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Focus Groups in Social Research

There is an increasing divergence of focus group practice between social researchers
and commercial market researchers. This book addresses the key issues and practical
requirements of the social researcher, namely: the kinds of social research issues for
which focus groups are most and least suitable; optimum group size and composition;
and the designing of focusing exercises, facilitation and appropriate analysis. The
authors use examples, drawn from their own focus groups research experience, and
provide exercises for further study. They address the three main components of
composition, conduct and analysis in focus group research and also acknowledge the
increasing impact the Internet has had on social research by covering the role and
conduct of “virtual focus groups'.

Focus Groups
in Social Research

MICHARL BLOOR
FANE FRANKRLAND
MICHELLE THOMAS

RATE ROBSON

237,00 €
221,50 € (zzgl. MwSt.)

Lieferfrist: bis zu 10 Tage

Artikelnummer: 9780761957423
Medium: Buch

ISBN: 978-0-7619-5742-3

Verlag: Sage Publications UK
Erscheinungstermin: 16.11.2000
Sprache(n): Englisch

Auflage: 1. Auflage 2000

Serie: Introducing Qualitative Methods
series

Produktform: Gebunden
Gewicht: 354 g

Seiten: 120

Format (B x H): 161 x 240 mm

:e5% fachmedien.de

©9®®°® WISSEN. EINFACH. FINDEN.

Kundenservice Fachmedien Otto Schmidt
NeumannstrafRe 10, 40235 Duisseldorf | kundenservice@fachmedien.de | 0800 000-1637 (Inland)



mailto:kundenservice@fachmedien.de

