
College Duck Tape Qualitative Research Report 
 
 
 Through our focus group, we have conducted primary qualitative research on OSU College 
Duck Tape. We have also increased brand awareness of the product, College Duck Tape, and 
communicated the fun and functional nature of the product. In order to accomplish our focus group 
effectively, we targeted current OSU students and also incorporated alumni outreach where 
possible. These objectives were accomplished through efficient logistics, specific recruitment, 
carefully crafted questions, and detailed analysis of research results.  
 
 
Logistics  

The focus group was held in room 102M at Oklahoma State University’s Edmon Low Library. It 
was held on Sept. 24, 2013, at 7:15 p.m. Team members were assigned the following jobs: Jaclyn 
Whist, moderator; Samantha Harrison, audio and video recorder; Krysta Gilbert, session logistics; 
Chelsey Miller, transcription; Josh Araiza, lead analysis; and Jessica Tettleton, organizer. The 
focus group was recorded via audio and video to ensure the session was available for future 
review.  
 
 
Recruitment 

There were nine participants at the session. There were eight OSU college students and one 
OSU alumna. These respondents were recruited because they fit the demographics of the target 
audience for OSU College Duck Tape. Respondents were offered personal and individual 
incentives from the team member recruiting them. Candy and water was available during the 
session for all participants. Nametags were created for each person in an effort to make the 
participants comfortable with talking to one another during the focus group. 
 
 
Research Questions/Moderator’s Guide  
 
Opening 
·      Welcome/Icebreaker 
·      Name tags 
·      Ask about demographics 

-  Name, age, major, hometown 
 
Transition 
·      Show different brands/colors of Duck Tape 
 
Questions (Ask the “key” questions to help our research) 
·      Have you heard of Duck tape? 
·      What’s the weirdest thing you’ve done with duct tape or heard of someone doing? 
·      Has anyone not heard of it? 
·      What is your existing knowledge of Duct tape? 
·      Do your friends use it? 
·      What do you use duct tape for? 
·      What have you used duct tape on to fix? 
·      Have any of you bought it for the print or color? 
·      Before today, had you been aware of the OSU duct tape? 
·      Those of you that have heard about it, how did you hear about it? 
·      Where did you see it? 



·      Do you prefer the plain gray or pattern duct tape? 
·      What if the pattern was cheaper than plain gray? 
·      But if you’re fixing the mirror on your car would you use pattern or plain gray? 
·      Of the following patterns you have seen what is your favorite? 
·      Now that we are sitting here, does it make you more interested in duct tape? 
·      Would you be interested in purchasing the OSU Duck tape? 
·      What would interest you in purchasing the OSU Duck tape? 
·      If we have a tailgate of OSU things made out of the OSU Duck tape, what would you like to 
     see? 
·      When you are in the store, what makes you decide to buy the duct tape? 
·      Where do you go to get the duct tape? 
·      What is an ideal price for duct tape? 
·      Would you pay $7 for it? 
·      So price is a huge factor? 
·      What is the maximum you would pay for duct tape? 
·      How often do you use duct tape? 
 
Ending Questions 
·      Does this change your mind about Duck Tape? 
·      Have you been influenced to buy Duck Tape? 
·      Do you have any last questions?  
 
 
Focus Group Analysis 

The focus group was conducted on Sept. 23. Our location was the Oklahoma State University 
Edmon Low library in room 102m at 7 p.m. We provided the respondents with refreshments, water 
and candy.  At the beginning, we handed out an information sheet to everyone. We asked the 
respondents for their name, major, year in school, age, ethnicity and hometown.  At the bottom we 
asked, “What is the weirdest/most unique/craziest way you have ever used Duck Tape (not just 
College Duck Tape, but any Duck Tape)?”  

For our qualitative research focus group, we gathered a variety of different participants to 
conduct our research. Overall, we feel that the group we assembled gave us great feedback and 
allowed us to come to conclusions about our findings. 

In total, there were nine participants, six female and three male. Of those nine, there were a 
variety of in-state and out-of-state participants. Five were from the state of Oklahoma and four 
were from out of state. Two of the out-of-state participants were from Texas, while the other two 
were from as far west as California and as far north as Michigan. The majority of our participants 
were upperclassmen; seven of the nine were juniors or seniors. We had one OSU alumna. The 
majority of participants in our focus group, six people, were Caucasian. 

Most of the respondents used Duck Tape in a unique way, but the females tended toward a 
more “arts and crafts” type of use. The three males mentioned more unconventional uses; one 
respondent said he taped a kid to the wall in his locker.        

From the focus group, we derived several main conclusions.  
Everyone in the group had used the Duck Tape brand of duct tape for some reason, whether it 

be for fun or for practical purposes. For fun projects, most of the group (especially the women) 
tended to mostly use colored or patterned Duck Tape. When using Duck Tape to fix or repair 
something and when they needed the tape to be strong and of high quality, the group generally 
used regular silver Duck Tape; the men were more vocal about expressing this.  

Three of the nine focus group members had seen the specific OSU College Duck Tape we 
showed them, and six of the group members hadn’t. Without exception, everyone in the group 



bought their Duck Tape at Wal-Mart and would also look for and buy the College Duck Tape at 
Wal-Mart if they bought it at all.  

Concerning regular Duck Tape, price was a huge factor for most of the group. However, for 
some members, largely men, quality was the most important factor, especially when repairing 
something. In this case, some of the men judged “quality” on which brand of tape had the highest 
price. The group as a whole came to a consensus that around $4.00 is the ideal price for a roll of 
Duck Tape. Most of the group wasn’t incredibly enthusiastic about the OSU College Duck Tape 
and wasn’t willing to pay $7.00 for a small roll of it. However, the single OSU alumna said she 
would pay $7.00 for the roll simply because it was OSU. The group came up with some great ideas 
for how to use the OSU College Duck Tape at a tailgate event. Some of the ideas are: 

• Koozie 
• Fans 
• Game (Duck Tape balls and hoops) 
• Tote bags 
• Coolers 
• Cornholes 
• Decorative tailgate baskets 
• Serving bowls 
• Piñata  
• Foam finger 

 With this focus group, we achieved our objectives of building brand awareness for College 
Duck Tape on campus, communicating the fun and functional nature of the product, targeting 
current students and incorporating alumni outreach and incorporating a tailgate event. Our overall 
objective was to learn more about consumer habits so we can utilize that knowledge in marketing 
the product. We built brand awareness by making six more people aware of College Duck Tape 
than previously were aware of the product. These six group members will likely talk about the 
product with their friends and therefore spread the brand awareness further. We communicated the 
fun and functional nature of the product directly, by talking about using it at a tailgate and for crafts, 
and indirectly, by encouraging discussion about the product. We attempted to target both current 
students and alumni by gathering a diverse target audience- men, women, students of different 
ages and an OSU alumna. We obviously also incorporated a tailgate event by bringing it to the 
focus group’s attention that OSU College Duck Tape could be used at a tailgate and encouraging 
discussion specifically about the tailgate. 

Our main conclusion from the focus group was that about 33 percent of college students (as a 
rough estimate since qualitative research can’t technically be generalized to apply to a larger 
public) are aware of College Duck Tape and even after becoming aware of the product, most 
students would be very hesitant to pay the more expensive price just to get the OSU logo on the 
tape.   
 
 

 
 
 

 
 
 

 
 
 
 
 



Duck Tape Focus Group Notes 
9/24/13 

 
• Uses of duck tape: 

o Someone in high school made prom dress from duck tape 
o Someone made a boat for a school project- had to push across pool 
o Senior year of high school- taped a kid to a wall with duck tape- sold strips of tape for a 

dollar each  
o Wallet/ book cover 
o Use duck tape to fix things 

§ Side mirror on car dangling- taped it with duck tape 
o Used it to fix phone and tv controller 

• Everyone has heard of duck tape 
• Buy duck tape on an as-need basis 
• Colors vs. plain 

o Bought the black color specifically (to black out something at night) 
o Colored duck tape less durable than regular duck tape? (This was a question in the 

group.) 
o Colors more obnoxious/fun 
o Prefer plain gray or patterned? 

§ Depends on what you’re using it for (craft) 
§ Plain gray- for quality 
§ Patterned  
§ Most girls preferred the cheetah, most guys preferred OSU  

• OSU College Duck Tape  
o Had seen OSU duck tape- 3 yes 

§ @ Wal-Mart 
o Not seen OSU duck tape- 6 no 

• Not more interested in duck tape after this focus group 
o Possibly interested in Disney duck tape 

• Interested in purchasing OSU duck tape? 
o Decorating something for a competition or for Greek Life 

• Tailgate 
o Koozie 
o Fans 
o Game (duck tape balls and hoops) 
o Tote bags  
o Coolers 
o Cornhole  
o Decorative tailgate baskets 
o Serving bowls 
o Piñata 
o Foam finger 

• In the store, what makes you buy duck tape? 
o Price 
o Color 
o Depends on what you’re using it for 

• Where do you go to get duck tape? 
o Wal-Mart- everyone 

• What’s an ideal price for duck tape? 
o $3.99 
o $3.14 
o $5-$6 for giant roll 



• Would you pay $7 for duck tape? 
o $3 roll all the way 
o If you’re fixing something nice, get nicer (more expensive) roll 

• Price is a huge factor  
• I would pay $7 just because it’s OSU- OSU alumna 
• I will pay more for something just because it looks better aesthetically  
• $7, $8, $10 (alumna) 
• How often do you guys use duck tape? 

o Once a month, once every 6 months 
• In the past, I’ve bought it just because it’s colored.  
• Duck Tape vs. price vs. other brands 

o Would choose duck tape over other brands 
o Would choose most expensive 
o Would choose least expensive  

• Alumna says she would buy OSU duck tape specifically for tailgate 
o To tape down tablecloth, etc.  

	  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Focus Group Presentation: 
  
·      Logistics (Krysta): Held in 102M at the Edmon Low Library on Sept. 24, 2013 at 7:15 pm. 
·      Recruitment (Krysta): Nine participants- eight college students and one OSU alumna 
·      Research Questions/Moderator’s Guide (Jessica): I found it interesting that the participants would 
     respond with their own questions, which led to questions that we did not plan out within our group. It 
     really helped the conversation and our research because the participants seemed interested in our 
     focus group.  
·      How the focus group was conducted (Samantha): 
·      Who the respondents were (Josh):  
·      Big ideas: 

(Jaclyn) The group came up with some great ideas for how to use the OSU College Duck Tape 
at a tailgate event. Some of the ideas are: 

● Koozie 
● Fans 
● Game (Duck Tape balls and hoops) 
● Tote bags 
● Coolers 
● Cornholes 
● Decorative tailgate baskets 
● Serving bowls 
● Piñata  
● Foam finger 

(Chelsey) Our main conclusion from the focus group was that about 33 percent of college 
students (as a rough estimate) are aware of College Duck Tape and even after becoming aware of the 
product, most students would be very hesitant to pay the more expensive price just to get the OSU logo 
on the tape.   
·      What went right/wrong:  

Right- People showed up; participants in the focus group talked; people said what we expected 
them to say, so our conclusions supported our hypotheses; our group members all contributed.  
Wrong- Much shorter length than we expected.  

 
Video Clip: 20:25-21:40.  
 
 


