(  inesi1 i { ingridi1
f goranll ' ( matthiasb11

dirk ( sandrail

moderator

{ michaelal1l f miriam
( ruthii { maiki1

Speakers Queue Time Remaining | michacla11: =)

goran11: hehe danke ! ;)
" ft, gorani11: ich habe eine Milchschnitte im
matthiasb11 Next Kihischrank

maik11: ich nehme den traubenzucker

i Mic Settings § Audio Problem Post

Playback Controls pause/play @ G222

sandrall Speaking

!astartl“ @ a 3 »H Posteingamgfmicro..‘l aG:'lPRGJEKTE'L.EZSF‘..I W analyse der amotio...l @Vox Populi - Flash Pl 8| Dokuments - Micrus...l arhmsday, 02/14 ... I U] @E
940 itional i : ] - You i
additional information: www.psychonomics.de / contact: Dirk Weller Syc oNnoMmiIicCsS




Online Focus Groups

. Example for the UK market: YouGov London

" In London methodological tests have been conducted in the second half of
2007.

" Hypotheses was, that the British mentality does not match with voice chat that
well, as people are less extravert. Therefore the classical chat with a highly
developed tool was used.

" Results were very encouraging for topics like traffic infrastructure.

= Results were difficult for topics like supermarket brands — emotional, subtle
psychological topics. The discussions remained tough and slow in that area.

10 | 40 additional information: www.psychonomics.de / contact: Dirk Weller Y°“PsyCh0n0mICS




Online Focus Groups

. Example for the Scandinavian market: YouGovZapera

" Tested the methodology and found a system to implement in autumn 2005.
" Conducted approximately 45 Qual Online during the first year (2006)

" Continued activity during 2007 and developed an own system — ZapQual

= ZapQual tested in the end of 2007, launched 1st of February 2008

® Qual online projects have been carried out in Sweden, Denmark, Norway and
Germany and in the following branches of trade:

" |T/Tele

" Media

" FMCG food

" FMCG non food
" Finance

= Medical

" Tourism

1140 additional information: www.psychonomics.de / contact: Dirk Weller Y°“PsyCh0n0mICS




Online Focus Groups

. Bulletin Board (moderators view)

matolja grupp 2 Sverige - Interview - Microsoft Internet Explorer

Arkiv Redigera  Visa  Faworiter  Merkkyg  Hjslp #
Qs - © (X B @] Lo feroomw @3- 5 = - JE B

Adress @ http: i imail Klike . dk/Zaperav3fsitefinterview/interviewrespond, aspx ~ | GGl | Lankar **
Google ||_G|v V| Sk o D ﬁ - ¢ Bokmarken— S:I 7 blockerade "'3 Stavning - B Skicka till+ cs- @ Instalningar -
B - | sik efter webben. .. |,C| |v 4!‘ 7] ~ =@ - 4k v (O Datorns stakus v [=7 v @8scpaces + &8 - @ @ -

FaRSrait § ] odelia matolia grupe

B Respondents

® This assignment has been unposted. Tou are not allowed to interact with it anymore.

Barja med att presentera er med férnamn, &lder, familjesituation, vad ni sysslar med, var ni bor

- % S ix I - i . 2 A 2 Bengt
och vad ni gdr p& fritiden. Ber&dtta garna om er installning till sundhet ockss, da det &r matvaror vi Jem?y
skall prata om! Britt

Kerstin
et o Newl  o7nov-eooze:as Gunnie
Jag heter Leif och bor pd Sodermalm i stockholm har tw3 utflugna barn och ett barnbarn. Till yrket ir jag journalist men E Inger
ar nu inbegripen i ett litterart projekt - en samtidisskildring awv stockholm = Wivica
F Birgitts
Delete Modify Ciitha
Gunwor
Hej! Jag heter Marzena ar 37 3r och har tre barn och bor i en forort till Stockholm. Just nu ar jag foraldraledig med min e
minsta son. Jag tycker om att laga mat och tanker p& att den ska wvara nyttig. inn_ell
f auise
Delete rModify Aeires
=2 Ingrid =
s it . [Newl  oO7-nov-soo7izez S
Jag heter Britten ar 51 &r och lever singel. lag jobhar i en f-klass med 6-73ringar. 1ag hor i Stdertalje och tranar lite I'Izde;tzena
smatt pd gym, gir Idngpromenader samt seglar nar s3songen tilldter. B eParien

Jag tycker mat ar viktigt och handlar garna nyttigt. Gronsaker och frukt har jag mycket i min vardag.
Delete Modify

Hej. Jag heter Louise och jag ar sambo och har tvd pojkar som ar 4 och 2 Ar. Vi har sedan ndgra manader tillbaka en
hund s3 wi kammer ut i friska luften en hel del. 1ag har awven tre st hastar som jag delar med min syster och en kompis.
Jag arbetar sedan ndgra minader tillbaks med ekonomi och administration s3 p3 dagen blir det en hel del stillasittande.
Farsoker tanka en del p8 halsa och att ata sunt men det ar inte alltid |att att f3 till det | praktiken.

Delete Modify
Observers

Hej
Jag heter ann-louise, lever singel med 2 harn i tandren (15,16 &ry. Jag jobbar som fiérsaliningschef i dealjbranschen. P&
fritiden laser (Lyssnar) jag mestadels p3 deckare, gir I3nga promenader. Tycker om att umgis med vanner och
bekanta och da blir det oftast god mat. Jag farsoker vara sund varje dag och vill verkligen att mina barn skall f3 lara
sig om halsa och wilmiende.

Ingeborg =
raorten
Fer

Delete rModify

' Internet

12140 additional information: www.psychonomics.de / contact: Dirk Weller YoupsyChonomics



. Chat (moderators view

Cision chatt grupp 1 - Interview - Microsoft Internet Explorer

Arkiv Redigera W¥isa  Fawvariter  Verkkwg  Hjslp

Peakat - () |ﬂ @ fh /'f‘l ek '*s-\\?FavUriter | C

% @ -LJf 3

Adress I@ http:/fmail . Kike . dkfZaperavs)sitefinterview/interviewrespond . aspx V| GAtil | Lankar **

Google [G+ v|sek & @D E& ~ | €% Bokmérkeny @7 blockerade | "5 Stavring v [s Skickabilv () Tnstaliningar =
& T | Sik efter webben. .. | L H [] = =@ = g v (8 Datorns status v [ v EEcpaces v &8 - G @ -

A - 1 'l'l 2] Cision chatt grupp | v X

1 Inledning Chat Date : 19-nov-2007 & Respondents
Currently Logged On

[02:57:02] Moderator Petra : Mitt namn ar Petra och det ar jag som kommer att leda dagens diskussion, ¥i kommer att

s = i z = £ Mone
E:ztdikc;:rgn?n ny bevakningstjgnst fran Cision. Syftet med diskussionen Sr att f3 era Ssikter och attityder till den har nya Mavear 'L_-,ogged ol
[02:52:21] Moderator Petra : Vilka 3r ni som kommit? Ii?:r:?aretha
[09:58:50] Margaretha : Margaretha har! & R reS
[09:59:032] Jenny : Jenny &r har Ulrika
- [10:00:21] Moderator Petra : i vantar en kort stund till sen barjar vi. Hakan
1.2 prishild [10:01:15] Hékan : H3kan ar har Jenny
Respondent o [10:01:55] Moderator Petra : Innan vi borjar vill jag pipeka att det inte finns n3gra ratt eller fel svar, utan att det ar just Mattias
A era dsikter som ar wiktiga. allt ni s3ger kommer sjdlvklart att behandlas anonymt. Ta fram produktbeskrivningen s3 att ni har Kerstin
Moderatar 0 den framme nar vi diskuterar, D3 satter vi iging! AW =
e [10:02:16] Moderator Petra : Yvad tanker ni p3 nar jag sager mediebevakning? vilka spontana associationer far niv ]—Ogged In Last 4
[10:02:37] Jenny : ett verktyg som underlattar Hours
[10:02:51] Margaretha : Kartlaggning av vad som s8gs och skrivs | media MNane =
[10:02:52] Jonas : Hej hej Jonas ar inne LOQQ'ed In Last 12
[10:03:00] Hékan : Pressklipp, analyser Hours
[10:02:07] Moderator Petra : ¥alkommen Jonas - LiOEE
[10:02:20] Anna : Koll pd omvarlden, och oss sjalva. L.Ogged In O\-’.'gr" 1-2
[10:03:30] Jonas : Mediehevakning: kall p& aLLA medier Hougine
[10:03:48] Moderator Petra : Vilka kanslor vacker det hos er? wad ar positivt respektive mindre positivt?
[10:04:37] Jonas : Jag kommer ifrdn "Media" s& for mig vacker det inga speciela kanslor. Kan nog marknaden ganska wal, . EI’ e
[10:05:06] Margaretha : Overvigande positivt att ha koll p3 omvaridens reaktioner. Méjligen ett verktyg som vi dverskattar Curreﬁtl\;‘ LO.@Q‘@CI am
d& och d&. B
[10:05:13] H&kan : Positivt: Att ha koll p3 vad som s3gs om faretaget | medierna. Mindre positivt ar forstds negativ NE\_J_GI’_LOQQECI-GD
publicitet BifgiEt
[10:05:23] Anna : kul om wi syns | media, lite 3ngest om vi inte syns.. Men wi lar os5 mycket genom att titta pd vaD de Logged In Last 4
skriver om.. Hou&gne
[10:05:32] Moderator Petra @ Bra .
[10:05:40] Moderator Petra @ Nar anvander ni er av mediebevakning?® LOgged In J__a_st 12
[10:06:24] Jenny : Yarje dag kanns det som Hour]:.lﬁne
[10:06:33] Anna : dagligen, men framfarallt nar vi gjort ett pressutspel.. ¢ e
[10:06:25] Moderator Petra : Hur anvander ni er av mediebevakning? ﬁgﬁ%ed In Cwer 12
[10:06:36] Margaretha : P3 flera olika satt, férst och framst for att se hur det wi gor mottas. Sprider den kunskapen i var Hora

organisation

[10:06:47] Hékan : Dagligen, fdljer allt som s&gs och skrivs om oss. Analyser varje kwartal. Mediebevakningen blir ofta
underlag for aktiviteter

[10:07:02] Jonas : Dagligen, foretradesvis wia mejl (tillsdnt). Inte s3 mycket papperstidningar for min del (borde nog vara
mery

[10:07:12] Moderator Petra : Har ni farandrat er anvandning av mediebevakning under den senaste tiden?

g‘l & Internet

. s y " Sigk: tewt

1340 additional information: www.psychonomics.de / contact: Dirk Weller Y°”'PsyCh0n0miCS




Need for methodological evidence
at YouGovPsychonomics
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Online Focus Groups

. YouGovPsychonomics qualitative online research — quo vadis?

1540

The questions rising after the merger of YouGovPsychonomics with the YouGov
group were:

= Does it make sense to engage in qualitative online research, after having an
established qualitative offline research? Is it complementary for the German
market?

" Which methods and tools fit best for our aims, clients, topics?
Pro‘s:

= Building up a large online panel (Brand.Index), which is a very good recruiting
opportunity for online groups

" Having a high percentage of clients and projects with complex attendance
products and also b2b-studies with experts as target groups, rather than
FMCG-related projects.

With this background, we decided that qualitative online research should have a
chance to play an important role among our research products.

additional information: www.psychonomics.de / contact: Dirk Weller Y°“PsyCh0n0mICS




Online Focus Groups

. Recent Projects in Germany

" Psychological add concept test in health-care

" An add concept had to be tested with specialized doctors in five European
countries.

" In-depth VolP-Interviews of 60 minutes, one on one, were conducted using
a conference software.

" That allowed precise presentation of 3 seconds at first and several minutes
at second.

= Standardized questions were implemented and answered very efficiently.
" The client was able to log in and listen to a sample of the interviews.

- The project team was positively surprised of the good possibility to get a
psychological understanding of the actual unfolding of the add concept
impact rather than just superficial opinions.

16 | 40 additional information: www.psychonomics.de / contact: Dirk Weller Y°“PsyCh0n0mICS



Online Focus Groups

. Recent Projects in Germany

" Psychological tourist destination potential analyses
= Eight online bulletin board groups of 3 days with 15-20 participants
" Nearly 40 questions, more than 40 pages of transcripts from each group
= Lively and differentiated answers
" Projective Collage exercise with country flags

—> Strong advantage of this design was the efficient way to get high differentiation
between different target groups according to life-style and status as well as
regional background.

17|40 additional information: www.psychonomics.de / contact: Dirk Weller Y°“P8ych0n0mlcs




Online Focus Groups

. Orientation amongst the methodological options

= Still the question was:
= What is the best software and medium for which research?

" |s the effort worthwhile in the German market to implement audio channel in
our groups, or do we get the same results with classical chats?

" That is when we decided to conduct a methodological experiment.

= Both of them being synchronic settings, we decided to compare the classic chat
versus the audio based chat.

" Comparing video chat is left for later research ...

18 | 40 additional information: www.psychonomics.de / contact: Dirk Weller Y°“PsyCh0n0mICS
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20 | 40

Online Focus Groups

. Research Question and Goal of the Study

Do text chat or audio online focus groups produce better results concerning
emotional issues?

Do text chat or audio online focus groups produce better results concerning
creativity issues?

Comparison of audio and text chat online focus groups by:
Objective Measures:

What amount of communication is produced?

What participation rates are realized?

How much interaction can take place?

How many ideas are generated?

How much emotions can be detected and understood?

Does the course of the conversation differ between the methods?

Subjective Measures:

How do participants evaluate both methods?
Which method do they prefer?

additional information: www.psychonomics.de / contact: Dirk Weller Y°“PsyCh0n0mICS



Online Focus Groups

. Study Design

2140

Group 1

7 participants

Group 2

8 participants

Group 3

6 participants

Group 4

7 participants

audio online focus
group

brainstorming

text chat online focus
group

brainstorming

audio online focus
| group

emotional exploration

text chat online focus
group

emotional exploration
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additional information: www.psychonomics.de / contact: Dirk Weller
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Online Focus Groups

. Topic structure and discussion guides

" The emotional issue dealt with the feelings you experience in pharmacies.

= ,Please describe how you feel when you are in a pharmacy ?“

» There are many different reasons to go to a pharmacy. Sometimes you go
there, because you are ill, but sometimes you only want to refill your

medicine chest. Do your emotions and feelings differ from occasion to
occasion?”

“Are there special situations in pharmacies going along with specific
emotions?”

" “How do you want to feel ideally in a pharmacy ?”

“Do you feel different buying your medication in an online pharmacy? How
do you feel then?”

22140

additional information: www.psychonomics.de / contact: Dirk Weller Y°“P8yCh0n0mICS



Online Focus Groups

. Topic structure and discussion guides

" The brainstorming exercise was to collect ideas how medication can be distributed
in future.

= ,What different ways of getting your medicine can you imagine ?*
" “What innovations in that field can you think of?”

= ,What would be the perfect way of getting medication concerning your
demands and wishes? Please do not think of feasibility.*

= ,What other products should a pharmacy offer?*
= ,How must a pharmacy be furnished and equipped that you feel comfortable ?*

23|40 additional information: www.psychonomics.de / contact: Dirk Weller Y°“P8ych0n0mlcs




Online Focus Groups

Software used

" The audio online focus group was " The text chat online focus group
accomplished by a speech based was carried out by a text based
online tool: online tool:

dows Internet Explorer

2 | Htpsipsychenarics. we-presenker.netjepresenterraam. aspx

Monika R.: Botendienste finde ich nicht so gut, well ich o vorher in die Apotheke muss. Direkt om Arzt wire gut. [E|
Stefan 05 neue ware eben, dos ein Rezept, wenn eins beim Arzt geholt wird, direkt zur Apotheke Obermittelt wird
Anette Z.: ich finds besser
Gerald D.: die arbeit wird om Computer erledigt, genausa der gesamte Einkauf. und gar nicht zu uergessen das Mittagessen, ausm Fastfoodschuppen, per email neben der Arbeit bestellt
Tanja H.: man miisste daonn nicht extra wegen eines"alitdglichengegenstandes in ein fochgeschaft gehen
Miriam Mouldnder- liz kinnte es denn genau gussehen oder umgesetzt werden, dass man im Supermarkt auch Medikamente krisgt?
dirk @ Stefan K. die Supermorkttobletten machen es natdrlich bequemer. und dodurch auch angenenmer
moderator jom Arzt online zur Apotheke wa man wohnt und daonn ein Kurier nach House
aber fUr mich waren bewahrte Marken schon wichtig
Tanja H.: ich meine es gibt jo schon diverse mittelchen im supermarkt.dann kann man dos schon um gewisse bekannte mittel enweitern dos angebat.
ﬂ:n:m\ Gerald D.: Aus dem Supermarkt médchte ich die Medkamente, schomn mal aus dem arunde der kinder-und Jugendsuchtgerahrdung
Miriam Mayldinder: Hallo Anette, Gibt es denn bei Medikomenten geniigend bewdhrte Horken? Oder missten die erst oufkommen?
Stefan K.: Dos Problem im Supermarkt ist ja. dos man unbegrenzte flengen einkaufen kann. Dos ist nicht so qut,
( i j

Tanja H.: dos kaonn man bei einer opotheke auch
- Es gibt gendgend bewdhrte Marken
7 elleicht miste dos ahnlich wie bei Zigaretten gehandhabt werden
SPeakersQueﬂe Time Remaining michaelat1: :-)) Tanja H.: man geftb fin und méchte SIDnEkungen aspirin und dann bekommt man die ouch -
ouldnder- Hallo Gerald, also lizber rous aus dem Supermarkt? Kz wire es denn, wenn es im Supermarkt einen extra Tresen mit Medikamentenousgobe gabe, mocht das Sinn? fan allzl
Z.: Wichtig wdre, doss die Hore nicht dberlogert wird und alt
rald D.: Do wird eh schon nicht geschaut wie alt die Kids mit. der Schnapsflasche in der hand sind, und was wpassiert, dann mit den Tabletten?
matthiasb11 Next Kiihlschrank Tanja H.: auchg frei verkdufliche schiofmitiel oder anderes
maik11: ich nehme den traubenzucker Monika R.: Domit wire sicher das Personal im Supermarkt Gberfordert,
ingridii maik11: ist gut fiir das hirn Anette Z. da hat Gerald recht- in den Supermarkten wird 2u viel "weggeguekt”
Stefan K.: ein extro Tresen wirde da schon eher Sinn mochen - wobei do guch die Froge der Bedienung und der Fochlichkeit derselben eine Rolle spielt
jam Maouldnder: ok, ich gloube bei der Losung Supermarkt haben wir sehr gemischte Heinungen. Hie wire es denn noch mit anderen neuartigen Lesungen, fallen Ihnen noch welche ein?
Mic Settings § Audio Problem Brigitte M.: besser, wenn alles iiber den orzt geht

michaciaLl e > Tanja H.: nur weil jemand einem perstnlich die “ware"berreicht heisst das noch longe nicht doss eine kontraolle bestenht
Exit Discussion Type Question Here Anette Z.: Lehensrittel und Hedikamente pofit fiir mich nicht so- ich mug dazu oher sogen, doss ich im Supermorkt oder Orogerie keine frei verkiuflichen Sochen mitnehme
Tanja H.: also direkt vom arzt is auch nicht shclecht.mein mann ist. soldat.die bekommen guch immer direkt von ihrem truppenarzt, die entsprechende medikation

Monika R.: Uom Artz online in die Apotheke finde ich gut.
pause/play — S— 4 S— Miriam Mayl@inder: Angenommen, ein science-fiction Autor beschreibt die Medikamentenuersorgung in 188 Johren - was kinnte der so fir Ideen hoben?

e Stefan K.- also - kinnte ja durchaus Automaten geben
Miriam Mayltinder: Rutomaten?

goran11: hehe danke ! ;)

Speaking
sandrali goran11: ich habe eine Milchschnitte im

maik11l

S L - =
| =]
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Online Focus Groups

General inter-method validity

" On the same topic, 3 weeks before psychonomics had conducted 2 classical,
face to face focus groups and 12 two-hour in depth interviews.

" The general psychological mechanisms and motive patterns were quite similar
and recognizable in the offline and online approach.

" The online generated additional details and nuances, what was to be expected
as we discussed very specialized topic aspects here.

" The online approach in some points even turned out to generate less inhibited,
more fluent interaction, after in the face to face contact the topic had turned out
to be a little bit heavy and slow sometimes.
26 | 40 additional information: www psychonomics.de / contact: Dirk Weller ®'Psychonomics




Online Focus Groups

. General Productiveness Text based vs. Voice based

27 | 40

Average

Text based

Number of contributions

306,25

'L‘

Voice based

Number of words — total

7584,25

.

Average length of contributions - chat

Number of words — chat 644
Number of contributions — total 229,75
Number of contributions — voice 121}5
Number of contributions — chat 108 |
Average length of contributions — total 37,49

.

6,61

additional information: www.psychonomics.de / contact: Dirk Weller

High activity in both
methods

No significant differences
In participation rates,
balanced participation in
both methods compared to
face2face.

More words, less and
longer contributions in
voice based chat.

®'Psychonomics
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Online Focus Groups

Very different dynamics

Voice based

Very structured and ‘peaceful’ flow

P. have time to think and talk

P. can easily listen to others and follow
P. refer to each other

Contributions address several aspects

each and include individual experiences /

‘stories’
Opinions are explained and exemplified
P. sometimes have to wait before talking

Very little misunderstandings, which can
be solved easily

Little chat window is used more or less
depending on group, used as a back up
or second level of communication,
adding and enriching the process

Deep, vital insights to group
emotions

Positive group feelings

additional information: www.psychonomics.de / contact: Dirk Weller

Text based

Very high frequency of very short
contributions

P. are challenged to follow the turbulent
‘rapids’

Referring to each other difficult, as the
answer appears several lines below

The context of a contribution has to be
reconstructed by the reader

Contributions are often abbreviated and
containing mistakes, leading to
misunderstandings

Difficult to clarify misunderstandings in
the rapid flow

Disadvantage of slow typers — they are
always late and short

Positive, but stressful group feelings

Many ideas and aspects, that stay more
isolated

®'Psychonomics



Online Focus Groups

. Fruitfulness of emotion-oriented exploration

" On seven levels of emotional expression, the methods have very different

profiles.

Voice Text
Standard deviation 6 16,5
Emotions ...
.. Negated 0,5 7,5
... Projected 2 1
.. Admitted / agreed 4,5 6i,5
... Implicitly expressed 79,5 38,5
... Labeled / Termed 13 217,5
... Described 28,5 17
... Expressed 1_0 0,5
Situation related =

29|40 additional information: www.psychonomics.de / contact: Dirk Weller Y°“P8ych0n0mlcs




Online Focus Groups

. Different expressions of emotions

Voice based
" More emotional expressions in total

" More descriptions of emotional
experiences

" Intense expression of emotions in
the voice (e.g. one participant had a
trembling voice, almost crying, when
she described how frustrated she
can get in a pharmacy)

Text based

P. don'’t describe, they rather ‘drop’
names of emotions

In a hurry, emotions are often just
named, neglected or admitted

Some participants use emoticons,
but sometimes it is not clear if ironic
or not

30|40 additional information: www.psychonomics.de / contact: Dirk Weller Y°“P8ych0n0mlcs




Online Focus Groups

. Fruitfulness of creativity-oriented exploration

= We find a very high potential of text based exploration in the field of
creativity.

100-
90
80
704
60
504
40
304
204
10-

0_
Average G1 G2 G3 G4
Number

of Ideas ]
3140 additional information: www.psychonomics.de / contact: Dirk Weller Y°“Psychon0mlcs
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Online Focus Groups

. Likability of the method from the participants view

“Which of both methods did you like more?”

B Text Based B Voice Based

90,00% - 83%

80,00% -

70,00% -

60,00% -

50,00% -

40,00% -

30,00% -

20,00% -

10,00% -

0,00% -
Average G1 G2 G3

32|40 additional information: www.psychonomics.de / contact: Dirk Weller

GD4

In all four groups, more
participants prefer the
experience of the voice chat.

Typical pattern:

the voice chat had a more
challenging technical
environment with sometimes
frustrating problems.

The text chat was very easy
technically, but it was very
challenging to follow and
participate the discussion.

®'Psychonomics



Online Focus Groups

. Open answers to the tool likability/preference

Voice based

Pro (19 comments) Con (5 comments)

" “You could emphasize more directly ) . )
with the others.” = “l had technical problems.

= ‘It felt good to listen to the others.” = “Sometimes | had an echo

" ‘It was new to me and it made me that was annoying.”
contact the others in a personal
manner.” = “The pleasure was interrupted

= “Easier to follow.” by my bandwidth problems.

"  “More easy to express my thoughts.”
= “It was more fun.”

= “l was more concentrated.”

33|40 additional information: www.psychonomics.de / contact: Dirk Weller Y°“PsyCh0n0mICS



Online Focus Groups

Text based

Pro (7 comments) Con (9 comments)

= “Better, less technical issues.” = ‘It was chaotic.”

" “Easier for me as | have = “l am not fast enough.”
experience with such chats.” = “The context was gone.”

= “l am not so inhibited, it is u

B “Reading is more stressful.”
more anonymous.

= “Difficulties with reading and

" “ can just write, don’t have to writing at the same time.”

wait.”

= “Many opinions at the same
time.”

34| 40

additional information: www.psychonomics.de / contact: Dirk Weller Y°“P8yCh0n0mICS



Online Focus Groups

. And the moderators ... ?

What implicit message has the medium for the moderator?

" The moderators experiences mirror the participants experiences in many
ways.

" The moderators had an intense social experience with ‘the round’ in the
voice chat.

" Banal as it seems, asking for living place and how the weather was there in
the introduction round gives a feeling for the fascinating paradox of distance
and immediacy, that strengthens the ‘we’-feeling.

" From the perspective of the experienced offline-moderator, it is surprising
how strong interpersonal evidence can be transported by the voice-channel in
online focus groups.

" On the other hand, as soon as technical problems come up (of course during
our first group a major data transfer on the other side of the company
interrupted everything...) the moderator feels completely helpless and
realizes, how dependent he is.

35|40 additional information: www.psychonomics.de / contact: Dirk Weller Y°“PsyCh0n0mICS




Online Focus Groups

. And the moderators ... ?

" The text chat, on the other hand, seems technically much more down to
earth and predictable.

" Phenomenological seen, there is a strange impulse to become ironic and
provocative in a text chat.

" The reason may be: In the communication with the participants, it always feels
very indirect, you don’t really get in touch with the participants.

36 | 40 additional information: www.psychonomics.de / contact: Dirk Weller Y°“P8ych0n0mlcs
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Online Focus Groups

Conclusion

" The analyse indicates, that an additional channel, the audio channel, adds
remarkable research potential to the medium of qualitative online research. It
can be said that it makes a completely new research medium.

" That is in particular the case when an emotional topic has to be deeply
understood and psychologically analyzed.

® On the other side, the results show that there is no general law saying ‘the more
multi channel the better’. Creativity tasks have a tendency to generate more
results in a text based chat.

" That suggests to carefully choose and, if necessary, combine different channel
settings.

= An optimized design could be: starting with a voice chat about the general level
of a topic, switching to a text chat to generate ideas, and then to switch back to
the voice chat to analyse and probe on the generated ideas.

38 | 40 additional information: www.psychonomics.de / contact: Dirk Weller Y°“PsyCh0n0mICS




Online Focus Groups

. Directions for future research

" Further research has to scrutinize different combinations of setting
parameters in qualitative online research.

" Very relevant parameters are:
" Communication channels (text, voice, whiteboard, video, collage etc.)
® Synchronic vs. Asynchronic
" Target groups
" Topics
" Presented concepts and other multi media content

" Quality criteria for qualitative online research have to be discussed.

39140 additional information: www.psychonomics.de / contact: Dirk Weller Y°“P8yCh0n0miCS
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