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Introduction to Training Manual 

Background 

This is the Training Manual for Market Research for Young Clients. Participants in this 
course will learn about considerations for and key steps in undertaking youth-inclusive 
market research. This curriculum has been developed as a part of a series of Youth-
Inclusive Financial Services courses.  

Module Goal 

Market Research for Young Clients was developed to equip financial service providers 
(FSPs) and youth-serving organizations (YSOs) with the skills and knowledge to plan and 
implement youth-inclusive market research to inform the design of effective financial 
products and services for youth. The lessons taken away from this training course can 
also be applied to the design of effective non-financial services.  

To support organizations in attaining this goal, participants will have achieved the 
following objectives by the end of this course: 

 Articulated the differences between market research and youth-inclusive market 
research and the challenges specific to working with youth 

 Practiced facilitating a focus group discussion with young people using tools and 
guides designed for this purpose 

 Assessed the internal capacity of  their institutions to plan and implement youth-
inclusive market research 

 Identified the steps in planning and implementing market research that may 
require external support 

 Developed a youth-inclusive market research plan that includes specific steps and 
key resources 

Audience Description 

This course is intended for mid-level managers of youth-serving organizations and 
financial service providers, in particular those responsible for product development. To 
cover the extensive information in this course, the ideal number of participants ranges 
from 12-15 participants. The course is very practical and those attending should be ready 
to undertake field work during the course.  

Prerequisites 

Participants should come to this course with some exposure to market assessments.   

Length of Training 

The curriculum includes approximately 18 hours of classroom activities along with 4 
hours of field work.  A usual course delivery day will run for 8 hours including breaks and 
lunch.  The trainer should be clear on the arrangements in order to organize the content 
delivery.  This course is ideally delivered in 3 days but if more time is available, optional 
activities could be explored, including individual consultations with participants.  
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Training Environment 

This is a classroom-based, instructor-led training plus a field-based component.  
Participants are guided by a trainer through a series of timed activities. Trainer access to 
a flip chart or board is desirable. The course includes references to PowerPoint 
presentations which require access to a computer and projector. Alternatively, trainers 
may use flip charts as substitutes if access to computers and projectors is limited. 

Instructional Techniques/Methodologies 

The curriculum incorporates experiential-based, adult-learning methodologies.  A typical 
training session includes an anchoring activity which builds on the experience of 
participants, an adding activity which provides new information or skills.  Case studies 
are utilized to provide practical tangible material to engage with and learn from.  
Information could be presented on PowerPoint slides or flip chart paper. The various 
instructional techniques or methodologies that are used throughout the course include: 

 Guided discussions on specific topics.  To help raise awareness about 
practices in youth-inclusive financial services, the trainer leads participants 
through discussions by asking them to share their own insights and experiences. 

 Small group activities/discussions.  As a variation on the large group 
discussions noted above, participants divide up into small groups to conduct 
discussions around cases or scenarios related to a key learning point.   

 Practical exercises.  Beyond raising awareness, the training offers participants 
the opportunity to boost their skills and learn about market research, product 
design, and partnerships through stories and practical problems to be resolved in 
class.   

 Action plans.  At the end of the training, participants finalize individual action 
plans for determining next steps after the training. 

Course Materials 

The following items will help convey the content of the course:  

 Training Manual.  Includes guides and instructions for setting up and managing 
the training course, as well as trainer session notes, answer keys, and other 
background information for delivering the course. 

 Participant USB and Handouts.  Includes resources to supplement in-class 
training.  

 Flip Charts.  Some flip charts need to be prepared before sessions begin.  They 
are indicated in the manual.  Other sessions call for participant answers to be 
captured on flip charts.  

Course Trainer Requirements 

The curriculum design requires a certified trainer that has successfully completed the 
Youth-Inclusive Financial Services Linkage Program Certification process.  Ideally, 
trainers will have a familiarity with youth, youth and financial services, as well as training 
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expertise, but it is recognized that trainers may have two of the three desired experiential 
and skill bases.  The Training Manual provides instructions, specific questions, sample 
answers, and illustrations (where appropriate) to enable the trainer to set up and deliver 
the curriculum to the target audience.   

Tips to the Trainer 
 Consider options for delivery of the course where electricity may be problematic—

in these cases, the trainer may rely entirely on flip charts. 

 Learn about any interpretation or translation that may need to take place before or 
during the delivery of the course—ensure materials are translated and available in 
advance and that extra time is built into the training to allow for interpretation. Up 
to 50% more time may be needed if interpretation takes place during the course. 

 If interpretation is needed, the course may run longer than two days and 
adjustments should be made as necessary.  It is suggested that the trainer plan 
for 3.5 days in that case. 

Instructions  
The following stylized elements indicate specific instructions to the trainer.  

 
 = Recommended flip chart  
 
 = Use of PowerPoint presentation  
 
 = Use of video  
 
 “Italics and quotation marks for suggested language” 
 
 Bold, Italicized, bulleted represent specific questions to ask participants 

 

Tip to the Trainer is presented in a box– these might be used for likely trouble areas 

 

Optional activities are presented in a box as such:  
3. Title of Activity (Optional):  
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Session 1:  A Framework for Market Research and an 
Overview of the Emergence of “Youth-Inclusive” 
Market Research 
This session is comprised of four activities.  In this first session participants learn each 
other‘s names and listen to an overview of the objectives of the course.  Participants also 
produce an initial framework of steps, roles and decisions required for planning and 
implementing market research.  This framework forms the basis for later activities where 
participants learn of specific practices associated with each step.  The third and fourth 
activities provide participants with opportunities to distinguish between adult-oriented 
market research and youth-inclusive market research and to understand how market 
research evolved in response to these differences. 

Session Objectives: 
By the end of this session, participants will have: 

1. Stated their names and course expectations. 
2. Described how the concept of ―assumptions‖ is related to market research. 
3. Listened to the course objectives. 
4. Agreed upon group operating norms. 
5. Described their experiences in conducting assessments. 
6. Summarized the roles, tools, techniques and resources that are commonly used to 

conduct assessments. 
7. Articulated the differences between Market Research for Microfinance and Youth-

Inclusive Market Research. 
8. Adapted the ―Ten Steps of Market Research‖ to be more youth-inclusive. 
9. Identified possible approaches and the challenges involved in conducting youth-

inclusive market research. 
10.  Listened to a description of the evolution of youth-inclusive market research. 

 
Total Session Time: 155 minutes 

Overview of Activities 

Activity Title Duration Materials Needed 

 
1)  Welcome and 
Course Overview 
 

 
45 minutes 

 
Flip Charts 
Markers 
Handout: Course Agenda 
Handout: "Find that Person” Game 
Sheet 

 
2) Participants‘ Existing 
Market Research 
Experience 
 

 
30 minutes 

 
Handout: Charting Existing 
Experience in Assessments 
Flip chart 
Markers 
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3) A Comparison of 
Market Research for 
Microfinance and Youth-
Inclusive Market 
Research 

 
50 minutes 

 
Handout: Market Research for 
Microfinance 
Handout: Utilizing Youth -
Responsive Market Research 
Handout: Ten Steps of Market 
Research 
PowerPoint: How MR is different for 
Youth 

 
4) The Evolution of 
Youth-Inclusive Market 
Research 

 
30 minutes 

 
Video: Interview with Ben Shell, 
Women‟s World Banking 
PowerPoint: Key Contributions to 
Youth-Inclusive Market Research 
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Activity 1:  Welcome and Course Overview 

During this activity the participants introduce themselves, review the course objectives, 
share their expectations and establish workshop norms that are conducive to sharing, 
demonstrating respect and being open to the ideas of others.  

 
Steps:    

a) Welcome of Participants (5 min.) 
Thank participants for committing to participating in Market Research for Young 
Clients for the next three days and provide a brief introduction:  

“This course was developed to equip you with various frameworks and tools that 
will give you a comprehensive understanding of how to conduct market research 
with young clients. It will also provide you with tools to assess the capacity of your 
organization to conduct youth-inclusive market research and to undertake an 

effective market research process.”  

 Present the YFS-Link roadmap slide and locate the second stop: Market 
Research and Market Assessment  
 
Share with participants: 

“The main considerations when engaging in youth-inclusive financial services are 
presented here in this roadmap. In our journey, we will touch upon the emerging 
guidelines and then move into the heart of designing products for youth market 
segments: market research and market assessment. We will examine youth-
inclusive market research and the critical elements to consider while designing a 
product for a particular youth market segment.”  

Acknowledge the host organization by saying: 

Objectives:  
By the end of this activity, participants will have: 

1. Stated their names and course expectations. 
2. Described how the concept of ―assumptions‖ is related to market research 
3. Listened to the course objectives. 
4. Agreed upon group operating norms.  

 
Preparation/Materials: 

 Flip Charts 

 Markers 

 Handout: Course Agenda 

 Handout: "Find that Person” Game Sheet 
 

Time:  45 minutes 
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“We greatly appreciate the support of our host organization for welcoming us and 
supporting the delivery of this course.”   

b) Participant Expectations  (15 min) 
Ask participants: 

 What expectations do you have for this course? 
 

Keep note of the expectations on a flip chart paper.  

Assure participants that their expectations will be addressed either in the course or 
discussed with them individually. 

Tip to the Trainer: Note down which expectations are not covered in order to 
discuss with participants individually.  

Present the objectives of the course below ( place objectives on flip charts 
ahead of time): 

By the end of this course participants will have: 
1. Articulated the differences between market research and youth-inclusive 

market research and the challenges specific to working with youth. 
2. Practiced facilitating a focus group discussion with young people using 

tools and guides designed for this purpose. 
3. Assessed the internal capacity of their institutions to plan and implement 

youth-inclusive market research. 
4. Identified the steps in planning and implementing market research that may 

require external support. 
5. Developed a youth-inclusive market research plan that includes specific 

steps and key resources. 
 

Review full agenda.  

Review any logistics or house-keeping information that may be needed including 
course hours, location, field trip logistics, etc.  

c) Introductory Game (15 min)  
Provide participants with the handout titled "Find that Person" Game Sheet and 
explain that they have 10 minutes to circulate among the participants and find 
someone in the room who has one of the traits listed in the handout.  The first 
person to put a different name under each of the traits will receive a prize.  When 
at least half of the participants have completed the game, invite them back to their 
seats.  Use the following questions to start the reflection: 
 How did you find the person you needed? 

Sample Responses: 
I. Asked questions 

II. Listened carefully to others' conversations 
III. Made observations and then followed up to corroborate or refute  
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 What surprised you?  
  What did you learn in the process of completing the handout? 

 

Sample Responses: 
I. Made assumptions about some people and were surprised by the 

findings 
II. Took patience to find the response 

 
 Keep note of participants‘ responses on a flip chart.   

Ask for examples if the responses are not clear to you or others in the group.  As a 
final exercise in this step, ask: 

 In what way is this game similar to the process of conducting market 
research? 

 
Use additional probing questions in order to bring to the surface specific areas of 
similarity.  
 

Sample Responses:  
I. Sometimes assumptions do not match reality 
II. Sometimes we can be surprised by people's experiences 

III. One may need to ask further questions to find answers 
IV. Need to be flexible in the approach used to find out more about a client 
V. Need to be respectful in asking questions of clients 

VI. May be dealing with unexpected information 

 
d) Workshop Norms (5 min) 

Pose the following question: 
 What norms can we identify that will help us work well together? 

Sample Responses: 
I. Cell phones are off. 

II. Listen to others. 
III. Respect others' perspectives. 
IV. Everyone participates. 
V. Respect for course schedule. 

VI. Attend all sessions. 

 
 Keep note of participants‘ responses on flip chart paper and keep it posted 
throughout the workshop.  

e) Introduction of Facilitation Tools (5 min) 
Introduce the facilitation tools that will be used in the course: soft ball, stretchy 
ball, and chicken.   
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“Here are a few items that we will use to help with the participation and energy in 
the training.” 

Show the soft ball and explain: 

“This soft ball signals that we are inviting each other to participate. We will use it to 
share our own ideas and also make sure everybody is engaged.” 

Show the chicken and explain:  

“This chicken eats many grains on the ground without letting others eat.  It will be 
used as a fun and playful symbol to remind us to share the opportunity to speak 
with others in the room.”   

Throw the chicken to a participant and ask him/her to be responsible for the 
chicken and to share that responsibility with others. 

Show the stretchy ball to participants and explain: 

“As with the chicken and ball, this item is fun and can be used by those of us 
waiting to have the soft ball in our hands to participate. Let‟s make sure we share 
this one!” 

Throw the stretchy ball to a participant and ask that participant to be responsible 
for it and for sharing it with others. 

Prepare participants for the next activity: 

“Our next step is to learn more about the experience each of you bring to youth-
inclusive market research”. 
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“Find that Person” Game Sheet 

Oldest Sibling 
in the family 

 

 

Name: 

Who has 
travelled 
outside their 
native 
country 

 

Name: 

 

Who has 
worked with 
young people 

 

 

Name: 

Saves money 
but not in a 
bank 

 

 

Name: 

Who works 
for a financial 
institution 
 
 
 
 
Name: 
 

Who  has at 
least one 
child who is 
between 12-
24 years of 
age 
 
Name: 

Who has 
borrowed 
more than 
once from a 
financial 
institution 
 
Name: 

Who has used 
a loan for 
something 
other than a 
business 
 
 
Name: 

As a young 
person 
received 
money from 
their parents 

 

Name: 

 

Their parents 
took them to 
a bank for the 
first time 

 

 

Name: 

Have a credit 
card  

 

 

 

Name:  

Visit a bank at 
least once a 
week 

 

 

Name: 
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Activity 2:  Participants' Existing Market Research Experience 

This activity invites participants to recall their experiences in conducting assessments in 
order to bring to the surface the roles, tools, techniques and resources required to 
conduct market research.   

  

Steps:   
a) Experiences in Conducting Assessments (15 min) 

Share with participants: 

 “Even if you are new to market research you have probably implemented some 
type of market assessments during the course of your work.  Since market 
research is a type of assessment you can apply these same skills and 
experiences to conducting youth-inclusive market research.  In this activity we 
consider your experiences with assessments and how they apply to market 
research.” 

Distribute the "Charting Existing Experience" handout and introduce the exercise: 

"In groups of 3-4 people, identify and discuss the kinds of roles and activities 
people in the group have undertaken when conducting assessments or market 
research." 

Provide each group with a copy of the chart on flip chart paper for recording and 
presenting their responses.  

Tip to the Trainer: If no one in the small group has assessment experience, 
consider re-forming the groups. The chart below lists types of assessments that 
the participants may use as examples.  The row containing Situational Analysis is 

Objectives:  
By the end of this activity, participants will have: 

1. Described their experiences in conducting assessments 
2. Summarized the roles, tools, techniques and resources that are commonly 

used to conduct assessments 
 

Preparation/Materials: 

 Handout: Charting Existing Experience ( prepare on flip chart ahead of time) 

 Flipcharts with titles "Common Roles", "Tools and Techniques" , "Resource 
Considerations" and "Applicable to Market Research" ( prepare for 3 groups 
on flip chart ahead of time) 

 Markers 
 

Time:  30 minutes 
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an example of how the chart would look with all the rows completed. You may 
want to use the example of a Situational Analysis from the chart below to explain 
how to do the task before the participants begin to create their own examples and 
charts. 

 

Type of 
Assessment  

Role Participant 
Took  

Types of Tools and 
Techniques Used in 
Assessment 

Resource 
Considerations 

Assessments can 
include any of 
situational 
analysis, baseline 
studies, context 
assessment, 
research study, 
monitoring and 
evaluation, or 
surveys 

This may be either 
an overarching 
role or a task-
specific role 

Tools refer to the 
actual guides or 
surveys used and 
techniques refer to the 
approach that may be 
used including semi-
structured interview or 
eliciting responses 
using non-verbal 
communication  

Refers to where 
allocation of time 
and/or money may 
be needed 

Situational 
Analysis 

Coordinator: 
organized 
logistics, made 
agreement with 
enumerators and 
trainers of 
enumerators 
Involved in design 
of the tools 

 Focus group 
guides 

 Interview guides 

 Use of drawings 
as part of the 
appraisal 

 Number of tools  

 Numbers of 
groups/ 
respondents or 
sample size 

 Budget available 

Baseline Study    

Market Research    

 

b) Analysis of Responses (15 min) 
Invite representatives from each group to present their charts to the large group.  
After the charts are presented use the questions below to prompt an analysis of 
their outputs. 
 Which roles are similar across the types of assessments?   

Sample Responses: 
I. Coordination role 

II. Interview 
III. Data analyst 

  

 What tools and techniques do all assessment types have in common?  
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Sample Responses: 
I. Participatory rapid appraisal tools 

II. Surveys 
III. Use of closed and open-ended questions 

  
 Which resource considerations are shared across assessments? 

Sample Responses: 
I. Number of focus groups or interviews 

II. Locations 
III. Data analysis costs 

  
 In your experience, which kinds of these roles and resource 

considerations are also applicable to youth-inclusive market 
research? 

Sample Responses: 
I. Coordination role 

II. Facilitation role 
III. Budgetary considerations with respect to types of market research 

(qualitative and quantitative) 

 
In addition to identifying commonalities or differences among the groups, invite 
participants to share other observations that may be relevant to conducting market 
research. 

Summarize by saying: 

“Everyone brings experience that could be applied to youth-inclusive market 
research. We have also raised some key issues to keep in mind as we continue 
through the course including identifying typical roles and responsibilities in 
conducting market research and resource considerations.  Our next step is to 
understand how youth-inclusive market research differs from other kinds of 
assessments.”  
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Charting Existing Experience in Assessments 

Type of 
Assessment  

Role 
Participant 
Took  

Types of Tools and 
Techniques Used in 
Assessment 

Resource 
Considerations 
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Activity 3:  A Comparison of Market Research for Microfinance and 
Youth-Inclusive Market Research  

In this activity participants read and compare two approaches to market research:  
Market Research for Microfinance and Utilizing Youth-Responsive Market Research.  
They then apply their new learning to adapt the ―Ten Steps of Market Research‖ for 
working with youth.  

 
Steps: 

a) Readings on Microfinance and Youth-Inclusive Market Research (20 min) 
Explain to participants that this activity focuses on the similarities and differences 
between market research for microfinance and youth-inclusive market research 
and presents the ten steps of market research. 

Explain to participants that they are going to read two short pieces on market 
research in order to compare youth-inclusive market research with adult-oriented 
market research.  The first reading is an excerpt from "Market Research for 
Microfinance (MR4MF)‖ by MicroSave.  The second reading, "Utilizing Youth-
Responsive Market Research" is by Veronica Torres.  We will discuss the 
readings when you have completed both which should take approximately 20 
minutes.  

Tip to the Trainer: Utilizing Youth-Responsive Market Research can be found 
in participants‘ readings. 

 

Objectives:  
By the end of this activity, participants will have: 

1. Articulated the differences between Market Research for Microfinance and 
Youth-Inclusive Market Research 

2. Adapted the ―Ten Steps of Market Research‖ to be more youth-inclusive. 
 

Preparation/Materials: 

 Flip Chart  with title "Differences between market research and youth-inclusive 
market research" 

 Markers 

 Handout: Market Research for Microfinance 

 Handout: Utilizing Youth -Responsive Market Research 

 PowerPoint: How MR is different for Youth  

 Handout: Ten Steps of Market Research 
 
Time: 50 minutes 
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Market Research for Microfinance (MR4MF) - 7 Cautions and a 
Recommendation 

 

By Graham A.N. Wright and Shahnaz Ahmed 
 

Participatory Rapid Appraisal (PRAs) emerged in the late 1970s as ―a reaction 
to the tediousness, expense and frequent inaccuracy of the conventional 
process of questionnaire surveys‖ (Pretty et al., 1995). The MR4MF toolkit owes 
a big debt of gratitude to PRA approaches, but differs profoundly from it, 
philosophically and practically. PRA exercises are typically designed to optimize 
the participation of the community in the development process. By contrast, the 
MR4MF tools are designed to extract reliable information in the quickest 
possible time, and are not designed to be empowering for the participants. 
When using the modified PRA tools, researchers using the MR4MF approach 
arrive with matrices, counters, cards, etc, and then explain and present them in 
the focus groups. The researchers then take these matrices, etc, and the results 
of the discussion away with them at the end of the session. These practices 
would horrify most PRA practitioners! 
 
Since Focus Group Discussions (FGDs) are at the core of the MR4MF 
approach, the discussion groups comprise 6-8 participants – whereas a 
traditional PRA session would be run with 16-24 participants. Furthermore, 
contrary to the participatory analysis process of PRA, the researcher, not the 
FGD participants, analyze the data. 

 

b) Reflection on Approaches to Market Research (10 min) 
Once participants have finished the readings, ask participants: 
 What are the differences between market research for microfinance 

and youth-inclusive market research?   

Sample Responses:   
I. Market research for microfinance puts ownership of the data with those 

collecting it whereas youth-inclusive market research puts ownership of 
some of the data analysis with young people who provided the data. 

II. Youth-inclusive market research may take longer to conduct as it 
recognizes that youth are still developing their cognitive skills and there is 
a greater need to use a range of communication techniques such as 
drawings or games. 

 

 
 Close this activity by showing the PowerPoint presentation titled "How MR is 
different for Youth" and review each bullet point. Clarify the meaning of each point.   

 
c) Ten Steps of Market Research (20 min) 

Introduce the Ten Steps of Market Research by saying:  
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We are going to look at the critical steps in Market Research that are related to 
youth. You all may have additional steps, but we consider these the most critical in 
terms of working with youth. The first two are primarily planning steps, while the 
last eight are more related to the implementation of the market research. We will 
be doing many of these implementation steps firsthand in this course.‖ 
 
Divide participants into groups of 3-4 and provide each participant with the 
handout ―Ten Steps of Market Research.‖ Ask participants to think about their 
existing market research experience (which was discussed in the previous 
activity), and refer to the ten steps document to discuss the following ( prepare 
on flipchart ahead of time):  
 How do the “Ten Steps of Market Research” compare with your 

current approach to market research (state specifically what is the 
same and how they differ)?  
 

 How could these steps be adapted to be more youth-inclusive (see 
Handout 2 for sample responses)?  

 

Ten Steps of Market Research 
 

1. Assess internal capacity for market research. An institution needs to 
decide whether to undertake the market research itself or hire in specialists for 
parts of it.  Outside expertise may be needed in running PRA activities with 
young people and doing qualitative data analysis.   

2. Decide on research team configuration. At this step an institution will 
clearly outline roles and responsibilities for team members including the role of 
any external consultants if needed.  A point person will be assigned inside of the 
institution to manage the market research. 

3. Develop assumptions/hypotheses. The institution will articulate the product 
assumptions it wishes to test out during the research.  This may include initial 
ideas on whether savings or credit is higher in demand by a particular youth 
market segment. 

4. Create questions for assumptions.  Clear questions need to be developed 
by the market research team to test out assumptions related to each of the 8 Ps 
of product design.   

5. Write up qualitative research guides.  These guides will be used by field 
researchers and need to have clear steps and probing questions included. 

6. Undertake qualitative market research. This part of the market research 
involves use of participatory rapid appraisal or PRA tools as well as semi-
structured interviews.  This kind of market research is done to understand 
context of clients, preferences, money flow issues and cannot be ascertained 
via quantitative research.  
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7. Analyze qualitative data. This analysis does not render representative 
numbers but rather richness of potential clients' context, behaviors, and 
practices.   

8. Undertake any needed quantitative market research. An institution may 
decide that it also needs to undertake quantitative market research and use a 
representative sample to do so.  This will be more effective after analyzing the 
data from qualitative market research. 

9. Analyze Data. The quantitative data is analyzed and findings can be 
triangulated with those from qualitative market research. 

10. Determine findings and make recommendations for product design. 
The market research team finalizes the market research with a report that 
describes the data and links it back to the assumptions. 

 

 

Sample Responses: Handout 2 Ten Steps of Market Research 

Step Youth Specific Considerations 

Assess internal capacity 
for market research 

Review mission and vision of institution as relates to young 
people 

Assess MIS system to determine whether it can easily 
incorporate changes related to youth products 

 

Decide on research team 
configuration 

Assess who on team has experience working with young people, 
experience with PRA tools, data analysis experience 

Develop 
assumptions/hypotheses 

Many assumptions exist about young clients and these should be 
tested out in different contexts  One example could be that young 
people prefer savings over credit  

Create questions for 
assumptions   

Ask questions that reflect knowledge about young people's 
practices yet specifics are open to interpretation, such as existing 
savings practices 

 

Write up qualitative 
research guides   

Market research guides should consider that sitting time with 
young people needs to be well paced and incorporate time for 
games and interaction.  PRA sessions should be no longer than 
90 minutes 

Undertake qualitative 
market research 

Team members should be trained to interact with young people 
as facilitators and are able to use various forms of youth 



20 

participation methodologies including use of cognition and tactile 
devices 

Analyze qualitative data Data needs to be partly analyzed with young people themselves 
in terms of doing ranking exercises and identifying preferences 

Undertake any needed 
quantitative market 
research 

Tools should incorporate appropriate language that is accessible 
to young people, should be tested with youth before doing full 
scale research 

Analyze data Results should be triangulated with qualitative data and identify 
discrepancies, may need to go back to young people with these 
for further investigation 

Determine findings and 
make recommendations 
for product design 

Reports should include young people's own words in 
recommendations as these will be useful in product marketing  

 
Conclude the discussion by saying: 

"The key aspect in market research is the reliability of data.  When we work with 
young people during our field activity, we will see that market research needs to 
be executed with more patience and more inclusivity. The process and experience 
should empower youth, which contributes to the reliability of data." 

Share with participants that during the following activity a practitioner will share his 
or her experiences with conducting youth-inclusive market research. 
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Activity 4:  The Evolution of Youth-Inclusive Market Research 

Activity 4 provides participants with an opportunity to hear a practitioner of youth-
inclusive market research share some of the challenges, approaches and decisions 
involved in gathering data from youth for the purpose of informing product design. The 
activity ends with a presentation that takes participants through the evolution of youth-
inclusive market research over the past six years.  

 
Steps:    

a) Video of a Youth-Inclusive Market Research Practitioner (15 min) 
Explain that youth-inclusive market research requires integrating expertise and 
experiences from a number of different specializations. Youth-inclusive market 
research is rooted in both qualitative market research and positive youth 
development practices.   

Share with participants: 

“Youth-inclusive market research is both art and science.  Many organizations are 
now realizing that doing market research with young people requires more than 
just asking them what they "think" or what they “want". When organizations have 
simply asked what young people have thought or wanted, they have given the 
responses that they thought adults wanted to hear.   

For example, when asked: 

„Do you want money to start a business?‟   

A young person would rarely say „no‟ and therefore results would be published 
indicating that young people wanted capital.  However, a more nuanced approach 
to market research with young people indicated that in fact the priority need was 
identifying a good business idea.  

In this video interview with a representative from Women's World Bank we can 
hear more examples of various approaches to conducting market research with 
youth.  To give some background, Women‟s World Banking (WWB) and Xac Bank 

Objectives:  
By the end of this activity, participants will have: 

1. Identified possible approaches and the challenges involved in conducting youth-
inclusive market research 

2. Listened to a description of the evolution of youth-inclusive market research 
 

Preparation/Materials: 

  Video: Interview with Ben Shell, Women‟s World Banking 

  PowerPoint: Key Contributions to Youth-Inclusive Market Research 
 

Time:  30 minutes 
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of Mongolia are partnering to deliver savings products and financial education 
programs for girls in Mongolia. Xac Bank takes deposit accounts and currently 
holds over $60.3 million dollars in deposits.  They decided to pursue adapting their 
savings product to make it accessible to girls and young women ages 7-24 by first 
conducting significant youth-inclusive market research.” 

 = Play the video.  

As we view the video, ask participants to consider the following question‖ ( 
prepare on a flipchart ahead of time):  

 What kinds of research did the organization decide to undertake and 
why?  

Sample Responses: 

I. Existing bank portfolio research 
II. Market research with clients 

III. Industry research 
 

  
 What kinds of market research techniques were used with young 

people and why? 

Sample Responses: 

I. Drawing 
II. Narration 

III. Non-verbal forms of communication 
IV. Segmentation even within youth is important 

 

 
 How was this approach to YFS delivery cost-effective?  

Sample Responses: 

I. Partnering with schools to deliver services 
II. Making small adaptations to product terms as opposed to creating a 

whole new product 

 
 What did you learn that you could apply to your work with youth? 

 

Share with participants: 

 ―Organizations have discovered that they may need to do different kinds of 
research with young people. As is noted in the video, primary and secondary 
market research is critical to the process. It is important to engage the potential 
clients or young people themselves as part of the market research process. 
Finally, the girls want to feel comfortable sharing information, meaning that it was 
important for the interviewers to segment the girls accordingly as a 7 year-old girl 
may not be comfortable speaking in a focus group with a 19 year-old girl. “ 
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b) Key Contributions to Youth-Inclusive Market Research (Optional) (15 min) 
Share with participants: 

"The art and science of youth-inclusive market research brings together the work 
of adult educators, anthropologists and microfinance practitioners to develop 
participatory rapid appraisal tools for market research.  It also incorporates the 
work by youth development experts who have expressed that young people can 
play an active role in framing effective responses to gaps in services in their 
communities." 

Share with participants: 

"We are ending this activity by reviewing the origins of youth-inclusive market 
research to recognize the influence of various organizations in establishing best 
practices.” 

 Show the PowerPoint presentation titled "Key Contributions to Youth-Inclusive 
Market Research".   

Tip to the Trainer: Talking points are included in the PowerPoint slide notes. 

Invite participants to ask questions after making the presentation. 

Share with participants: 

"Market research with young people can be both similar and different than market 
research with adults.  It is similar in that it needs to be participatory and engaging 
and elicit information from all participants.  It is different in that it also considers the 
developmental stage of a young person in terms of how to engage them.  
Depending on their stage of cognitive development it may be easier to stimulate a 
young person‟s participation through drawing or tactile devices rather than 
verbally.   Tactile devices are such things as stretchy balls and beans that young 
people can move around.  We will see how these devices are applied when we 
practice a market research tool in the field.” 
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Session 2:  An Exploration of the Tools, Techniques 
and Roles Involved in Conducting Youth-Inclusive 
Market Research 
 
This session is comprised of two activities which expose participants to the levels, tools 
and techniques of youth-inclusive market research as well as the staffing decisions 
involved in conducting market research projects. 

Session Objectives: 
By the end of this session, participants will have: 

1. Identified the kinds of data that various tools capture at each of the three levels of 
market research  

2. Described the criteria used to assess the relevance of secondary data 
3. Determined what information they need about a product and how to obtain it prior 

to purchasing the product  
4. Identified the steps, roles, and decisions required to ensure that their organization 

has the expertise to conduct youth-inclusive market research 
 

Total Session Time: 130 minutes 

Overview of Activities 

Activity Title Duration Materials Needed 

 
1) Tools and Techniques 
for the Three Levels of 
Market Research 

 
75 minutes 

 
Flip chart paper  
Markers 
Handout: Getting to What 
We Know We Don't Know: 
Using Youth-Inclusive 
Market Research Tools 
and Approaches to 
Develop Effective, 
Demand-Driven Youth 
Livelihood Programs, 
Volume I: Coordinator's 
Handbook 
PowerPoint: Techniques 
Applicable to Market 
Research with Young 
People by Age Segment  
 

 
2) Roles in Market 
Research with Young 

 
55 minutes 

 
Handout: Child Invest 
Case Study 
Handout: Mapping Steps 
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People 

 

and Decisions for Staffing 
on Youth-Inclusive Market 
Research Chart 
Flip Chart Paper 
Markers 
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Activity 1:  Tools and Techniques for the Three Levels of Market 
Research 
 
This activity encourages participants to brainstorm market research techniques that 
would be effective with youth and then invites them to expand their list by extracting 
additional tools from a reading by James-Wilson and Torres.  Later in the activity they 
organize the tools into the three levels of market research as a means for determining 
what kind of data each tool could provide.  

 
Steps: 

a) Youth-Inclusive Market Research Challenges and Techniques (25 min) 
Share with participants that during this session, there will be a deeper exploration 
of techniques and approaches used in youth-inclusive market research. 

Share the following with participants: 

"In the previous session, we were introduced via readings and a video to an 
approach to youth-inclusive market research that emphasizes qualitative research 
and focus groups.  For this exercise, you will divide into three groups to consider 
the challenges of working with your assigned age segments and to suggest which 
techniques may be most effective.  The groups are divided according to the stage 
of their cognitive and social development; 8-10 years old, 11-13 years old, and 17-
19 years old.  Please answer the following questions for your assigned segment: 
 What kinds of techniques may be most effective when conducting 

market research with this youth segment? 
 What could be some of the challenges that may arise when 

conducting market research with this youth segment?” 
 

Objectives:  
By the end of this activity, participants will have: 

1. Identified the kinds of data that various tools capture at each of the three levels 
of market research  

2. Described the criteria used to assess the relevance of secondary data 
 

Preparation/Materials: 

 Handout: Getting to What We Know We Don't Know: Using Youth-Inclusive 
Market Research Tools and Approaches to Develop Effective, Demand-Driven 
Youth Livelihood Programs, Volume I: Coordinator's Handbook 

 PowerPoint: Techniques Applicable to Market Research with Young People 
by Age Segment  

 Flip chart paper 

 Markers 
 

Time: 75 minutes 
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b) Chart of Recommended Youth-Inclusive Market Techniques (15 min) 
Introduce the chart below by explaining that market researchers sometimes 
presume that youth are too young and inexperienced to participate in market 
research or they do not understand the task. However, those who have conducted 
market research with very young people have demonstrated otherwise by drawing 
on a series of techniques to effectively engage them.   

These techniques are summarized in the chart titled "Techniques Applicable to 
Market Research with Young People by Age Segment", developed by Veronica 
Torres in 2007. 

 Show chart on a PowerPoint slide. 

Techniques Applicable to Market Research with Young People by Age 
Segment* 

Age Most Effective Techniques 

8-10 Narration, drawings, games, pathway drawings 

11-13 Use of third person, narration, drawings, ranking activities that enable 
young people to move items, probing for specific examples 

14-16 Use of third person, ranking exercises that promote dialogue, games, 
real-life community experiences, promoting facilitation by natural 
group leaders, probing for clarification 

17-19 Use of real life experiences, games, letting them facilitate each other, 
use of third person 

*Originally developed by Veronica Torres for Save the Children, 2007 

Ask the participants to compare the techniques on the chart with the ideas they 
generated in their small groups.  Discuss the similarities and differences.  Share 
with participants that techniques are important to keep in mind as one is 
developing tools for market research. 

c) Levels of Market Research and Types of Tools (25 min) 
Invite participants to read pages 10-12 of the "Getting to What We Know We Don't 
Know: Using Youth-Inclusive Market Research Tools and Approaches to Develop 
Effective, Demand-Driven Youth Livelihood Programs, Volume I: Coordinator's 
Handbook" by David James-Wilson and Veronica Torres.  

Ask participants the following:  
 What are the levels of market research and corresponding 

recommended tools and approaches with young people that are 
presented in the reading? 
 

Tip to the Trainer: Use the following as reference to facilitate the large group 
discussion. 

 Market-Engagement level tools and approaches: look at the general 
asset-profiles, common practices, and shared operating context which 
inform a broad youth cohort‘s existing livelihood practices, along with 
some key differences which drive the segmentation of youth into distinct 
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sub-cohorts (or markets) 

 Market Description level tools and approaches: look to identify the 
specific livelihood practices, current capacity to co-invest in new 
livelihood offerings, along with the priority needs and key aspirations of a 
particular sub-cohort youth (and their household supporters), all with a 
view to describing the key parameters of some potential new products 
and services   

 Market Definition level tools and approaches: seek to match the priority 
needs of a sub-cohort of youth with a willingness to co-invest (or 
purchase) a particular product or service, and hence drive its feasibility, 
scalability and sustainability.   

 

 
Ask participants to refer to the chart in their reading and ask the following:  
 What kind of data or information can be captured with the tools and 

approaches at each of these three levels of market research? 
 

d) The Relevance of Secondary Sources of Information (10 min) 
Not all secondary sources of information may be relevant to the research that 
institutions are conducting. It is important for researchers to have a good 
understanding of the goals of the research in order to identify relevant secondary 
sources of information. Invite participants to share the kinds of criteria they may 
use to find relevant secondary sources of data (e.g. age cohort, rural vs. urban, 
etc.). 
 How would you judge if the data in existing secondary resources are 

useful? 
 

Conclude the activity by explaining that secondary data may be available that 
provides information at the market engagement level but they should use careful 
criteria for utilizing this information. 

Focus groups are also a good way to gather information that can be used to 
develop interview tools.  However, keep in mind that young people lose their 
patience with long questionnaires. 
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Activity 2:  Roles in Market Research with Young People 

This activity is designed primarily to raise participants‘ awareness of the types of 
expertise required to conduct youth-inclusive market research.  In the course of reading 
the case study, participants also gain insight into specific services and support to request 
when contracting external resources.   

 
Steps:    

a) Ice Breaker (10 min) 
Share with participants that it is useful to review the steps of market research in 
order to recognize if an institution has the internal capacity to conduct market 
research. If this capacity doesn‘t exist within an organization, then contracting 
external support is an option.  If externally hiring external support, as in any 
product, it‘s important for an organization to specify the services it wants to 
purchase.    

Invite participants to form a circle. Ask each participant to think of an example of a 
product they purchased and never used.   

Tip to the Trainer: You may want to give them an example to get participants 
thinking (i.e. buying a pair of pants and not trying them on first and they were too 
small). 

Throw a soft ball to a participant as a signal to share their example.  Ask five 
participants in total the following questions:  
 What product did you purchase? 
 Why didn't you use that product? 
 What did you end up doing with the product? 

 
 Note down participants' responses and then probe with the following question: 
 

Objectives:  
By the end of this activity, participants will have: 

1. Determined what information they need about a product and how to obtain it 
prior to purchasing the product  

2. Identified the steps, roles, and decisions required to ensure that their 
organization has the expertise to conduct youth-inclusive market research 
 

Preparation/Materials: 

 Handout: Child Invest Case Study  

 Handout:  Mapping Steps and Decisions for Staffing on Youth-Inclusive Market 
Research 

 Flip chart paper 

 Markers 
 

Time:  55 minutes 
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 How can you avoid purchasing a product you won't use? 
 

Sample Responses:  
I. Find out more about the product before purchasing it 
II. Ask others what they think about the product to gather information about 

it (i.e. when purchasing a computer) 
III. Fully understand what the components of the product are 
IV. Try the product 

 

 
Summarize by saying: 
 
“As with any other product you purchase, identifying quality market research 
resources is very important.  Sometimes recommendations may be made about a 
market research company but your institution may wish to first consider what else 
is available in the country, regionally and even internationally.”  

 
b) Case Study: Staffing Youth-Inclusive Market Research Projects (45 min) 

Divide participants into groups of 4-5 members. Explain to participants that they 
are going to read a fictional case study called ―Child Invest.‖ This case study 
illustrates the process which led an institution to select a particular market 
research firm to conduct market research on a particular market segment.   
 
Distribute the chart titled "Mapping Steps and Decisions for Staffing on Youth-
Inclusive Market Research" and ask the groups to complete the chart as a means 
of presenting the steps and the decisions made by Child Invest and the 
implications of these decisions. 
 
Invite a representative from one group to present their chart and for the other 
groups to add any missing or different information. 
Pose the following questions after each group has presented: 
 What will you now consider when planning market research? 
 What questions were raised during this case study that your 

organization needs to answer in order to develop a market research 
plan? 

 
Share with participants:  

“We will return to the Child Invest case study on the third day of this course when 
we look at developing scopes of work for contracting external market research 
support and also when we look at the components of a market research plan. In 
the next activity we begin preparations for conducting market research with groups 
of young people.”
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Case Study: Child Invest 
 

Child Invest is a new financial institution in India which wants to develop a series of 
products for young people.  The staff is small, consisting of a director, operations manager, 
product development manager, finance manager and 200 front line staff.  The management 
team of Child Invest made a decision to explore the viability of medium term savings 
accounts for young people in high school who wanted to save for studying in a neighboring 
city.   The management team was clear that an investment in market research was 
appropriate and had set budget parameters for this. 

The product development manager, Ms. Nazneen, was tasked with coordinating the market 
research and product development efforts.  Ms. Nazneen had some experience with market 
research and her colleague Ms. Sadita, the operations manager, had experience with data 
collection using participatory rapid appraisal tools.  Ms. Nazneen wanted to bring together a 
team of experienced market research practitioners with both knowledge and skills on 
undertaking market research and working with young people.   

Ms. Nazneen knew from other colleagues in India that other financial institutions skipped 
market research and ended up with poor products with little uptake by the intended clients. 
Ms. Nazneen also knew that there were several organizations with new information and 
skills in youth-inclusive market research. She called up other institutions to seek their 
advice and recommendations on consultants or firms that may be best placed to do the 
market research. She was exploring options in both India and outside.  She discovered that 
there were many market research companies in Hyderabad but that only two had worked 
on financial services for young people. 

Ms. Nazneen called up both companies and asked them to bring in samples of their market 
research reports.  She was not impressed by the reports due to the lack of analysis shown 
around young people's product preferences.    She had seen the Listening to Clients 
Series by MicroSave and Microfinance Opportunities and knew that she wanted to include 
qualitative research.  She had taken a course on microfinance management in Mongolia 
and learned about the benefit of using qualitative approaches with young people from 
colleagues in the course. Ms. Nazneen emailed her colleague in Mongolia – Mr. Well - to 
find out where she could find a consultant or company that could support this area and work 
with the local company.  Mr. Well told Ms. Nazneen that it was important to be clear about 
the approach or mix of approaches she saw being used in the market research.  He shared 
that it would be helpful to have these for discussions with potential consultants. 

She was told by Mr. Well, from Mongolia, that there was an excellent person in Tanzania 
who could not only do qualitative research but also had much experience in working with a 
wide age range of young people.  Ms. Nazneen was thrilled to have found out about this 
person.  She contacted Ms. Carmen Nagaraki and arranged a telephone interview to learn 
more about her experience in working with financial institutions developing youth-inclusive 
financial services.  Ms. Nazneen discovered that Carmen Nagaraki had skills in youth-
centered research, understood the appropriate use of different types of tools and 



33 

approaches with young people and had worked with at least three financial institutions 
doing the same work. Carmen shared with Ms. Nazneen that she would need to work with a 
team that had skills in qualitative research or that was willing to learn them.   Ms. Nazneen 
told Ms. Nagaraki that she may need to spend some time building skills of a team to work 
with her in the field, especially if the local team had not worked with young people before.  

Ms. Nazneen negotiated with Carmen Nagaraki on the price and terms including building 
skills and provision of coaching of the local company so they could be well-placed to 
provide ongoing support.  She discussed the kinds of data collection and data analysis 
skills that would also be necessary.  Carmen shared that data collection included skills in 
facilitation, probing with young people using more than verbal approaches but also tactical 
and visual techniques.  She explained that the person had to be engaging and aware of the 
need to build an honest rapport with young people.  She asked Ms. Nazneen to take some 
time to connect with the local companies to decide which one may be best placed to do this 
kind of work.  Carmen shared that she once went to Brazil to work with another financial 
institution that hired a company that was difficult to work with and that the consultants there 
did not even want to sit with young people! 

Ms. Nazneen opted out of working with a company and established an agreement with an 
organization that worked with young people in Hyderabad.  She liked the way they engaged 
young people and thought she could both pay some of their staff to take part in the market 
research and that the organization was well suited to be one of the possible delivery 
channels for Child Invest‘s services.   

Ms. Nazneen now had to work out what she needed for data analysis and reporting of 
recommendations.  She asked Carmen if this may be an area that she alone could take on 
working with the team of data collectors. After assessing that Carmen had strong skills in 
data interpretation and reporting of product design recommendations, she negotiated a 
further role for her. She also learned from Carmen that Child Invest needed to clearly 
articulate the product assumptions staff already had about the product.   

Carmen asked whether they had data on performance of their savings products and if any 
of these were medium term.  She also asked that any information on young people 
attending high school in Hyderabad be sent to her ahead of her visit.  She was looking 
specifically for any information on their socio-economic status and also wanted to know if 
other financial institutions were providing savings products to young people that age in the 
city. 

A verbal agreement was reached between Child Invest and Carmen and also between 
Child Invest and Youth Be It, the local organization.  Ms. Shahana Nazneen finalized her 
market research plan and shared it with her senior colleagues.  Her plan included a clear 
budget and the rationale for activities.  Once cleared with her team, she finalized written 
agreements. 
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Mapping Steps and Decisions on Staffing for 
Youth-Inclusive Market Research 

 

Decision Made Who Made the 
Decision 

Steps Taken as  a 
Result 

Notes 

Explore viability of 
medium term 
savings accounts for 
young people in high 
school  

Management 
Team 

1. Ms. Shahana 
Nazneen tasked with 
market research 
coordination 

Need to do youth-
inclusive market 
research 

2. Established a 
budget for market 
research 

3.  

Outsourcing Market 
Research 

Management 
Team 
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Session 3:  Preparations for a Field Exercise in 
Conducting Market Research: Tabling Assumptions, 
Developing Key Questions, Moderating the Market 
Research Tool and Note-Taking 
 
The three activities in this session are designed to prepare participants to conduct market 
research with a group of youth in Session 4.  In Activity 1 participants state their 
assumptions about the type of financial and non-financial services needed or preferred 
by young people in order to understand that effective market research is a means for 
validating or disproving these assumptions.  Activities 2 and 3 provide participants with 
an opportunity to practice market research skills in preparation for conducting market 
research with a group of youth.  The skills practiced include: tabling assumptions, 
developing key questions around the 8 Ps of product design, moderating a market 
research tool and note-taking during data gathering. 

Session Objectives: 
By the end of this session, participants will have: 

1. Matched descriptions of youth clients to a financial product or service using their 
assumption 

2. Reviewed the profile of the young people for the field visit 
3. Used the 8 Ps of Product Development to create assumptions and key questions 

to research the needs of a particular youth segment 
4. Received the Money Flow Tool 
5. Reviewed the Money Flow Tool and how it is linked to the 8 Ps 
6. Observed the facilitation of a mock focus group discussion 
7. Created a list of facilitation skills required to effectively moderate a focus group 

discussion 
8. Listened to a description of the Note-taking Tool 
9. Explained how the Making Cents observation tool could be used to improve 

facilitation skills 
10. Established field teams and the roles of team members 

 
Total Session Time: 205 minutes 

Overview of Activities 

Activity Title Duration Materials Needed 

 
1)  Testing 

Assumptions 
about Young 
Clients 

 
20 minutes 

 
Matching game note cards prepared ahead of 
time 
Flip Chart Paper 
Markers 
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2)  Tools for 

Establishing 
Key Questions 
and 
Assumptions 
for Market 
Research, and 
for Moderating 
and Capturing 
Information 
from Focus 
Group 
Discussions 

 
105 minutes 

 
Handout: Local Case Study 
Handout: The 8 Ps (Blank) 
Handout: Aligning 8 Ps with Assumptions and 
Key Questions for Market Research 
Handout: Money Flow Tool 
Handout: Getting to What We Know We Don't 
Know: Using Youth-Inclusive Market Research 
Tools and Approaches to Develop Effective, 
Demand-Driven Youth Livelihood Programs, 
Volume II: Facilitator‟s Handbook 
Flip Chart Paper 
Markers 
 

 
3)  Preparation for 

the Field 
Exercise 

 
80 minutes 

 
Handout: Money Flow Tool 
Handout: Observation Checklist 
Handout: Note Taking Template Tool 
Markers 
Flip Chart Paper 
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Activity 1:  Testing Assumptions about Young Clients 

In this activity participants match descriptions of youth client groups to a financial product 
or service in order to raise their awareness of their assumptions about the needs of youth 
and how they influence product design and development 

 
Steps:    

a) Introduction to the Concept of Assumptions (20 min) 
Share with participants that when planning market research it is important to 
recognize the role that assumptions play in gathering data about the youth 
segment being researched. 

Provide each participant with a card of either the description of a financial service 
or a description of youth clients.  Invite participants to circulate and match the 
client to the financial service.  

Sample Responses: 

Description of Youth Clients Description of Financial Service 

10-16 year old girls in Bangladesh group managed savings service with 
young clients who cannot access banks 

18 year olds, primarily young men in 
Palestine 

individual loan product 

15-24 year old single mothers in Bolivia group based credit services 

8-12 year old children in Malawi group managed savings in rural areas 
during school breaks 

16 year old boy or girl in Morocco individual savings accounts 

 
Ask participants:  
 Why did you match your client to that service?   

Objectives:  
By the end of this activity, participants will have: 

1. Matched descriptions of youth clients to a financial product or service using 
their assumption 

2. Listed their assumptions about their clients‘ financial practices and/or demand 
for types of products and services 
 

Preparation/materials: 

 Matching game note cards prepared ahead of time 
 

Time: 20 minutes 
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 Keep note of participants‘ responses on a flip chart.    
 
Conclude by explaining:  

“Often staff members at financial service providers have assumptions or myths 
about young people and what will best work for them.  We briefly discussed this in 
the first session as well. Other institutions believe that young people can just „fit‟ 
the services they offer.  This list exemplifies the types of assumptions people have 
about clients, such as financial practices, preferences, repayment capabilities, and 
demand for types of services. We need to identify our assumptions and then test 
them to see if they are valid.” 

Ask participants: 
 What kinds of assumptions have your institutions had about other 

clients you have worked with? 
 
Share with participants that stating the initial assumptions about the youth 
segment being studied is an important step in youth-inclusive market research and 
in the design of key questions and tools. 
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Activity 2:  Tools for Establishing Key Questions and Assumptions for 
Market Research, and for Moderating and Capturing Information from 
Focus Group Discussions 

 
In Activity 2 participants deepen their understanding of the attitude, skills, and knowledge 
required for effective qualitative market research with youth.  They visit the 8 Ps to 
formulate a research question for a focus group discussion, and link the money flow tool 
to the 8 Ps. 
 

 
Steps:    

a) Presentation of a Local Case Study (10 min) 
Share with participants that during this activity they will be asked to generate 
assumptions about a youth segment and to develop questions that will help them 
confirm or challenge these assumptions. 

Tip to the Trainer:  The intention of the case study is to prepare the participants 
for the field exercise.  The case study included in this module is to provide an 
example of the type of information that should be included when writing a case 
study to prepare the participants for the field work that has been organized for this 
course. Please adapt the mini case study to the local context keeping in mind the 
target group with whom the participants will conduct market research in the field.  

Objectives:  
By the end of this activity, participants will have: 

1. Used the 8 Ps of Product Development to create assumptions and key questions 
to research the needs of a particular youth segment 

2. Created a list of facilitation skills required to effectively moderate a focus group 
discussion 
 
 

Preparation/materials: 

 Flip chart paper 

 Handout: Local Case Study 

 Handout: The 8 Ps (Blank) 

 Handout: Aligning 8 Ps with Assumptions and Key Questions for Market 
Research 

 Handout: Money Flow Tool 

 Field planning document 

 Handout: Getting to What We Know We Don't Know: Using Youth-Inclusive 
Market Research Tools and Approaches to Develop Effective, Demand-Driven 
Youth Livelihood Programs, Volume II: Trainer's Handbook (Homework) 

 Markers 
 

Time: 105 minutes 
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Distribute the case study and share with participants that the case study provides 
them with some information about a group of girls living in Accra, Ghana and the 
services that are currently available to them. 

Tip to the Trainer: A variation on this step is to do a mock interview with a 
representative of a local youth serving organization who can describe the project 
and the young participants.  

Case Study Example (please tailor to the characteristics of youth 
in the field study): Adolescent Girls Living in Slums  

of Accra, Ghana 

Background 

Adolescents make up approximately 21.9% of the total population of Ghana. They 
are the largest adolescent cohort in the country‘s history. They are coming of age 
in a fast-changing era in an environment in which they have little support to 
address a myriad of physical and emotional challenges.  These challenges are 
often exacerbated by limiting societal norms and conditions. The situation is 
especially troubling for adolescent girls who have several missed opportunities in 
schooling in addition to emotional and physical challenges. Adolescent girls are 
therefore more likely to drop out of school, to earn a living either on the streets or 
as domestic workers, or to be married at an early age.  

Girls Living in City Slums 

Girls living in Tema, for example, represent girls who are victims of domestic 
violence, migrants from poor rural areas looking for work in the cities.  They are 
prone to early pregnancies and participate in a range of informal economic 
activities. 

Services offered to Girls 

- Sports 

- Games 

- Health services 

- Safe spaces 

Services to be developed 

The Population Council in Ghana is exploring the possibility of offering financial 
literacy and savings services to these girls 

Source:  Population Council, 2010 

b) The 8 Ps of Product Design for Young Clients (30 min) 
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Share with participants that an organization is developing an education loan 
product for youth.  Share with participants that they are going to develop 
assumptions about this product using the 8 Ps of product design as the 
framework. 

Tip to the Trainer: If possible, the product or service being offered (in this case, an 
education loan) should be changed to reflect the field exercise that has been 
organized for this course.  

Distribute a handout of the 8Ps and explain the framework: 

“While the 8 Ps are used in product design, they are also useful in establishing the 
initial assumptions and questions from which market research tools are 
developed.”  

Ask the participants to find a partner.  Assign two of the Ps to each pair and ask 
them to write 1-2 assumptions and 1-2 questions for their assigned Ps.   

Tip to the Trainer:  There should be a minimum of four pairs for this exercise. 

The chart below is an example that can be used as a reference if the pairs are 
unable to develop assumptions or questions.   

Aligning 8 Ps with Assumptions and Key Questions for Market Research 

8 Ps for a Youth Education Loan 
P Definition Assumptions  What further information is 

needed 

1. Product 
 

Terms and 
conditions, 
requirements, 
guarantees, etc. 
 

Assumptions:  
For example, repayment is 
smaller at the beginning 
and higher once young 
person has obtained 
employment within 1 year 
of taking the loan 
 

Examples of questions: 
1) Does the young person 
have a part time job? 
2) Do the parents contribute 
to the young person's 
education? 
 

2.  Price 
 

Interest rate, fees, 
penalties, transaction 
costs, etc. 
 

Assumptions:   
A special interest rate may 
apply for students  
 

Examples of questions: 
1) Would the lower interest 
loans be used for other 
purposes? 
2) How much do they already 
borrow for education and at 
what price? 
 

3.  Physical 
evidence 
 

Passbook, 
promissory note, etc. 
 

Assumptions: 
Students may like having a 
special identification that 
they joined that banking 
institution 
 

Example of Questions: 
1) What kinds of symbolic 
representations would be of 
attraction to young people? 
 

4.  Promotion 
 

Marketing, 
advertising, public 

Assumptions: 
For example,  it may be 

Example of Questions: 
1) What would be interesting 
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relations, publicity, 
communication with 
public 
 

important to partner with 
universities and advertise 
via student groups 
 

for young students? 
2) What benefits could be 
marketed?   
 

 5.  Place 
 

Distribution and 
delivery channels, 
branches, outreach 
workers or field 
agents, ATMs, 
mobile units 
 

Assumptions: 
1) Young people may be 
able to access services 
where they attend school , 
for example 
 

Example of Questions: 
1) How much do young 
people know about the 
services provided by financial 
institutions? 
 

6. Positioning 
 

Competitive 
advantage or niche as 
perceived by target 
customer 
 

Assumptions: 
1) Special kinds of 
partnerships with learning 
institutes may make the 
financial service provider 
more accessible 
 

Example of Questions: 
1) What benefits are there in 
locating at a learning 
institute? 
2) What benefits are there for 
students? 
 

7.  People 
 

Human resources; 
hiring, training, 
performance 
monitoring, etc. 
 

Assumptions: 
Front line staff will need to 
become more approachable 
by young people 
 

Examples of Questions: 
1) What kinds of places do 
young people frequent and 
why? 

8. Process 
 

Systems, manuals, 
operating 
procedures, forms, 
queues, turnaround 
time 
 

Assumptions: 
There may need to be 
adaptations to forms so 
they are more youth 
friendly, less to fill out 
 

Examples of Questions: 
1) What kinds of ways can 
young people fill out 
information, use of 
technology? 
 

 
Invite each pair to share their assumptions and questions.  

c) Introduction to a Market Research Tool for Youth (10 min) 
Share with participants that some of the questions developed can relate to kinds of 
economic activities girls are involved in as well as how girls spend their money.  
The Money Flow Tool is an example of a tool that can be used to gather 
information about economic activities and how girls spend their money.  Pass out 
or reference the Money Flow Tool and share with participants: 

"Today we are going to be using a tool that can help collect data around the 
sources of and the use of money. This tool is called the "Money Flow tool" and we 
are going to review all parts of this tool, in preparation for its use with young 
people by all of you. This is an example of a participatory rapid appraisal tool used 
with focus groups that has been adapted for use with young people.  It promotes 
concentration via use of toys and use of the third person.  In some countries, the 
more marginalized the group of young people, the more these toys have worked 
effectively.  Also note that in parts of the tool, it signals to the moderator to be 
patient.  Young people need time to reflect.  It is not that they do not understand 
the question.  This is often an assumption that is not borne out by reality." 
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d) Linking the 8Ps to Focus Group Tool (10 min) 
Hand out or reference the "Money Flow Tool" and read through the tool with 
participants. Answer questions as needed.   

Explain the following to participants: 

“The tool includes useful guidance on how to conduct a focus group, including tips 
to making the market research more youth-friendly. If and when it is used properly, 
the tool draws out information from young people and can provide rich 
foundational data. The tool and guidance on how to use the tool are 
complementary and support effective facilitation of the focus group. Once the data 
has been collected, there will always be a need of course to go back and find out 
more information – and the tool can be adapted to accommodate those additional 
research questions.” 

 
Refer back to the group work done on the 8 Ps and the flip chart with the 8 Ps and 
product attributes done in session 2.  Select one P related to the field exercise. 
For example, it could be the ‗Positioning‘ P related to financial literacy or the 
‗Product‘ P related to financial services.  Circle that P with another color. 

Tip to the Trainer: The P that is chosen will depend on what has been organized 
in advance of the course and should be relevant to the purpose of the field 
exercise. 

Ask participants: 
 What kind of information do we wish to learn regarding that P when 

we meet with the young people? 

Keep note of the responses on a flip chart paper.  

Sample Responses:  
I. Product: Where do young people get money and how do they use it? This 

helps us understand more about the terms of the product. Do they have 
regular income? 

 

Ask the participants to read "Getting to What We Know We Don't Know: Using 
Youth-Inclusive Market Research Tools and Approaches to Develop Effective, 
Demand-Driven Youth Livelihood Programs, Volume II: Facilitator‘s Handbook" by 
David James-Wilson and Veronica Torres paying particular attention to pages 8-
16.  The reading is available on their USBs and should be read in preparation for 
the field exercise. 

Tip to the Trainer: Assign reading for homework if there is not enough time to do 
so in class. "Getting to What We Know We Don't Know: Using Youth-Inclusive 
Market Research Tools and Approaches to Develop Effective, Demand-Driven 
Youth Livelihood Programs, Volume II: Facilitator‘s Handbook" by David James-
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Wilson and Veronica Torres paying particular attention to pages 8-16.  The reading 
is available on their USBs and should be read in preparation for the field exercise. 
If there is time at the end of the day, continue with the next activity to prepare for 
the field otherwise preparations can begin the next day. 

  
e) Model the Focus Group Tool (45 min) 

Invite 5-6 volunteers to represent a group of young people from a local area or an 
area participants are familiar with (i.e. slum girls ages 12-15 in Kenya; rural boys 
in Senegal, etc.) to role-play participants in a focus group discussion.  

Share the following with volunteers: 

"Each of you will pretend to be [15-18 year old girls from slum urban area of Accra] 
or representing another group of young people from the local site who earn money 
in a number of ways.  Use your knowledge of young people to role-play this focus 
group discussion.  A focus group guide will be used by the moderator."  

Facilitate a 30 minute mock session using part of the "Money Flow Tool" with the 
group of volunteers.  

In the mock session, simulate the following sections from the ―Money Flow Tool‖ 
Guide:  

 Greeting 

 Facilitation Tools 

 Sources of Money 

 Conclusion (simulate concluding a focus group) 
 
Invite those observing to answer the following ( prepare ahead of time on a flip 
chart): 
 What skills did the moderator use? 
 How did the moderator engage the group? 

 
Keep note of the responses on a flip chart paper.  

 Invite participants who observed the simulation to share their observations and 
responses to the two questions about skills and engagement approaches used by 
the moderator.   

Share with participants that the Money Flow Tool will be used for the field 
exercise.   
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Activity 3:  Preparation for the Field Exercise 

In Activity 3 participants deepen their understanding of the attitude, skills, and knowledge 
required for effective qualitative market research with youth.  They then review an 
observation checklist of facilitation skills, a note-taking template and a checklist of field 
materials in preparation for the field exercise. 
 

Steps:   

a) Information on Team Assignments (10 min) 
Divide the participants into at least 4 teams (depending on the number of 
participants and the number of youth focus groups) made up of one trainer and 
one note taker for the field exercise.  The note taker will be responsible for data 
collection and identifying areas for further probing.  The trainer will focus on asking 
the right questions, always keeping in mind the ultimate goal of the exercise: 
designing financial products for this particular market segment. Explain that the 
note taker can signal to the moderator possible areas for additional probing and 
therefore teams should agree on ways to communicate with each other prior to the 
field exercise so that the moderation runs smoothly.  

Divide the participants into pairs or teams for the field exercise. Provide each team 
with a set of tools including: the moderation tools (balls, chicken, etc.), flip chart 
paper, ranking pieces and markers. The next step is to look at some of techniques 
in facilitating, note-taking, and observation that were discussed in the reading. 

Objectives:  
By the end of this activity, participants will have: 

1. Categorized information from an assigned reading into ―skill set‖, ―mind set‖, or 
―tool set‖ 

2. Listened to a description of the Note-taking Tool 
3. Explained how the Making Cents observation tool could be used to improve 

facilitation skills 
4. Established market research teams and the roles of team members 

 
 

Preparation/materials: 

 Flip chart paper 

 Markers 

 Handout: Money Flow Tool 

 Handout: Observation Checklist 

 Handout: Note Taking Template Tool 
 

Time: 80 minutes 
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Tip to Trainer:  You can replace the koosh ball, chicken and stretchy ball (the 
moderation tools) with locally acquired toys that can be purchased ahead of time.  

b) Readings (20 min) 
Share with participants that this activity reviews the steps for conducting the field 
work.   

Invite participants to share their insights from the reading, specifically around the 
meaning of the following concepts: "skill set", "mind set", and "tool set" as related 
to youth-inclusive market research.   

Keep note of the responses on a flip chart paper.  

Tip to the Trainer: Use the following information to facilitate the discussion 
around ―skill set,‖ ―mind set‖ and ―tool set‖: 

Forming an Interdisciplinary Facilitation Team: Successful focus group 
research with youth requires a range of skill sets. It needs to incorporate both 
effective group facilitation skills and the ability to design and refine focus group 
tools; 

Appreciating Each Trainer’s Distinct Starting Point: Similar to learning how to 
ride a bike or swim, this may be a trainer‘s first time.  It takes practice and 
patience to learn how to operate in a natural and effortless way in an environment 
that may be unnatural in the beginning. 

Cultivating a Youth-Inclusive Market Research Mindset: At the heart of 
effective qualitative market research with young people is the development of 
what might best be described as a youth-inclusive market research mindset. It 
embodies how we think about young people‘s strengths and potential. It 
incorporates our assumptions about the value of considering young people‘s 
insights and aspirations in the design of new programs. It captures how we 
approach the facilitation of focus group discussions among youth, and it reflects 
our basic assumptions about the ways in which young people are both different 
from and similar to adults. 

Developing a Youth-Inclusive Market Research Skill Set: Youth-inclusive 
market research, as the name implies, draws on skills inherent in both effective 
youth work and rigorous market research. It involves a range of core techniques 
and attributes (a market research skill set) that needs to be developed in a step 
by step manner via the observation of focus group sessions, briefing and 
debriefing discussions, along with hands-on practice delivery of additional focus 
group discussions. 

Building a Youth-Inclusive Market Research Toolset: An essential component 
in all youth-inclusive market research initiatives is the design and application of 
focus group discussion guides. These tools provide a systematic structure for all 
individual focus group sessions. They also ensure consistency and rigor across a 
series of focus groups sessions carried out by a team of market researchers. In 



47 

some cases existing focus group tools developed by previous research teams 
can be adopted in their entirety for use in your study. In other cases existing tools 
may need to be adapted by a market research team for use in their particular 
study – with adaptations driven by initial focus group findings, or by the unique 
research questions at the heart of a new study. 

Source: Getting to What We Know We Don't Know: Using Youth-Inclusive Market Research Tools and Approaches to 
Develop Effective, Demand-Driven Youth Livelihood Programs, Volume II: Trainer's Handbook" by David James-Wilson 

and Veronica Torres 

 

 

Ask participants:  
 What were some of the key techniques that we read about in 

moderating focus groups with young people?  

 
Keep note of the responses on a flip chart paper.  
 
Remind participants to use a range of techniques to promote participation and 
critical thinking from the young people and highlight any techniques that were not 
mentioned.   
 

Tip to the Trainer: The following are excerpts from the reading the group was 
assigned the previous day.  It provides guidance on what to observe during the 
focus group discussion.  

 

Reference Guide for Focus Group Moderation with Young 
People 

Letting the Facilitation Guide(s) Do the Work 
One of the advantages of using a pre-developed focus group discussion guide is that it 
will provide a measure of consistency and structure to the group facilitation process.  But 
this will only occur if the trainer has the patience to follow the step-by-step questions and 
activities built into the tool, and the persistence to keep the group moving forward 
through the tool in an efficient and timely manner.  This process takes self-discipline on 
the part of the trainer during the session (not to get off track), along with advance 
preparation to develop familiarity with the guide‘s questions, activities and data collection 
requirements so that the overall flow and key connection points are clearly understood.  

Probing vs. Prompting 
A key skill for all trainers to develop is the use of ―probe‖ style questions.  These open 
ended follow-up questions will help participants further explore a given theme or topic, 
and to expand on their initial comments and observations.  But unlike ―prompt‖ style 
questions that tend to steer participants towards a particular answer, ―probe‖ style 
questions do not anticipate any particular answer.  An example of the difference between 
probing and prompting is as follows.  If participants have spoken about earning money 
selling firewood, a ―prompt‖ style question would involve asking ―do you save some of 
your earnings‖ – which prompts youth to talk about ―saving money‖.  Whereas a probe 
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style question would be either to ask ―what are some of the things young people like you 
do with the money you earn‖ or  ―if you want to use small amounts of earnings towards a 
big expense like school fees, how would you go about doing this‖ – which leaves room 
for a wide range of possible answers.  

Allowing for a Step-By-Step Cognitive Process 
One important way in which youth-inclusive focus groups sometimes differ from 
adult ones, involves addressing young people‘s cognitive style through the use of 
―step by step‖ methodologies.   Research tells us that during adolescence young 
people‘s brains go through what can best be described as a massive re-wiring 
process.  During this time period young people shift from more simple ―black and 
white‖ thinking to more nuanced higher order thinking. 

Helping the Group Keep On Track and On Task 
From time to time participants may share ideas or experiences extraneous to the topic of 
the focus group session.  Trainers need to be respectful of these ideas, while at the 
same time steering the group back to the task at hand.  One of the best ways to handle 
this situation is to say to a participant: ―That is a most interesting idea, and probably one 
that will need another group discussion to explore.  Let me write it down.  And then why 
don‘t we get back to the topic of today‘s session.‖ 

It will also often be the case that group members have a hard time getting started with 
ranking or scoring tasks that they have to reach a consensus on.  Gently remind them 
that there are lots of possible answers and that someone should start the process off by 
suggesting one possible scoring or ranking solution, and then others can build on that 
idea or share a different one.  This is why ideas are typically written on index cards and 
flexible scoring tools such as glass beads or stones are used – as each of these 
techniques allows for the group to explore a range of possible answers without having to 
rewrite a list or cross out one set of proposed scores. 

There are also techniques trainers can use to keep the discussion moving forward: 

 Chain Reaction – where the trainer asks probing questions to the whole group 
based on the initial comments of the first few participants. 

 Echoing – which involves paraphrasing participants‘ comments and checking 
that their meaning is clear (for example:  ―do you mean…‖; ―it sounds like you are 
saying…‖ ; or ―could you tell me what that looks like…‖). 

 Empathetic body language – where the trainer uses positive body language 
(leaning forward, nodding their head, or showing interest in the face) to 
demonstrate interest and respect. 

 Devil’s advocate (or stupid foreigner) – where the trainer expresses an 
extreme viewpoint that provokes participants into correcting comments made, or 
assumptions expressed. 

 False termination – which involves the trainer making concluding comments at 
the end of an initial discussion that provoke participants into further deepening or 
clarifying initial comments. 
 

Paying Attention to Body Language and Drawing in Quiet Members 
Trainers need to develop the ability to ―read‖ the body language of participants.  Some 
young people will not be comfortable making a suggestion or disagreeing openly with 
another participant.  This might be due to their individual temperament, or to some other 
cultural barrier.  A good trainer will notice when quiet members seem interested in saying 



49 

something, and will take the initiative to pass the Koosh ball to them.  It can also be 
effective to make an open-ended comment about body language you notice – such as: ―I 
notice that you shook your head right now and I wonder if you might disagree with the 
scoring that has been proposed‖.  It will, of course, be important never to try and force 
young people to participate – and the general rule is that participants who receive the 
Koosh ball can always pass it on to another participant if they do not wish to speak at a 
given moment. 

Understanding the Different Ways & Different Times Youth Can Contribute  
One of the most interesting aspects of group dynamics that we have consistently seen 
among youth focus groups is the different types of ―leadership‖ roles participants take on 
across the three step focus group process we typically employ.  One thing that we have 
regularly noted is that the participants who speak the most during the initial experience 
and idea surfacing stage of work, are often not those who take the lead role when it 
comes to ranking and scoring exercises.  Indeed, it is often some of the most silent 
participants during the first-step brainstorming session who come to life during second-
step ranking and scoring activities, and the third-step analysis-oriented discussions.  
Whether this is due to temperament, personal preference, or other more subtle drivers of 
group dynamics – it is something we have experienced across many cultures, and one 
that we now pay attention to closely. This phenomenon has taught us to respect the fact 
that participation comes in many shapes and sizes.  It also serves to underscore how 
important it is to use the three-step focus group discussion process with youth so that 
false conclusions are not reached by researchers who base their premature analysis on 
information generated during open-ended discussions to which all participants may not 
feel comfortable contributing to the same degree. 

Always Asking ―Why Am I Speaking?‖ 

One of the best pieces of advice an experienced trainer can offer to a newcomer is to 
constantly ask oneself: ―why am I speaking right now?‖  The truth is that effective focus 
group trainers understand that the more one can get the group members talking – and, 
more importantly, speaking to each other – the more productive the session will be.  Our 
job is to introduce the session and provide guidance on each step in the process.  But 
after that we do not need to be a dominant voice in the process. 

Source: “Getting to What We Know We Don't Know: Using Youth-Inclusive Market Research Tools and Approaches to 
Develop Effective, Demand-Driven Youth Livelihood Programs, Volume II: Trainer's Handbook" by David James-Wilson 

and Veronica Torres 

 

 

c) Preparation for Note-taking (15 min) 
Provide each participant with a copy of the Note Taking Template Tool. 
Share with participants that the note taker has a very important job, as the 
discussions between the young people that are provoked by the questions asked 
are often times the most important information. During the field exercise the note-
taker will require support to ensure that s/he is capturing key and appropriate data.   

Generally speaking, the note taker will be responsible for capturing the following 
information:  

 Key bio data information on participants (age, gender, etc.)  
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 A seating map so you can keep track of individual quotes  

 Key ideas/experiences shared 

 Interesting quotations from participants (referenced in the notes by age, 
gender, etc.) 

 Observations made by participants during ranking and scoring activities, 
and during the presentation of results 

 Notations of where participants disagreed or failed to reach consensus – or 
where one sub-group held distinct views from the broader group (often a 
factor of gender, age or some other common demographic marker) 

Ask participants:  
 What were some of the key techniques that we read about in note 

taking for focus group discussions with young people in the reference 
guide?  

 

Tip to the Trainer: The following are excerpts from the reading the group was 
assigned the previous day.  This reference provides useful tips for working with 
note takers. 

There Is an Important Difference between Need to Know and Nice To Know 
Information(p.8-9) 
One of the hardest things for focus group trainers to do is to keep the group ―on 
topic‖ – while still leaving room for unexpected responses or surprising insights.  
Young participants may need time to settle into the topic and it can be helpful to 
have a couple of open-ended warm up questions that give them a chance to start 
the discussion in the way that they most feel comfortable.  For example, a group 
that wants to look into savings practices among rural girls might first ask ―how do 
young people like you contribute to your family wellbeing‖ – before getting to the 
topic of ―how can you gather small amounts of money into larger lump sums‖.  
The trainer‘s role, though, will need to be keeping the initial discussion relatively 
brief, and to then keep the girls on the topic of savings for the balance of the 
typically 60-75 minute focus group session.  Sometimes this might be 
accomplished by letting the group know that they can pick up some topics in 
future conversations – or it may be necessary to help a group get back on task by 
taking a break from talking and doing a simple team game for a few minutes 

It can be equally important to keep ourselves, the trainers, on topic. Sometimes 
participants will introduce information that is exciting or compelling to us, but not 
at all related to the goal of the session.  We will have to develop the discipline not 
to probe further into this extraneous topic – no matter how interesting it might 
seem.  Our mindset needs to be to keep the focus on the ―need to know‖ versus 
the ―nice to know‖ – and to follow up after the session if a topic is simply 
irresistible to us. 

Taking Notes on Key Ideas/Quotes (p.15) 
Focus group discussions do not contribute to our overall field research agenda 
unless we take the time to carefully document each session.  Some research 
teams are able to do this by tape recording all of their sessions – but not all 
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studies can afford the extra cost this approach can impose.  Focus group experts 
have also begun to question the return on investment all of the transcription costs 
can produce. Some now advocate that teams that take point form notes and 
debrief key learnings each day, are typically able to generate almost equally valid 
and reliable data for a fraction of the cost of using tape recorders and 
transcription. 

“Getting to What We Know We Don't Know: Using Youth-Inclusive Market Research Tools and Approaches to Develop 
Effective, Demand-Driven Youth Livelihood Programs, Volume II: Facilitator‟s Handbook" by David James-Wilson and 
Veronica Torres 

 
It will be important to have all observations noted down and ready to share the 
following day.  Advise note takers to organize the notes according to each 
question that was asked. Additionally, note takers may want to list other quotes 
and information related to money that could be relevant to creating a youth-
inclusive financial product.  

d) The Observation Checklist(5 min) 
Take a moment to introduce the observation checklist. Explain that the 
observation checklist is for the observer and/or note taker (depending on the 
number of people participating in the field visit.   
 
“The observation checklist is used to provide feedback for focus group 
moderators.  Discovering specific examples of the behaviors and skills observed 
(or lacking) is important to providing effective feedback to the trainer of the group. 
The feedback will also help teams determine if they have the skills to facilitate 
focus group discussions or if they should outsource that component to ensure the 
quality of the information.  This is also true of the note-taking role. Feedback 
helps note-takers recognize if their organization is equipped to execute this task 
or if external support is needed. “ 

Invite participants to read the handout and ask: 
 How may this tool be useful to you or others conducting focus groups 

in the field? 

Let participants know that during the field practice the course trainer will be 
observing and will also be accessible to them to help with probes or any other 
area where they signal a need for support.  

e) Final Preparation of Field Teams (30 min) 
Invite the teams to spend some time reviewing the tools and discussing their 
respective facilitation and note taking roles.  Clear roles can be critical to smooth 
facilitation of the focus group.  

Give the participants time to prepare and agree on their roles.  

Place the following on a flip chart ahead of time:  
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Field Materials Checklist 

Item On hand 

Flip chart paper  

Beans or counting markers  

Colored cards/sticky paper  

Focus group guide  

Notebook/Note taking guide  

Cognition tools (soft ball, stretchy ball, chicken, etc.)  

Colored markers  

Other?  
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Handout: Observation Checklist for Focus Groups 
 

This tool is used to observe a moderator facilitate focus group discussions.   It specifies 
the skills and behaviors to observe for the purpose of providing feedback to the 
moderator 

What to Look For How Often Noted 

Trainer uses tools (koosh ball, 
stretchy ball, chicken)  

Never When it 
can help 

Sometimes  All the 
Time 

Trainer places him/herself at the 
same level, physically, as the 
participants (sits with them, tries 
to stay below or at their height 
level) 

    

Trainer lets young people write 
on their own or move papers 
around on their own 

    

Trainer has fun with the tools     

Young people are having fun     

Trainer uses games with groups 
to energize  

  N/A N/A 

Trainer makes sure everyone 
contributes, not just the talkative 
youth 

    

Trainer lets group do the ranking     

Trainer is aware of whether the 
young people are tired and stops 
for break 

    

 

What to Listen For     

Trainer follows the questions 
outlined in the tool and starts 
with those before probing 

    

Trainer is able to gain confidence 
of young people so they speak 
freely 

    

Use of ―young people‖ rather 
than ―you‖ 
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Trainer probes for more 
information on what they are 
asking about 

    

Trainer probes and relates back 
to objective of the tool 

    

Trainer  asks for further 
explanation on disagreements 

    

Trainer asks for more information 
on ―seeming‖ contradictions such 
as savings being mentioned as a 
source or use of money 

    

Young people speak more often 
than the trainer 

    

Trainer does not provide a view 
on the responses nor judge the 
responses 

    

Trainer uses humor 
 

    

Trainer‘s tone of voice is 
respectful 
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Session 4:  Focus Groups with Young People  
The two activities in Session 4 position the participants to integrate the tools and 
practices learned thus far in the course by moderating groups of young people using the 
―Money Flow‖ tool.  The first activity provides participants with an opportunity to 
moderate, observe a focus group discussion, or capture information that emerges during 
the discussion using the note-taking tool.   Activity 2 ends with the introduction of a data 
collection tool that helps participants organize the data collected during the discussion. 
The course trainer also takes notes while observing the discussion in order to provide 
feedback to the moderators during Session 5 and to support the note taking process. 

Session Objectives: 
By the end of this session, participants will have: 

1. Practiced facilitating the Money Flow tool with a group of young people. 
2. Collected the data that emerges from the discussions using the note-taking 

template tool 
3. Observed the facilitation of the focus group discussion in order to provide 

feedback. 
4. Practiced organizing the data collected from the focus group discussion into the 

data collection worksheet 
 
Total Session Time: 270 minutes 

Overview of Activities 

Activity Title Duration Materials Needed 

 
1) Practice in 

Moderating a Youth 
Focus Group 
Discussion and Data 
Organization 

 
270 minutes 

 
Flip Chart Paper 
Markers 
Counting markers or beans 
Mini notebooks for note-taking 
 

 



56 

Activity 1: Practice in Moderating a Youth Focus Group Discussion  

In this activity participants spend the afternoon collecting market data by moderating or 
observing a youth focus group discussion.  The participants use the observation checklist 
and note taking template tool introduced in previous activities to develop their 
competence and confidence in the use of these tools.  Participants use the focus group 
data organization worksheet to organize the data collected from the focus group 
discussion.  This activity can be implemented immediately after the focus group 
discussion or the next day.  If it is the latter remind the participants to bring the notes 
from their observation of the focus group discussion and implement this activity after the 
debriefing activity in Session 5. 

 
Steps:    

a) Facilitate Focus Groups with Young People (240 min) 
Preparation of the focus groups should be done prior to the course.  
 
Participants will travel to visit homogenous groups of young people to facilitate 
focus groups using the money flow tool. Be sure to review logistical information 
with participants prior to the visit. Be prepared to provide the young people with 
snacks, prizes, or any incentives that may be nice so that they are willing and 
comfortable in participating.  
 
Remind participants to hold on to their data for analysis.  
 

b) Debrief and Discuss the Experience of Moderating Focus Groups (30 min) 
Welcome participants back to the training room, toss the ball to the participants 
and ask:  
 What did you enjoy most about the field visit?  

 

Objectives:  
By the end of this activity, participants will have: 

1. Practiced facilitating the Money Flow tool with a group of young people. 
2. Collected the data that emerges from the discussions using the note-taking 

template tool 
3. Observed the facilitation of the focus group discussion in order to provide 

feedback. 
4. Compared the experience of learning to ride a bike or swim with their first 

experience of moderating a youth focus group discussion.   
 
 

Preparation/materials: 

 Flip chart paper on hand 
 

Time:  270 minutes  
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Share with participants that facilitating a focus group for the first time can be like 
learning to ride a bicycle or ―swim.    

Ask participants to share the following:  
 What happened when you first learned how to ride a bicycle or swim? 

 

Sample Responses: 
I. Start slow and in a comfortable place (flat surface for bikes, shallow end 

for swimming) 
II. May have had a coach or a parent with you supporting you in the 

beginning 
III. You may wobble a little bit or fall off the bike in the beginning 

 
Expand on the analogy: 

―This is similar to facilitation in that some may need to start slowly to become 
comfortable or have the confidence to do it on their own, while others may want to 
dive right it in from the beginning, even with the risk of „almost drowning‟ or „falling 
off.‟”  

Invite participants to work with members from their field team to respond to the 
following questions.  The trainer of the focus group should answer the questions 
first and then other team members provide feedback ( prepare on flip chart 
ahead of time):  
 What kind of "bicycle" experience did you have when facilitating the 

focus group? What skills did you apply?   
 

Sample Responses: 
I. Ability to create a relaxing atmosphere 
II. Probing skills 

III. Ability to focus on tool objectives 
 

 
 What was surprising about the experience? 

 

Sample Responses: 
I. Importance of knowing when to refer questions and topics to someone 

else at the host organization 
II. Making sure that one is not acting as a social worker 

 
 What were some challenges you experienced when moderating? 

 

Sample Responses: 
I. Sometimes forgot to use the ―third person‖ and this led to young people 

talking about personal experiences and some not participating 

 
 What would you do differently the next time? 
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Invite pairs to volunteer responses to these questions once they are ready.  Be 
sure to create safety by not forcing participants to share their responses.   
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Session 5:  From Data Collection to Recommendations 
for Product Design 
 
During this session participants use feedback from colleagues and the observation 
checklist tool to discuss the challenges they experienced in moderating the focus group 
discussions and identify techniques for addressing these challenges. The continuum of 
data analysis is introduced in Activity 2 as a tool for organizing, describing, and 
interpreting data in order to make recommendations.  

Session Objectives: 
By the end of this session, participants will have: 

1. Identified some of the challenges of moderating a youth focus group discussion. 
2. Clarified the data presented in the data collection worksheet provided two 

examples each of data description and data analysis, and made 
recommendations. 

3. Provided two examples each of data description and data analysis, and made 
recommendations. 

4. Proposed additional techniques or approaches for effective facilitation of youth 
focus group discussions. 

 
Total Session Time: 110 minutes  

Overview of Activities 

Activity Duration Materials Needed 

 
1) Data Inputting 

 

 
70 minutes 

 
Notebooks 
Handout: Sample Data 
Organization Worksheet 
Computers 
Flip Chart 
Markers 
 

 
2) The Continuum of 

Data Analysis 

 
40 minutes 

 
Handout: The Analysis 
Continuum  
 PowerPoint:  Key Tools  
and Steps in Youth-Inclusive 
Market Research 
Flip Chart 
Markers 
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Activity 1:  Data Inputting 

This activity reassures participants that facilitation skills, like any other skill such as 
riding a bike or swimming, requires patience and practice to master. The moderators 
share some of the challenges they experienced with moderating the focus group 
discussions and listen to feedback from their team members.  As a team they identify 
techniques to address these challenges.  

 
Steps:    

a) Sample Data Organization Worksheet Presentation (15 min) 
Share with participants that once the data is collected the next step is to organize 
it.  In this activity we review a tool to help with this task.   

Explain that data analysis can be aided by having a tool that can help organize the 
data collected from many focus groups.  Provide a handout of the ―Sample Data 
Organization‖ to all the participants.  

Tell participants that this is an example of one tool that is helpful in organizing data 
and that other specialists may use other kinds of tools that work for them. 

b) Sample of Data Input from the Field Exercise (10 min) 
Present the three spreadsheets from the ―Sample Data Organization‖ Worksheet. 
Explain the following: 

"This Excel workbook is a sample of how to organize data from focus group 
discussions. We will be clearing out the information that is currently in the 
worksheets in order to input our data from the field exercise. The first worksheet in 
the Excel workbook is for individual focus groups to input their data. You should 
input both the data responses of the focus group and quotes taken verbatim from 
the notes. The quotes are directly related to the response to either substantiate it 
or provide information for further research. The second worksheet is a summary of 

Objectives:  
By the end of this activity, participants will have: 

1. Identified some of the challenges of moderating a youth focus group discussion. 
2. Analyzed the data presented in the data collection worksheet. 

 
Preparation/Materials: 

 Handout: Sample Data Organization Worksheet 

 Flip chart paper reflecting the columns and rows in the Sample Data Organization 
Worksheet (if participants do not have computer access) 

 Markers 

 Notebooks 
 

Time:  70 minutes 
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all the groups' data which we will input once all groups have inputted data from 
their focus groups. The third worksheet presents ranking data taken from focus 
groups and this can be used in reports for example.” 

c) Assign Data Input Tasks (45 min) 
Instruct participants that they should take 30 minutes (if possible assign for 
homework on Day 2) in the evening after the field work to input the data into the 
worksheet which is also on their USBs in the "Tools" folder.  Remind them that the 
whole group should work together to input the data and indicate the room or space 
that will be available to participants to meet and work together. 

Ask participants if they have any questions regarding the assignment. 

Tip to the Trainer: Note that there will be two different approaches to data 
inputting and analysis depending on if the participants have computers or not and 
whether or not you have the opportunity to assign this for homework or if it will be 
an in-class activity.  

Invite participants to take 10 minutes to finalize any inputting data if needed.  
Depending on if participants have computers, it may be necessary to use a 
different approach to doing the inputting and analysis as a class.  

No Computers: If data inputting will be taking place without computers, let 
participants know that you will only be reviewing the process for ―sources of‖ 
money due to time constraints.  

Ask participants to first get into their groups and draw a chart with these headings 
and summarize the raw data from the field:  

Source of Money Interesting Quotations 

  

  

  

 

Prepare ahead of time the following flip chart(s) and ask participants to come up 
and list their sources one group at a time. If a source has already been listed, 
advise participants to simply put an (x) under their focus group name to the side of 
the sources. More than one flip chart may be needed.  

The following is only an example. Only put headings on the flip chart. 

Sources of 
Money 

FG#1, Girls 
16-18 

FG#2, 
Girls, 

16-18 

FG #3, 
Girls, 19-21 

Etc.  Interesting 
Quotes 
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Parents x x x   

Selling 
livestock 

  x   

 

 With Computers: If data analysis will be done on computers, compile each 
group‘s information into one Excel worksheet as groups finalize their data.  

Ask one group member from each focus group team to present the completed 
data collection worksheet. 

Tip to the Trainer: Project the data collection worksheet from the computer and 
probe for any data clarification using the following guiding questions if some of the 
responses are not clear:  
 What is the context of that response? 
 Were there quotes that confirmed that information?  

 
Keep the data collection worksheet on the computer for the next activity. 

 

Share with participants that it is useful to write down notes while looking at the 
data, as questions may arise. These notes can be used to develop more specific 
questions and probe further in one area through additional focus groups or in-
depth interviews.   

Advise participants that it is always useful to debrief a focus group discussion.  
Explain that the data also needs to be described and interpreted in order for it to 
have use in product design and that in the next activity the group will explore these 
different levels of analyses. Let them know that in the next activity they will be 
looking at a continuum to help them analyze the data. 
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Activity 2: The Data Analysis Continuum 

During this activity participants practice describing and interpreting data and making 
recommendations as the next steps in using market research to inform the features of a 
financial product or service. 

 
Steps:    

a) Reading on Data Description, Interpretation and Recommendations (10 min) 
Explain to participants: 

―Data analysis can be complex and involved and, as a result, market research 
teams often skip steps in the analysis of the data or make recommendations 
without first describing and interpreting the data.” 

Invite participants to read the paragraphs on the data analysis continuum.  The 
continuum is presented in Richard A. Krueger's Analyzing and Reporting Focus 
Group Results in the Focus Group Kit.   

 

The Analysis Continuum 

Raw Data--------------Description--------------------Interpretation----------------- 

Recommendation 
On one side of the continuum is raw data.  Often what is presented in a study is primarily 
raw data and organized according to thematic areas.  For example, the chart we are 
using is raw data.  A market research study that only presents this chart would not be 
useful to those seeking to confirm or challenge assumptions or answer questions set out 
under the 8 Ps of product development.   
 
A further step would be to describe the data and summarize comments of the focus 
groups.  For example, the information taken for the "sources of money" theme could be 

Objectives:  
By the end of this activity, participants will have: 

1. Provided two examples each of data description and data analysis, and made 
recommendations 

2. Proposed additional techniques or approaches for effective facilitation of youth 
focus group discussions. 

 
Preparation/materials: 

 Handout: The Analysis Continuum 

  PowerPoint:  Key Tools and Steps in Youth-Inclusive Market Research  

 Flip chart paper  

 Markers 
 
Time:  40 minutes 
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organized under that title and a summary paragraph would follow with some quotes taken 
from young people directly.  The summary would provide an idea of trends, coincidences 
in responses and quotes that spoke to these.  The field notes, beyond the responses are 
critical here. 
 
Interpretation includes a suggestion of meaning.  This is where we could start to either 
address assumptions or answer some questions.  These interpretations need to be 
based on the data available and not just aim at verifying the original assumptions.  This is 
often what happens, dismissing the purpose of doing market research with young people 
in the first place.  That is why having verbatim quotes is so important and in some cases, 
having several, would serve interpretation well. 
 
Finally, for recommendation, the research team identifies strategies to address gaps, 
build on foundational and existing elements which are reflected through interpretation.  
For example, if data points to girls' significant expenditures without planning, budgeting 
content would be recommended as part of the financial literacy materials. 

 
b) Applying Data Analysis Continuum (15 min) 

 Invite participants to work in three groups or pairs.  The groups will have the 
following tasks ( prepare on flip chart ahead of time): 
 Review the aggregated data on sources of money and provide two 

sentences that interpret it and provide one recommendation 
 Review the aggregated data on girls' expenditures and provide two 

sentences that exemplify data description and one recommendation 
 
Encourage groups to work together to facilitate each other‘s work. Invite teams to 
work on their own computers and use the data collection sheet to incorporate their 
analysis. 

d) Presentation of Two Key Areas for Youth-Friendly Moderation (15 min) 

Show  PowerPoint: Key Tools and Steps in Youth-Inclusive Market Research"  
 

Tip to the Trainer: Slide notes contain talking points for this presentation.  

Share with participants that beginning market research with focus groups helps to 
define questions for further quantitative surveys and in-depth interviews.  
Additional questions can therefore be more specific and few questions can be 
asked, both of which are factors when considering scheduling discussions with 
young people. 

 



65 

Session 6:  Review and Next Steps with Youth-Inclusive 
Market Research 
 
This session prepares participants to think about the concepts, tools and skills from this 
course in the context of their own organizations. The session begins with a review of the 
steps involved in planning and conducting youth-inclusive market research.  The 
participants then assess the capacity of their organization to plan and implement these 
steps in order to identify areas where they may need additional expertise.  A sample 
Request for Proposal (RFP) and budget are reviewed to ensure that participants can 
write contracts and/or to secure the appropriate support to do so.  This review and 
assessment culminate in the preparation of a plan that participants will use to lead their 
institutions through an effective youth-inclusive market research process.  The session 
ends with the participants sharing their key learning from the course and completing a 
written evaluation.  
 
Session Objectives: 
By the end of the session, participants will have: 

1. Listed the steps required to plan and implement youth-inclusive market research 
including additional considerations that are specific to each organization 

2. Assessed the capacity of their organizations to conduct youth-inclusive market 
research 

3. Identified options for increasing the capacity of their organizations to plan and 
implement youth-inclusive market research 

4. Described the components and information to include in a request for proposals 
for youth-inclusive market research 

5. Clarified the budget areas and budget lines to include in a request for proposals 
for contracting additional support 

6. Developed a plan to lead their respective organizations through planning and 
conducting youth-inclusive market research 

7. Stated their key learnings from the course 
8. Completed a written course evaluation 

 

Total Session Time: 170 minutes 

Overview of Activities 

Activity Duration Materials Needed 

 
1) Youth-Inclusive 
Market Research 
Review  
 

 
35 minutes 

 
Handout: Youth-Inclusive 
Market Research Planning 
and Implementation Steps 
Worksheet 
Flip chart paper 
Markers 
Flip Chart titled Youth-
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Inclusive Market Research 
Planning and 
Implementation Steps 
Worksheet  
 

 
2)  Institutional 
Assessment 

 
45 minutes 

 
Worksheets 
Flip chart paper 
Markers 

 
3) Outlining a Market 
Research Plan 

  
50 minutes  

 
Flip Chart 
Markers 
Action Plan 
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Activity 1:  Youth-Inclusive Market Research Review  

During this activity participants review the steps required to plan and implement youth-
inclusive market research in preparation for integrating these practices into their 
organizations. 

 
Steps:    

a) Review of Market Research Steps (20 min) 
Share with participants that during this activity the group will review the steps 
involved in youth-inclusive market research using the Youth-Inclusive Market 
Research Planning and Implementation Steps Worksheet.  

Say to participants:  

―As you can see, we have covered many of the implementation steps in this 
class.‖  

Review steps 3-7 with participants and illicit and ask them to identify which tools 
were used in the class for each of those steps. Let participants know that before 
looking at the design of products, you will be looking at some of the planning 
aspects of Youth-Inclusive Market Research.  

   

Assess internal capacity for market 
research 

Planning Step 

Decide on research team 
configuration 

Planning Step 

Develop assumptions/hypotheses 8 Ps  

Objectives:  
By the end of this activity, participants will have: 

1. Listed the steps required to plan and implement youth-inclusive market research 
including additional considerations that are specific to  each organization 
 

Preparation/materials: 

 Flip chart paper 

 Markers 

 Flip Chart titled Youth-Inclusive Market Research Planning and Implementation 
Steps Worksheet ( prepare column headings on flip chart ahead of time) 

 Handout: Youth-Inclusive Market Research Planning and Implementation Steps 
Worksheet 
 

Time:  35 min 
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Create questions for assumptions   8 Ps 

Write up qualitative research guides   Money Flow Tool 

Undertake qualitative market research Facilitated Focus Groups with Young People 

Analyze qualitative data Analyzed data using the Analysis Continuum 

Undertake any needed quantitative 
market research 

We may need to get more quantitative data: 
demographics, income data, may need to 
develop a quantitative survey 

Analyze data Results should be triangulated with qualitative 
data and identify discrepancies 

Determine findings and make 
recommendations for product design 

Reports should include young people's own 
words in recommendations as these will be 
useful in product marketing  

 

b) Introduction to the Market Research Planning and Institutional Assessment 
(15 min) 
Ask participants to brainstorm with their colleagues or individually what planning 
and implementation steps their institutions would need for planning and 
implementing market research. Let participants know they do not need to fill in 
the last four columns title ―Level of Experience and Staff Capacity‖ for the mean 
time and that we will come back to this. The course trainer may need to 
complement the worksheets developed by participants with the steps listed in the 
example worksheet included in this session as Market Research Planning and 
Institutional Assessment.  

Participants may have identified additional steps.  If so, acknowledge these steps 
and probe to understand the need for these additional steps. 

Explain that the next step is to assess the best way forward in order for their 
organizations to plan and conduct youth-inclusive market research. 

Handout: Assessing Institutional Capacity for Youth-Inclusive Market 
Research (this is a completed example only for the training manual) 

Planning Steps Key Considerations Level of 

Experience 

and Staff 

Capacity  

  1 2 3 4 

Determine roles and  Assessment of internal capacity to     
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responsibilities for youth-

inclusive market 

research 

do market research 

Develop market 

research plan  

 Include market research 

objectives, describe existing 

research available, describe further 

research methods, tools and 

sampling, indicate responsible 

researchers and timeline 

    

Develop a market 

research budget that 

aligns to the plan 

 Line items should consider cost of 

qualitative and quantitative 

research 

 Line items should include time of 

internal team members even if 

hiring a firm 

 Appropriately budget for time and 

materials for number of focus 

groups 

    

Decide on market 

research report content 

areas 

 Content areas could include those 

in market research plan as well as 

key findings, product implications 

and recommendations 

    

Issue Request for 

Proposal for youth-

inclusive market 

research or move 

forward with internal 

implementation 

 RFP should include market 

research plan details as well as 

budgetary parameters 

 Prioritize key skills being sought in 

market research for product 

development and abilities to work 

with youth 

    

Implementation Steps Key Considerations     

Meet with market 

research team to 

coordinate logistics 

 Important to keep in mind what 

times young people are actually 

available for scheduling of focus 

groups and interviews 
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 Consider providing drinks/snacks 

to young people, consider taking 

mats so that sitting on the ground 

is an option and no one will feel 

uncomfortable sitting on the floor 

 Important to take snacks if the 

team is going to do so for 

themselves 

Review tools to be used 

and field test them 

 Important to test for words used in 

local context and to make 

adjustments if needed 

    

Coordinate sites for 

market research 

 Important to think about distance, 

accessibility of meeting location for 

potential young clients, safety of 

location 

    

Confirm team structure  Team may consist of someone 

who has skills facilitating focus 

groups with youth and note taking 

    

Make arrangements for 

daily data collection 

 Data can be lost if not input 

electronically so this should be 

done daily 

 An agreement should be made as 

to who will be responsible for data 

housing  

     

Making arrangements 

for data analysis 

 Important that data analysis steps 

and responsibilities are clear 

including how financial service 

provider or other staff will be 

involved to ask questions on 

interpretation prior to the making of 

recommendations and report 

writing 

    

Market Research Report  Who will write the report?     
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 Activity 2:  Institutional Assessment 

During this activity participants assess the capacity of their organizations to implement 
each of the steps of youth-inclusive market research in order to determine areas that may 
require additional resources and/or external support.  The participants will also review 
examples of requests for proposals for conducting market research and an 
accompanying budget to ensure that they are aware of what to consider when 
contracting external support.  .  

 
Steps:    

a) Assessing Institutional Capacity ( 10 min) 
Explain to participants: 

We will now review return to the planning and implementation steps handout and 
assess the level of your institutions in terms of staff capacity and level of 
experience with these various steps. This activity is meant to provide them with a 
tool to assess their internal capacity to plan and/or the implement youth-inclusive 
market research.  

 Prepare on flip chart ahead of time. 

Level 1:  The institution has no experience or little experience with this step 
Level 2:  The institution has some experience with this step and only a limited 
number of team members have this experience 
Level 3:  The institution has significant experience with this step and is part of 
the regular operation of the institution 
Level 4: The institution has a great deal of experience with this step and it is 
able to provide the staff to undertake this research 

Objectives:  
By the end of this activity, participants will have: 

1. Assessed the capacity of their organizations to conduct youth-inclusive market 
research 

2. Identified options for increasing the capacity of their organizations to plan and 
implement youth-inclusive market research 

3. Described the components and information to include in a request for proposals 
for youth-inclusive market research 

4. Clarified the budget areas and budget lines to include in an request for proposals 
for contracting additional support 
 

Preparation/materials: 

 Worksheets 

 Flip chart paper 

 Markers 
 

Time:  45 minutes 
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Invite participants to conduct an initial assessment of their institutions using this 
tool. 

   
b) Presentation of Results of Institutional Assessments (10 min) 

Invite 1-2 participants to share their worksheets with the group. 

Ask the following reflection questions: 
 Please provide more details as to why the rating was at that level for 

that step? 
 If you have many level 1’s for the planning steps, what other options 

can you consider? 
 

Sample Responses:  If organization has resources then it may hire a short-term 
consultant to undertake planning 

 If you have many level 1’s for the implementation steps, what other 
options can you consider? 
 

Sample Responses:  This part of the youth-inclusive market research could be 
outsourced 

c)  Sample Request for Proposals for Youth-Inclusive Market Research (15 min)  
Invite participants to review the Request for Proposal (RFP) for youth-inclusive 
market research.  Give participants 5 minutes to review the RFP. 

Ask participants: 
 Which sections are key parts of the RFP? Why? 
 What should be communicated clearly in an RFP for a prospective 

market research firm? 
 What else would you add to the RFP? 
 

Share with participants that it is important to clearly communicate the objectives, 
approach and number of focus groups, and interviews.  These should also be 
discussed clearly with prospective firms and also confirmed, in writing, to ensure 
they were understood by both parties 

d) Sample Budget for Youth-Inclusive Market Research  ( 10 min)  
Cut up the budget puzzle pieces from the Budget Puzzle Pieces handout (see 
below).  

Divide participants into pairs and distribute multiple sets of the blank budget 
puzzle worksheet and the budget puzzle pieces.  Invite participants to organize the 
budget puzzle pieces with the appropriate pieces matching the appropriate budget 
line categories. 

Once puzzle pieces are organized, use the budget handout to review the 
responses of teams. 
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Share with participants that this is a sample budget and that other budget line 
items may need to be considered in their particular context. 

Ask participants:  
 What other budget line items may be needed in terms of conducting 

youth-inclusive market research?  
 

Share with participants that all of the tools used during this activity will help them 
start to outline a market research plan which will be the final activity for the course. 

 

Sample RFP for Outsourcing Youth-Inclusive Market Research 

          RYADA   For lending and financial services 

Price Quotation Request 
Market Research Consultancy 

 

Submission and Proposal Deadline 

The proposal should include the following:  
1. A company profile that does not exceed 2 pages.  

2. A signed and stamped cost proposal ―Appendix B‖.  

3. Resumes of the consulting team ―do not exceed 1 page each‖.  

The candidate must submit a hard copy of the proposal in sealed envelope to the 
following address: 

Address         

City                         

Telephone              

Fax                     

E-mail                  

 
Proposals must be received no later than January 25,2010 by 3:00 PM at the address 
specified above, for any further information, please direct your inquiries in writing to the 
above mentioned e-mail . 

Appendix A 

Terms of Reference  
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Summary of Consultancy 
Ryada Microfinance is seeking a Palestinian consulting firm with skills in market research 
and ability to work in both West Bank and Gaza.  The firm must be able to provide 
consultants familiar with qualitative, with a preference for experience in quantitative 
approaches in market research assessments and have experience in developing 
financial products.   The lead consultant will be working with an international consulting 
group that will lead the design of the market research.  The Palestinian lead consultant 
must be fluent in English and able to work collaboratively with an international consultant. 

The consultancy will require up to 60 days of work for a team of six people (one lead 
consultant and five team members) that will involve focus groups, in-depth interviews and 
short surveys with a range of stakeholders; youth, family members, organization 
representatives and public service actors.  The consultancy team will produce 
recommendations that will be incorporated by Ryada and the international consultant in 
the product design. 

Background 
Ryada, which means pioneer in Arabic, is one of the oldest and largest microfinance 
providers in the West Bank and Gaza with a portfolio of more than $11.7 million, 5,443 
active loans, $12 million in assets, 40 staff and five branch offices throughout the 
Palestinian Territories.  Ryada began in the Gaza Strip in 1994 as a housing 
microfinance lender. Over the years, it has expanded geographically, programmatically 
and financially. In 2001, it expanded activities into the West Bank and in 2003 it moved 
into small business lending.  Ryada‘s mission is to be a leader in providing demand-
driven, diversified financial services in an efficient and sustainable manner to improve the 
living conditions of the Palestinian people. Its current target market is low-to-moderate-
income individual business owners and home owners between the ages of 18 to 65 who 
cannot access credit from commercial banking institutions.  Of its current clients, 17% are 
between the ages of 18 and 24.  In 2009, Ryada was awarded grant funding through the 
Academy for Educational Development‘s (AED) USAID-funded Expanded and 
Sustainable Access to Financial Services (ESAF) program to pilot CHF‘s first 
microfinance product specifically designed for youth in the Palestinian Territories. 

The Market Research Objectives 
To ensure sufficient, relevant and accurate data is collected to permit the development of 
youth-friendly financial services appropriate for the West Bank and Gaza. 

Main Steps in the market research and Key players:  

Description of task Local firm International Firm 

Determination of Key Questions 
of the MKT research 

 x 

Determination of Sample Size, 
no. of focus groups and in-depth 
interviews  

 x 
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Determination of number of 
tools/guides needed and its 
development  

 x 

Provide training to the local firm 
on the use of the guides  

 x 

Translating the guides and 
testing them 

x  

Logistical Coordination  x  

Undertaking focus groups and in 
depth interviews 

x  

Data Collection x  

Data Description /Providing a 
summary of the data in English 

x  

Data Interpretation and 
Recommendations 

x x 

   

 

Main Deliverables:  
1. Four guides / tools translated to Arabic and tested on a small group of youth in 

both West bank and Gaza. The firm needs to test out the guides and incorporate 

appropriate language that is familiar to young people 

2. Focus groups, conducting 48  groups using the guides tested above , in addition to 

all logistical arrangements involved  :  

3. 24 focus group in the West bank as per the below table. 

West Bank  

Target 
Participants  

Total Time 
Required 
per group 

Number of 
days 

For 
sessions   

 
Number of 
groups 
required 

Number of 
participants 
per group 

Hours Days 

Focus 
groups Individual  

High School 
Males 6.0 

2 
4 6- 8 

High School 
Females 6.0 

2 
4 6-8 

Technical/Vocat
ional Center 6.0 

2 

4 6-8 
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Males 

Technical/Vocat
ional Center 
Females 6.0 

2 

4 6-8 

University 
Males 6.0 

2 
4 6-8 

University 
Females 6.0 

2 
4 6-8 

Note: since the duration for conducting the focus group is 6 hours, it will divide into two 
sessions over two days to be able to collect data efficiently.  

4. 24 focus group in Gaza as per the below table. 

Gaza  

Target Participants  

Total Time 
Required 
per group 

Number of 
days 

For 
sessions   

Number of 
groups 

required 

Number of 
participants 
per group 

Hours Days  
Focus 
groups  Individual 

High School Males 4.5 1 4 6-8 

High School 
Females 4.5 1 4 6-8 

Technical/Vocational 
Center Males 4.5 1 4 6-8 

Technical/Vocational 
Center Females 4.5 1 4 6-8 

University Males 4.5 1 4 6-8 

University Females 4.5 1 4 6-8 

 

5. Conducting 15 in depth interviews in addition to logistical arrangements involved.  

Duration of each interview was determined based on the tools used to conduct the 

interview. 

West Bank  

Target Participants  

Total Time 
Required per 

group 

 
Number of 
interviews 
required 

Number of 
participants per 

group 

Hours  Individual 

Existing Ryada Clients 
2  

15-20 
 

Supply Side 
0.5  1-2 
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Focus Group 
Participants 

1.5  15-20 

 

Gaza  

Target Participants  

Total Time 
Required per 

group 

Number of 
interviews 
required 

Number of 
participants per 

group 

Hours interviews Individual 

Existing Ryada Clients 
2 1 

15-20 
 

Supply Side 
0.5 1 1-2 

Focus Group 
Participants 

1.5 1 15-20 

 
6. Data Collection  

 Collecting data and capture quotes by participants directly linked to the 

questions in the guide. 

  Identification of data collection tool which will be reviewed by the 

international firm.  

 Data cleaning should also be responsibility of the local  firm 

 Data collected will be presented in report format agreed upon by both the 

local and the international firm after the selection.  

 

7. Data Interpretation and Recommendations, the local firm will provide the 

international firm with a summary of findings and work with them on 

recommendations.  

 

Team  
The team working on this assignment will consist of six members. The applicant must 
include a resume for each proposed consultant that demonstrates their qualifications and 
experience for completing the work specified in Scope of Work. The applicant must 
identify the lead consultant of the team as he/she will be responsible for certain tasks.    

The tasks for the Lead Consultant will be responsible for will be mainly:  

 Work with international consultants to adapt and test market research tools 
to the contexts in the West Bank and Gaza.  

 Co-facilitate training of market research team, including those doing focus 
groups and those carrying out in depth interviews    

 Conduct focus groups 
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 Manage market research team, and oversee focus groups and in depth 
interview surveys 

 Review and clean data from research 

 Develop recommendations for  product design with international  consultant 

  Analyze data jointly with international consultant 

 Provide input into final market study as requested by the international 
consultant 

 Develop recommendations for financial product design with international 
consultant. 

 

Tasks for Team Members: 

 Conduct focus group 

 Carry out in depth interviews 
 
Consultancy Requirements 
The applicant must include a resume for each proposed consultant that demonstrates 
their qualifications and experience for completing the work specified in Scope of Work.  
Applicants must limit the number of proposed consultants to five in addition to the lead 
consultant.   

The lead consultant: 

 University degree or higher 

 Must have experience in conducting qualitative market research.   

 Quantitative market research experience is a plus. 

 Prior experience in the market research for financial services, and 
translating findings into product concepts.   

 Experience in market research with youth is a plus.  

 Management experience, having managed a team of at least five people in 
short-term or long-term positions. 

 Able to  translate complex ideas into simple and accessible language for 
interviewees or focus group participants 

 Able to engage stakeholders in a friendly and positive manner 

 Able to probe and follow up skillfully in an interview or focus group 

 Able to follow guidance from other consultants and work in a team 

 Experience collecting data and presenting it in an accessible manner in 
writing  

 Fluent in written and spoken English 

 Able to travel to West Bank and Gaza 
 

Team members must have experience in qualitative market assessments 
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Sample Budget for Youth-Inclusive Market Research 

Sample Budget for Youth-Inclusive Market Research 

Youth-inclusive Market Research Budget Outline     

              

A Oversight by Financial Service Provider Subtotal 0 

   # of Days      

   Transportation/Accommodations    

         

B Training of Local firm in Youth-Inclusive approaches Subtotal 0 

   International Firm Costs    

   Training Costs (site, materials, etc.)    

         

C Implementation of Youth-Inclusive Market Research Subtotal 0 

   Transportation costs    

   level of effort /number of enumerators    

   Coaching support by international firm    

   
Coordination with youth serving 
organizations    

   Snacks for participants    

         

D Data Analysis   Subtotal 0 

   LOE of financial service provider    

   LOE of local firm     

   LOE international firm    

         

E Report with Product Design Recommendations Subtotal 0 

   LOE local firm     

    LOE international firm     

  Total          0 
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Activity 3:  Outlining a Market Research Plan 

During this activity participants develop a plan that will be used to guide their respective 
organizations through the steps of planning and implementing youth-inclusive market 
research.  They also share their key learnings from the course and complete a written 
evaluation form.  

Steps:    
a) The Youth-Inclusive Market Research Plan Outline (30 min) 

Share with participants that in this final activity of the course they will develop a 
market research action plan for their organizations. 

Distribute the Market Research Plan Outline Worksheet and the Developing a 
Detailed Youth MR Plan handout as examples of outlines and plans used in the 
past. Share with participants that the Developing a Detailed Youth MR Plan 
handout is meant to be used at the very beginning, while the questions on the 
Market Research Plan Outline are meant to target a financial service provider and 
is more project-based. Share with participants that answering the questions on the 
worksheet will produce an outline for a market research plan. 

When answering the questions they should focus on youth-inclusive market 
research that will further the work of their organization. 

Tip to the Trainer: If there is time for them to work on this then proceed as 
outlined above. If there is not enough time, just hand them out and do a quick 
review of the two plans and have a question and answer session. 

b) Closing Activities (20 min) 
Invite the participants to form a circle. 

Ask participants to each share the most important learning they are going to 
transfer from this course to their organizations. 

Objectives:  
By the end of this activity, participants will have: 

1. Developed a plan to lead their respective organizations through planning and 
conducting youth-inclusive market research 

2. Stated their key learnings from the course 
3. Completed a written course evaluation 

 
Preparation/materials: 

 Action Plan 

 Flip chart paper 

 Markers 
 

Time:  50 minutes 
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Thank participants for taking the course and distribute the evaluation forms.   

Ask a participant to volunteer to collect the written forms and place them in an 
envelope on the desk. 

Conclude with comments of appreciation including acknowledging the host 
organization. 
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Developing a Detailed Youth Inclusive Research Implementation Plan 

One of the more effective ways to organize a project’s youth-inclusive market research activities is 
for the coordinator to develop a detailed research implementation plan.  A basic template for such a 
plan is as follows: 

A. Introduction and Overview of the Project to which the Market Research Will Contribute 

This section should briefly describe: 

 Goals and Objectives 

 key actors and stakeholders 

 Program Implementation Process 

 An overview of a projects other assessment activities 
 

B. Purpose of This Market Research within the Project’s Design, Start-up and M&E 
Components 

This section should describe the purpose of this youth inclusive market research within the proposed 
or existing youth livelihood project 

 How it draws from an existing project description, concept note or full blown proposal 

 Where knowledge/findings/recommendation generated will be used within the project design, 
start-up and M&E processes (including, by whom, when, and for what key planning/decision 
making steps) 

 This section will clearly differentiate between the “need to know” vs. “nice to know” 
parameters of this particular assessment activity.  

C. Sequencing-In Of Market Research within the Project’s Detailed Implementation Plan 

This section should lay out at which point(s) within the projects implementation cycle the market 
research will occur or contribute. Including when the youth inclusive market research will be: 

 Planned (design, approval) 

 Prepared for (tool development, approval) 

 Executed (data gathered, organized and analyzed) 

 Presented (workshopping of preliminary  findings/ recommendations 
D. Existing Hypothesis / Assumptions within the Project Design Process 

This section should make the links wherever possible to any thematically related hypothesis / key 
assumptions found within existing project documents that this market research activity will be building 
upon, further exploring, confirming or challenging..  It should make explicit, to the extent possible, 
how this market research activity links with the project’s explicit or implicit theory of change, and 
overall program rationale 

E. Key Research Questions  

This section should articulate a series of research questions that this assessment activity will attempt 
to examine.  These might be drawn from the hypothesis / assumptions described in section “D” 
above, and should closely relate to the purpose of the market research activity as described in 
section “B”.  
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F. Assessment Methodology  

This section should describe what research methodologies will be used to  

 Carry out an pre-assessment work (desk studies, gathering of data from secondary 
sources) 

 Gather data from stakeholders (e.g. FGD’s, Key informant Interviews, 
Quantitative/Qualitative Questionnaires)  

 Organize qualitative and quantitative data generated  (field notes, tracking tables, data 
entry templates) 

 Carry out any data quality checks (related to data reliability / validity) 

 Analyze data generated 

 “Workshop” preliminary findings with respondents, design team member and  coordinating 
bodies 

 Finalize and report on  findings and recommendations 
 

G. Sampling Parameters 

This section should describe both the overall sample of respondents that this assessment activity 
will seek to engage, along with the sampling methodology used to select specific respondents.  It 
should outline any limitations inherent in the sample targeted and the sampling methodology 
utilized. 

 

H. Assessment Tools to Be Developed 

This section will describe the specific market research tools (existing / newly developed) that will be 
used to 

 Gather data (FGD Discussion Guides, Questionnaires) 

 Track participants (participant tracking tables, sampling frames) 

 Organize Data collected (content tracking grids/tables, data entry templates) 

 Facilitate Data Analysis 

 Develop and Test Preliminary Findings/Recommendations 
 

I. Reporting Format / Key Content/ Process 

This section will describe the expected format of the research activity’s interim and/or final reports – 
along with key content areas to be included (main sections / appendices/ attachments) and the 
process via which the report will be workshopped, refined, approved and presented 

 

J. Technical Consultation, Oversight and Approval Process 

This section will describe at which points in the market research process formal approval will be 
required from the project’s Management team before authorization will be given to proceed with 
subsequent activities – all in order to ensure the effectiveness and efficiency of investments in the 
youth-inclusive market research activities. 
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Youth-Inclusive Market Research Plan Outline 

Background: 
1. Why is the institution investing in developing financial services for young people 

at this time?   
2. What are the social and economic drivers that are leading the institution to 

undertake product design with an emphasis on young people? 
3. Who are these young people? 
4. What does the institution already know about the market segment?   
5. Is the institution already serving young people?   If so, who are they? 

 

Objectives:   
1. What kind of youth segment is your institution wishing to cater to e.g. (urban 

youth rural youth)? Which product will you focus on adapting or developing for 
this segment? 

2. Which of the 8 P‘s would be important for your institution to explore? 
3. What are your research questions and assumptions about the market segment? 

 

Research approach: 
1. What type of secondary data will be used?  How will this data be reviewed? 
2. What kind of research approach are you thinking of using?  Qualitative? 

Quantitative? Mixed? 
3. Will existing clients and potential clients take part?  If so, which aspects? 

 

Sampling and Tools: 
1. How many focus groups will be organized and with how many participants? 
2. How many interviews will be conducted? 
3. Where will the research take place? 
4. How will groups be organized (gender, location, other?) 
5. Which tools will be used? How do they relate to the 8 P‘s? 
6. How will groups and individuals be coded? 
 

Sample Summary Chart for number of groups and tools to be used 

Focus Groups 
(each group 
has 6 
participants) 

Location Tool to be Used 

8 groups of girls 
in urban area, 
ages 10-14 

4 groups in 
east part of 
city 

4 groups in 

Money Flow Mobility 
Mapping 

Savings 
Preferences 
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downtown 

8 groups of boys 
in urban area, 
ages 10-14 

4 groups in 
east part of 
city 

4 groups 
downtown 

Money Flow Mobility 
Mapping 

Savings 
preferences  

In-depth 
Interviews 

    

25 girls, 10-14 10 girls in east 
part of city 

15 girls 
downtown 

Preferences of 
product look 

Staff 
Servicing  

 

25 boys, 10-14 10 boys in 
east part of 
city 

15 boys 
downtown 

Preferences of 
product look 

Staff 
Servicing 

 

 

Timeline and Logistics 
1. What is the timeline for the market research? 
2. How will your institution engage young people?  Will there be a need to partner 

with a youth serving organization?  If so, how will this be done? 
3. Which teams will work where? 
4. When will the data analysis take place? 

 

Data Analysis and Reporting 
1. Who will be responsible for data collection, interpretation and reporting and how 

detailed should the report be?  Is the data part of the report?  In an Annex? 
2. What kind of information should be in an executive summary of a report? 
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