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The research is broken down into a few sections. There were some online surveys that went sent out. We visited
different stores to check out what products they were selling. We had a focus group cook out with people who grill on

a regular basis. Then lastly concept sketches to get a design direction.
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Grilling is a way to...
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Eat Healthier
Relax

Have fun
To entertain.

Focus Group Grill Out

The focus group was used to observe grilling habits, how users behave with grill
accessories, testing products that are not your standard accessory, and what they do
Store Selection with tools when they’re done.

TARGET

O Basic selection of tools.
O Hard to find in store.
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O Wide selection of accessories.
O Not your typical grilling
selection.
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