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Focus Groups
Focus groups have been used for a long term as research methods from their ability to easily gain information from various sources at the same time. Participants of focus groups are however selected randomly with each participant sharing a similar experience with the other but knowing nothing about them. These groups are also generally composed of between 8-12 participants with aim being studying a certain phenomenon. 
For the focus group, I would ask questions such as how often each of them uses a certain brand of lipstick, how efficient is it to them, is the lipstick as messy as the others in the market, how long have they used the product and finally does the lipstick have any adverse or mild effects on their skin. From these questions I hope to gain information on how much the product has been accepted into the market, whether it meets the clients’ needs and how can  it be made it even more appealing to its users. 
I would compensate my focus group participants for their time through providing monetary incentives or even free meals for their lunch as a way of appreciating their effort. Other than this finding an easily accessible location for the meeting is part of the logistics for conducting the meeting. Other than this as a moderator I will have to organize my participants well enough to ensure no time is wasted during the discussion and discussion of the main topic is what will happen mostly throughout the whole time. The recording of the proceedings is also vital and the methods I would find most efficient include note taking or even audio taping if possible. 
During the sample focus group, several issues arose including the ability of some of my participants to be easily swayed into concurring with others’ opinions. This made it extremely difficult to identify any truth from their statements. Interaction was however not as limited as I would have expected as most participants were able to express their opinions freely without the fear of judgment. Collection of the data was however not as effective as I had anticipated since I had opted for an audio tape which eventually broke before the session was completed. Nonetheless, this meeting was not futile since I was able to learn that each participant may have had a different opinion to the others concerning the product but at the end of it all each of them was able to positively state that it had improved their outlook on makeup generally.
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