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Focus Group Project Overview
● Group 2 was tasked with moderating a focus 

group session on the Ole Miss campus on 
October 6, 2016.

● Eleven participants joined the session from 
11:15am to 12:15pm. The participants’ ages 
ranged from 19 to 22. 

● The focus group was held at Weir Hall in the 
Student Conference Room.



Key Observations
1. Price of admission is not a deciding factor in attendance. 
2. Content is the most important factor in whether participants 

would be interested in attending events at the Ford Center.
3. Time and schedule of events were major factors in determining if 

participants would attend events or not.
4. Participants were not aware of any social media utilized by the 

Ford Center.
5. Participants felt if promotions were more relevant and observable 

they would be more inclined to attend events. 



High-Level Recommendations 
● The Ford Center should look into changing the time that shows are 

usually held to earlier during the daytime when students are still on 
campus as some would rather attend an event that would not conflict 
with other plans.

● Students like interacting via social media; most focus group participants 
were not aware that the Ford Center had any social media accounts. The 
Ford Center should focus more on strengthening their social media and 
becoming more active and interactive with students on all outlets, 
particularly Snapchat and Instagram. 

 



High Level Recommendations (Continued)
● To expand the reach of the Ford Center’s social media, it should utilize the 

“promote” features on Facebook, Instagram, and Twitter. Paying to 
promote or boost puts posts in front of more members of the target 
audience. 

● Students responded negatively when asked how they felt about email 
marketing. The Ford Center should divert their efforts from email 
marketing and focus on more pertinent types of marketing such as social 
media or flyering around campus. 

● Making tickets available online to students would make purchasing tickets 
quicker and more convenient, therefore leading to more sales. 



List of Participants
1. Elizabeth Mulherin, eamulher@go.olemiss.edu
2. Cassie Trimble, cassietrimble@gmail.com
3. Brooke Pisarik, bmpisari@go.olemiss.edu
4. Abbey McCrory, awmccror@go.olemiss.edu
5. Rachel Unkefer, raunkefe@go.olemiss.edu
6. Samantha Ursy, sausry@go.olemiss.edu
7. Adam Goodman, ajgoodma@go.olemiss.edu
8. Elizabeth Parry, ewparry@go.olemiss.edu
9. Madison White, mewhite15@outlook.com    

10. Lauren Kingry, lekingry@go.olemiss.edu
11. Barrett Adams, wbadams1@go.olemiss.edu     


