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Session 4:  International Marketing Research


The use of marketing research as business intelligence has the same utility to marketers as does military intelligence for the general staff of the armed forces.  The usage of international marketing research is a necessary facet to assist the marketer in minimizing potentially fatal errors, especially those problems that  might arise in cross-cultural research when testing the role that certain sociological constructs play in buying behavior.  Generally, the tools for research remain the same as used domestically; however, the environments and the inferences from the research output could change drastically depending upon the cultural venue.


Temptation all too often exists to use the Self Reference Criterion.  Little if any market research is done before the fact and any research that is performed is typically as a post-mortem after the product has bombed. Unilever introduced a superconcentrated detergent version of Surf to the Japanese market only to find out that the premeasured package didn’t dissolve in the wash, the product was not designed to work in a new popular low-agitation washing machine, and the ‘fresh smell’ was not relevant in Japan since most consumers hung their wash outside to dry in the fresh air.  Mattel attempted without much success to market its classic Barbie doll to the Japanese market.  Mattel, in desperation, licensed Takara, a Japanese company.  Takara’s research revealed that most Japanese girls thought the doll’s breasts were too big and the legs unrealistically long.  Japanese Barbie was thoroughly made over, including brown eyes and hair.  Within two years, Takara had sold over two million Barbies. 


  Marketing research, in its essence, refers to gathering, analyzing, and presenting information related to a particular problem.  The problem must be clearly defined to provide any meaningful data; the questions asked must relate to the problem specified.  CPC International wanted to introduce Knorr dehydrated soups  to Americans.  They initiated market research by taste test comparisons. Americans indicated their preference for the taste of Knorr.  Knorr even reformulated its European product to make sure the soups appealed to American tastes.  Upon positive receipt of the extensive tests showing strong preference for the Knorr product,  CPC decided to go ahead, straight into a disaster.  All the taste tests were performed with already made soups.  When the American consumer discovered that the soups had to be prepared and were not ready to eat (requiring 15 to 20 minutes cooking time versus the heat and serve benefit of canned soups), failure resulted. The taste panel tests did not simulate the actual market environment for the soup. 


Market research can be either primary data (newly obtained data) or secondary data (previously acquired data). Primary data can be obtained from either personal interviews, surveys, focus groups, observation, or experimentation.  Each had distinct cultural influences and potential dangers when used in an international setting. For example, telephone surveys  work poorly and give poor results when used in countries with low telephone penetration, such as most of Africa and Bangladesh; mall-intercept interviews may provide biased results because of the skewed demographics of mall users in many countries; only the affluent upper-class are able to afford products in malls in developing countries (if malls exist at all there).   
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Secondary data gathering tends to be less culturally sensitive.   Potential errors when using secondary data include source quality (who collected the data, the purpose of the data, and how the data were collected) and data quality.  Data quality refers to the relevance of the data to the researcher’s information requirements.  Does the data provide responses to the particular questions asked?  Concerns here include compatibility and comparability (when comparing different sets of data from different countries, are similar units of measurements and  definitions used?), accuracy and reliability of the data (has the data been consciously distorted? or was the data collection of the original data flawed?), the recency of the data (is the data infrequently and unpredictably updated?), and the availability of the data. For example, the  term ‘urban’ varies from market to market.  In Japan, a ‘urban’ population has a population of 50,000 or more; In India it includes centers with only 5,000 or more inhabitants; in France and Germany any community with over 2,000 inhabitants qualifies as urban while in Norway or Sweden as few as 200 may be listed as urban. Obviously, comparing the number of urban centers between these countries would be misleading providing worthless results. Pepsico found age categories varied tremendously among countries it markets to. Pepsico also found the local market definitions of consumption differed so greatly that no international comparisons could be made.


A fundamental issue with international marketing research is whether the similarities or differences noted in the market analysis are in fact real.  Researchers must always question if it is a problem in the measurement method or in the instrument used that has caused the erroneous result and indeed not the actual cultural differences.  Additionally, culture has proven notoriously difficult to define and this difficulty has hindered empirical research.  Delimiting a cultural group is often impossible, the unit of analysis is not necessarily a nation that can be defined in space and time. Thus, any marketing research that is cultural or cross-cultural in nature has major constraints even before it has begun.
INTERNATIONAL MARKETING RESEARCH PITFALLS

Each of the four primary data collecting techniques have potential cultural pitfalls that could create erroneous results.  


Interviews, especially when in person, could be the bearer of a host of problems. Not the least of these is translation: one interviewer requested to speak to the “madam of the house” rather than the “lady of the house.”  India has fourteen official languages spoken in different parts of the country, knowing which one to use where is a major concern. Every language has multiple dialects, has its own slang and idioms; idioms in each Spanish speaking country can be significantly different from its neighbors; one should not blindly use the same translation of a questionnaire for all countries, even if they speak the same language. An unweary interviewer could create belligerent or nonresponsive respondents by saying the wrong phrase at the wrong time.  Considerable difference exists between ‘High’ and ‘Low’ German; the use of the wrong form could nullify the results of an otherwise worthwhile interview. Problems with translation have led to severe difficulties at the United Nations Conference for Women in Cairo in the Fall of 1994. It seemed that the French have no term for ‘empowerment.’  Neither do the Chinese or Russians.  United Nations translators for all five of conferences official languages besides English (Arabic, Chinese, French, Spanish and Russian) were attempting to comprehend the American buzzwords and idioms, for example: ‘family leave’, ‘reproductive rights.’ 


Problems with responsiveness of the respondents abound. Many culture-bound reasons exist why one would be responsive or would provide inaccurate or misleading responses. Respondents may be unwilling to share information because they feel the interviewer may be government agents, a state of affairs most often found in newly freed countries such as Eastern Europe or any states of the former Soviet Union. Respondents may be unwilling to share their true feelings with interviewers because they suspect the interviewers may be tax agents of the government (in Italy it is said that each company kept three sets of accounts: one for the tax authorities, one for the shareholders and one for the owners). In Poland, the interviewer and interviewee should be of same of same sex. There one should be careful about asking about political past of a person, discussing the church, or asking women about their age. Since the crime rate in Poland has skyrocketed in recent years, great reluctance exists in letting a stranger into one’s home there.



The cooperative respondent gives responses that he/she believes will please the interviewer rather than state true opinions or feelings. This is often viewed in variety of cultures as being polite; Latins tend to go overboard and tell you what they think you would like to hear rather than what they really think—especially if it is negative.  This is called the ‘courtesy effect’ (also known as hospitality bias or social acquiescence). This phenomena is particularly common in Asia but also present in countries such as Poland. When Japanese consumers are asked directly for their opinions about a new product being tested, they are much more reluctant to criticize the new product than are consumers in the West. To the Japanese, right and wrong are relative values. A tradition of courtesy makes for cooperative respondents; however, these statements do not give an accurate account of the subject being investigated. Another potential respondent bias is sucker bias when the outsiders (in this case, the foreign researchers) are fair game for deception.


Nonresponse is critical. A respondent may not be able to answer meaningfully, being illiterate or uneducated.  Terms used by the interviewer may not be known to respondents, even in their own language: ‘technical illiteracy.’ Respondents may be asked to think in a way foreign to their normal thought patterns, perhaps asked to reason analytically rather than intuitively. The question, therefore, is not meaningful to them.  Consumers may be unwilling to talk to strangers or respondents may be more reluctant to discuss personal consumption habits than Americans and thus not answer questions:  A French Canadian woman does not like to be questioned and is likely to be reticent in her responses.  In some cultures, a man would consider it beneath his dignity to discuss shaving habits, personal clothing or other personal items. In many cultures, preferences for hygiene products are too personal to share with strangers. 


Respondents in the Netherlands or Germany are reluctant to divulge information on their personal financial history; it is said, the Dutch are more willing to discuss sex than money.  Privacy issues abound, especially in Europe. One of the European Union’s directives on data privacy states that respondents cannot be asked sensitive questions without prior written permission.  The European Union also has legislation in place restricting the use and sale of consumer research data in Europe. This limits what can and can not be asked.


Infrastructure limitations also dictates interviewing. To use mail surveys, the particular country’s postal service should be relatively inexpensive, flexible, convenient, and efficient. This is not the case in Italy. The respondents also must be receptive to mail; many Japanese will not read a letter that is not written in longhand, a typed or mass addressed envelope indicates the sender is not sincere about the relationship.  In addition, mail surveys presume a degree of literacy and education, facets that are not always available in many developing and undeveloped countries. In Poland, useful address directories still do not exist and due to housing shortages,  people often do not live at the address at which they are registered.  The Polish postal system has a long transit time with a huge miscarry rate.  Although mail surveys are used by researchers because of their relatively low costs, geographical flexibility, ability to reach dispersed samples, and ability to code data easily into a common format, cross-cultural mail surveys have numerous major problems including low response rates, non-availability of sampling frames, poor mail service, and high levels of illiteracy among respondents.  Response rates also differ significantly across nationalities.


Phone (telemarketing) surveys also require infrastructure to succeed.  Telephone books or directories are not available for many cities in the developed world.  In Latin America, Russia, and China, telephone interviews are impractical because few people have phones, less than 10 percent of the population have phones in Philippines. Using the telephone in China for marketing research is not very appropriate because it is not an acceptable means to obtain information.  Chinese do not like to talk to you over the phone but to arrangement meetings to talk with you personally. It is almost impossible to perform phone surveys in Mexico since at most telephone penetration in Mexico City is sixty percent, elsewhere in Mexico it is much less.  This means house-to-house research must be conducted. Even then, Mexican consumers are not accustomed to someone calling on the phone or knocking at the door and asking for an opinion.  The Polish telephone system had one of the lowest coverage in Europe in 1990 (8.6 phones per 100 people in 1990) with thousands of villages without a phone line and millions on the waiting list. In Japan, the increase of working women means fewer housewives remain at home during the day.  Use of door phones or intercoms has increased as fewer people will open the door to strangers. The Japanese home is much more private than American homes. (It is standard courtesy to offer tea but not to invite people into one’s house, even if you have known them for years.)


The Japanese prefer face-to-face discussions instead of telephone or mail surveys. Latins, as well, prefer face-to-face interviews.  They like to physically see and interact with the person they are talking to. Mexican corporate culture believes in personal contact rather than distant voice:  “Please call my secretary to set up an appointment” is the most common answer inquirers get when trying to interview someone by phone.  Even to obtain written publicly assessable data, it is often necessary to personally pay a visit to the venue where the document was issued. Therefore, interviewing in some cultures takes more time due to the need for in-person interviews than in other countries.


The personal interview mode is the least successful in Saudi Arabia:  Saudis consider their homes off limits to strangers, only very trusted friends are allowed to enter their homes. The very private and reserved nature of Saudis is not conducive to personal interviews, they consider their believes, values, personal orientations and their family’s attributes as private information.  The independent and free nature of Saudis blocks them from answering a barrage of questions, placing them in a position in which they would be justifying or explaining their actions to strangers would not be tolerated. Telephone interviewing can be difficult; daytime calls to Saudi households would not work because social norms require Saudi wives not to respond to calls from strangers, especially a non-related male.   It is possible to get cooperation if female telephone operators were used; however, women interviewers are not easily available because it is not common practice for women to work outside the home.  Saudis prefer face to face relationships.


Japanese market research tends to be personal-interview oriented.  Japanese managers believe that soft data (qualitative) obtained from visits to dealers and other channel members reflect the true behavior and intentions of real consumers. The Japanese managers use hard data (quantitative such as shipments, inventory levels, and retail sales and other information that show the items’ actual movement through the channels) to compare their products to those of their competitors. They also visit channel members at both the retail and the wholesale levels to analyze any sales and distribution  coverage  reports,   all  monthly  product  movement  records (weekly for some key stores), plant-to-wholesaler shipment figures, syndicated turnover and shipment statistics on competitors. 


  This hands-on gathering of data gives the managers a distinctive feel for the market, something they believe surveys or quantitative research methods cannot supply.  The soft-data approach appears to lack the methodological rigor of scientific market research, but it is by no means haphazard or careless. Results can be more meaningful because managers actually observe how consumers behave in buying situations and how salespeople actually respond.   Japanese managers try to track changing customer tastes closely and quickly.  This approach provides them a deep and focused understanding of the marketplace and enables them to fine tune their marketing rapidly.  
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Japanese companies rely heavily on personal observation as a means of obtaining information.They expect their personnel to spend time in the field talking to customers in order to keep up to date on needs. Company personnel are also expected to learn about the market firsthand and not just from reading research reports or sales analyses. Watching or imitating their competitors is another source of learning. When Canon cameras were losing ground to Minolta, Canon decided that its distributor was not giving adequate support. Canon did not use data from a  survey of consumers or retailers to make the decision.  It did, however, send three senior managers to look into the problem. Acting like customers, they would note how the cameras were displayed and how the clerks served customers; they concluded that the dealers were not enthusiastic about Canon cameras. Seiko has its watch designers spend up to half their time outside of Japan talking with distributors, retailers, and consumers. The purpose is to keep the designers’ fingers on the pulse of changing consumer preferences. 


Another reason for the preference for personal observation and interviews over preferred Western methods such as phone or mail could be the lack of telephone usage for socializing in Japan.  The cultural acceptability of the telephone is not the same in Japan as in the United States. Even among the youth, the phone is used not to chat with friends, but to arrange meetings to get together face-to-face and converse.   A greater emphasis is placed on direct, interpersonal relationships, and, as a result, the Japanese are usually hesitant to give a direct “no” to a personal request. 

Yet observation to the culturally naive could provide inaccurate information. Observers viewing Dutch shoppers might notice Dutch grocers stock milk in containers no larger than one liter.  They might also observe that most shoppers buy several containers at a time. They might infer from this a latent demand that is being unmet for larger containers.  In fact, Dutch consumers demand freshness, shop every day, and own small refrigerators. 

Focus group market research—interviewing a group rather than individuals—is a well-acknowledged source of market information. Major cultural differences exist in focus group research; one cannot simply take the same materials used to conduct focus groups in the U.S. and send them to a foreign country and expect to get comparable or even reliable results. One major difference is time; the researcher must spend approximately double the time spent in the U.S. setting up focus groups to do likewise overseas.  In some countries, participants can simply be asked to show up at a later date at a location where they will join the focus group.  In other countries, such as Eastern European countries, participants have to be brought into the group immediately because commitments made for a future date have little meaning;   consumers can not predict what they’d be doing in a few days and hence planning ahead is difficult.


Compared to the American eight to ten people in a focus group, most foreign groups consist of only four to six participants. However, length of group discussion outside the U.S. can be long by U.S. standards, up to four hours.


In some places, providing a payment to participants is sufficient motivation for them; in other countries, one first needs to host a luncheon or dinner for the group so that members get to know each other and are willing to interact. Not all societies encourage frank and open exchange and disagreement among individuals.  Status consciousness may be result in the opinion of one participant being reflected by all others. Disagreement may be seen as impolite.  Certain topics may be taboo.  The group interactions may be completely misread if the culture is not completely understood by the focus moderator. Focus groups in Latin America often disappoint; as many as nine out of ten respondents will not show up even if they have promised and you have reminded them:  they cannot say no. When they do show up, unless explicitly told otherwise, participants tend to bring friends and relatives who have not been screened.  The Polish will participate in focus groups but strong leftover resentment from their captive days still exists against their being questioned.  If the Polish focus group contains a clergyman, it is likely that all other participants will be very hesitant in putting forward views which conflict with that of the clergyman. Foreign moderators tend to be much less structured and authoritative, feeling it necessary to make group members feel comfortable with each other and build rapport.


The main advantage of  the focus group method is that it engages respondents interactively: One respondent’s remark stimulates another’s thought. In the United States, focus groups are primarily composed of strangers; Americans do not hesitate to speak their minds when they do not know others and will probably never see them again.  Conversely, in Japan, in  a room full of strangers, the Japanese will not speak up; instead, they tend to follow more strict rules concerning when to be quiet and when to be talkative. The Japanese do not care to embarrass the presenters if they do not know the answer or to ask a question if it is of less value to the other participants; therefore,  few questions are ever raised by them when invited to do so.

 
Instead, a successful Japanese focus group consists of friends, relatives, or a similar in-group (one with demographic homogeneity; those of equal status who know each other well). The Japanese are more likely to speak their real feelings to those they know. In such a grouping, there will be more responses, less superficial agreement and more healthy differentiation. Mixing users and non-users is not recommended when any social judgment is attached to the art of using or not using the product.
The Japanese pay close attention to the relationship between people and inanimate objects. The Japanese do not want to upset the people who are attached to the object.  They are concerned with who owns it or what interest people have in it rather than with the thing itself. Therefore, negative comments must be not only encouraged but also pulled out by the facilitator. They will not comment negatively if they think the facilitator represents the company making the product. Increasing the distance between the speaker and the issue helps get varied opinions from Japanese respondents.  Status is important in Japan.  The oldest person (male if in a mixed group) with higher social status has the authority to speak first and more than others. Having social equals in the focus group eliminates the status problem.


Unlike the format of an American focus group, where one question posed by the facilitator is followed by an average of three to five comments by different respondents, a Japanese focus group facilitator’s utterances are typically followed by only one or two respondent statements. In Japan, the facilitator stands in the middle, and after one respondent has answered, the facilitator must take control and ask another respondent for his or her opinion on the previous comment. The Japanese respect the group leader and place on him or her all the responsibility for directing the discussion.


Often, the facilitator will get only short answers, superficial and tentative nods of the heads, or simply guttural noises from the respondents, indicating that they have understood the question, but have no particular follow-up answer to present.  This is because the facilitator has posed the question in a way that is incompatible with the Japanese. The facilitator must not use an aggressive communication style. A challenge will be perceived as rude, manipulative, insincere, or simply stubborn and ignorant.  Educating the participants by inviting them to express their opinions and having the facilitator be native, help solicit comments and feedback in a Japanese focus group.
A tendency to conform among Japanese group members may initially suppress varying opinions. The Japanese need to be coaxed slowly to express opinions that differ from others in the group. The non-verbal must be carefully observed since just 7 percent of the total impact of a message is conveyed verbally, 38 percent paralinguistically (through voice tone, pitch, amplitude, inflection), and 55 percent  through body language. 


Surprisingly, the Japanese are better respondents in a group than in a one-to-one interview.  No matter how skillful the interviewer may be, he or she is still a stranger, and the Japanese are not prone to open  their hearts to a stranger.  On the other hand, in a group situation they are with others like themselves. A great amount of interpersonal trust can be developed and very candid views can be exchanged without any animosity.  That is why those with similar life-styles and backgrounds and ages must be chosen. The Japanese are great in groups because they are attentive and interested in what others have to say.  Since opinions are not immediately expressed, the opening part of a session is typically slow. When an idea is introduced, typically a respondent expresses a very tentative reaction.  However, another respondent picks up on some nuances of the comments and adds some of his or her own.  Gradually the idea will be positioned and a consensus formed. 


Betty Crocker attempted to market its cake mixes in Japan only to find customer obstacles.  After numerous focus groups, it was found that the essential problem was  psychological; making the cake mix in the rice cooker raised the danger of contaminating the rice, and, hence, housewives hesitated to use the product. Yet, conclusions drawn from focus groups must be carefully weighed against the existing cultural inertia: Frito-Lay found that prawn is the favorite flavor of Thai focus groups.  Thais said they thought an American snack with a native flavor (tom yam) was inappropriate. Frito-Lay decided to market American flavors for an American snack.

 
Potential cross-cultural errors in international marketing research include:


Definition Error:  the way the problem is defined by each culture. A 1963 Reader’s Digest study reported that French and German consumers ate significantly more spaghetti than did Italians; the study had concerned itself with only packaged spaghetti and not total spaghetti consumption (many Italians prefer to buy in bulk).


Frame Error:  different populations being sampled from different cultures.


Selection Error:  how the actual sample is selected from the population. Saudi Arabia has neither street names nor house numbers.  Street maps are frequently unavailable in parts of South America. This lack of infrastructure complicates  sampling procedures. In many third world countries, only a small percentage of the population may own phones and it may be nearly impossible to access rural areas if adequate transportation is not available.  It is, therefore, in these situations often extremely difficult,   to obtain a proper random sample.


Construct Equivalence consists of conceptual equivalence, functional equivalence, and instrument equivalence. Conceptual Equivalence:  Does the concept express similar attitudes or behaviors across cultures? The word family has different connotations in different parts of the world and thus inappropriate.   In the U.S., it generally means the nuclear family of parents and children.  In many Latin countries, it means the extended family including grandparents, aunts, uncles, and cousins.  Words used to elicit response must carry similar meanings to individuals in different cultures.   Concepts often have totally different meanings in different cultures and are thus inappropriate for use on an international scale.  Care has to be exercised to ensure that the words used to elicit responses carry similar meanings to individuals in different cultures. 


Functional Equivalence:  does the concept or construct serve the same function in different cultures.  While Refrigerators are used to store frozen foods in some countries and to chill water and soft drinks in others, in certain markets they serve as status symbols and are prominently displayed in the home, often in the living room not the kitchen; the typical Asian refrigerator size ranges from 6 cubic feet to 10 cubic feet and may be only 4 feet high with the top of the unit typically being used to hold something else, a lamp or plant.  As such, the prominent placement leads to a demand for stylish colors and finishes; in India, it is not uncommon to find refrigerators sold in bright red or blue.


 If similar products have different functions in different societies, their parameters cannot be used for comparative purposes. Beer is not considered an alcoholic beverage in Northern Europe; neither is wine in Mediterranean countries.  Both would be regarded as kin to soft drinks in their respective countries.  A researcher was thus surprised (but shouldn’t have been) when the survey reported Italians hardly ever drank alcohol (all the while with respondents routinely sipping wine while answering the questionnaire!).


Instrument Equivalence:  errors arising from questionnaire and interviewer:  are the scale items, response categories and questionnaire interpreted identically across cultures? This measures the validity and importance of the research questions. An instrument that measures a phenomenon uniformly in different cultures is absolutely essential for comparative evaluation of market characteristics. Any survey questionnaire is susceptible to considerable bias in cross cultural applications. Dominant cultural traits tend to affect the nature of response:  the Japanese as a group tend to be more humble, which often leads them to undervalue assets, while the Middle Eastern respondent is more prone to exaggerate.


 A major dimension of instrument equivalence is metric equivalence: the scoring or scaler equivalence of the measure used.    The desired effect is to achieve a similar likelihood between cultures. While the five or seven point balanced differential scale is commonly employed in the U.S., in other countries, consumers are much more familiar with 10 or even 20 point scales, while in some a three point scale is the norm.  Westerners tend to take extreme positions and work inward; Germans are  more extreme than English. U.S. respondents exhibit greater tendencies towards extreme response than non-U.S. respondents, especially Asian and Latin. The Japanese tend to take a neutral position and then work outward, seldom reaching the extremes.  Thus, the range of Japanese scores is generally more limited than that of Westerners, making use of such scales problematic. Latin Americans are more likely to use the extreme points on a scale to express their individualism, while Indians may  express similarly intense opinions using points near the middle of the same scale.  In Northern Europe, a four point scale is preferred to a five point scale, to force a choice: people do not want to stand out from the crowd and tend to give average opinions otherwise.  


A group of outstanding international business professors from a major midwestern research university taught in a faculty exchange program at an East Asian sister school.  Used to receiving between 4.5 and 5 (with 5 being outstanding) on their student evaluations, they were astonished to receive 3 (average). The mystery was cleared up after discussions with some of the students:  the students had expected an outstanding program and had received same, therefore they gave 3 as performance equaled expectations.


 Other potential problems in conducting cross-cultural marketing research include:


Definitional Equivalence: In France, fragrance is measured on a hot-cold continuum; in the U.S. and UK, this is not so. In the UK and U.S., beer is considered an alcoholic beverage, in Latin Europe it is not. In Japan, a supermarket usually occupy multistory structures and sells non food-stuffs and usually even has a restaurant; not the same definition as found in the U.S.


Social Desirability:  does an item or questions in a given cultural or social context.  reflect the proper way in the respondent’s culture that they should answer. . . sex is a taboo subject in India.  Latins will not readily admit to drinking alcohol.   Researchers need to determine what topics are socially acceptable or not. Such topic bias must be eliminated as it only muddies the picture.


Interpretation Problems: complexities of cultures render interpretation hazardous. Italians, Spanish, and Latin Americans may seem to be effusive and to overstate their answers.  Germans and English often understate their enthusiasm.


Measurement equivalence includes calibration, translation and metric equivalence. Both calibration and translation equivalence seek to assure that measurement instruments mean the same thing after translation.  Translation equivalence implies that the same questionnaire items measure the same latent constructs in different populations (differences in currencies and units of weight).   Can a construct be measured by the same questionnaire items in different countries (translation equivalence) and whether the units of measure are the same in different countries (calibration equivalence). Metric equivalence is when the subjects respond to the measurement scales in the same way.  Two threats exist for metric equivalence:  scalar inequivalence and inconsistent scoring across populations. Before 1989, Eastern European countries did not apply the international standards and classifications for statistics laid down by the UN; others that had been used were notoriously biased.

******


Success stories underscoring the value of research exist. P&G’s market research indicated that Japanese mothers are very concerned with keeping their babies clean and as a result change their children’s diapers far more often than Americans do.  In response, P&G devised Ultra pampers, a more absorbent diaper that keeps the child drier and makes frequent changing a less messy task.  In their research effort they also discovered the value of storage space in the average Japanese’s home, they made the diapers thinner to fit in a smaller space and take up less of the valuable home space; Ultra pampers is now the market leader in Japan. P&G had to adapt Cheer to fit Japanese market requirements since many Japanese consumers washed their clothes in cold tap water or used leftover bath water.


 KFC (Japan) customized its American product and strategy to suit the tastes of the Japanese consumer. By using indirect Japanese market research techniques, it positioned the stores as trendy and high class, not as fast-food stores.  After consulting directly with customers, French fries were substituted for mashed potatoes, the sugar content in the coleslaw was reduced and fried fish, cold corn salad, and smoked chicken were added to the menu.


Domino’s initial market research in Japan indicated that home delivery of pizza was not feasible.  The Japanese emphasized such foods as raw fish, rice, and seaweed in their diets and dislike such pizza staples as tomato and cheese. Pizza is considered a snack food rather than a meal, which makes it difficult to justify the high prices necessary to make the home delivery business profitable. The  consumers who like pizza the most are teenage girls, the segment with the least disposable income.  Those most likely to pay a premium for a meal would prefer to eat out in a spacious restaurant than in their own cramped residence. Finally, Domino’s guarantee of speedy delivery  was perceived to be impossible in Tokyo’s traffic.  Domino’s did not give up.  It made the pizzas smaller (10 and 14 inch pies rather than 12 and 16 inch versions favored in the United States), added optional toppings preferred by the Japanese (corn, squid, and tuna), and used motor scooters (with customized roof design and Domino’s logo) instead of cars to move around Tokyo. In addition, they retained the thirty minute delivery promise by concentrating on populous, affluent neighborhood of big cities and limited the delivery radius to two kilometers.



In the Middle East, Singer learned that husbands were the buyers and that they were not interested in saving their wives personal effect; they changed their pitch to Arab men that sewing machines would make their wives more useful and better able to attend to the husbands’ needs.




      SUCCESS RULES



•    Use short, simple sentences with a limited vocabulary and familiar words.  






•    Employ active rather than passive words. 



•    Repeat nouns rather than using pronouns.  



•   Avoid metaphors and colloquialisms.  



•   Avoid possessive forms.  



•   Avoid words which indicate vagueness. 


Any research instrument must use categories which are tested for relevance and this often implies searching out other people’s categories in their own language. At a minimum the survey instrument must be backtranslated. A far more aggressive strategy recommended to minimize any of the errors noted earlier in this chapter is decentering:  successive iteration process of translation and retranslation of an instrument each time by a different translator.  The versions are sequentially compared.  If the two versions are dissimilar, the original is modified and the process is repeated until both show the same or similar wordings.  The original instrument itself undergoes a change and the final version and its translation have equally comprehensive and equivalent terminologies in both the languages.  


In addition, one must beware of response bias. Other suggestions include to heavily pretest, consider equivalence problem in design state, utilize and understand the local infrastructure, use an experienced firm or individuals from the local country,if available, and be open and flexible.  A last note of importance, the interpretation of results should be done with local advice so that explanation of reason is not biased by one’s home culture. International market researchers when involved in cross-cultural research must understand and expect that such research will be more costly, take longer than expected, and one must be more careful than in similar domestic research especially in viewing and analyzing the results.

  Major problems 

 
•  unwilling respondents, 


•  unwilling to provide current and truthful information; 


•  locating knowledgeable sources;

 
•  discussion of personal or family matters taboo; 


•  private matters not discussed with strangers; 


•  are you with the government? hesitancy to answer; 


•  limitations of infrastructure; 


•  sampling problems; 


•  language, slang, idioms, dialects;

 
•  literacy rates and education levels.
