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• M ettionor Ettc i t. e t i on usrng vi sua l 
stimuli La l ap unaru cutatec custom er 
auuunes . One of the most well-knnwn 
pracuuon ers at' thi S method is Ger 8lc[ 
Zalt man . whose nClY book. How Cus
tomer s Think cxamrnes t he way th e 

ver telt like throwing a <.: 118ir through 
the mi rror at a focu s gronp pan e) 
member ? You need s-croooe.Sick of 
jun k foon and junkier ideas In focus 

group s? 'rou need X Croups. 
Focus gl'OUPS have been under lh e mi

There are many otttetent ways to use focus groups in 1/ ew product developmen(. and mas! 
of these havesome osetuin ess. Here the author presents a lI ell' aile he Is convinced yields 
8 marc rolJUSI picture orhow consumers rCEil/y INn!. and reel. by using tnnovettve cucne
tton techniques. 
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croscope for years. Past . inexpensive and 
comfortable. they arc , neverth eless. far from 
proven as a sound research methouologv. 
In fact, focus groups often give marketing 
professionals and advertistng su-ategtsts bad 
dlre cttons because 10 randomly selected re
spondents do not rep resent I.he " real" \\ orld . 
or one or two highly optnton ated parucip auts 
shanghai the pro ceedings . (Vl,lny adver tis
ing agen cy Creati ve sta trers believe thaL 
focus groups shuL oUL the ir more mnovauv e 
tdcns. Indeed . the most.original. edgy ideas 
are those most lik ely to be dismis sed as "too 
out there" when th e focus group mob mental
ity takes hold . 

Demand con llll W~f lJT1~b~red 

And sLi11. the demand for [0
" cus gronps by marketers and 

m any aovcrusmg agency per
sonnel continues unabated. But 

focus. group~ i!n the extreme, des ~gn£d to is the truest resp onse. [[ they 
collectively said or indicated 

rather than tos s thts method set the truth from respondents ..,., in bally langna ge that they d ts
out of the msrkeung research 
[00100:\ . perhaps it is lime. we 
reinvent the tradilional focus 
group wtth an approach we call X-Croups, 

Our couccpt of X-Groups is Focus groups in 
the extreme. destgned to get the truth from 
respond ents . TIley draw meth ods from the 
social scien ces. ic eauo» and poli ce tnterro
gau on. And they purposely viola te the rule s 
or traditional focus groups. X-Croups are 
disungutshed by Inventi ve tecbmques that 
enable marketing and aoverusers to uncover 
what consumers really think and feel. 

A new direction 
,\ -Group methods in clude a Wide rang e 

or approaches and are customized to the 

consumer's mind pro cesses marketing 
messages . We rec entl y exposed abstract 
visuat representations La explo re con
sumer emotions sur rounding dandruff. 
Til e proce ss stimulated sev era l new 
acvert tsing dlrectl ons . 

•	 Depriveuon . in Which respond ent s are 
deprived of a procuet or lngredient. thell 
asked to talk abont the exper ience . How. 
tor example, wonld )O U feel if yon couldn't 
serve yonr favortte spicy rnnstard at yonr 
next4'h of Jnl y bar becue? 

•	 Semantic Word Chains that unveil the 
deeper meaning behln d responneur s 

Our concept 01 X-Groups i, 

words and phrases. "YOLI said you reel 
achy when you hove a col d. Ilow does 
feeling achy make you feel " " Answe r' 
"\- lis t rabJe." Then . "How does feelin g 
mi serable mak e yo u fe e l?" Answ er 
"Weak and bctpless. " Enter th e brand 
w it h I.he power to heal. 

•	 Life Hisl.ory Probing 1.0 conn ect respon
denboreal lives to brand semng nroposi
tion s, "How did having bad breath In high 
school affe ct you? How do you Iecl now 
tha t you call oo someth i ng about u?" 

A n example of b reaking the rules 

We have used x-crovos [ 0 ensure greater 
inc ius tveness In creati ve Idea assessment. 
In one X-Croup on a consumer wetlness 
prodnci. we expose d 12 storyboards in two 
hours and gained va luable tnput on a Wide 
rang e of id eas. Wc wan ted to know two es
sential thin gs: ill did the tc eas expressed 
In Lhe s to rybo ard s have app eal . and b) 
di d these cons u me rs belie ve what w e 

were saying in our ads? Each 
s to ry boar d was read on c e. 
th en respondents were asked 
for all instant rea cu on . which 
psvcuotogt ca) testing suggests 

Ilkcd an idea . th e s toryuoa ro 
was [etu sou ed imm ediately. 
If the y resp onded postuvelv , 

we pressco th em as LO why. challenging 
their sunerncrat "because It's short aud 
to the point" answers. When resp ond ents 
app eared to giv e answer s La ple ase th e 
mod erator. th ey were chall enged: "Do you 
re81ly feel lI wt way? I don 't bel iev e vou!" 
Al l of the observe rs Ietl th at the rapid fi re. 
s li gh tly more controruano nal approach 
produced ri cher. more hon est resp onses 
than typical focus groups. 

X-Grou/Js are not yet Widely used. at least 
in name. bot better moderators are employ
ing x-Grooo techniques . lvloderators who 
oonu nue 1.0 rely on tried and un tru e focus 

marketing challenge at hand : 

•	 Challenge ooesuons. In which consumers 
are dared to provide rea~-life support for 
thelr cla imed il Lt.\lu d e.~. POl'example. "You 
said yOU change yonI' nlr !'reshen cr once a 
month. When. exactly, do you change W' 
How do yon keep n ack?" 

When exp osing advertisin g in lo r-us 
groups . the s tandard rule is to snow only 
IWO or three Id eas to avoid cons um er 
over ioad. Thi S rneau s thai rnarkeung pro
fessionals inst.cnd o[ consu mers make the 
Il r st cut.ill. whi ch Ideas a re mos l. effecti ve. 
thu s shor t-ci rcui ti ng the cl'Canve research 
process. 

group memoirs should UOt be surprise d IF 
one day tbe chair flytng though the mirror 
is from a fru strated observer who has seen 
an in trepid X-Croup JUoderalor dare a reo 
spondent to tcillhe trut.h. A 
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And sLi11. the dem,md for [0-	 for all instant re8 ,llon , which 


