This issue of Technical Assistance Reports (TAR)
provides an overview of the uses of focus groups in the
design and evaluation of HIV prevention programs and
materials. The intended audience is staff of community-
based organizations and health departments involved in
HIV prevention programming who have limited or no
expetience with focus group research. The information
provided here is designed to help staff determine whether
focus group research is appropriate for their needs and to
serve as a “how-to” guide for those interested in conducting

focus groups.

What Is a Focus Group?

Focus groups have primarily been employed in private
sector market research but have recently become popular
in social rescarch. There are a number of key characteristics
that distinguish focus groups from other discussions
held in group settings. First, focus groups are a rescarch
method used to collect qualitative data (i.e., words and
observations about how people think, act, and feel) based
<:1f_'1_c rescarch questions. Second, focus groups are
ed of individuals who are carefully selected based
shared characteristics related to the purpose of the
research. Third, a focus group involves focused (rather
than free-form) discussion led by a trained moderator
using a carefully researched, worded, and sequenced set
of largely open-ended questions.
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Strengths and Limitations of Focus Group Research

Strengths

* Provides insight into knowledge, attitudes, perceptions,
opinions, beliefs, motivations, and practices

* Capiralizes on the interaction within a group in a
natural, real-life setting

* Provides insight on how certain groups use language
(e.g., special terminology used by injection drug users)

* Provides insight into how language is understood by
certain groups

* Stimulates thinking and participation through the
dynamics of group interaction

* Encourages openness and candor (inhibitions are
often more relaxed in a small group setting)

* Identifies variation in perspectives and attitudes on a

set of topics
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* Provides data more quickly and at a lower cost than
individual interviews

* Can be relatively inexpensive if internal resources
and volunteers are used

Limitations

* Is not based upon a representative sample so data
cannot be generalized to larger populations and thus
are not statistically significant

¢ Depends significantly on the abilities and experience
of the moderator

¢ Groups can be difficult to manage

¢ Can be time-consuming and expensive if volunteers
and internal resources are not used

¢ Can present a number of logistical problems during
the planning and implementation stages
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How Focus Groups Are Used fo Enhance
HIV Prevention Programs

Common Uses

Complement or strengthen other research methods.
Focus group data can assist in the design of survey and
interview instruments by identifying relevant topics,
questions, and vocabulary. They can also assist researchers
in interpreting and verifying data collected from other
sources such as questionnaires,

Conduct a needs assessment of the target population.
Organizations that plan to work in a new geographic
area or with an unfamiliar target population may find
it necessary to conduct some preliminary research to
determine the nature of HIV risk in the population and
its specific service needs. When used in conjunction
with other sources of information like surveys, focus
groups can provide a wealth of information on topi
such as local HIV-related risk behaviors; types of servxces
desired by potentlal clients; client prefmences rega

Design a prevention p
inform the design of a pr:

invaluable in developmg message content for pr
materials such as brochures, videos, and posters.
are also helpful in identifying the reading level of the
intended audience, appropriate vocabulary, and the most
effective format and presentation of the information.
DPre-test new materials. Focus groups can be used to review
and comment on early drafts of newly developed prevention
materials, thereby increasing the chances that they will be
appropriate for and effective with the intended audience.

TECHNICAL ASSISTANCE REPORTS

Determine appropriateness of existing educational
materials or curricula. Focus groups can be used to evaluate
whether existing prevention materials or curricula
obtained from outside sources are appropriate for the
intended audience, thereby avoiding a “one size fits all”
approach that is likely to fail.

Gather client feedback during a program. Pocus groups
can be held at several points during the course of a program
to gather information that staff can use to make needed

---.:gfocus groups and should be called something else, such

“community forums” or “brainstorming sessions.”

- Empower stakeholders. Focus groups can offer stake-
holders (such as staff, volunteers, clients, and community
members) a forum for direct participation in the design

and evaluation of programs,

Gain community support. Focus groups can help raise
awareness and support for an organization and its programs
in a community.

Recruit clients. Focus groups with community
members offer opportunities to recruit new clients for
specific programs.
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Been Used in
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Enhance morale, feelings of involvement, and group
solidarity. The emotional “bonding” that sometimes takes
place during focus group discussions can increase staff
and client morale, feelings of involvement in a program
or cause, and feelings of belonging to a group.

Focus Group Research - Step by Step

1. Determine the Pmpose_z
Begin by writing down as c_Icany as p0351bly how you

and then break it down into a few key 'to ics: This mmaI
formulation of your intended use of data, research goais,_
and topics will guide your overall research: and help you
develop your focus group questions. '

2. Determine Whom to Study
Deciding whom to include in your focus groups.
requires careful consideration. For example, if the goal of:

your research is to obtain client feedback about your |o

agency’s HIV prevention programs, you will have to decide
whether you're interested in current, past, or potential
clients and whether demographic characteristics such
as age, gender, sexual orientation and race/ethnicity are
important. A general rule of thumb is to select participants
who are similar in some key way related to your research
but who, at the same time, tepresent a range of perspectives,
Participant homogeneity increases the chances that group
members will be compatible and the discussion fruitful.
If you identify sub-groups within your overall target group
(e.g., younger versus older gay male clients), consider
dividing them into separate groups based on their common
characteristics. Another traditional rule of thumb is to avoid
selecting participants who know cach other well because
familiarity may affect group dynamics negatively. Friends
may behave in a cliquish manner and may not bother
to explain their perspectives thoroughly because they
share cerrain taken-for-granted assumptions. Increasingly,
however, the notion that focus groups should be composed
of complete strangers is being challenged because identifying

participants who do not know each other can be difficult
in community-based settings.

3. Decide on the Number and Size of Groups
Decide On the Number of Groups. Whenever possible,
it is better to conduct more than one focus group. With
only one group, it is impossible to know whether the
opinions expressed represent anything more than the
particular experiences and backgrounds of that single
group of individuals. That being said, there is no “perfect”
number of focus groups. The main rule of thumb is to
continue conducting groups until participants provide
little or no new information (known as reaching theoretical
saturation). Generally speaking, 3 to 5 groups are needed
in order to reach this point. However, the actual number
of groups depends on factors such as the complexity of
the research topic and the degree of participant hetero-
gencity within and across groups. The simpler the topic

| and the more similar the participants, the fewer the groups

hat are needed — and vice versa, If single groups are used
_ due to factors such as budgetary constraints and lack
of participation — results should be interpreted cautiously.
Decide On the Size of Groups. There is no hard-and-
t rule about the right number of participants to include
in 2 focus group. The challenge is to strike a balance
betw en"?'havmg enough participants to generate a lively,
diverse: discussion and not having so many that some
people-don’t have an opportunity to speak or are hesitant
to speak. Large groups are harder to control while small
groups are more viilnerable to being dominated by aggressive
or overly 1 talkatlve i 'dlvlduals Experts suggest a range of
between 6-12 partiapants, with the ideal size ranging
between 6-9 people Generally speaking, smaller groups
are better for tackimg ersonal, controversial, sensitive, or
complex topics, while 1arger groups are preferable when
the goal is to generate brief suggestions from a broad
range of individuals,

4. Select and Recruit Participants
Selection

Sampling Considerations. Once you have decided on
the general characteristics of focus group participants,
you will have to make some decisions about which specific
individuals to include. Most non-profit organizations that
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conduct focus groups on a limited budget tely on purposive
samples (choosing participants according to project goals,
such as when you select participants from a client list),
convenience saniples (choosing whoever is around who
meets your selection criteria and is willing to participate),
or self-selected samples such as volunteers who respond to
notices or advertisements. While these sampling strategies
are not considered pmba&zt'zstzc (statlstlcall ' reprcsentatwe

group of people and would like
introduce randomization into yo
ensuring that all participants have
included in your study This can”

and pull out the amount of names that you ne
you can use a random number table (obtained from stai
or quantitative research books) to select from the list ¢
participants. Another strategy is to select a system:
sample by choosing every nth name on a list, For exampl
if you need 10 names from a list of 200, you select every
20th person on the list starting from the beginning,
Sereening. If you are lucky enough to have more
potential participants than you need, you can screen for
the most appropriate ones. For example, you can conduct
a quick, preliminary interview or administer a short
questionnaire to determine whether potential participants
meet your specific criteria such as age, racial/ethnic iden-
tity, socioeconomic status, or HIV-related risk behaviots.
Sources of potential participants. Some methods of
identifying potential participants include:
* reviewing an existing client list or database to identify
eligible participants
* obtaining membership or client lists from local non-
profit organizations such as health and social services
agencies, civic, and religious organizations
contacting community “gatekeepers” or leaders and
asking them to refer you to potential participants
¢ soliciting referrals from already identified participants
who can provide the names of other individuals who

»
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share similar characteristics (known as snowball sampling)
but who preferably are not friends

* having your outreach workers recruit potential clients
during street outreach

» advertising in local newspapers, on websites, hand-
outs, bulletin boards, and posters

* holding “piggy-back” focus groups scheduled to occur
in conjunction with another event or meeting

* going to public places where potential participants

gather and recruiting them on the spot

Once you have identified potential participants and
they agree to take part in your research, follow these steps:
1) Send participants a personalized letter that explains the
purpose of your research; why it is important that they
participate; the date, time, and place of the focus group
discussion; and the topic of discussion. Send this letter
soon after your first contact with each participant.
‘Contact participants again via telephone or letter 10 to
4 days before the session to remind them about the
'fo us group. (If the participant does not have a telephone
ermanent address, you will have to attempt to
ontact them in person).

-hf: day before the session telephone each person

tedious — will: heip':you avoid potential setbacks.

Location, Increase participation by making it easy for
invited participants to attend. Consider whete the majority
of them live or work and choose a meeting site that is
conveniently located and easy to find. The site should
be neutral and non-threatening. For example, holding a
discussion in a church basement may inhibit individuals
involved in socially stigmatized behavior. When dealing
with hard-to-reach individuals — say runaway youth —you
may want to consider conducting the focus group in a
place where they tend to congregate, such as a public park.

The United Stafes Conference of Mayors 1620 Eye Strest, NW o Washington, DC 20006 e (202) 293-7330
www.usmayors.org/uscem




November 2000

TECHNICAL ASSISTANCE REPORTS

Meeting room. The room where the discussion will
be held should not contain any visual or auditory
distractions. Avoid rooms that have large windows with
a view or that are located near a busy corridor. Rooms
with background noise such as a noisy ventilation system
should also be avoided as the quality of the tape recordings
may be affected. The room should be comfortable and
should provide adequate light, ventilation, and an
appropriate room temperature. Note whether the room
contains working electrical outlets (for your tape

recorders) and where these are located.

Room set-up. The meeting room should contain
chairs arranged around a table so that participants can
face each other. The table can be round or rectangular
but should not be so long and narrow that some partic-
ipants are at a considerable distance from the modera-
tor. The moderator should sit away from the door to
avoid being distracted. If the moderator is working with
an assistant, that person should sit close to the door to
handle late arrivals, early departures, and hallway noise. If
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refreshments are served, they should be placed on a table
pushed to the side of the wall that is furthest from the table.

Time of day and day of the week. The time of day and
day of the week when a focus group is held may also
affect participation. Get to know something about the
lifestyles, schedules, and needs of participants and select
a time and day when they're most likely to show up, For
example, scheduling a focus group of sex workers in the
morning is unwise because they are likely to be sleeping,.
Similarly, holding the group on a day of the week when
many of their clients get paid may also affect their
participation. Factor in travel time and allow some extra
time for participants who are running late.

Duration of discussion. Plan on about 2 hours for
your focus group — from the time the first participant
arrives until the last one leaves. The discussion itself
should last approximately 1-1'? hours. A block of free
time before a focus group discussion begins s essential.

It allows you to make small talk with 1 partlapants o put
them at ease: and increase their trust in you. Tt also
allows part1c1pam:s to get to know each other and enjoy_'z_- i
the refreshments, Further,’ the extra time also permitsyou |

to integrate latecomers without dlsruptmg the discussion.

Food. Food can serve as an incentive to participation | -
for some people;- particularly 1f the discussmn is held -

around meal times or if part1c1pants are: economlcaily
disadvantaged. Serving food also - helps to promote conver-
sation and make group members feel mote at case with
each other. Although most food served to focus groups
consists of light snacks such as cookies and pretzels, full
meals ranging from “bag lunches” to a multi-course
catered meal can also be served, depending on available
resources. Refreshments are usually placed on a table to
the side of the room and are eaten before the discussion
begins. If refreshments are served, care should be taken to
avoid potential noisemakers such as crunchy chips and
clinking ice cubes, which can interfere with recording.
Address practical barriers to participation. Focus group
planners should carefully consider all potential barriers
to participation and make advance provisions for them.
Accommodate female participants with children by pro-
viding on-site childcare or giving them a stipend to pay
for a babysitter. Consider the needs of individuals with
HIV and arrange to pick them up and drive them to the

November 2000

focus group location if necessary. Low-income participants

who rely on public transportation should be provided with
subway tokens, bus passes, or a transportation stipend.
Adequate parking should be secured for participants
and, if a parking fee is involved, arrangements should be
made to waive the fee or to provide participants with a
parking stipend.

Recording equipment. Failed recording equipment or
recordings that are of poor quality can quickly destroy
the time and effort put into planning a focus group.
Resources permitting, two tape recorders are better than
one since the second one can serve as a back up in the
event that the first one fails. Plug-in microphones are
more sensitive than built-in ones and omni-directional
remote microphones placed at the center of the table are
ideal. Some experts say that cassette tapes that provide
90 minutes of recording time are the best choice. Test

_ recording equipment: several days before and immediately
- preceding the discussion to ensure that the recorder
- works and that’ the microphone is: picking up all the

sounds in the room, The moderator should bring along

‘extra cassette tapes in"the event that one fails and an
éxtensxon cord if the outlet is located at a distance from
the “table where you will place the tape recorder.
* Alternatively, you may wish to rely solely on batteries for

your tape recorder(s). In that case, make sure you test
the batteries in advance for freshness and bring extras.

An assistant. When resources allow it, it is very helpful
to have a second person on hand to assist the moderator
and ensure that he or she is not distracted. An assistant
can take detailed notes about what participants say and
the body language they use, operate the recording
equipment, handle logistics such as lighting and refresh-
ments, and deal with interruptions such as latecomers,
background noises, and switching cassette tapes. The
assistant can also provide valuable feedback during the
analysis phase by noting body language and linking
speakers to their comments in the transcript,

6. Select a Moderator

An experienced focus group moderator can make the
job seem effortless. However, retaining control of the
discussion and managing group dynamics while making
it seem natural is quite challenging in practice.
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Although it is highly desirable to use an experienced age, sexual identity, occupation, and socioeconomic
focus group moderator, inexperienced individuals can status can encourage or hinder discussion.
be trained to conduct focus groups, In nonprofit set- Consideration should be given to the appropriateness
tings, volunteer moderators from the target population of a moderator for a particular group of participants,
can be a great asset. especially when there exists a power differential

between the moderator and group.
Some Qualities of the Ideal Moderator
Regardless of whether or not the moderator is expe- | 7. Prepare a Moderator’s Guide
rienced, the following are some minimum qualities that The term “focus group” has become so popular that
the individual should possess. it is often loosely applied to amy group discussion. In
fact, focus groups involve focused discussion based on
* Good listener. The individual should know when to | focused questions. Although focus group questions may
be quiet and listen and when to interrupt to move the | appear to be spontancous, they are actually the result of
discussion along. This is harder to do than it seems. careful advance preparation. Questions are crafted to
* Nonjudgmental. The moderator should be able to put | elicit a maximum amount of mformatlon, are phrased
aside his or her personal values and beliefs and project | in terms '
an open, nonjudgmental atticude. This is particularly | certain m

important in HIV-related research, which frequently
involves individuals who practice stigmatized behaviors.

* Sincere. The moderator should believe that all partic-
ipants have something of value to offer.

* Perceptive. A good moderator should be attentive not
only to what is being said but what is left unsaid. He
or she should be able to read between the lines and to
observe body language.

* Comfortable with sensitive topics. The moderator
should not be squeamish about discussing sensitive
topics such as sexual practices or illegal activities
related to prostitution and drug use.

* Familiar with group process. The moderator must
know how to deal with a passive, quiet group or an
overly talkative and energetic one, He or she must
know how to handle individuals who attempt to
dominate the discussion, who are hostile, who repeat-
edly go off on unrelated tangents, or who don't par-
ticipate in the discussion.

* Familiar with the topic. A moderator who is unfamil-
tar with the topic of discussion can frustrate a group
or miss important references.

* Interested in the ropic. Participants will quickly sense if
a moderator is bored with the discussion or is feign-
ing interest.

° Appropriate for the group. In some circumstances, who
the moderator is in terms of racefethnicity, gender,

asking “How satisfied were you with the program?”
Avoid questions that can be answered with a simple
Yes” or “no.” An example is a question like “Did you
like the program?” Such questions are likely to lead to
conversational dead-ends.

Minimize the use of “why” questions. Too many questions
that begin with “why” can put people on the defensive
because they may make respondents feel as if they are
being interrogated or judged.

Dont ask two or more questions in one. A question such as
“What did you think of the program and the staff?”
obviously contains two questions and requires two
separate answers,

Keep questions simple and short. Avoid long and over-
ly wordy questions — they will confuse and distract
respondents.

Pay attention to vocabulary. Avoid jargon and academic
words. Try to use natural language.

Don’t ask too many guestions. One of the most common
pitfalls in focus group research is preparing more
questions than can be answered in the allotted time.
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Participants will quickly become frustrated if they are
rushed along by an overeager moderator who is anxious
to collect more and more data. This problem can be
avoided by pilot testing the question guide as
described below.

Dot ask overly personal questions. Try to avoid questions
that will be perceived as strong invasions of privacy.
Pilot test the interview guide. To ensure that you get
the most out of your focus group discussion, pre-test
ing knowledgeable individuals to

1e.content and sequencing

the guide by

review and co _ment on

at the outset by stressing: thac here ate no right or
wrong answers and that all opinions are valued.

Be friendly, empathetic, and nonjudgmental.
Participants are mote likely to express their true feelings
if they feel comfortable and safe with you.

Be natural. Ask questions in a conversational manner,
rather than a stilted one as if you were reading from a
script. Asking questions in your own words is accept-
able as long as your wording doesn’t deviate from the
intended meaning of your prepared questions.
Improvise as necessary. Although it is extremely important
to stick to the content and sequence of planned questions,
you should be flexible enough to rephrase a question
if participants don’t understand it and to modify the
order of questions or even eliminate a question if it
has been answered in previous discussion.

Allow participants enough time to respond. After a par-

TECHNICAL ASSISTANCE REPORTS

ticipant has finished commenting, pause for about 5
seconds to allow others to jump in — don't rush on
to the next question. Look around the table and
make eye contact with participants to encourage
them to commient.

Know how to handle silence. Conversational lulls can
make moderators nervous. Sometimes participants
are silent because they need a few seconds to gather
their thoughts. If, after observing a 5-second pause,
participants are still silent, say something reassuring
like “There’s no rush. Take some time to think about
the question.” If responses are still not forthcoming,
say something like, “Sometimes it’s hard to answer
certain questions but remember that we are here to
Jearn from your perspectives because all of your experiences
are unique and we value each one.” In some cases
you may have just hit a conversational dead-end and
should just move on to the next question.

Probe as needed, When a participant’s comments are
vague or confusing, use a probe such as “Could you
give me an example of what you mean?” or “Would you
tell us some more about that?” However, don't use probes
excessively as this may become annoying to participants.
Probe without leading. Moderators are sometimes
tempted to provide examples when participants don’t
seem to understand the question or are taking too long
to answer it. This should be avoided because the exam-
ple you give may influence the participant’s response.
Pace yourself: Be aware of how long you're spending
on each question and how much time you have left. You
should spend the most time on your key questions
and minimize discussion related to introductory questions.
Determine if perceived consensus among participants is
real, Sometimes participants appear to be agreeing
with each other, if only tacitly, by staying silent. In
order to determine whether this agreement is real and
to tease out the full range of participants’ perceptions,
use probes such as “Does anyone have a different
point of view?” or “I see several of you nodding
your heads — tell me what you're thinking,”

Avoid giving personal opinions or sending nonverbal
messages. Expressing your opinions on the topic at
hand may affect participants’ responses so try to avoid
doing so. Also, try to display neutral body language
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and facial expressions since your nonverbal expres- 9, Analyze and App!y Resules

sions may betray your feelings or send the wrong

message to participants. For example, head nodding, L. Prepare a vecord of the discussion. A word-for-word

which for you may simply mean “uh huh...I hear
you,” may signal agreement and may encourage the
respondent to provide you more of the same type of
information to please you. Your role as moderator is
to remain neutral.

* Note body langnage of participants. Pay attention to
the nonverbal cues that participants give you and
respond accordingly.

transcription of the discussion is ideal but can be
costly and time-consuming to prepare, particularly if
you have multiple focus groups. Generally, 1 hour of
taped discussion may take up to 3 hours to transcribe
with a transcription machine and even longer if you
use a regular tape recorder. A quicker alternative is to
produce a shorter version by selecting significant
quotes only and typing them into a computer while
listening to the tape. Prepare the transcript as soon as
possible after the session takes place so that every-
thing is still fresh in your mind.

2. Clean up the transcript. When the transcript is com-

pleted, listen to the tape again, note the names or initials
of individual speakers next to each separate block of
text, and make any necessary corrections or additions.
Review any notes taken by the moderator or assistant
during the discussion and add pertinent information
about individual or group behavior that may affect
the interpretation of the transcript. For example, a
moderator may have noted that some group members
nodded when a certain point was being made, thereby
indicating silent agreement.

. Identify themes and notable quotes. Read the transcripe

and identify key ideas and quotes. The most common
way to analyze focus group data is the sort-and-cut
procedure. The “low-tech” approach involves writing
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down your key questions on separate pieces of paper,
going through the entire transcript and cutting out all
relevant passages related to each question, and taping
or placing the passages under each question.You can
do the same thing on the computer using the cut-
and-paste features of your wordprocessing program.
With either technique you are essentially developing
a classification system that will identify the weight
(i.e., amount and type of comments) given to each
topic and the patterns that emerge from the content
of the discussion.

4, Analyze the themes. Go through the transcript question-
by-question and look for themes within questions.
Then look for larger themes or big ideas that cut across
the discussion as a whole. If you hold multiple focus
groups, do this for each discussion and look for com-
mon themes that emerge across all the discussions.
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5. Report your findings. The easiest way to report your
findings is to organize them under headings that represent
key questions, themes, or big ideas arranged in logical
order (usually from most to least important). Use
fepresentative quotes to illustrate cach finding, Use
numbers to document the degree of agreement or
emphasis given by participants to key points, You
may also want to add a conclusion that ties together
the most prominent themes that emerge from your
data. Finally, if appropriate, consider adding a set of
recommendations for future action based on what
participants said and your own opinions of how each
issue can be addressed.

The United States Conference of Mayors © 1420 Eye Street NW e Washington, DC 20006 e (202] 293-7330
www.,usmayors.org/uscm




TECHNICAL ASSISTANCE REPORTS ~ November 2000

1. Denzin, N. and Lincoln, Y. (eds.) Handbook of Qualitative Research. Newbury Park, CA:
Sage Publications, 1994.

2. Dreachslin, Janice L. Conducting Effective Focus Groups in the Context of Diversity:
Theoretical Underpinnings and Practical Implications. Qualitative Health Research 8(6): 813, 1998.

3. Krueger, Richard A. Focus Groups: 4 Practical Guide for Applied Research. Thousand Oaks,
CA: Sage Publications, 1994,

4. Krueger, Richard A. and King, Jean A. Involving Communizy Members in Focus Groups. Vol.
5 of The Focus Group Kit. Morgan, David L. and Krueger, Richard A. eds. Thousand
Oaks, CA: Sage Publications, 1998.

5. Morgan, David L. and Krueger, Richard A. The Focus Group Kit. Vols. 1-6. Thousand
Qaks, CA: Sage Publications, 1998.

6. Schensul, Jean J. et al. Enbanced Ethnographic Methods: Audiovisual Techniques, Focused
Group Interviews, and Elicitation Technigues. Walnut Creek, CA: Altamira Press, 1999,

7. Shedlin, Michele G. and Janet Mogg Schreiber. Using Focus Groups in Drug Abuse and
HIV/AIDS. In: Lambert, Elizabeth Y., Ashery, Rebecca S., and Needle, Richard H. eds.
Qualitative Methods in Drug Abuse and HIV Research. National Institute on Drug Abuse
Research Monograph 157. DHHS Pub. No. 95-4025. Washington, DC: Supt. of Docs,,
U.S. Govt. Print. Off, 1995. pp. 136-155.

8. Zeller, Richard A. Focus Group Research on Sensitive Topics. In: Morgan, David L. ed.
Successful Focus Groups: Advancing the State of the Art. Newbury Park, CA: Sage
Publications, 1993. pp. 167-183.

The United States Conference of Mayors © 1620 Eye Street, NW ¢ Washington, DC 20006 ¢ (202} 293-7330
www.usmayors.org/uscm







The United States Conference of Mayors
1620 Eye Street, N.W.
‘Washington, DC 20006

Non Profit Org.
U.S. Postage
PAID
Permit No. 4780




