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Introduction

This workbook was originally designed to accompany workshops and trainings that presented an
evaluation strategy for legal self-help centers, and other types of legal aid services, using focus
groups and individual interviews. While other types of evaluation strategies were also discussed
at the trainings, the materials presented here pertain most closely to focus groups, interviews, and
other types of qualitative data collection strategies. Nonetheless, in many ways the workbook
illustrates the basic steps to be taken in any well-designed research or evaluation effort.

Section 1 is a workbook that guides the evaluator through the process of developing a research
plan using focus groups to elicit information from self-represented litigants regarding their
experience with services provided by a legal self-help center.

Section 2 is a sample study plan that describes an actual study that was conducted in late 2005
using focus groups. The Plan includes an introduction to the purpose of the study, a description
of the methodology and any human subject provisions, as well as the plan for analysis and
reporting of the data. The appendices include a focus group guide and recruiter duties.

Section 3 is A Summary of Ethical Guidelines for Conducting Interviews and Data Collection.
These guidelines were created by staff at the Center for Families, Children & the Courts and are
used as guiding principles for research staff at the Center. They are a condensed version of
guidelines widely used by federally funded research projects, and most major research
institutions.

Section 4 is entitled Litigant Interview Guidelines. It is a paper written by Center staff about how
to conduct one-on-one interviews for purposes of doing evaluation research.

Section 5 includes two reports that were produced by legal self-help center staff. Both reports
utilized focus groups as a data collecting technique, and provide examples of how that data can
be used and reported.

In addition to the workbook itself, we have included a section from a publication by the
American Statistical Association entitled What Is a Survey? The section is entitled What Are
Focus Groups? and is intended as a general overview of the topic for non-researchers. The entire
ASA publication is on-line and can be accessed for free at:

http:/ /www.whatisasurvey.info/

As a compilation of source materials, the editors of this workbook are especially grateful to our
secondary data source authors for graciously allowing us to reproduce these documents.
Additional samples would be most welcome, and we encourage you to send your thoughts and
suggestions to: james.mensing@jud.ca.gov



http://www.whatisasurvey.info/
mailto:james.mensing@jud.ca.gov
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Research Questions

Example A: Do customers who complete dissolution workshops find them helpful?

Examples of sub-questions:

1.
2.

3.

4.
5.

Are customers able to correctly and completely fill out forms during the workshops?

Have customers unsuccessfully tried to fill out, and perhaps file, dissolution pleadings
before?

Do customers completing the workshop series have a basic, and better, understanding of the
legal concepts used in marriage dissolutions?

What are the two most helpful aspects of the workshop?

What are the two least helpful (i.e., most in need of improvement) aspects of the workshops?

Example B: What would customers seeking domestic violence restraining orders have done

=

without the center?

Have customers sought restraining orders before, and if so, what was the result?

Are customers aware of any other services in their community that would assist them in
obtaining restraining orders, and if so, what is the nature of those services?

Do customers know of others who have sought, or need to seek, restraining orders, and if so,
what have they done?

Tips for developing research questions.

Think carefully about what you most need to know to make your center more effective.
Consider the types of results you would most like to see as a result of the center’s services.
Even if you cannot get direct evidence about outcomes, clearly identifying them may help
you recognize other things that may be happening that would indicate your desired outcome
is or is not occurring. In other words, what sort of circumstantial proof might serve as a
proxy for directly measuring outcomes?

Involve others in brainstorming sessions to help identify the most important questions.
Having identified an important question, carefully consider the most effective method of
addressing it (e.g., focus group, individual interview, survey).

Try to estimate how much data you might have to collect to adequately answer the research
questions (e.g., how many focus groups or interviews you might have to conduct, how many
case files you might have to look at).

If the list of questions becomes long, try grouping them by topic and/or organizing some as
follow-up questions.

For focus groups and interviews, prepare more questions and probes (follow-up questions)
than you expect to be able to cover. If you move more quickly through the questions than
expected, this allows you to make use of the valuable time you have already put aside for the
research (rather than simply ending the session early).

Keep in mind that focus groups and interviews are best suited to getting an in-depth
understanding about a relatively small number of issues. Surveys and reviews of
administrative data such as court case files are best suited to getting a representative sample
from a large population that addresses perhaps a greater number of issues, but in limited
detail.



Refer to the list of essential research topics for Partnership Grantees, below, and write
several related research questions about your center that you think would be well suited to
customer focus groups.

Essential Research Topics for Partnership Grantees

1. What customers found most helpful about the programs.

2. Which aspects of the programs customers believe could be improved.

3. How the programs helped customers to better understand the court system as well as their own
case.

4. What customers would likely have done in the absence of the programs.

5. Customers’ prior self-representation experiences in court without program assistance.

6. What impact the program assistance had on customers’ legal problems, and its effect on their
lives.




Participants

Example A: Do customers who complete dissolution workshops find them helpful?

1.
2.

Customers who have recently completed dissolution workshops.
Court personnel who interact with litigants such as clerks and judges.

Example B: What would customers seeking domestic violence restraining orders have done

1.
2.

without the center?

Customers who have used the center to assist them in filing restraining orders.
Community advocates for victims of domestic violence.

Tips for deciding who should participate in the focus groups.

>

>

Identify which customers are best qualified to answer the research questions and limit your
recruiting accordingly.

Make every attempt to have the group represent the population served. For example, if 75%
of your customers are non-English speaking, you should have groups in the languages used
by your customers.

How many participants/groups should you have?

>

The number of groups depends on how much variation exists in your customer population.
For example, if you have a small staff serving a relatively homogenous population, you may
only need one or two groups to adequately answer your questions. Conversely, if you have a
large staff serving a diverse population, you will probably need to conduct more groups to be
sure you have covered the different types of experiences different types of people might
have. If faced with the latter situation and limited resources, you may want to initially limit
your research to a particular sub-population of your customer base.

In most cases, you will want to have your focus group participants share similar, relevant
characteristics such as language.

Be sure to select participants so that members will feel comfortable with other members of
the group and not inhibited from speaking (for instance, do not form a group of landlords and
tenants to discuss unlawful detainer issues).

In general, plan to continue holding focus groups until new responses to the same question
have been exhausted.

Ideally, focus groups should consist of between six and ten participants. Recruiting should be
conducted to ensure an adequate number of attendees for each group.



List the types of people who would be best qualified to answer your research questions. If
your population is diverse and your resources limited, consider looking at a sub-group of
people.




Recruiting

Example A: Do customers who complete dissolution workshops find them helpful?

1. Have recruiter ask customers at the end the workshop or workshop series if they would be
willing to participate in a focus group.
2. Have a recruiter call a list of workshop participants.

Example B: What would customers seeking domestic violence restraining orders have done
without the center?

1. Have a recruiter ask customers while they are at the center if they would be willing to
participate in a focus group.

2. Enlist the assistance of a domestic violence advocacy group that regularly refers customers
to the center to help recruit potential focus group participants.

Tips for recruiting focus group participants.

The success of a focus group often depends on the successful recruiting of participants.
Successful recruitment, in turn, depends on using an appropriate method for recruiting. In
general, the more resources allocated to recruitment and retention of those who volunteer, the
more likely you will get a group of the people you want, in the numbers you want (usually six to
ten per group).

Obtaining a representative sample of your study population. It is important to remember that
focus groups and interviews are not designed to be a statistically representative sample of your
study population. Nonetheless, steps can be taken to make your participants as representative as
possible, thereby enhancing the credibility of your study. There are two ways of creating
representativeness in your sample. The first would be to carefully choose individuals you think
would be good representatives of your study population, and actively recruit them. Remember to
write down your reasons for choosing those people so you can include them in your final report.
The second method would be to randomly select a small sub-group (e.g. everyone who attended
a workshop on a particular day), and try to recruit everyone from that group.

Active recruitment of qualified participants is highly recommended. Focusing recruiting efforts
on a smaller number of prospective participants, on whom resources can be concentrated, is
usually the key to successful recruiting. Providing more incentives per participant, and
contacting participants personally in a way that allows you to explain your study and answer any
questions they might have, tends to yield the best results. In addition, making provisions for
follow-up contact such as reminder phone calls in which you actually talk to the participant (as
opposed to just leaving a message), is often necessary to ensure adequate attendance. Even
following these standards, only two-thirds to three-quarters of persons who have agreed to
participate will actually show-up to the focus group. Therefore, if you want 10 participants, you
should secure participation from at least 13 individuals (examples of recruiting instructions are
provided at the end of the workbook).

Safety and confidentiality. Preserving the safety and confidentiality of respondents is paramount
in any research study. Before any recruitment takes place, carry out a careful review of safety
and confidentiality issues for respondents (see Tab 2, Summary of Ethical Guidelines). For



example, stopping persons as they leave an office or courtroom can interfere with steps they are
taking to carry out their case, and put them at risk of encountering someone who jeopardizes
their safety. Contacting respondents at home by phone or mail can jeopardize the confidentiality
of their case and their personal safety.

Methods of recruiting. Listed below are methods of active recruitment. While in-person intercept
or phone calls are generally preferable to email or mail recruitment, the method or combination
of methods chosen should be that best suited to your population and available resources.

> Intercept: Recruitment takes place at the point of service, and involves either having a
recruiter approach potential participants individually, or give a recruiting talk before a group
and being available to answer questions afterward. This type of recruiting is generally
followed up with a confirming phone call.

> Telephone: Phone lists provide the option of recruiting people who have already left the
service site. A thorough review of the accuracy of the list should occur early in the research
plan and the ethical considerations of calling individuals at home should be carefully
considered.

» Email: This type of recruiting may work best with busy professionals who can be hard to
track down otherwise. It is usually advisable to follow up on a positive response with a phone
call. Keep in mind that written recruiting efforts may easily be ignored and lack the
opportunity for interaction available through in-person or phone contact.

» Mail: Similar to email, but perhaps even more commonly ignored. It also has the
disadvantages of being slower and more expensive.

NOTE: Simply distributing flyers or publishing a general advertisement for participants is not

active recruiting and is therefore not recommended. The response rates to such efforts are
generally very low, thus calling into question the representativeness of your sample.

Describe how you are going to get the best qualified people to your focus group.




Incentives

Example A: A focus group of self-help center customers.

1. Catered dinner for all participants.

2. $50 gift card to Target or similar store containing a wide range of products.
3. Community resource manual.

4. $20 reimbursement for transportation and child care expenses.

Example B: A focus group of court professionals.

1. Hot lunch for all participants.
NOTE: Cash or gift cards would not be appropriate for court employees.

Tips for providing incentives.

Incentives can be provided for any type of research that requires the participation of human
subjects. Most commonly, incentives are provided for focus groups and more lengthy individual
interviews, but they can also be provided for filling out a survey or agreeing to be taped while
engaging in an activity (such as attending a workshop). In general, the need for and type of
incentives will be determined by whom you are studying and how much of their time your study
takes.

Incentives serve two purposes: they help assure the representativeness of the group and
recognize that the participants’ time is valuable. Incentives take many forms, including the
removal of barriers.

» Gift bags, gift cards, or cash payments: Gift cards to a local department store such as Target
of between $50 and $75 are easily within an acceptable range of compensation for most
customer groups. Less than $50 would probably not be considered substantial by most people
for a1 1/2 to 2 hour group. More than $100 may be considered by some researchers as
tending towards being coercive. Gift bags containing groceries or toys for children might also
be appreciated. Cash payments are acceptable, but logistically may be more trouble than they
are worth. Check payments are generally discouraged since banks are often scarce in low
income neighborhoods and check cashing businesses take a substantial amount in fees.

» Convenience: Incentives can make it possible for participants to attend focus groups by
removing barriers to participation. Weekend and evening groups often result in increased
attendance. Reimbursement for transportation and/or child care expenses may also be needed
to make it possible for some people to attend the group.

» Providing food: Offering a meal and refreshments for a group that will take 1 1/2 to 2 hours
is considerate and appropriate for any population.

» Information. Customers may well appreciate publications from your center. Court
professionals, and perhaps customers, may appreciate feedback in the form of a report or
presentation.

Any combination of these should be used to help insure your sample is representative of your
study population and does not include only those with the resources to attend your focus group.
Additionally, when individuals are contacted recruiters should inquire about what would help
them to participate.



List the types and amounts of incentives you can offer to participants in your focus groups.




Informed Consent

Example A: A focus group of self-help center customers.

1. Develop script explaining the study and confidentiality assurances for the site recruiter and
the telephone follow-up recruiter.

2. Read consent form to group and distribute written copies.

3. Obtain verbal consent of group participants.

Example B: A focus group of court professionals.

1. Send email explaining the study and confidentiality assurances.
2. Read consent form to group and distribute written copies.
3. Obtain verbal consent of group participants.

Tips for obtaining informed consent.

The basic principles of informed consent require that participants be fully informed as to the
nature of the study and their participation in it, and that they voluntarily agree to participate.
Depending on the research design and sensitivity of the data, written consent may be required or
verbal consent may suffice. In general, for customer focus groups we recommend reading and
distributing the informed consent document, and obtaining participant agreement verbally. This
ensures that the group will remain anonymous because there is no written record of who
participated. The same procedure should suffice for groups of court professionals. If you feel a
need to document that consent was obtained, however, then each participant must sign a written
form.

In all cases, participants must be informed of the following:

» The name and description of the study.

» Their rights as human subjects participating in a research study, including:

e That they may refuse to participate with no adverse consequences to them.

e That they can terminate their participation at any time, without any adverse
consequences.

e That they can continue to participate, but refuse to answer any particular question.

How the data will be used.

How they can get a copy of the final report.

That their name will not be used in any reports about the study.

That any quotes from them used in any reports will be edited so that they do not contain any

personally identifiable information.

That their participation will not affect their case in any way.

Whom to contact if they want more information before or after their participation.

Whom to contact if they feel they’ve been negatively affected by participation in the group.

VVVYY

YV VYV

In addition, participants should clearly and convincingly be encouraged to voice their concerns if
they do not understand what is being asked of them, or if they have any questions. See the
English and Spanish sample confidentiality agreement provided at the end of this workbook and
in the Summary of Ethical Guidelines, Tab 2.



Describe how you will obtain informed consent from your focus group participants.




Facilitator and Other Staff

Example A: A focus group of self-help center customers.

1. An attorney from another office, not connected with the self-help center, will facilitate the
focus groups.

2. A paralegal from another office, not connected with the self-help center, will serve as the

note taker.

A student intern who has worked at the center will serve as the recruiter.

4. The office manager will arrange for space, food, and incentives.

w

Example B: A focus group of court professionals.

The program director of a neighboring self-help center will facilitate the focus groups.
A secretary from the same organization will serve as the note taker.

The director of the self-help center will serve as the recruiter.

The office manager will arrange for space, food, and incentives.

Awnh e

Tips for staffing a focus group study.

It is best to identify particular individuals who will perform each role in the planning phase of
the study. Particularly if money is limited, it is important to be creative in the use of available
resources rather than hiring outside consultants. For example, advocates skilled at initial client
interviews and direct examination often make good facilitators and interviewers. Partnering with
neighboring organizations can help ensure that the group facilitators remain neutral and
unbiased.

Facilitator: While the facilitator does not have to be an expert, he or she should know the subject
matter and have some training on what to expect from participants, such as cultural issues that
may arise. In most cases an outside facilitator or trainer does not have to be hired because legal
aide organizations have in-house staff with experience in asking questions who can use those
skills to facilitate a focus group or interview an individual.

It is, however, imperative that the facilitator be objective. A person with a stake in the outcome
should not be the one facilitating the group or conducting an interview. If there is no one on staff
who is objective enough, then other options should be considered. Chief among these are peer
evaluators — staff from a nearby organization with whom you could trade facilitation services.
Such exchanges can work especially well because staff from similar programs have relevant
knowledge and background without being personally tied to the outcomes.

Note taker: Each focus group should have a note taker in addition to the facilitator, even if a tape
recorder is used. Note takers make a record of the discussion in case the taping equipment fails.
They should also record relevant descriptions of interactions, individual affect, and the character
of the environment that could not be gleaned from a tape recording. Finally, the note taker can
also help the facilitator with any issues that arise during the group that would distract from the
facilitator’s duties.

Recruiter: Identify an individual or individuals who will be responsible for recruiting and
retaining study participants. Perhaps as much as the facilitator, this person will determine



whether the study will be successful. Among other qualities, they should have excellent
interpersonal and problem solving skills.

Identify the people who will serve as your facilitator, note taker, recruiter, and logistics
manager.




Recording
Example A: A focus group of self-help center customers.
Tape record.
Example B: An individual interview with a court professional.

Tape record.

Tips on recording.

While it is possible to record focus groups and interviews through detailed note taking, if at all
possible they should be tape recorded. Although a note taker should also be present in the case of
focus groups, any detailed analysis of the proceedings requires a transcript. In addition, direct
quotes are hard to obtain using only written notes. Facilitators, interviewers, and note takers go
into the group with preconceptions that will affect what they hear and record, making a tape
recording the most objective record of the group or interview.

If taping is to be conducted, everyone in the group must consent to being taped. Accordingly,
recruiters should screen participants for their willingness to be taped and exclude anyone who
does not agree.

Tape recording requires adequate equipment if it is to provide a useful transcript. The tape
recorder should be in good working condition, with spare batteries and/or access to an electrical
outlet (if the latter, remember you may need an extension cord!) Bringing extra tapes is also
advisable.

For individual interviews, collar mikes are preferable to setting the recorder on a table between
the participants. For focus groups, an omni-directional mike is best for picking up all the
participants. In either case, be aware that tape recorders respond differently than the human ear,
so background noise that seems negligible to you may well drown out your participants.

It is highly advisable to test your equipment beforehand, under conditions similar to those under
which you will be using it in order to work out any problems. It is also essential that you do a
sound check immediately before the group starts in order to determine whether everything is
working properly. While the group is going, the note taker should periodically look to see
whether the recorder is still running, and be aware of when a tape may need to be turned over or
changed.

Finally, have your tapes and their containers clearly labeled beforehand, or label them before you
leave the session.



Indicate how your focus group will be recorded.




Group Time and Location

Example A: A focus group of self-help center customers.

1. A conference room in the center.
2. A conference room in a neighboring organization.
3. Aprivate room in a local restaurant.

Example B: A focus group of court professionals.

1. A conference room in the self-help center.
2. Avacant courtroom.

Tips on times and locations.

The essential factor to consider in scheduling your group is the convenience of the participants.
Focus groups with self-help center customers are likely to be held in the evenings or on
weekends when customers are not working. Focus groups of court professionals may be held
during the day if local court administration agrees, otherwise, evenings or weekends are best. In
either case, it is important to inform the local court administrator, and the presiding judge, that
you will be conducting research about their court.

The location of the group will depend on room availability and accessibility for the participants.
Especially if a group is to be held in the evening or on the weekend, transportation and safety
issues for the participants should be of paramount concern. Also be aware that even if a room is
available, the outside doors of many buildings are locked after hours. If that is the case, either
arrange to have the door unlocked, or better still, have someone attending the door to guide
participants to the proper room.

Remember to pay attention to the acoustics of potential sites. Noisy rooms in restaurants or
public buildings may hamper your ability to make a good recording — and may even interfere
with your discussion.

Regardless of where the focus group is held, in all cases the space should be:

» Safe. Consider that some neighborhoods that are safe during the day are not in the evening.

> Private. If the group is scheduled to be conducted in a community center, consider visiting
the center to ensure that it is in a relatively private and quiet environment.

» Easily accessible. If there is no public transportation in the vicinity, consider providing door
to door transportation.



List some of the spaces you could use for your focus groups, and any potential drawbacks.




Analysis
Tips on qualitative data analysis.

After you have collected your data, you will need to analyze it and write a report about the
process and your findings. A preliminary plan for this analysis should be in place before you
begin data collection. This will help ensure that adequate time and resources are available to
conduct the analysis and write-up. If possible, decide in the planning stage who will be
responsible for the analysis and report writing.

If you have tape recorded your focus groups or interviews, a major decision to be made will be
whether you transcribe the tapes in order to be able to code them, or whether you will code them
by listening to them. While transcribing is more expensive in staff time or transcription costs, it
is generally preferred for more detailed analyses.

The coding of any type of qualitative data for which you have constructed research questions
ahead of time is very much like coding a deposition in which you are looking for evidence about
particular points of law. In its simplest form, you match sections of the transcript or recording to
the questions you have formulated. This can be done by hand (perhaps using colored markers),
or in a word processing program. While more sophisticated qualitative data coding software is
available, you could also use electronic deposition coding software if that is available to you.

At a minimum (even if you do not tape), an analysis should include:

» Team debrief: Immediately following the group the note taker and facilitator should discuss
their impressions, themes, and any other relevant issues that came up during the group. These
should be written down for later reference, along with the note taker’s notes.

» Transcribe notes: The note taker should write-up the notes within two days of the group. The
facilitator should read the notes and add or change items as appropriate within a day or two
after that. If you delay this step, you will most likely find that your memory of events begins
to fade and it becomes harder to elaborate on your notes.

» Code notes for themes: Staff should be assigned to review the notes for important themes,
insights, and information relevant to the research questions. It is also helpful to note new
research questions that may arise from the information you have collected.

In addition, if the group was taped, more extensive analysis can be performed:

> Listen to the tape. If you do not have the resources to transcribe, at least have someone listen
to the tape one or more times to code for answers to your research questions, and perhaps
write down particularly informative quotes.

» Transcribe tape. Transcribing generally takes some time, even if you have someone skilled
in transcription, so allow for that time before you plan on having the transcript available for
analysis. If money is available, most communities have professional transcribers for hire. In
any case, having a written transcript makes coding and accurate quotations much easier than
if you are only using the audio tape or working from notes.

» Code the transcript or tape. Systematically go through your records of the session and group
the participants statements by major themes, answers to your research questions, interesting
stories, and notable quotes.



Be aware that in many cases, direct responses to questions such as whether people found
the service to be helpful will be much less informative about that issue than stories they may
tell about what happened to them or what they did. Gathering such narratives is one of the
major advantages of conducting qualitative research such as focus groups and interviews. It
IS important not to ignore them in favor of simple positive or negative responses to questions.

In addition, pay special attention to the reasons people might give for their actions or
opinions. The ability to find out why someone acted the way they did, or why they have a
particular opinion, is another major advantage of qualitative research that should not be
ignored.

Reporting of data.

Even at the planning stage, you should begin thinking about how you will report your data.
Clear, accurate reporting is important not only to meet funding requirements, but also to share
what you have learned with your fellow professionals (including the court) and others who may
be interested. Unlike quantitative data, which can be adequately presented in tables, qualitative
data is often best presented as a narrative—you are telling a story. You can use tables to visually
represent information, such as how many groups were conducted and the characteristics of
participants, but an effective analysis tells your readers what you found out, why you were
surprised, why you weren’t and the implications of the information. See the relevant reports
included in Section 8 for ideas about how qualitative data can be presented.

Briefly describe what types of data analysis you plan to perform.




Timeline

How much time do you have to effectively implement your research plan?

Timeline for Focus Groups with Self Help Center Customers

Tasks

August

September

October

November

December

Develop Focus Group Guide

Meet with staff/stakeholders to
identify relevant questions

Relevant parties review questions

questions

Arrange Topics and develop follow up

Develop introduction and project
statement

Develop Informed Consent statement

Identify/Train Facilitators

Identify Participants

Arrange Logistics (space, etc)

Recruit Participants

Purchase Incentives

Conduct Focus Groups

Analyze Data

Team Debrief

Transcribe Notes

Code Notes

Transcribe Tapes

Code Tapes

Write-up Data

Review Write-up

Report Data

Identify Lessons Learned for future
projects

Update Focus Group Guide and
Research Plan as new information
presents itself and obstacles arise

Consider the items listed in the sample timeline provided above. A timeline worksheet is

provided on the next page.




How much time do I have from the planning stages to the reporting stages?

Tasks Monthl Month2 Month3 Month4 Month5

Develop Focus Group Guide

Meet with staff/stakeholders to
identify relevant questions

Relevant parties review questions

Arrange Topics and develop
follow up questions

Develop introduction and project
statement

Develop Informed Consent
statement

Identify/Train Facilitators

Identify Participants

Arrange Logistics (space, etc)

Recruit Participants

Purchase Incentives

Conduct Focus Groups

Analyze Data

Team Debrief

Transcribe Notes

Code Notes

Transcribe Tapes

Code Tapes

Write-up Data

Review Write-up

Report Data

Identify Lessons Learned for future
projects

Update Focus Group Guide and
Research Plan as new information
presents itself and obstacles arise

Notes:



Budget

What is your budget, including any in-kind resources that will be relative to this project?

Cost for Two Focus Groups with 10 Participants per Group
Item Cost Subtotal Notes
Project manager See staff time Center staff thf':\t will overs_,ee prOJect,
develop meterials, and write final report.
Facilitator See staff time Staff from other center will conduct our
focus groups in trade
Notetaker 0 $0.00 Intern has been assigned project for
semester
Recruiter 0 $0.00 Intern has been assigned project for
semester
Space 0 $0.00 Free space provided by CBO
Travel 0 $0.00 Focus Group will take place across the
street from court
Incentives
75% Gift certl.flf:ate 20@$75 $1,500.00
for each participant
Dinner for each
Participant 20@%10 $200.00
Supplies
Tape recorder 0 $0.00 Center owns tape recorder
Tapes $10 $10.00
Miscellaneous $20 $10.00
Analysis
Transcribing notes 0 $0.00 Intern and staff will transcribe own notes
Transcribing tapes 18@$20 $360.00 4 hours of focus groups: approximately
gtap ’ 18 hours of transcribing
Coding notes See staff time
Staff time
Project manager 40@%$30 $1,200.00
Coding transcript 40@%$30 $1,200.00
Facilitate other group
& travel 8@%$30 $240.00
Transcribe notes for 3@$30 $90.00
other group
Total $4,810.00

Focus groups are a relatively inexpensive way of collecting rich and useful data. The sample
budget above shows how in-kind resources can help significantly lower costs. The more in-kind
resources you have the lower your budget can be. If there is a free or inexpensive room available,
volunteers or staff that are willing and able to participate, relationships with community based
organizations, and peer partnerships, a possibly daunting budget becomes very manageable.

In thinking about resources consider the line items listed above. A budget worksheet is provided
on the next page,



Cost for Two Focus Groups with 10 Participants per Group

Item

Cost

Subtotal

Notes

Project manager

Facilitator

Notetaker

Recruiter

Space

Travel

Incentives

$__ Gift certificate
for each participant

Dinner for each
Participant

Supplies

Tape recorder

Tapes

Miscellaneous

Analysis

Transcribing notes

Transcribing tapes

Coding notes

Staff time

Project manager

Coding transcript

Facilitate other group
& travel

Transcribe notes for
other group

Total




Record Keeping: Sample Spreadsheet

This list was compiled through intercepting parents as they were waiting for their hearing during the first week of September

Name Phone Number |Call #1 |Notes Call #2 [Notes Call #3 |Notes Additional Notes

Jane Doe [(212) 555-1212 | 9/1/2005]Will think about it 9/2/2005|Machine/no mess 9/3/2005|Left Voice Malil Called back on 9/4 and agreed to participate/Target Gift Certificate
Jane Doe [(212) 555-1212 | 9/1/2005|Declined Too busy

Jane Doe [(212) 555-1212 | 9/1/2005]|Will think about it Called back on 9/2 and agreed to participate/Safeway gift certificate
Jane Doe [(212) 555-1212 | 9/1/2005|No Answer 9/2/2005|No Answer 9/3/2005|No Answer Replace name

Jane Doe [(212) 555-1212 | 9/1/2005|Declined Cannot afford child care

Jane Doe [(212) 555-1212 | 9/1/2005|Declined No transportation

Jane Doe [(212) 555-1212 | 9/1/2005]Will think about it 9/2/2005 Declined/no child care

Jane Doe |(212) 555-1212 | 9/1/2005|Agreed Safeway gift certificate

Jane Doe [(212) 555-1212 | 9/1/2005|Machine/no mess 9/2/2005|Agreed Safeway gift certificate

Jane Doe [(212) 555-1212 | 9/1/2005|Machine/no mess 9/2/2005|Machine/no mess 9/3/2005|Left Voice Mail Called back on 9/4 and agreed to participate/Target Gift Certificate
Jane Doe [(212) 555-1212 | 9/1/2005]Agreed Safeway gift certificate

Jane Doe [(212) 555-1212 | 9/1/2005|Will think about it

Jane Doe [(212) 555-1212 | 9/1/2005|Machine/no mess 9/2/2005|Agreed Best Buy gift certificate

Jane Doe [(212) 555-1212 | 9/1/2005|Machine/no mess 9/2/2005|Machine/no mess 9/3/2005|Left Voice Mall

Jane Doe |(212) 555-1212 [ 9/1/2005[Agreed Target gift certificate

Jane Doe [(212) 555-1212 | 9/1/2005|Machine/no mess 9/2/2005|Agreed Vegitarian/Target gift certificate

Jane Doe [(212) 555-1212 | 9/1/2005]Agreed Target gift certificate

Jane Doe [(212) 555-1212 | 9/1/2005|Machine/no mess 9/2/2005|Declined Too busy

Jane Doe [(212) 555-1212 | 9/1/2005]|Agreed Best Buy gift certificate

Jane Doe |(212) 555-1212 [ 9/1/2005|Agreed Target gift certificate

Jane Doe [(212) 555-1212 | 9/1/2005|Machine/no mess 9/2/2005|Machine/no mess 9/3/2005|Left Voice Mall

Jane Doe [(212) 555-1212 | 9/1/2005|Will think about it

Jane Doe [(212) 555-1212 | 9/1/2005|Machine/no mess 9/2/2005|Agreed 9/3/2005 Best Buy gift certificate

Jane Doe [(212) 555-1212 | 9/1/2005]Agreed Safeway gift certificate

Jane Doe |(212) 555-1212 | 9/1/2005|Declined Too busy

Jane Doe [(212) 555-1212 | 9/1/2005|Machine/no mess 9/2/2005|Machine/no mess 9/3/2005|Left Voice Mall

Jane Doe [(212) 555-1212 | 9/1/2005|Machine/no mess 9/2/2005|Agreed Vegitarian/Best Buy

Jane Doe [(212) 555-1212 | 9/1/2005|Machine/no mess 9/2/2005|Machine/no mess 9/3/2005|Left Voice Mall Called back on 9/5 and agreed to participate/Target Gift Certificate
Jane Doe [(212) 555-1212 | 9/1/2005|Machine/no mess 9/2/2005|Machine/no mess 9/3/2005|Left Voice Mall Called back on 9/4 and Declined to participate/No transportation




Informed Consent: English Sample

This focus group is being held to gather information about the client community that
uses legal self help centers and the effectiveness and impact of some of their services.
Your participation in the project is greatly appreciated. Listed below are some of the
conditions of your participation in this focus group.

You are free to leave at any time, without any negative consequences.

Any incentives are yours whether you decide to leave immediately or at any time
during this focus group.

Your identity will be kept confidential.

No personally identifying information will be used in any reports from the study, or
other distribution or use of the data.

Your participation in this study will in no way affect your case.

The data gathered here will be used in a report to program funders and in the efforts

to improve program performance for the community.

If you have any questions or would like a copy of the ensuing report, please contact:

[Enter facilitator contact info here]

OR

[Other contact person]
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Informed Consent: Spanish Sample
Consentimiento Informado

Estamos teniendo este grupo del foco para conseguir informacion acerca de la
comunidad del cliente que utiliza servicios legales de auto ayuda con voluntarios
JusticeCorp y la eficacia y el impacto de algunos de sus servicios. Su participacion en el
proyecto se aprecia mucho. Lista abajo estan algunas de las condiciones de su
participacion en este grupo del foco.

= Usted es libre salir en cualquier momento, sin consecuencias negativas.

= Los incentivos son suyos si usted decide salir inmediatamente o a cualquier tiempo
durante este grupo del foco.

= Su identidad se mantendra confidencial. Ninguna informacion personal de
identificacion se utilizara en cualquier informe del estudio.

= Su participacion en este estudio no le afecta de ninguna manera a su caso.

= Lainformacion reunida aqui, sera utilizada en un informe para ayudar en los
esfuerzos de mejorar el desemperio del programa para la comunidad.

Si usted tiene preguntas o si deseas una copia del informe, por favor contacte:

[Enter facilitator contact info here]
OR

[Other contact person]
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Focus Group Checklist

Handouts (Minimum 15 each)
Incentive checks/gift cards
Business cards for each participant
Informed Consent

Supplies
Focus Group Guide

Informed consent sheets for distribution

Caterer/pizza/restaurant number/snacks and drinks you bring yourself
Pens

Notepaper

Tape recorder

Check tape recorder

Tapes

Batteries for tape recorders

Maps/Directions

Other Relevant Items
Travel Plans
Schedule
Phone numbers of key people at the office you may need to reach
Travel plans
Hotel reservations

Put anything else that you may need for each group on this list. Designate a briefcase or shoulder bag
as your “Focus Group Kit.” Include this list in your kit and make sure to check off items before you go
to every group.
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Sample Plan Outline

I. Introduction: Explains what the study seeks to accomplish, why it needs to be conducted,
how it relates to previous studies or experience, and lists the specific, current research
questions.

1. Methodology: Explains who will be studied, what kinds of instruments will be used, and how
the data will be collected.

I11. Human Subjects Protections: Explains how any human participants will be told about the
study and allowed to make an informed, voluntary decision about whether to participate.

IV. Analysis and Reporting of Data: Explains how the data will be analyzed, written about, and
shared with others.

Appendix A
Focus Group Script: Provides a sample group of focus group questions and follow-up probes,
each keyed to a specific research question or questions.

Appendix B

Chart of Research and Focus Group Questions: Illustrates how research questions are turned
into focus group questions, and how specific focus group guestions might provide
answers to more than one research question.

Appendix C
Recruiter Duties: Describes how a recruiter might go about getting focus group participants.



Partnership Grantee Focus Groups

Sample Study Plan
2007

l. Introduction

Purpose and background

General Legal Services of California (GLSC) is collecting data about the effectiveness and
impact of the services offered at its court based self-help center. The goals of this study are to
provide information about whether the center is meeting the needs of its customers, and the
effect of its services on the customers’ legal problems. The study is being conducted to provide
needed feedback to GLSC about how well the center is working, and to partially fulfill the
requirements of its Equal Access Partnership Grant.

Research conducted to date has indicated that the overwhelming majority of self-help center
customers are satisfied with the assistance they receive. Many also indicate that they feel they
understand their legal situation better, and have some confidence that they know what steps to
take next in order to resolve their legal problem. These data, however, are largely limited to
responses given in short, written exit surveys that do not reveal any qualifications, ambiguities,
or details of the customers’ opinions. In addition, data on the reasons for those opinions has
rarely been collected.

While it is helpful to know whether customers are generally satisfied, and whether they generally
feel they have been helped, more information is needed in order to refine and expand self-help
services. Specifically, if most people respond favorably to general statements about the center, it
does not reveal whether they also think the service could be improved, or whether there may be
specific complaints that do not rise to the level of a general or overall opinion. They also do not
reveal what the service means to the customer, or give much information about how the service
fits into their life or even their legal problem.

Research questions

In order to understand more fully the effectiveness and impact of self-help center services,
several questions were developed as likely candidates to uncover the needed information:

1. What do customers find most helpful about the self-help center, and why?

2. What aspects of the center do customers think might be improved, and why?

3. Did the center help customers to better understand the court system, as well as their own case,
and why or why not?

4. What would customers likely have done in the absence of the center?

5. What types of experiences have customers had in representing themselves in court without the
center’s assistance?

6. What impact has the center’s assistance had on the customers’ legal problems, and what effect
has that had on their lives?



Il. Methodology

Study location and participants

Participants will be chosen from one of two major cities in the GLSC service area, each city
representing a particular county with a distinct legal culture and client base. Accordingly, two
focus groups will be conducted, one in Urban County and the other in Rural County. Each group
will consist of six to ten people. The participants will primarily be English speaking, but
arrangements will be made if any participant prefers to communicate in Spanish. No
arrangements will be made for other language groups.

While an effort will be made to recruit participants with a variety of experiences and
backgrounds, there will be no attempt to create a representative sample. All participants will
have received service through one of GLSC’s court-based self-help centers. Each participant will
represent one or more of the following legal issues or groups:

Instruments

Data will be collected using a focus group script. The script consists of a series of preconstructed
questions that have been designed to address the research questions described in section I, above.
In addition to these fixed questions, several follow-up probes are suggested in the script.
Depending on the responses, the facilitator may use additional questions to clarify answers or
encourage discussion. A sample focus group script is attached as Appendix A. A chart showing
the relationship between the research questions and the focus group questions is attached as
Appendix B.

In addition to the focus group script, each participant will be asked to complete a short
demographic survey, detailing the following information: Primary language, sex, race/ethnicity,
age, income source, legal problem, marital status, number of adults in household, number of
children in household, total number of people helped by service, disability status, site where
helped, and citizenship status.

Data collection process

Recruiting

In most cases, recruiting will be done via phone contact. The duties of a recruiter are described in
Appendix C. Self-help center customers will be selected from center records of those who have
received document preparation assistance. Advocate recommendations may also be used, if
needed, to identify potential participants.

Incentives

In compensation for their participation participants will be offered $75.00 Target gift cards,
dinner, and a local resource manual. Child care will be compensated at a fixed rate if needed.
Participants will be