[bookmark: _Toc365013554][image: ]Session 5: Conducting Research to Identify Barriers and Incentives
Session Rationale
To plan behavior change activities effectively, participants will use basic research techniques to identify the most important barriers and incentives to focus on in order to effect change.
[image: ] Time 1 hour 45 minutes
[image: ] Audience Volunteers during IST
Terminal Learning Objective	
Based on an introduction to the principles of designing for behavior change, participants will explain how the stages of change and determinants (reasons) for behavior may affect the success of their work. (Core)
After conducting a community/sector assessment, participants will develop behavior change strategies that address project goals and community needs. (Tech) 
Session Learning Objectives 
Participants describe five different qualitative research techniques according to information provided during the session. 
Participants practice doing either a focus group or an intercept survey according to instructions providing during the session. 
Session Knowledge, Skills, and Attitudes (KSAs)
1. Research the reasons for behavior and barriers and incentives using qualitative research techniques. (K, S)
1. Use qualitative research to establish which reasons are key to changing a specific behavior. (K, S)
1. Appreciate the importance and need to use research to plan behavior change activities. (A)
Prerequisites
Global Core sessions on Peace Corps’ Approach to Development, Adult Learning Principles, PACA, Roles of the Volunteer in Development, Environment Sector Core, Sessions 1-5 of the Community Engagement Training Package Tools
Sector:		Environment
Competency:		Promote increased environmental education and awareness
Training Package:		Community Engagement in Environmental Issues
Version:		December-2015
Trainer Expertise:		Trainer should be the sector technical trainer and have experience with planning for behavior change activities
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Session: Conducting Research to identify Barriers and Incentives
Date: [posts add date]
Time: [posts add xx minutes]
Trainer(s): [posts add names]
Trainer preparation:
Make copies of handouts for each participant. 
[bookmark: _Toc236737427][image: ] Materials:
Equipment
Flip chart and paper
Markers
Handouts
Handout 1: Reasons for Behavior
Handout 2: Top 10 Reasons for Resistance to Change
Handout 3: Background Literature Search
Handout 4: Observation
Handout 5: interviews
Handout 6: Focus Groups
Handout 7: Intercept Surveys
Handout 8: Research Method Notes



[bookmark: _Toc235768739][bookmark: _Toc236737428][bookmark: _Toc364750611][bookmark: _Toc365013557][bookmark: _Toc446426424]Motivation	[image: ] 15 min
[bookmark: _Toc364750612][bookmark: _Toc446426425]Review Reasons for Behaviors
[bookmark: _Toc365013558]Participants will review the most common reasons for behaviors by comparing the list of reasons previously introduced, Handout 1: Reasons for Behavior, with Handout 2: Top 10 Reasons People Resist Change. Participants have seen the contents of Handout 1: Reasons for Behavior, several times in sessions in this training package. Handout 2: presents a slightly different way of looking at the most common reasons for behavior. Divide the group in half (or fourths.) Instruct half the participants identify similarities between the two lists, and the other half look for differences. Take 10 minutes for this comparison. 
Ask the groups to report on what is the same and what is different between the two lists. Ask if they think one list or the other is more accurate and useful and why? Make the point that there are many ways to look at the reasons people act the way they do, and it can’t be reduced to a simple formula. That is why it is necessary to do some original research to understand how to motivate and enable people to change their behavior. 
This session will present multiple methods that PCV’s can use to learn the most useful/important barriers and incentives to consider when working to change behaviors in their communities. 

[bookmark: _Toc364750613][bookmark: _Toc365013566][bookmark: _Toc446426426]Information	[image: ] 40 min
[bookmark: _Toc446426427]Five Techniques for Conducting Qualitative Research for Effective BC Activities
Participants learn five qualitative research techniques for identifying behavior change barriers and incentives. 
1. Hunches about the reasons for behavior are useful but not enough to plan behavior change activities. 
Ask participants to mention some behaviors that they expect they will be working on changing at their sites. 
Ask them to give some examples of the reasons why they think people will resist change, based on the handout information just reviewed. Validate that it is important to have a “hunch” or vague feeling or assumption, about the reasons behind a behavior. 
Continue by asking in general terms how confident, on a scale of 1 to 10, they are that these are the most important reasons for the behavior. They should be giving a low number. 
1. In this session, five different research methods will be discussed:
Background literature search
Observation
Interviews
Focus Groups
Intercept Surveys
Use the jigsaw technique to present these different methods. Divide participants into five groups. Assign each one a method to examine and present. Once divided, provide each group with the Information sheet on that method. The groups are not limited to the content on the sheets however, since the participants might be able to add their own experience with these methods. Give each group 10 minutes to study its assigned method and to come up with a plan for presenting the method to the entire group. Each presentation should include: 1 .Description of the Method, 2. Resources, 3. Advantages & Disadvantages, 4. Points to Remember 
While each group presents the method, each participant records key information on Handout 8: Research Method Notes.
After the presentations, acknowledge that this is far from a comprehensive training on research methods. An entire college course is required to do the topic justice. The research, however, does not have to be academically rigorous. The point is to gain a more objective understanding of the most important barriers and incentives related to the target behavior- what are the reasons for behavior on which the PCV needs to focus first and foremost?

[bookmark: _Toc446426428]Practice	[image: ] 40 min
[bookmark: _Toc446426429]Practice Leading Focus Groups and Doing Intercept Surveys
Participants will simulate using one of the research techniques, either the intercept survey or the focus group. 
1. Reassemble into four groups and use a technique to assign either “intercept” or “focus group” to each of the groups. Each group should select a behavior statement and a target audience.
Each group will produce a list of questions and a plan for the location for the focus group, and also write the two questions and plan for how to administer the intercept survey. 
For the first 15 minutes, the two groups doing the focus groups will lead a focus group using their questions with the intercept groups as their target group. After 15 minutes reverse the activity and have the people leading the focus groups become the audience of the groups doing the intercept surveys. Trainers will observe and guide the groups in their activity.
Debrief the practice activity by asking the following questions: 
What did you do?
What did you find difficult about this exercise?
What did this exercise teach you?
How will you apply this experience at your site? 


[bookmark: _Toc364750617][bookmark: _Toc365013584][bookmark: _Toc446426430]Application	[image: ] 10 min
[bookmark: _Toc446426431]Review Work Plans
The participants will apply their new knowledge about barrier analysis techniques when they prepare their tentative work plans in Session 6.
1. During the following session (Session 6 in the training package), participants and counterparts will work together reviewing their work plans to see how they are going to use the five techniques when conducting qualitative research to identify the most important barriers and incentives related to the behaviors they have prioritized for their communities. 

[bookmark: _Toc359853534][bookmark: _Toc235768743][bookmark: _Toc236737436][bookmark: _Toc364750619][bookmark: _Toc365013593][bookmark: _Toc446426432]Assessment
Learning Objective 1 is assessed by work in small groups in the information section.
Learning Objective 2 is assessed in small group work during the practice section.

[bookmark: _Toc359853535][bookmark: _Toc235768744][bookmark: _Toc236737437][bookmark: _Toc364750620][bookmark: _Toc365013594][bookmark: _Toc446426433]Trainer Notes for Future Improvement	
[bookmark: _Toc382918532]Date & Trainer Name: [What went well? What would you do differently? Did you need more/less time for certain activities?


[bookmark: _Toc446426434][bookmark: H1][image: ] Handout 1: Reasons for Behaviors
The Four Most Powerful Reasons 
These reasons should always be explored when doing research to plan a behavior change activity. They are commonly found to be the most powerful.
Does the individual think he or she can perform the behavior? Is it easy to do? (Perceived competence)
Does the individual think people who matter would approve of the behavior? Is it popular? (Perceived Social Norms) People can include spouses, friends, Mothers-in-Law, and religious and community leaders. 
Does the individual think that good things will happen if he or she performs the behavior? Will there be benefits? (Perceived positive consequences)
Does the individual think that bad things will happen if he or she performs the behavior? Will there be disadvantages? (Perceived negative consequences) 
Other Key Reasons 
Can the individual get the products or services required to perform the behavior? (Access)
Can the individual remember to do the behavior and how to do it? (Cues for action/reminders) Examples of reminders are radio announcements reminding people of the date and location of a seedling distribution post and a sticker with the steps on how to plant a particular type of seed. Please remember that people are sometimes unaware of these cues for action.

Does the individual feel vulnerable to the problem? (Perceived Susceptibility/Risk) For example, do they feel that it’s possible that their crops could have cassava wilt? 
Does the individual feel the problem is serious? (Perceived Severity) A farmer may be more likely to take steps to prevent aflatoxin infection of stored harvest if he perceives it to be a serious problem that could cause harm.

Does the individual believe the behavior will solve the problem? (Perceived Effectiveness) 

Does the individual believe it’s God’s will that he or she have the problem or solve it? (Perception of Divine Will) 

Do existing laws and policy encourage or discourage adopting the behavior? (Policy) For example, the presence of good land title laws (and clear title) may make it more likely for a person to take steps to improve their farmland. 

Does the culture encourage or discourage adopting the behavior? (Culture) Culture includes the history, customs, lifestyles, values, and practices within a self-defined group. May be associated with ethnicity or with lifestyle, such as “gay” or “youth” culture.

[bookmark: _Toc446426435][bookmark: H2][image: ] Handout 2: Top 10 Reasons for Change Resistance

Overcoming Resistance to Change: Top Ten Reasons for Change Resistance
by A. J. Schuler, Psy. D.

1. THE RISK OF CHANGE IS SEEN AS GREATER THAN THE RISK OF STANDING STILL
Making a change requires a kind of leap of faith: you decide to move in the direction of the unknown on the promise that something will be better for you. But you have no proof. Taking that leap of faith is risky, and people will only take active steps toward the unknown if they genuinely believe – and perhaps more importantly, feel – that the risks of standing still are greater than those of moving forward in a new direction. Making a change is all about managing risk. If you are making the case for change, be sure to set out in stark, truthful terms why you believe the risk situation favors change. Use numbers whenever you can, because we in the West pay attention to numbers. At the very least, they get our attention, and then when the rational mind is engaged, the emotional mind (which is typically most decisive) can begin to grapple with the prospect of change. But if you only sell your idea of change based on idealistic, unseen promises of reward, you won’t be nearly as effective in moving people to action. The power of the human fight-or-flight response can be activated to fight for change, but that begins with the perception of risk.

2. PEOPLE FEEL CONNECTED TO OTHER PEOPLE WHO ARE IDENTIFIED WITH THE OLD WAY
We are a social species. We become and like to remains connected to those we know, those who have taught us, those with whom we are familiar – even at times to our own detriment. Loyalty certainly helped our ancestors hunt antelope and defend against the aggressions of hostile tribes, and so we are hard wired, I believe, to form emotional bonds of loyalty, generally speaking. If you ask people in an organization to do things in a new way, as rational as that new way may seem to you, you will be setting yourself up against all that hard wiring, all those emotional connections to those who taught your audience the old way - and that’s not trivial. At the very least, as you craft your change message, you should make statements that honor the work and contributions of those who brought such success to the organization in the past, because on a very human but seldom articulated level, your audience will feel asked to betray their former mentors (whether those people remain in the organization or not). A little good diplomacy at the outset can stave off a lot of resistance.

3. PEOPLE HAVE NO ROLE MODELS FOR THE NEW ACTIVITY
Never underestimate the power of observational learning. If you see yourself as a change agent, you probably are something of a dreamer, someone who uses the imagination to create new possibilities that do not currently exist. Well, most people don’t operate that way. It’s great to be a visionary, but communicating a vision is not enough. Get some people on board with your idea, so that you or they can demonstrate how the new way can work. Operationally, this can mean setting up effective pilot programs that model a change and work out the kinks before taking your innovation “on the road.” For most people, seeing is believing. Less rhetoric and more demonstration can go a long way toward overcoming resistance, changing people’s objections from the “It can’t be done!” variety to the “How can we get it done?” category.

4. PEOPLE FEAR THEY LACK THE COMPETENCE TO CHANGE
This is a fear people will seldom admit. But sometimes, change in organizations necessitates changes in skills, and some people will feel that they won’t be able to make the transition very well. They don’t think they, as individuals, can do it. The hard part is that some of them may be right. But in many cases, their fears will be unfounded, and that’s why part of moving people toward change requires you to be an effective motivator. Even more, a successful change campaign includes effective new training programs, typically staged from the broad to the specific. By this I mean that initial events should be town-hall type information events, presenting the rationale and plan for change, specifying the next steps, outlining future communications channels for questions, etc., and specifying how people will learn the specifics of what will be required of them, from whom, and when. Then, training programs must be implemented and evaluated over time. In this way, you can minimize the initial fear of a lack of personal competence for change by showing how people will be brought to competence throughout the change process. Then you have to deliver.

5. PEOPLE FEEL OVERLOADED AND OVERWHELMED
Fatigue can really kill a change effort, for an individual or for an organization. If, for example, you believe you should quit smoking, but you’ve gotten projects going and four kids to keep up with, it can be easy to put off your personal health improvement project (until your first heart attack or cancer scare, when suddenly the risks of standing still seem greater than the risks of change!). When you’re introducing a change effort, be aware of fatigue as a factor in keeping people from moving forward, even if they are telling you they believe in the wisdom of your idea. If an organization has been through a lot of upheaval, people may resist change just because they are tired and overwhelmed, perhaps at precisely the time when more radical change is most needed! That’s when you need to do two things: re-emphasize the risk scenario that forms the rationale for change (as in my cancer scare example), and also be very generous and continuously attentive with praise, and with understanding for people’s complaints, throughout the change process. When you reemphasize the risk scenario, you’re activating people’s fears, the basic fight-or-flight response we all possess. But that’s not enough, and fear can produce its own fatigue. You’ve got to motivate and praise accomplishments as well, and be patient enough to let people vent (without getting too caught up in attending to unproductive negativity).

6. PEOPLE HAVE A HEALTHY SKEPTICISM AND WANT TO BE SURE NEW IDEAS ARE SOUND
It’s important to remember that few worthwhile changes are conceived in their final, best form at the outset. Healthy skeptics perform an important social function: to vet the change idea or process so that it can be improved upon along the road to becoming reality. So listen to your skeptics, and pay attention, because some percentage of what they have to say will prompt genuine improvements to your change idea (even if some of the criticism you will hear will be based more on fear and anger than substance).

7. PEOPLE FEAR HIDDEN AGENDAS AMONG WOULD-BE REFORMERS
Let’s face it, reformers can be a motley lot. Not all are to be trusted. Perhaps even more frightening, some of the worst atrocities modern history has known were begun by earnest people who really believed they knew what was best for everyone else. Reformers, as a group, share a blemished past . . . And so, you can hardly blame those you might seek to move toward change for mistrusting your motives, or for thinking you have another agenda to follow shortly. If you seek to promote change in an organization, not only can you expect to encounter resentment for upsetting the established order and for thinking you know better than everyone else, but you may also be suspected of wanted to increase your own power, or even eliminate potential opposition through later stages of change. I saw this in a recent change management project for which I consulted, when management faced a lingering and inextinguishable suspicion in some quarters that the whole affair was a prelude to far-reaching layoffs. It was not the case, but no amount of reason or reassurance sufficed to quell the fears of some people. What’s the solution? Well, you’d better be interested in change for the right reasons, and not for personal or factional advantage, if you want to minimize and overcome resistance. And you’d better be as open with information and communication as you possibly can be, without reacting unduly to accusations and provocations, in order to show your good faith, and your genuine interest in the greater good of the organization. And if your change project will imply reductions in workforce, then be open about that and create an orderly process for outplacement and in-house retraining. Avoid the drip-drip-drip of bad news coming out in stages, or through indirect communication or rumor. Get as much information out there as fast as you can and create a process to allow everyone to move on and stay focused on the change effort.

8. PEOPLE FEEL THE PROPOSED CHANGE THREATENS THEIR NOTIONS OF THEMSELVES
Sometimes change on the job gets right to a person’s sense of identity. When a factory worker begins to do less with her hands and more with the monitoring of automated instruments, she may lose her sense of herself as a craftsperson, and may genuinely feel that the very things that attracted her to the work in the first place have been lost. I saw this among many medical people and psychologists during my graduate training, as the structures of medical reimbursement in this country changed in favor of the insurance companies, HMO’s and managed care organizations. Medical professionals felt they had less say in the treatment of their patients, and felt answerable to less well trained people in the insurance companies to approve treatments the doctors felt were necessary. And so, the doctors felt they had lost control of their profession, and lost the ability to do what they thought best for patients. My point is not to take sides in that argument, but to point out how change can get right to a person’s sense of identity, the sense of self as a professional. As a result, people may feel that the intrinsic rewards that brought them to a particular line of work will be lost with the change. And in some cases, they may be absolutely right. The only answer is to help people see and understand the new rewards that may come with a new work process, or to see how their own underlying sense of mission and values can still be realized under the new way of operating. When resistance springs from these identity-related roots, it is deep and powerful, and to minimize its force, change leaders must be able to understand it and then address it, acknowledging that change does have costs, but also, (hopefully) larger benefits.

9. PEOPLE ANTICIPATE A LOSS OF STATUS OR QUALITY OF LIFE
Real change reshuffles the deck a bit. Reshuffling the deck can bring winners . . . and losers. Some people, most likely, will gain in status, job security, quality of life, etc. with the proposed change, and some will likely lose a bit. Change does not have to be a zero sum game, and change can (and should) bring more advantage to more people than disadvantage. But we all live in the real world, and let’s face it – if there were no obstacles (read: people and their interests) aligned against change, then special efforts to promote change would be unnecessary. Some people will, in part, be aligned against change because they will clearly, and in some cases correctly, view the change as being contrary to their interests. There are various strategies for minimizing this, and for dealing with steadfast obstacles to change in the form of people and their interests, but the short answer for dealing with this problem is to do what you can to present the inevitability of the change given the risk landscape, and offer to help people to adjust. Having said that, I’ve never seen a real organizational change effort that did not result in some people choosing to leave the organization, and sometimes that’s best for all concerned. When the organization changes, it won’t be to everyone’s liking, and in that case, it’s best for everyone to be adult about it and move on.

10. PEOPLE GENUINELY BELIEVE THAT THE PROPOSED CHANGE IS A BAD IDEA
I’ll never forget what a supervisor of mine said to be, during the year after I had graduated from college, secure as I was in the knowledge of my well-earned, pedigreed wisdom at age twenty-two. We were in a meeting, and I made the comment, in response to some piece of information, “Oh, I didn’t know that!” Ricky, my boss, looked at me sideways, and commented dryly, “Things you don’t know . . . fill libraries.” The truth is, sometimes someone’s (even – gasp! – my) idea of change is just not a good idea. Sometimes people are not being recalcitrant, or afraid, or muddle-headed, or nasty, or foolish when they resist. They just see that we’re wrong. And even if we’re not all wrong, but only half wrong, or even if we’re right, it’s important not to ignore when people have genuine, rational reservations or objections. Not all resistance is about emotion, in spite of this list I’ve assembled here. To win people’s commitment for change, you must engage them on both a rational level and an emotional level. I’ve emphasized the emotional side of the equation for this list because I find, in my experience, that this is the area would-be change agents understand least well. But I’m also mindful that a failure to listen to and respond to people’s rational objections and beliefs is ultimately disrespectful to them, and to assume arrogantly that we innovative, change agent types really do know best. A word to the wise: we’re just as fallible as anyone.

Copyright (c) 2003 A. J. Schuler, Psy. D.
Permission is granted to copy this article as long as the following information is included:
Dr. A. J. Schuler is an expert in leadership and organizational change. To find out more about his programs and services, visit www.SchulerSolutions.com or call (703) 370-6545.
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1. Description of the Method
A literature search is a review of reports, studies, and background information about the behavior. The literature should be specific to the behavior; however, literature on related behaviors could also be informative. The review should enable you to determine what strategies have already been used to change the behavior, even in different contexts. They can indicate what worked and what did not, and why. Evaluations of past behavior change programs are particularly useful. To access literature there are several options. Obviously, on-line searches are a good place to start. Also consider the NGOs working in the area on the same topic. 

Resources
· Peace Corps subscribes to a database of academic journals called Academic Search Complete, It is accessed at this URL: http://peacecorps.libguides.com/asc 
There are tutorials on the site about how to conduct different kinds of searches. PC Live also contains information about projects by other Volunteers and resources they share. 

· USAID maintains a resource portal which leads to all of the reports and studies it has sponsored over many years. There are multiple portals, but this URL will take you to the main access point for all portals: https://www.usaid.gov/who-we-are/resource-portal

· The Food and Agriculture Organization produces and coordinates many environmental and agricultural projects around the world. Their website provides studies and reports which can be found on the country tab or searched by topic on the publications tab. Go to www.fao.org to get started. 

· The Fostering Sustainable Behavior website (cbsm.com) offers a searchable database of academic articles on fostering sustainable behavior. In addition, you can post requests for barrier and benefit research to the site’s discussion forums.

Advantages & Disadvantages
Disadvantages are that accessing on-line resources might not be logistically feasible when at site. Also the articles might be very technical and difficult to decode to extract relevant information. Depending on your site, it might be difficult to find information that is directly applicable to your community. Advantages are that you can save yourself a lot of wasted time and effort by building off of other’s knowledge and experience. 

Points to Remember
· It is best to have a very specific behavior to research. If it is too broad, there are many behaviors which could be included and this will create a very large amount of material to look through. 
· Your APCD/PM and training staff might be able to direct you to other local resources, such as local government offices, local NGOs, and academic institutions which might have relevant information. 

[bookmark: _Toc446426437][bookmark: H4][image: ] Handout 4: Observation 

1. Description of the Method
Observation of people performing the behavior can provide useful information that will guide you in writing questions for the focus groups and surveys, along with information from the background research. When observing the behavior, look for things that distinguish people who perform the behavior from those who do not. Also look for sub-actions, since the behavior in question may actually be composed of many other behaviors. It might be possible to find a sub-action which is the weak link in the behavior as a whole. 

Try to be systematic in making observations, controlling for different factors which might affect the behavior, such as time of day or location. Look for nonverbal expression of feelings, see who interacts with whom, notice how people communicate with each other, and check for how much time is spent on various activities

Resources
To learn more about participant observation, go to http://www.qualitative-research.net/index.php/fqs/article/view/466/996[footnoteRef:1] [1:  Barbara B. Kawulich, Participant Observation as a Data Collection Method, Forum Qualitative Research Volume 6, No. 2, Art. 43 – May 2005


] 


Advantages & Disadvantages
Advantages of this method, especially for PCVs is that over time people take the observer for granted and don’t notice them. Observation allows for the collection of rich background information. If performed with open mind, you can discover unexpected information. Disadvantages are that the observations might not be representative of all performers of the behavior. It is not necessarily accurate to make generalizations from particular observations. The observer can also change the behavior by observing it, and that observer might be biased in their observations, by gender, circumstance, or personal characteristics. It can be challenging to take into account all relevant sub-actions and obtain a complete picture of the behavior.

4. Points to Remember
Try to be unobtrusive. If your presence as an observer changes the behavior, then it isn’t effective. When observing, do not interfere with the people performing the behavior, but it is okay to interact. Take notes only if it can be done without upsetting or alarming anyone around you. Continue observations as long as you are learning something new. Do not act covertly under any circumstances. Let the community know the reason for the observations, and that you are documenting their activity. Get permission and protect the identity of anyone you observe. 
[bookmark: _Toc446426438][bookmark: H5][image: ] Handout 5: Interviews

1. Description of the Method
Interviews are usually one-on-one meetings with a person who has relevant information about the behavior. Prepare for the interview by planning the specific questions to be asked. If conducting multiple interviews, try to ask the same questions the same way. During the interview, it is okay to ask follow up questions to explore interesting responses that might provide useful information. Interviews provide an opportunity for getting the story behind an experience. Interviews can be informal, or they can follow a structured questionnaire. 

Resources
This YouTube video provides a demonstration of both good and bad interviewing techniques. https://www.youtube.com/watch?v=9t-_hYjAKww[footnoteRef:2] . To learn more about conducting interviews, see http://www2.open.ac.uk/students/skillsforstudy/conducting-an-interview.php[footnoteRef:3]  [2:  How to do a research interview by Graham Gibbs]  [3:  The Open University, Skills for the OU Study, Conducting Interviews] 


Advantages & Disadvantages
Individual interviews are time-consuming and will not produce general conclusions unless you interview a representative sample. Interviews with key informants, who possess specialized or unique information, can help shape questions asked in surveys or focus groups. An interview is possible to conduct with a counterpart or translator, helping to reduce misunderstandings. It is also possible to clarify confusing responses on the spot. If not conducted properly, the interviewer can bias the responses by asking the questions in a leading way or reacting inappropriately. 
 
Points to Remember
When preparing for the interview be completely honest with the interviewee about your purpose in doing the interview. Also plan your questions in a logical way and plan for how you are going to process the results when you write the questions. Do not ask “double barreled” questions, which are questions which ask two things at the same time. Be aware of any assumptions behind the questions which might bias the answers. Code your notes and keep recordings confidential. Do not reveal the identity of the source unless you have permission to do so. During the interview, be gentle, polite and respectful at all times. Be considerate of the interviewees’ time. Conduct the interview in a quiet location to avoid distractions. 


[bookmark: _Toc446426439][bookmark: H6][image: ] Handout 6: Focus Groups

1. Description of the Method
A focus group is a group of people with shared characteristics relative to the behavior to be promoted. In focus groups, people share their opinions, beliefs, and attitudes in facilitated conversations about specific topics, testing your assumptions and encouraging discussion. The interactions between the participants are important because they reduce inhibitions, increase participation, activate forgotten details and broaden the range of responses, even with potentially sensitive topics. Focus groups should be well planned and carried out in quiet locations easily accessible to all participants. Locations should be comfortable and free of interruptions. Multiple focus groups can bring together groups that share different characteristics, thereby exploring different aspects of the behavior. Each meeting has three parts: the opening, the questions, and the closing. During the opening, the facilitator welcomes the group, introduces the purpose and context of the focus group, explains what a focus group is and what will happen, and makes introductions. During the question section, participants ask and discuss the questions; at the closing, facilitators thank the participants, give them an opportunity for further input, and tell them how the information will be used. 
Resources
A handy guide for conducting focus groups can be found at this URL: https://assessment.trinity.duke.edu/documents/How_to_Conduct_a_Focus_Group.pdf

Advantages & Disadvantages
Focus groups are very useful for learning about social and cultural norms. They provide in-depth information, and indicate the issues most important to the participants. They also reveal how people typically talk about an issue, enabling you to learn how to be understood when you ask questions. They are time efficient because you can get many opinions in a short amount of time. The disadvantage is that with so many voices, fewer questions can be asked. They are also not statistically representative, so the results can’t be generalized to the broader population. Of all the methods, the focus group requires the strongest language skills. They are harder to conduct with a translator because translation slows down the dynamic. A high level of sophistication with the language is required to understand nuances and decode the interactions. 

Points to Remember
Participants for the focus group are usually selected randomly from the target group. There should be separate groups of doers and non-doers of the target behavior. Try to keep the number of participants between 5 and 10. Allow a couple hours for the discussion. Plan to ask less than 10 questions. Carefully write and edit the questions based on what you learned from the background research, observation, and interviews. Use a few warm-up questions to get the conversation flowing and then move to the more important questions. Remind participants that there are no right or wrong answers, that you are interested mainly in their perceptions. You should pay close attention to group dynamics, giving everyone a chance to participate. During the conversation, tabulate the number of times different statements are said, and note the most common statements. 
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1. Description of the Method
You can learn a lot about your target group by just asking two simple questions: “What makes it difficult or challenging for you to do behavior X” and “What makes it easy, beneficial or rewarding for you to do X?” Meet your target audience in a location where they commonly gather and ask the two questions. Record the answers. Note if the people to whom you pose these questions are people who do, or who do not do, the desired behavior. Ask as many people as you can, in as many different locations as possible to get a diverse sample. Tabulate the results for each group to identify the biggest differences between them. The barrier or incentive that is the greatest differentiator between the two groups is the one to be emphasized in the behavior change strategy. 

Advantages & Disadvantages 
This is a very simple form of survey, but it can be statistically valid if the sample size is large enough. It is much less intrusive than more in-depth survey techniques, as well as focus groups. Since there are only two questions, the questions asked do need to be very clear and understood correctly. They also need to be the right questions. Language skills need to be sophisticated enough to understand the answers of the respondents, since they are open-ended questions. An intercept survey is convenient for participants, since you go to their location and require only a few moments of their time.

Resources
See this short YouTube video on how to conduct a street intercept survey https://www.youtube.com/watch?v=tS0DVtfmKS8

Points to Remember
Be friendly when asking the questions, as this is one of the most important factors determining intercept survey success. Dress appropriately for the context. Introduce yourself and explain what you are doing before asking questions. Tell people whatever is culturally appropriate in your context to put them at ease (for example, in the U.S. you would tell them it takes just a couple minutes). Keep moving, ask as many people the two questions as possible but don’t necessarily stand in the same place the whole time. Approach people to ask the questions; don’t wait for them to come to you. Most importantly, always be honest about your purpose and expectations.
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During the group presentations, record the following key points:
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