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Preface 
 The sixth edition of International Marketing arrives at a time of considerable upheav-
al and uncertainty about international trade and globalization. The era of global trade agree-
ments and lower tariff barriers appears to be over – or, at minimum, this trend has stalled. 
Notwithstanding that globalization and international trade were largely responsible for lift-
ing millions of people out of poverty, by 2016, trade and trade agreements had become 
thorny political topics in Europe and in the United States. With the loss of so many manufac-
turing jobs in the U.S., trade had come to be considered as the main reason for the disap-
pearance of U.S. manufacturing jobs and the stagnation of middle class wages.  In addition, 
the global influence of multinational companies on local economies and government poli-
cies has become a major concern.  
 By late 2018, as the new edition of International Marketing was being finalized, the 
U.S. and China were in the midst of a major rift over U.S. complaints about China’s  trade 
policies: unfair government subsidies, currency manipulation, and the theft of intellectual 
property.  Starting with U.S. tariff hikes on Chinese steel and aluminum exports, new tariffs 
have been imposed by the U.S. on billions of dollars’ worth of Chinese goods. Not surpris-
ingly, this led to retaliatory tariffs by China on key U.S. exports. In addition, the U.S. finds 
itself at odds with Canada and the European Union over trade and tariffs. The U.S. govern-
ment is also insisting on major changes to the NAFTA agreement with Canada and Mexico, 
to reduce the current U.S. trade imbalances with the two countries. The U.S. has threatened 

to pull out of NAFTA altogether if a satisfactory agreement could not be reached. Many 
business leaders, academics, and public sector officials are worried about this escalation of 
trade disputes. Some have suggested the possibility of an all-out global trade war, not seen 
since the 1930s.   
 Notwithstanding these current controversies, international trade continues to grow. 
People around the world seek expanded economic opportunities, improved standards of 
living, and communities free from armed conflicts. Against this backdrop, the authors would 
like to share a quote from one of the founders of the Thunderbird School of Global Manage-
ment. 

“Borders frequented by trade seldom need soldiers.” 
Dr. William Schurz, President 

Thunderbird School of Global Management 1949-52 
 

 The sixth edition of International Marketing has been fully updated to provide anal-
yses about current economic and political challenges, trade disputes, and other develop-
ments in international marketing. In addition to updating the comprehensive materials 
about multinational firms, the new edition features important discussions about interna-
tional marketing and small and medium-size exporting firms. The sixth edition also includes 
new coverage on services exports and the booming international e-commerce and e-
payments sectors. The authors continue to expand the materials on international marketing 
and developing countries, with a number of new illustrations focused on Latin America and 
Africa.   
 All cases have been revised and updated to offer current company examples and 
overviews of industry developments. Several new cases were added. Each chapter has at 
least one case study that helps students apply the knowledge acquired in the chapter. 
 International Marketing reflects the authors’ teaching philosophy: presenting vivid, 
real-world examples that help students to better understand international marketing theo-
ry. Professor Lascu shares her own perspectives as a product of different cultures who has 
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experienced and observed marketing on five continents, both as an expatriate and as a lo-
cal, in a free-market system and under a repressive, anti- consumerist command economy. 
Professor Hiller has substantial experience with international trade promotion, as well as 
business and management in Latin America that complements Dr. Lascu’s research back-

ground and extensive work in Europe and Asia.   
 
ANCILLARY MATERIALS 
 Textbook Media is pleased to offer a competitive suite of supplemental materials for 
instructors using its textbooks. These ancillaries include a Test Bank, PowerPoint Slides, and 
an Instructor’s Manual. This text comes with a test bank created by the author, and it in-
cludes questions in a wide range of difficulty levels for each chapter. All Textbook Media 
test banks offer not only the correct answer for each question but also a rationale or expla-

nation for the correct answer and a reference to the location in the chapter where materials 
addressing the question content can be found. The Test Item Files are available in files that 
are readily adaptable to the major Learning Management Systems. The software files allows 
the instructor to easily create customized or multiple versions of a test and include the op-
tion of editing or adding to the existing question bank.  
 A full set of PowerPoint® Slides, written by the author, is available for this text. This 
is designed to provide instructors with comprehensive visual aids for each chapter in the 
book. These slides include outlines of each chapter, highlighting important terms, concepts, 
and discussion points. 
 The Instructor’s Manual for this book has also been written by the author and offers 
suggested syllabi for 10- and 14-week terms; lecture outlines and notes; in-class and take-
home assignments; recommendations for multimedia resources such as films and Web sites; 
and long and short essay questions and their answers, appropriate for use on tests. 
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this chapter,  

you should be able to: 
 

 Learning Objectives 

• Define international marketing 

research and provide a descrip-

tion of its immense scope; offer 

examples of each type of re-

search conducted in internation-

al marketing. 

• Describe the steps involved in 

the international marketing 

research process while address-

ing the international constraints 

involved for each step. 

• Introduce the concept of deci-

sion support systems for interna-

tional marketing and describe 

the sales forecasting process. 
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 International marketing managers in unfamiliar environments need a 

thorough understanding of their target market if their marketing efforts are to be success-
ful. Numerous marketing plans fail due to an incomplete understanding of the market. 
Companies selling consumer products are especially prone to challenges in foreign mar-
kets. Many such examples exist: European and U.S. multinationals have entered many     
low- and medium-income markets with large and expensive bottles of cleaning products 
and tubes of toothpaste, only to find that consumers will not purchase them, in spite of the 
fact that they prefer Western brands. As soon as those products were packaged in cheap, 
small sachets, consumers started purchasing large volumes. In another example, sales of 
Coke packaged in 200 ml recyclable bottles took off instantly in India. In the United States, 
24-packs of any drink fly off the shelves, but internationally, products sell better when they 
come in smaller packages. In fact, smaller-sized products often do better, especially where 
space is at a premium, as in Berlin (see the story below). 

 Living in an Apartment in Berlin 
 It is not unusual for a European family of four to live in a one-bedroom apartment. That 

apartment may be on the fourth floor in a five-story building with no elevator. Try to sell this 

family a package of 12 giant Bounty-brand rolls of paper towels, and they will ignore your prod-

uct. Sell them just one giant Bounty roll of paper towels and they will wonder if they really 
need the paper roll when they can use their kitchen towel? Environmentally conscious Europe-

ans think twice before creating waste because waste is expensive and difficult to unload. Fig-

ure 6-1 shows a typical garbage disposal site shared by three homes. It is kept under lock and 

key to prevent access by nonresidents. 

 Containers can fill up quickly, one often has to hold on to waste until the garbage trucks 

come around the following week.  And where would they store this giant Bounty? Kitchens are 

tiny, so hanging a roll above the sink will impede access to the sink, and  the  few  inches  of  

countertop  has  to  be  free  to  allow  for  food   preparation  (see Figure 6-2). 

Figure 6-1 (left):  Guarded garbage, only available with key access. The garbage must be separated into 
paper, plastic, organic waste, bottles, metal, and . . .  garbage. Figure 6-2 (right) A typical kitchen sink in 

an apartment barely contains a plate. Woks are popular, but they must be cleaned in the bathtub. 
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 Western European apartments are not unique. In Japan, many apartments are small, 
with just 500 square feet and paper-thin walls. Storage space is limited and products are 
best sold in small quantities. In Japan, as in Europe, products for the consumer market 
should be smaller in size. Procter & Gamble did not take into consideration women’s needs 
for a thinner diaper due to high frequency of changes and limited storage space, and their 
market share was quickly eroded by a local competitor that provided thinner diapers that 
were in line with market demands.1 

 An understanding of the market also means active monitoring of the international 
market and the local market for new entrants. Leading multinationals can, in a heartbeat, 
lose their grip of the global or local market. In 2018, two major German discount grocery 
store chains, Aldi and Lidl, aggressively opened new stores across the U.S., taking on Publix, 
Costco, and Walmart. They took away customers with their smaller stores packed with 
goods still in shipping boxes, but with quality private label goods, a large selection of organ-
ics, and specialty goods, like a marzipan-laden stolen at Christmas (unlike any available at 
four times the price in U.S. specialty stores), and the real bratwurst, not the U.S.-imagined 

version, along with sweet Bavarian mustard. Belgian chocolate, cheap wine, eggs cheaper 
than anywhere else, U.S. supermarket chains should worry… 

 Amazon, the giant e-commerce retailer has disrupted the U.S. grocery business in 
late 2017 through their purchase of Whole Foods Market, but, it, too, is looking over its 
shoulder at the potential competitive threat that Alibaba’s entry in the U.S. market might 
present. Alibaba is the leading Chinese e-commerce company providing consumer-to-
consumer, business-to-consumer, and business-to-business sales service via the Internet. Its 
Taobao consumer-to-consumer and business-to consumer arm has already entered Australia 
with its payment system, Alipay (similar to PayPal).  In late 2017, Alipay made its initial entry 
into the U.S. market with its mobile payments platform, taking on the established U.S. credit 
and debit card markets. 

 Further roiling the retail sector was Walmart’s announcement in May, 2018 of plans 
to buy a controlling stake in Flipkart, a major Indian e-commerce retailer.  Flipkart has been 
struggling in the large Indian market to compete 
with Amazon.  Although investors initially ques-

tioned the price Walmart paid, it is clear that Indi-
an consumers stand to benefit from the in-
creased competition in the market.2 

 Companies must conduct research in 
their local markets to understand consumers, 
their needs and wants, and consumption pat-
terns. This chapter defines marketing research 
and examines its broad scope across all compo-
nents of the marketing mix (product, place, price, and promotion). The chapter addresses 
the international marketing research process and the complexities of the process in an inter-
national setting. 
 

6-1 The Need for International Marketing Research 
 Marketing managers must constantly monitor the different forces affecting their 
international operations. Marketing information, the basis for all executive action, must be 
taken into consideration to improve the chances of success in a complex environment. Such 
information needs to be carefully evaluated and viewed in light of the purpose for which it 
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was collected. In some countries, data may not be available at all, and if available, it may be 
questionable. For example, production and sales data reported may be tainted by pressures 
of governments on factories to exceed unrealistic plans or production quotas.  

 International marketing research is 
especially complex. International managers 
are likely to encounter not only the obstacles 
they have learned to master when conduct-
ing research in their own countries, but also 
obstacles laden with the specifics of the in-
ternational market where they are conduct-
ing the research, specifics that may differ 
substantially from those of their national 
market. Consider a male researcher working 
for a hair care firm interested in launching its 
lines in the beauty salons of the Middle East. 

 In the United States, it is perfectly 
appropriate for this individual to assess inter-
est in the company’s product line by collect-
ing data in beauty salons. In most countries 

in the Middle East, however, women’s beauty parlors cater exclusively to women (men’s 
barber shops cater exclusively to men), and the presence of males in this environment 
would constitute a breach of Islamic law, which forbids males from seeing a woman’s hair if 
they are not closely related. 

 Another aspect of the difficulty of engaging in research internationally is readily ob-
servable in Eastern Europe, where consumers remain suspicious of attempts by foreigners 
and locals to investigate local markets and related consumer behavior. Consumers prefer 
not to participate in opinion polls and regard such attempts as an intrusion or as suspect. 
And, since instituting a market economy over 20 years ago, prospective respondents feel 
that they understand business and they will promptly demand payment for any time and 
effort required by the investigation. 

 These and many other environmental factors encountered in international market-
ing research complicate the task of marketing researchers, who should have not only an 
expertise in the most advanced techniques of scientific inquiry, but also a profound under-
standing of the markets under investigation. 
 

6-2 Defining International Marketing Research 
 We define international marketing research as follows: 

 International marketing research is the systematic design, collection, recording, anal-
ysis, interpretation, and reporting of information pertinent to a particular marketing deci-
sion facing a company operating internationally. 

 This definition of international marketing research contains a caveat also present in 
the general definition of marketing research: an acquired understanding of the market envi-
ronment. In an international setting, the environment is particularly complex, and it displays 
obvious and important subtle differences in culture, religion, customs and business practic-
es, and general market characteristics from the environment of the company’s home coun-
try. 
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6-3 The Scope of International Marketing Research 
 International marketing research has a broader scope than domestic research: Man-
agers need additional information to compensate for lack of familiarity with the foreign en-
vironment. Initially, marketers must determine if the target country is an acceptable place to 
do business. There must be a reasonable level of confidence in the political, governmental, 
and economic structures in the target country, and whether such risks are manageable. If 
these country factors are negative, this may preclude the need for any subsequent research. 
For example, Argentina has a population of forty million, a large middle class, abundant nat-
ural resources, and high literacy.  However, in recent years, mismanagement by the coun-

try’s populist governments led to default on Argentina’s  debt.  Notwithstanding the large 
consumer market, international companies are reluctant to consider new investments in 
Argentina. 3   

 Sections 6-3a through 6-3f describe some general research categories (see Figure     
6-3).4 

 

6-3a Research of Industry, Market Characteristics, and Market Trends 

 Studies of industry, market characteristics, and market trends, often in the form of 
acquisition, diversification, and market-share analyses, are conducted regularly by marketing 
research suppliers and shared with subscribers. This topic will be further addressed in this 
chapter. 
 

6-3b Buyer Behavior Research 

 Examining brand preferences and 
brand attitudes falls into the category of 
buyer behavior research. To the unin-
formed, China is an emerging market that 
cannot afford many luxuries. However, 
buyer behavior research found that the 
Chinese luxury market is growing, and this 
market is demanding. Researchers at Gen-
eral Motors (GM) know that well. 

 Consumers in China tend to go for established luxury brands, such as Rolls Royce, 
BMW, Audi, and Cadillac. In fact, in most Asian countries, as well as in Latin America, uncer-

 

Figure 6-3  The scope of international marketing research. 
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tainty is strongly avoided, resulting in high brand consciousness, brand loyalty, greater insist-
ence on quality, and consumers’ active reliance on reference groups and opinion leaders. 
People tend to shop in groups, and they are slower to accept new products. Whereas con-
sumers worldwide are concerned about monetary, functional, physical, psychological, and 
social risks, Asians tend to be more sensitive to social risk than Westerners.5 

 Brand awareness research and purchase behavior studies are often conducted by 
companies to assess their position in the market. Hilton hotels, in an attempt to change the 
way customers perceive them, engaged in a worldwide study of brand awareness of the Hil-
ton brands, including its limited-service offerings. 

 Other useful studies that belong to this category are consumer segmentation stud-
ies, which are conducted to identify market segments. Such studies are also used to identify 
profiles of heavy product consumers and occasions for consumption. Cosmetics companies, 
for example, have conducted research looking at emerging market cosmetics consumers in 
Eastern Europe and China. The segments behave differently when it comes to cosmetics, as 
the following examples illustrate; cosmetics companies need to devise marketing strategies 
accordingly. 

 
Cadillac in China 

 General Motors conducted extensive buyer behavior research in China to 
find that luxury consumers responded well to special treatment. Its Chinese dealerships 
greet visitors with cigars and Napa Valley wines on black marble bars, VIP rooms with leath-
er sofas, and movie shots of the brand. GM has done well with Buick and Chevrolet, and 
now it is ready for a sales offensive that will ensure that Cadillac succeeds in this market. 
Cadillac is expensive because the Chinese government adds a 25 percent import tax. Models 
sold in China are four inches longer than the U.S. model, in deference to Chinese customers 
who tend to have chauffeurs. 

Buyer behavior research found that luxury automobile brands are the fastest grow-
ing segment in the Chinese market and that consumers desire luxury-brand automobiles 
and related accessories (see Figure 6-4).  

Figure 6-4  Large cities in China boast several showrooms for luxury automobiles. 
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6-3c Product Research 

 Concept development and testing studies are usually performed in developed coun-
tries by the firms’ research and development departments. When going international, multi-
national firms usually already have a successful product to bring to the marketplace; never-
theless, it is still important that they evaluate the product/service they offer and the related 
marketing mix in light of the different regional and local target markets. And, although the 
initial concept development and testing studies are performed in high-income countries, in-
creasingly, they are being performed in important emerging target markets, such as China. 

 Hilton Hotels 

 Hilton Hotels Corp. aims to create a truly global company and expand the Hilton brand in 
Asia, Europe, and the Middle East. In China and India, it is partnering with companies to convert 

underutilized office buildings and retail space into limited-service, home-away-from-home type 

hotels, such as the Hilton Garden Inn, Hampton Inn, and Double Tree hotel. In Europe, it is also 

focusing on the limited-service sector, where comparable, lower-service hotels are nonexistent.  

 Hilton studied consumer hotel perceptions and 

brand awareness of its brand. In Europe, it found that, 

except for resorts, consumers perceive them as expensive 

and snooty, with hired doormen to keep out riff-raff. 
Based on the studies, Hilton believes that limited-service 

hotels could change perceptions and create brand loyalty 

among travelers. The company is working to change con-

sumer awareness of the broader Hilton brand, and to posi-
tion their limited-service offerings as an extension of the 

home, without an imposing exterior and without the 

grand entrance – offering fourteen full and limited-service brands, including the new Tru limited 

service brand launched in 2016. Tru targets millennials in their 20s and 30s who prefer sleek, mod-
ern hotels with large public spaces for working and socializing.6 

Eastern European and Chinese Cosmetics Consumer Segments 

 Russians want to impress at any price. Russian women focus primarily on outward appear-
ance and strive to make a bold personal statement. They spend heavily on cosmetics: Many twen-

ty-something professionals spend $300 a month on cosmetics, and even students manage to 

spend $150 in spite of little or no income. In fact, Russia spends 1.3 percent of GDP on cosmetics 

and toiletries, double what Western Europeans spend. Russian women have high awareness of 
and receptivity to Western brands. They desire opulence and are drawn to audacious retail envi-

ronments. In line with these research findings, brands such as Olay are marketed as prestige 

brands, rather than products for the mass market — a strategy used in Western Europe and the 

United States. 

 In comparison, Polish women are more concerned with products that make a difference 
from the inside out. They desire heavily advertised Western cosmetics, but they are also price con-

scious and prefer high-quality Polish brands. They expect retailers to be knowledgeable about the 

cosmetics they sell. Chinese consumers, on the other hand, 

are receptive to different strategies. They prefer less color 
and simple graphics and typography. White is the preferred 

color for skin products because it projects luminescence and 

clarity of skin. Black is an indicator of quality and brand status. 

Consumers enjoy going through skin care regimens and ritu-
als, unlike Western women, who have less patience for ritu-

als, and respond well to prestige messages. 7 
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For example, the Honda Concept C was first tested in China, and only later the automobile 
was introduced in different countries in Asia. 

 Brand name generation and testing is used not only in the consumer goods indus-
try, where its importance is obvious, but also in companies that have traditionally marketed 
their products regionally, such as agricultural goods companies. These companies need to 
test brand names when they market their products internationally. The annals of marketing 
are replete with examples illustrating the importance of testing a brand name in different 
countries. International Marketing Illustration 6-1 addresses challenges that marketing 
managers have faced in the process of deciding on brand names. 

 

 Marketers, historically, rushed to inter-
national markets with proven brands, and 

immediately proceeded to market them. How-

ever, brand names have hurt companies’ 

efforts in many markets; name-related blun-
ders are amply documented in the history of 

international marketing. As a result, compa-

nies have changed strategies accordingly, re-

searching the appropriateness of a brand 
name for their target markets, and changing 

it, if necessary. Examples of U.S. brands in 

China with extensively researched local names 

are: Coca-Cola, which means “tastes good and 
makes you happy,” Keebler, which means 

“rare treasure,” Ford, which means “happy 

and unique or special,” and Marlboro, which 

means “a road with 10,000 treasures.” Choos-
ing an appropriate brand name is more than 

simply a translation exercise; the translation 

should consider the local culture, norms, tradi-

tion, and history to ensure an optimal appeal. 

 In the case of global products, it is im-

portant to research their meanings in different 

languages. Kodak, Exxon, Xerox, and Ajax are 

examples of product names selected only af-

ter extensive testing. Frequently, companies 
have to come up with different names for 

products to ensure their acceptance in each 

region or country. As a result of brand name 

testing research, Maxwell House introduced 
its product under the name Maxwell Kaffee in 

Germany, Legal in France, and Monky in Spain. 

In other examples, KFC is known as PFK in 

Quebec –Poulet Frit Kentucky – to ensure that 
it conforms with the requirement of using 

French in communication in the region; Mr. 

Clean is known as Monsieur Propre in France 

and Don Limpio in Spain; Dannon yogurt is 
known as Danone everywhere outside of the 

United States; Burger King is known as Hun-
gry Jack’s in Australia, because the name was 

already trademarked in the country before 

Burger King entered the market; and Axe deo-

dorant is known as Lynx in the U.K., Ireland, 
Australia, and New Zealand. It is, however, 

important to note that brand names that 

were selected because of their effectiveness 

in the languages of key target countries are 
not necessarily particularly resonant in other 

countries. For example, the name 

“Accenture” was created by combining the 

words accomplishment, enthusiasm and fu-
ture. In an English or French business setting, 

these connotations have value; however, in 

other languages, the meaning is lost. 

 

 Sources: Sources: Laura O’Rielly, “12 Huge 
Brands That Are Called Something Completely Differ-
ent Outside the U.S.,” Business Insider, August 13, 
2015, accessed at http://www.businessinsider.com/
brand-names-outside-the-us-2015-8 on August 15, 
2015; Lily C. Dong, “Brand Name Translation Model: A 
Case Analysis of U.S. Brands in China,” Journal of 
Brand Management, Vol. 9, No. 2, 2001, pp. 99–115; 
Charlotte Clarke, “Language Classes,” Marketing 
Week, Vol. 20, No. 17, July 24, 1997, pp. 35–39; and 
David Ricks, Big Business Blunders, Homewood, IL: 
Dow Jones, 1983. 

 

International Marketing Illustration 6-1  Naming the Brand 
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 Product testing identifies the extent to which the product conforms to local tastes. 
For example, PepsiCo Foods International decided to undertake extensive product testing 
in China before introducing its Cheetos snack food brand. The outcome was not favorable, 
with respondents indicating that they did not like the cheesy taste of the snack. As a result, 

PepsiCo’s local joint venture, Guangzhou Frito-Lay, got rid of the cheese and replaced it 
with cream and steak flavors. Sales increased dramatically. Similarly, when Duke’s Mayon-
naise, a major southern and southwestern U.S. brand, conducted research in Latin America 
in 2016 (with the assistance of researchers at the University of Richmond and a partner uni-
versity in Mexico), it became clear that Duke’s needed to offer a lime-flavored product for 
the Mexican market. How much lime flavor was needed? Like Frit0-Lay in China, Duke’s had 
to test market a number of revisions in order to successfully develop lime-flavored mayon-
naise for the Mexican market.8  

 Other examples are competitive product 
studies, which determine the product strategy, 
the price the market will bear, the promotion ap-

propriate in light of the competition, and so on. 

 As for product packaging design studies, 
firms must consider consumers’ reaction to the 
package, the extent to which it communicates 
information, and the distribution implications of 
packaging decisions. Packaging may distinguish 
between local and international products. In the 
Czech Republic, Poland, and Romania, local dairy 
products are available in recyclable glass jars, 
have no brand name, and may contain only the 
dairy’s address information. International prod-
ucts, on the other hand, come in colorful, sophis-

ticated, disposable packaging. To the local consumers, however, simple packaging repre-
sents freshness, a local origin, and a lack of additives. After researching this phenomenon, 
Tesco Extra, the U.K. hypermarket, is selling its Tesco brand packaged in the same no-frills 
packaging.       

 In Latin America, Duke’s Mayonnaise needed to develop a pouch for the local con-
sumer market, as opposed to the traditional glass jar it uses in the U.S. market in order to 
better serve local preferences. 

 The choice of package color is another important dimension that necessitates re-
searching. One color could have different meanings in different countries: Green signifies 
abundance in North Africa and the Middle East, disease in the Amazon region, and healthful 
contents in North America and Western Europe. In Western Europe, bio (organic-type) 
foods are most often presented in green packaging. 

 In another example, Primus, a Belgian beer manufactured under license in Rwanda, 
is sold in one-liter bottles, rather than in the 33 cl bottles that most other Western beers 
use in this market. In researching the Rwandan market, Primus found that the Rwandan 
consumer typically drinks beer at night, sharing with family and friends. Research also 
showed that beer is usually purchased and transported on foot for distances of one or two 
kilometers. Consequently, the bottles are typically sold in crates of 12 fitted such that they 
could be easily transported on one’s head, allowing the individual to also carry other goods. 
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 Test marketing is another important research procedure belonging to the product 
research category. Procter & Gamble test marketed Swiffer, a disposable mop, in Cedar Rap-
ids, Iowa, and Sens, France, among other international markets. The company hoped to 
craft an international new-product success with the goal of evaluating whether a consistent 

brand image could be achieved in a number of major markets.9 This research was the first 
step in the company’s strategy to introduce the product worldwide in 18 months, rather 
than in the traditional four to five years.10 

 

6-3d Distribution Research 

 The distribution function is particularly important in international marketing, where 
special attention should be given to import/export regulations and practices, and where 
companies are well advised to engage in comprehensive analyses. For example,                  
import/export analyses aid companies in identifying the logistics companies most capable 
of handling the paperwork and getting products through customs in a timely and cost-
effective manner. Federal and state governments in the United States are often instrumen-
tal in helping with this type of research.   

 In the United States, many import-
ing companies will hire a licensed customs 
broker to clear their shipments through 
U.S. Customs. These individuals must pass 
a rigorous exam in order to be licensed by 
U.S. Customs and Border Protection. A 
licensed broker will determine any applica-
ble tariffs and other import regulations, 
and then file all necessary paperwork and 
payments on behalf of the importer.  
While  importers could handle this process 
on their own, it is typically much more  

cost-effective to hire a customs broker.  These brokerage firms can also advise export clients 
on any regulations and required pre-approvals to export potentially sensitive products and 
technology. 11 

 Researching individual exporter and importer expertise and the firm’s local influence 
are crucial to the success of the firm in a particular market. In one example, a private shipper 
from the U.S. attempted to export older, high-quality Louis XV armchairs from Romania to 
the United States. In the process, the firm obtained the appropriate documentation from 
the State Patrimonium Commission, attesting to the fact that these armchairs were not an-
tiques or important local historical artifacts. However, the large local export company (a 
vestige of the former communist firm ROMTRANS) encountered obstacles involving the lo-
cal customs office that prevented it from exporting the armchairs. Only after contacting a 
different and much smaller firm, owned by a well-connected former government official, 
was it possible to export the armchairs. This same influential firm arranged for the chairs to 
be shipped via the Romanian airlines directly to New York at a fraction of the cost of the 
shipment quote from the initial top shipping firm, by ship. Had the U.S. shipper researched 
the local import/export service providers, it would have found that influence is crucial in fa-
cilitating shipments. 

 Trade with Turkmenistan serves as an example of the importance of researching 
specific requirements imposed on importers by the local government. The government of 
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Turkmenistan tightly monitors all foreign trade through the State Commodity and Raw Ma-
terials Exchange. All import and export contracts must be registered with the exchange at 
a 0.3 percent commission. According to foreign companies, connections with someone 
holding a seat on the exchange facilitate registration.  Similarly, distributing in Kazakhstan, 
a small but growing market for U.S. consumer goods, is a challenge. Geography and the 
inexperience of local wholesale distributors require exporters of consumer products to pay 
close attention to developing and maintaining a distributor network in this region, a task 
that is not easy to implement. Most of the population is located in two areas: the south-
east, around the city of Almaty, and the north and northeast, the republic’s industrial and 
mining centers. Some existing infrastructure already supports distribution. An extensive 
railway network carries products within Kazakhstan, to other Commonwealth of Independ-
ent States countries, and to Europe. On the other hand, poor roads and bad telecommuni-

cations, when combined with geography, make it virtually impossible to rely on just one 
regionally based distributor. Smaller foreign companies may wish to start with a small, re-
gionally located distributor and gradually build a countrywide network from there. Larger 
firms may consider a larger up-front investment to establish their own distribution in Ka-
zakhstan.12 

 Another important type of study is that of channel performance and coverage 
studies, which may reveal either that channels need to be further developed at significant 
expense to the company, or that, in certain markets, particular channels dominate much of 
the activity in  a particular area. In Japan, channel performance research reveals that the 
dominant firms that can offer the most efficient and broad distribution for the firms that 
can afford their high fees are the large trading companies, such as Mitsui and Mitsubishi. 
This research also finds that distribution in Japan is multilayered, with many distributors 
involved at each level. Much channel performance and coverage research has been con-
ducted to date by U.S. multinationals in Asia to devise ways in which to adjust U.S. distribu-
tion practices to better fit with local market practices. 

 Finally, plant/warehouse location studies are important, as are evaluations of the 
transport infrastructure (roads, shipping, and warehousing infrastructure). In countries 
with an underdeveloped infrastructure or a 
mountainous terrain, warehousing is available 
only in the main cities. Distribution to remote 
locations is difficult, and firms may elect to 
avoid it. For example, in Ecuador, transporta-
tion between the capital Quito and Cuenca, a 
large city, is facilitated by a developed high-
way system between the cities, both at high 
altitude in a plateau region. Moving products 
from one location to another does not present 
problems because the transportation infra-
structure is adequate and warehousing facilities exist in both cities. If, however, a firm is to 

transport goods to Guayaquil from the capital city, it is likely to encounter difficulties be-
cause the transportation infrastructure between these two locations is complicated by the 
terrain. Guayaquil is easily accessible by sea, the route taken by most imported goods and 
services aimed at the island's tourist market. Goods from Quito are more likely to be trans-
ported by air than by truck. 

 In the United States, location decisions for distribution facilities and manufacturing 
operations are also influenced by the proximity of foreign trade zone sites (see Chapter 3 
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for a discussion of foreign trade zones.)  In Virginia, major retailers maintain large ware-
house and distribution facilities near the Port of Virginia, in the Norfolk-Virginia Beach area. 
Shipping containers can be off-loaded at a Port facility and quickly delivered to the ware-
house/foreign trade zone.  In addition, manufacturers like STIHL, the German chainsaw com-
pany, take advantage of their proximity to the Port of Virginia to import components for use 
at its Virginia Beach plant. The Port of Savannah, Georgia, is another example of a region 
that has successfully recruited important distribution facilities linked to the Port and local 
foreign trade zone, with distribution facilities linked to the Port. 13 

 

6-3e Promotion Research 

 Promotion research is crucial for 
companies doing business international-

ly. By doing such research, the firm eval-
uates the extent to which it effectively 
communicates with the market, it en-
sures that certain promotional strategies 
are appropriate for that particular mar-
ket, and, finally, it evaluates the extent 
to which the local media are appropriate 

for developing the intended message. 

 First, in terms of studies of premiums, coupons, and deals, it is important to identify 
the practices in each country where the specific promotion will run. When an agency has 
developed an idea to run in a number of countries, it first needs to check on the legality of 
premiums and coupons across those markets. As individual European Union (EU) countries 
relaxed their limits on consumer promotions to align their retail policies with those of the 
EU, IKEA introduced the family promotion, offering cardholders a 25 percent discount on 
selected “family” products in the store, such as bath robes, backpacks, umbrellas, and so 
on. After testing the loyalty card, the company launched the promotion worldwide. 

 It is important to determine whether consumers are likely to respond to promotions 
as expected. According to sales promotions experts, the most difficult aspect about pro-
moting in Eastern Europe is that consumers are just not accustomed to entering competi-
tions and sending off coupons. In the EU, on the other hand, consumers are keen on in-store 
promotions, going shopping in droves to take part in competitions for free product givea-
ways and the like. In Latin America, research conducted by Nielsen in Argentina, Brazil, Chile, 
Colombia, and Mexico found that the diverse consumers had diverse reactions to consumer 
promotions, but that, in general, promotions clouded price perception accuracy for consum-
ers, acting as a driving force for the increase in the bargain-hunting segments. Coupon use is 
highest in North America and Asia, especially in the U.S. and China. But, even in India, e-
couponing sites are all the rage – Coupon Dunia, Groupon, and several others have seen 
their revenue rise as much as 500 percent. Many shoppers start their shopping journey at 
the couponing site, which gets commissions between two and 15 percent, depending on the 
merchandise.14 

 Advertising effectiveness research is often conducted to examine the effectiveness 
and appropriateness of advertisements aimed at individual markets. Frequently, ads initially 
developed for home-country markets and tested there are later used abroad; such ads are 
frequently dubbed and do not fit with the culture of the local environments where they are 
broadcast. Tailoring the ads to the local market will always pay off, but it is more expensive. 
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 Advertising must appeal to the target customer to be considered effective. In one 
example, Switzerland’s tourism authority launched an advertising campaign aimed at soccer 
widows (women temporarily abandoned by husband spectators). The ads showed beefy, 
waxed men in various states of undress performing uniquely Swiss tasks, forking hay at the 
farm, sawing logs, milking cows. In the ad, Switzerland invites women to visit because Swiss 
men would pay more attention to them. What the ad created was, in fact, a homegrown 
version of the Village People, and it ended up attracting more gay men as a result. The ad 
was effective in promoting tourism to Switzerland, but not in the way the tourism authority 
had intended.15 

 Media research also is important. It is important to determine the appropriate me-
dia for advertising a company’s products. In many countries, television advertising is broad-
cast only in between programs, rather than at 10-minute intervals as in the U.S., and viewers 
often use the time to take a break from television. In some developing countries, the local 

TV channel is government owned and might advertise 
programming and city events, but they might not offer 

commercial advertising opportunities. Alternatively, 
media access and use may be very similar in different 
countries. However, regulations and enforcement 
might differ, leading to very different use of the media 
outlets. For example, French food companies have 
many restrictions: Television advertising must recite 
the harmful effects of sugary foods and recommend 
five portions of fruit and vegetables; the ads cannot 

have a popular hero endorsing the product; and so on. In neighboring countries, there are 
no such restrictions. French food websites targeting children must emphasize nutrition, and 
restrict consumer-brand game interactions (advergaming); elsewhere, advertising to chil-
dren may be less closely monitored. Similarly, Mexico, with the highest obesity rate in the 
world, instituted advertising restrictions and introduced a tax on sugary drinks that had an 
immediate effect in reducing their consumption.  

 Researchers do not always have access to information re-
garding programming and audiences. They can find out who are 
the formal cable subscribers or satellite dish users, but they may 
not necessarily identify all the viewers. In Germany, for example, 
many purchase a digital box to append to the television set (for 

about $30) and are able to receive numerous subscription pro-
grams. Thus, even though satellite dishes dominate the apartment 
landscape (see Figure 6-5), research cannot possibly identify the 
millions of users of digital boxes and fully understand their view-
ing behavior. 

 Finally, studies pertaining to personal selling activities, 
such as sales force compensation, quota, and territory studies, 
are crucial in helping to determine the appropriate strategies for 
different markets. Even the highly industrialized countries with a 
tradition of a well-trained sales force have deficits with regard to 
sales force compensation. For example, sales research in the elec-
tronic component supply industry shows great dissatisfaction 
among salespeople in Europe, as seen in the following discussion. 

 

 

Figure 6-5 Many apartment 
dwellers in Germany have 

satellite dishes.  
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6-3f Pricing Research 

 Internationally, pricing research is much more problematic than when it is performed 
locally, in a developed country. In addition to studies projecting demand, such as interna-
tional market potential studies, sales potential studies, sales forecasts, cost analyses, profit 
analyses studies, price elasticity studies, and competitive pricing analyses, which are typical 
of most pricing research studies conducted by U.S. firms in the United States, a firm also 
must look at issues regarding countertrade and currency issues, inflation rates, and a nation-
al tradition of bargaining for every transaction, all of which have implications for pricing deci-
sions. These points will be further addressed in Section 6-4e, “Designing the Data Collection 
Instrument,” as well as in Chapter 16, “International Pricing Strategy.” 

 At the retail level, pricing decisions could make or break a product. In countries 
where salespeople typically keep the change, it is important to price the product a few     
pennies/centimes below the amount that can be paid using larger currency denominations. 
For example, for a product costing $10.00, pricing it at $9.50 will give the salesperson a $.50 
“tip” because customers would not demand change — an important consideration, espe-
cially in markets where salespeople have a considerable latitude as to which product they 
make available to the consumer. 

 In industrial marketing, research in cost analysis would reveal that high product certi-
fication cost could significantly contribute to the price of a product and ultimately adversely 

affect its marketability. This is the case in Russia, where the lack of transparency connected 
with certifying products confronts both foreign and domestic companies. Although such 
companies are awaiting political solutions to these problems, marketers should be aware 
and plan ahead for certification. Often, the process may be cumbersome. Generally, there is 
some choice among the certification centers inside and outside Russia that are accredited to 
certify a given type of product or equipment. In some cases, however, the product itself may 
fall into several categories, and two certificates may be required.17 

 

6-4 The International Marketing Research Process 
 Effective international research involves the steps shown in Sections 6-4a through 6-
4g. Researchers attempting to obtain accurate and reliable information regarding a problem 
experienced in a firm’s international operations are likely to encounter a number of difficul-
ties, such as translation and cross-cultural comparison complications, which do not, as a rule, 
affect firms engaging only in domestic research. These difficulties will be addressed for each 
step in the subsections titled “International Constraints.” 

 Sales Commissions for European Electronic Component Suppliers 

 Many electronic component suppliers are encountering disappointing sales results in Eu-
rope. First, there has been a mass exodus of production to China. Second, many are still using 

sales commission structures in place since the 1990s, adding to their costs and eroding the moti-

vation of salespeople. European component suppliers must develop a worldwide structure and a 

more logical and consistent approach to determining and awarding sales commissions. Other-
wise, Europe ould be squandering its last chance to remain a major player in high-tech industry. 

For example, design centers, where purchasing decisions often start, tend to be far from manu-

facturing centers, where parts orders are scheduled and shipments are received. Thus, it is diffi-

cult to determine which sales team should receive a commission and how much it should earn. To 
deal with this problem, the companies split the commission among different regions based on 

complex and arbitrary methods. As a result, sales staff motivation suffers.16 
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6-4a -Defining the Research Problem and Research Objectives 

 The first step in the international marketing research process requires the interna-
tional marketing manager and marketing researcher defining the research problem and 
jointly agreeing on the research objectives. The complexity of the environment of interna-
tional operations does not afford marketing researchers the opportunity to have a clear idea 
of the specifics that the research study should examine. Instead, they may need to engage in 
exploratory research of the problem to 
define the relevant dimensions of the 
problem. Exploratory investigations may 
help to further define the problem, sug-
gest hypotheses, or even actually identify 
additional problems that need to be in-
vestigated. Descriptive research, on the 
other hand, portrays a situation. For in-
stance, how frequently do shoppers in 
Cairo shop for food items; do they prefer 
to shop for meat products in state stores, 
which are cheaper but offer inferior-quality products, or in private stores, which are more 
expensive but offer a higher quality and assortment of meat products? Finally, causal re-
search examines cause-and-effect relationships, such as the extent to which Sony’s offer of 
financial incentives to electronics salespeople in Ahmedabad, India, is likely to increase sales 
of the Sony brand. 

 Managers must note that a fine line should be maintained between identifying the 
problem too broadly (“What are French consumers’ entertainment needs?”) or too narrowly 
(“Will enough French consumers pay an additional four euros to gain access to a specific 
American movie channel to make an investment in such a business worthwhile?”) Better 
questions are: “What should be the price of this service in order to draw sufficient subscrib-
ers?” “What is the interest of French audiences in the movies carried by this channel?” “To 
what extent would anti-American sentiment affect subscriptions?” 

 At this point, the researcher, in conjunction with the marketing manager, sets spe-
cific research objectives identifying: 

• What is the interest of French audiences in the types of movies offered by the Ameri-
can movie channel? 

• How many subscribers will the company have if the subscription costs 4 euros? 3 eu-
ros? 2 euros? 

• Will the channel gain customers in spite of the anti-American feelings in France? 
 

6-4b Developing the Research Plan 

 The research plan is a blueprint for a study, indicating the decisions to be made with 
regard to information sources, research methods, data collection instruments, sampling pro-
cedures, data collection, data analysis, and, based on these decisions, the projected costs of 
the research. 
 

6-4c Deciding on Information Sources 

 Next, the researcher must determine the extent to which available information may 
shed further light on the problem by identifying useful data collected either by the company 
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itself (internal) or by some other firm or agency (external) — secondary data. The data may 
help the clearly define the problem and set better objectives. It helps the researcher pin-
point the information that needs to be gathered for the goals articulated in section 6-4a, 
“Defining the Research Problem and Research Objectives.” The data collected to address 
the problem at hand is primary data. 
 

International Constraints (for Both Secondary and Primary Data) 

 Conceptual Equivalence: Concepts that have different meanings in different cultural 
environments. A “household” in the U.S. is different from a household in developing coun-
tries. In the U.S., it consists of a nuclear family, although this is changing to include of single 
parents with children or households with roommates. In urban Europe, a household typical-
ly consists of roommates, or unmarried companions and their children, whereas the new 
immigrants tend to have a more traditional family consisting of married parents and their 
children, or even an extended family under one roof. In developing countries, the house-
hold may include an extended family with relatives and servants who have spent their lives 
as part of the household. 

 In high-income countries, rural areas have a solid infrastructure, whereas, else-
where, rural areas may have no electricity, poor roads, and high poverty. In some formerly 
socialist countries, little distinction exists between urban and rural areas; there, local gov-
ernments did away with villages, in favor of high-rise concentrated living. Today, those ur-
ban areas may be in a disrepair, such that the newly built villages look much more devel-
oped than these urban areas. 

 In the U.S., shopping is designed for car drivers going to the supermarket once a 
week. In most other countries, the population is largely “pedestrian.” Consumers shop daily 
for food, as they are unlikely to have refrigerators, or, if they do, they are small, under the 
counter. And they may have to make special and costly plans to take a long trip — using 
public transportation rather than a personal car — to a larger city to shop for department-
store-type items. How should researchers study these markets differently than they would 
the U.S. market? Practices such as mall-intercept interviewing will have a bias toward those 
motivated to go the distance to shop there, rather than simply reflect consumers in the 
general area. Imagine conducting a research study at the Khan El-Khalili bazaar in Cairo or at 
the “Russian markets” in Ukraine or Poland where Russians sell household goods. There, 
even a study based solely on observation is logistically complex, given the crowded, aggres-
sive environment where consumers can barely keep their balance and get around, let alone 
respond to interviews. 

 Retailers and service providers differ greatly from one country to another. A drug 
store in much of the rest of the world outside the United States is known as a pharmacy or 
apothecary. A mall in the United States typically is one huge structure anchored by large 
department stores. In other countries, a mall could be a centrally located shopping avenue 
that may or may not be covered, or a pedestrian shopping zone. However, that is changing 
rapidly, as more and more countries adopt the U.S. covered-mall concept, even as U.S. con-
sumers increasingly Figures 6-6 and 6-7 (on next page)  show malls in Asia and Europe — 
not much different than those in the U.S. 

 Functional Equivalence: Products themselves might be used for different purposes 
in different country environments. Whereas, in many countries, jewelry advertises status 
and style, reflecting concern with appearance, in India and Pakistan, jewelry is used as a way 
to accumulate wealth. In other examples, refrigerators might be used in the U.S. to chill 
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soft drinks, whereas, elsewhere, soft drinks are consumed at room temperature or with just 
one ice cube. In the United States, ice is consumed in large quantities, so the refrigerators 

have ice makers. But in much of the rest of the world, ice is consumed in small amounts, and 
ice trays are common. Companies manufacturing plastic wrap also make plastic bags with 
small compartments that are filled with water and frozen. Then, the ice is squeezed out, as 
needed. 

 In another example, coffee, in southeastern Europe and the Middle East, is the quin-
tessential drink for socializing. It is ground finely, boiled with water in a special container 
called the ibrik, and then poured into cups carefully, reserving the foam, which is added at 
the end. Close friends socializing over a cup of coffee might, when finished, turn the cup over 
to read each other’s fortune in the grounds. In France, making coffee is perceived as an art, 
reflecting the ability and talent of the host. In Italy, people linger with friends in outdoor res-
taurants with a cup of coffee, and many cigarettes later, they may still continue to socialize. 
In Austria and Germany, coffee is also a tradition called the kaffeehaus tradition. Smoky, ele-
gant coffee houses pride themselves on the coffee and cakes they serve. The instant coffee 
popular in Britain would not work in these markets. In Asia, tea replaces coffee, and the tea 
ceremony is central to many cultures there. With all these traditions, it is an impressive feat 
that Starbucks has done so well worldwide. 

 Problems also are encountered when companies assume that, if individuals have a 
certain purchasing power, the market is ripe for timesaving devices that appeal to Western 
consumers. Standard of living is not necessarily an indicator of such needs, particularly in 
countries where a wide gap exists between the haves and the have-nots. In many middle-
class and upper-class families worldwide, household work is done by hired workers, and 
there is little likelihood that much thought would be given to facilitating their work. Moreo-
ver, servants themselves perceive timesaving devices as a threat to their job security. 

 In fact, the immense popularity of Western luxury goods among high-income earners 
and teenagers in Asia is not necessarily proof that they have joined the rest of the world’s 
Western consumers. They may try some goods, but for different reasons. Brand name goods 

such as Louis Vuitton bags might be bought more for “face” reasons and the importance of 
the regard of others than from an individual preference for the product. Remy Martin cognac 

 

Figure 6-6 (left) Taiwanese mall: Different country, same scene. In Taiwan, as in the United States, young consumers are avid 
shoppers and spend weekends at the mall with friends. Figure 6-7  (right) German malls are similar structures to                 

malls in the United States and Taiwan; however, do not expect to find many premium brands at these malls — premium 
brands prefer a location in a prime downtown shopping district or inside a luxury department store. 
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and Lafitte red wine might not be consumed because consumers really prefer them over 
local liquor or beer but because of peer pressure. Strong market position can therefore be 
built on foundations different from those in the West and require different marketing activi-
ties — in other words, an approach especially geared toward globalization but more effi-
cient in terms of creating value for the consumers, and, as a result, earning higher returns.18 

 In yet another example, consumers shop differently worldwide. Marketing Illustra-
tion 6-2  compares shoppers in China and the United States. Clearly, shopping has different 
meanings in the two cultures. 
 

 Nielsen’s annual reports on Chinese 

shoppers’ habits suggest that foreign retailers 

have focused on the wrong things, assuming 

that consumers want a one-stop-shopping 
experience when, in fact, they do not. Mass 

retailers such as Carrefour SA and Wal-Mart 

Stores, Inc., have built hundreds of look-alike 

sprawling stores offering food, appliances, 
and housewares but met with declining sales 

per store and little consumer loyalty. What 

went wrong? These retailers built these stores 

around the Western one-stop, infrequent 
shopping concept. But consumers in China 

prefer to go daily to open-air markets selling 

fresh produce, meat, and dry goods (see Fig-

ure 6-8). In fact, these markets account for 
more than 80 percent of food expenditures. 

 Yet, when Chinese consumers do go to 

supermarkets, they take more than one hour, 

expect the experience to be relaxing and en-
tertaining, and spend relatively little money, 

compared with consumers in Europe and the 

U.S. Indeed, U.S. consumers expect entertain-

ment — hence the success of creative super-

market retailers such as Stew Leonard’s, who 
have mooing cows and singing farmer pup-

pets, and the fun product sampling experienc-

es provided by many retailers. However, in the 

process of enjoying their shopping experi-
ence, U.S. consumers spend substantially 

more compared with their Chinese counter-

parts. 

 In other differences, U.S. supermarket 
consumers shop in bulk at supermarkets or 

warehouse clubs once a week, loading the 

family automobile with large packages of 

food, freezing the meat and some of the vege-
tables for later consumption, or purchasing 

these products frozen. 

  In contrast, Chinese consumers place 

little value on convenience. Chinese house-

holds spend 72 percent of their total food 

budget on fresh food, 9 percent on frozen 
food, 9 percent on convenience food and 

canned food, and the remaining 10 percent on 

basic necessity items (rice, oil, sauces, orang-

es, apples, Chinese cabbage, lettuce, bean 
curd, pork, pork spare ribs, mandarin fish, and 

big head fish. 

 What do consumers in the U.S. and 

China have most in common? They pursue 
good value over prices when it comes to re-

tailer choice and they report the highest cou-

pon use of all consumers. 

 Sources: Shopping & Saving Strategies 
around the World: A Nielsen Report, A.C. Nielsen, 
October 2011 (http://hk.nielsen.com); “World 

Watch,” The Wall Street Journal, March 21, 2003, 
A12. 

Figure 6-8   Market stall in Lhasa, Tibet.  Consumers                    
here purchase daily products such as grains,                   

yak butter, and meat. 

International Marketing Illustration 6-2 

A Comparison between Shoppers in China and the United States 
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Secondary Data 

 Researchers first must determine whether information is available, and if so, how 
much. Doing so may aid in gaining insights into the problem at hand. Secondary data are 
defined as data collected for a problem other than the problem at hand. They are examined 
first, and offer the advantage of low cost and ready availability in many of the developed 
countries. Secondary data is internal, if collected by the company to address a different 
problem, or collected by the company to address the same problem but in a different coun-
try, or external, if collected by an entity not affiliated with the company. 
 

Internal Secondary Data 

 Assuming that Reynolds aluminum foil is available in Saudi Arabia but not in Sudan 
and that the firm has no prior experience in Sudan, internal secondary data are useful only if 
the company has collected similar information from relevant respondents in a country with 
a similar environment. For example, after considerable research, Reynolds’ advertising in 
Saudi Arabia portrays the hands (with the wrists covered) of a woman preparing a sandwich 
for storage. An male voice describes the use of the foil and endorses its use. Because, from 
a religious perspective, the two countries are similar (although Sudan is less conservative), 
transferring this advertisement to Sudan will likely work. In this case, an analogy approach is 
appropriate. 
 

External Secondary Data 

 Marketing researchers in developed countries 
have ample access to different sources of external 
secondary data. They include government sources, 
provided by governments or government agencies—
such as the Census Bureau, the World Bank, the vari-
ous United Nations agencies, professional associa-
tions, various publications, and Internet sources. 

 

Secondary Data Sources 

 Researchers must check established sources of information on countries, regions, 
markets, competitors, and consumers. As a first step, researchers can conduct online 
searches using search products such as EBSCO, Lexis-Nexis, and others, as well as Google, 

Yahoo, and other similar search engines or portals. As discussed in Chapter 5, there are 
many useful comparative research tools on culture including the Hofstede analyses and the 
U.S. Dept. of Commerce Commercial Guides. The comprehensive Global Edge website pub-
lished by Michigan State University has a section devoted to cultural information resources 
for individual countries. 

 Researchers can access various publications and national and international market-
ing associations – see Table 6-1 on page 211.  

 Secondary data collected by different research suppliers are quite useful. In the 
past, U.S. research suppliers dominated the market; nowadays, there are more and more 
international players. The leading firms in all areas of market research are ranked in Table     
6-2 on page 211. 

 Researchers searching secondary data internationally are likely to encounter a num-
ber of constraints, which are addressed in the next section. 
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International Constraints 

 In many international markets, information sources may be limited and inaccurate. Although infor-

mation accuracy is usually closely linked to the level of country development, the data collected can have 
shortcomings attributed to factors other than development, such as translation, correspondence, and so 

forth. The following are some of the shortcomings of secondary data in international markets: 

Availability: in many markets, very little useful data is available to help with marketing decisions. The 
data readily available in high-income countries may not elsewhere. Also, data on income and sales from 

tax returns can be inaccurate in countries where this information is not declared.19 Finally, state-run re-
search organizations may be reluctant to disclose the details of the data-collection method and process 
used; no information may be available on response rates, questionnaire development, and the nature of 

the sample.20 

Reliability and validity: governments in developing countries often exaggerate poverty figures to solicit 

international aid. On the other hand, dictatorships that desire to tout the success of their policies may 
inflate figures to project prosperity. Errors may be unintentional, attributed to lack of education, or care-
lessness. Regardless, unless the researcher is convinced of the credentials of the research firm perform-

ing the study, the secondary data should be regarded with skepticism. 

 Overall, the accuracy of government-published secondary data is questionable. Published statistics 

contain high margins of error, beyond the tolerance range of reliability.21 In addition, published data may be 
fragmented or aggregated in inconsistent formats by different research organizations. Researchers might 
obtain the data for estimation, but, in most instances, they are likely to view the data with skepticism.22 

 Some reliable data sources are the World Bank, the United Nations Development Program, and the 
Organization of Economic Co-operation and Development. Countries are slowly improving their data. For 
example, the Chinese government introduced important criteria for high-quality statistical service: accuracy, 

timeliness, relevance, diversity, and richness.23 Overall, the State Statistics Bureau has expanded its role from 
data collection and compilation to a role similar to that of a business consultant.24 The Latin American Net-

work Information Center (LANIC) at the University of Texas (http://www1.lanic.utexas.edu/la/region/
statistics/) publishes a list of statistics resources for Latin America as well as individual countries in the re-
gion. 

 Regardless of the source, secondary data must be carefully scrutinized and interpreted. Researchers 
might construct a checklist to determine the extent to which the data are usable. This list might contain 

items such as: 

• Who collected the data and for what purpose? Was this actual research, or was it used to support a 
decision already taken (i.e., is it pseudo-research)? 

• When was the data collected? What were the environmental country-conditions then? 

• What stakes did the firm managers have in the study? 

• What stakes did the researchers have in the study? 

• Who else might have a stake in the findings of the study (government entities, businesses)? 

• What methods were used? 

• How consistently were the methods applied? 

• Do the findings appear to be consistent with the findings of previous studies or with studies conducted 
in similar countries? 
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Primary Data 

 Primary research is used internationally far less than it should be. Cost-benefit anal-
yses suggest that spending on research in remote markets of questionable value is unwise; 
consequently, the temptation is to use secondary data to serve all research functions.25 

 Even the largest firms often use a wide variety of quick, ad hoc research techniques 
and look at databases and online information to get their projects off the ground. 

 Yet many U.S. firms are interested in conducting research in the international mar-
kets where they operate. In an interview of 313 executives at major U.S. corporations who 

Professional Organizations 

Academy of International Business 

Academy of Marketing (U.K.) 

Academy of Marketing Science 

Advertising Research Foundation 

American Academy of Advertising 

American Marketing Association 

American Psychological Association 

Asia Pacific Marketing Federation 

Association Française du Marketing 

Association for Consumer Research 

Australia-New Zealand Marketing 

Academy 

Center for Service Marketing 

Chartered Institute of Marketing 

Direct Marketing Association 

European Direct Marketing Associ-

ation 

European Marketing Academy 

Hong Kong Institute of Marketing 

Institute for the Study of Business 

Markets 

Institut fuer Qualitative Markt und 

Wirkungsanalysen, Germany 

Interactive Marketing Institute 

Japan Marketing Association 

Market Research Society, U.K. 

Marketing Research Association 

Marketing Science Institute 

Medical Marketing Association 

Sales & Marketing Executives Asso-

ciation 

Publications 

Advertising Age 

Adweek 

Brand Marketing 

Brandweek 

Catalog Age 

Chain Store Age 

Discount Store News 

Marketing 

Marketing and Research Today 

Marketing Management 

Marketing News 

Marketing Research 

Mediaweek 

Sales & Marketing Management 

Target Marketing 

Table 6-1  Sources for Secondary Data: Publications and Professional Associations  

 

Rank 2017 

  

Organization (Country) 

  

2016 Research Revenue 

(US$b) 

1 Nielsen (U.K.) 6.309 

2 Kantar (U.K.) 3.847 

3 QuintilesIMS (U.S.) 3.301 

4 Ipsos SA (France) 1.962 

5 GfK SE (Germany) 1.677 

6 IRI (U.S.) 1.027 

7 Westat (US) .5115 

8 Wood MacKenzie (U.K.) .4428 

9 INTAGE Holdings (Japan) .4416 

10 dunnhumby (U.K.) .4290 

Table 6-2 The Top 10 Market Research Organizations  

Source: Adapted from The AMA 2017 Gold Top 25 Report, American Marketing Association, October 1, 2017, accessed at         
https://www.ama.org/publications/MarketingNews/Pages/2017-ama-gold-global-report.aspx on May 23, 2018. 
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were responsible for conducting research and hiring outside research firms, 61 percent indi-
cated that they would devote a larger percentage of their research budgets to international 
research over the following three years.26 

 Most international marketing research projects involve the collection of primary da-
ta, information collected for a specific purpose, to address the problem at hand. It requires 
substantial expertise in both instrument design and administration and, as a consequence, it 
is expensive and time consuming. 
 

6-4d Determining Research Approaches 

 When collecting primary data, researchers might use qualitative and quantitative 
research. Qualitative research methods typically have some of the following characteristics: 

• Fewer respondents belonging to a nonrandom sample 

• Open-ended answer format 

• Nonsystematic observation 

• Researcher involvement as participant 
 

Qualitative Research 

 Qualitative research has been particularly useful either as a first step in studying in-
ternational marketing phenomena, when conducting exploratory research, or as one of the 
methods of exploring the problem at hand in a multiple-method approach. Focus group re-
search and observation fit in this category. In certain countries, such as France and Italy, 
there is a preference for qualitative data as a complement to quantitative data, whereas in 
others, such as Germany, the United States, and Scandinavian countries, quantitative data 
are deemed as most valuable. 
 

Qualitative Research: Focus Group Interviews and Depth Interviews 

 Focus group interviews typically involve six to twelve participants recruited to meet 
some previously decided characteristics — ethnic background, a certain age group, social 
class, tribal allegiance, and use of certain products — and a moderator who guides the dis-

cussion based on a certain discussion agenda. 
Often, representatives from the sponsor ob-
serve the group’s deliberations through a one-
way mirror or on closed-circuit television. A 
video camera or video chat systems may also 
be used to record the group’s deliberations on 

a certain topic of interest to the sponsor. The 
participants are typically given a small financial 
reward for participating in the study or prod-
ucts such as free beer and food, product sam-
ples, and the like. 

International Constraints 

 Lack of Marketing Infrastructure: the costs of collecting primary data in foreign markets are 

likely to be much higher, given the lack of a marketing infrastructure. Many markets do not have 

research firms or field-interviewing services. Consequently, the sponsoring firm has to invest in 
developing sampling frames and training interviewers.27 

 

fizkes/shutterstock.com 
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 Focus groups are used extensively in international marketing. When McDonald’s 
Corp.’s Japanese unit posted its first operating loss in early 2015 due to negative press, 
McDonald’s created the “Mom’s Eye Project,” a focus group for mothers, to discover ideas 
about how to communicate to consumers the company’s focus on cleanliness and quality. 
One of the outcomes of these focus groups was McDonald’s new concept of a one-day pop-
up restaurant. On July 27, 2015, one of its Tokyo restaurants – renamed Restaurant M for the 
day – featured a new Fresh Mac LTO (lettuce, tomato, onions) line and Vichyssoise Mac Fries 
at a white-tablecloth sit-down meal for 20 people. The meal featured toothpicked wedges of 
beef, chicken, and fish patties, served with McDonald’s dipping sauces, tea, and Oreo McFlur-
ry with berries served in an elegant bowl.28 

 Depth interviews are one-on-one attempts to discover consumer motivations, feel-
ings, and attitudes toward an issue of concern to the sponsor using a loose and unstructured 
question guide. They are typically used if the issue under study is a complex behavioral or de-
cision-making consideration or an emotionally laden issue. Depth interviews are used fre-
quently in international marketing by multinationals, as well as local firms. In the United King-
dom, for example, unlike the United States, most consumer data collection is dominated by 
face-to-face interviewing, which accounts for more than 50 percent of U.K. research. 
 

Qualitative Research: Observation 

 One type of observational research that is particularly useful in international research  
is naturalistic inquiry. Naturalistic inquiry requires the use of natural rather than contrived   

settings because behaviors take substantial meaning from their context.30 The researcher is 
the data collection instrument and part of the behavior, verbal and nonverbal. The analysis 
performed by the researcher is inductive, rather than deductive; that is, unlike in convention-
al research methods,  the researcher does not rely on previous theory in the process of devel-
oping hypotheses, but, rather, theories 
are developed from data. Ethnography, 
the study of cultures, is largely based on 
naturalistic inquiry. Both academic re-
searchers and practitioners have used 
observation to better understand inter-
national consumers and consumer moti-
vations. It is often used by researchers 
who attempt to increase the validity of 
their studies by acquiring an intimate 
knowledge of a culture’s daily life 
through personal observation31 (see Fig-
ure 6-9). 

International Constraints 

 Focus groups, consumer panels, and depth interviews are frequently problematic to apply 
in international settings. In Eastern cultures, responses are likely to be affected by “acquiescence 

bias” or “good-subject role,” whereby consumers agree to please the interviewer. When conduct-

ing international research using focus groups, researchers should be aware of the significance of 

culture in the dialogue because many societies do not condone open exchange and disagreement 
between individuals. Also, topics such as domestic and consumption habits are considered too 

private and embarrassing to discuss with strangers. In these environments, researchers would 

benefit more from using observational approaches.29 

 

Figure 6-9  Observing consumers shopping collectively or on their own in 

the shopping districts reveals dynamics of the shopping experience 
(interpersonal influences, atmospheric influences, etc.) more readily than 

conducting an interview with the respective shoppers.  

IR Stone/shutterstock.com 
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 Other observational methods — such as the study of garbage (garbology); physio-
logical measurement methods, which measure a respondent’s nonvoluntary responses to 
stimuli; eye tracking, which is used in packaging research and in advertising; and response 
latency, which measures the time interval between the question and the response to that 
question — are used only to a limited extent in international research, usually in developed 
countries. They are costly because they require sending expensive experts to the research 
site abroad and obtaining data only on limited, usually nonrepresentative samples. 

 Information technology provides new sources for observation-based information, 
such as point-of-sale (POS) store scanner data, which can offer outlets high-quality, instant, 
as well as longitudinal, information on the movement of goods. Such resources are amply 
available in the United States, Canada, and the countries of the European Union. Increasing-
ly, they are used in Asia and in the emerging markets of Latin America. This information is 
used for tracking, as well as for managerial decision making. This topic will be addressed in 
Section 6-5a, “Sales Forecasting.” Other sources for observation-based information include 
people meters, used to identify television audience watching behavior. In the United States, 
Nielsen also links this type of data with self-reported purchase behavior of consumers. 
 

Quantitative Research 

 Quantitative research methods are more structured, involving either descriptive     
research approaches, such as survey research, or causal research approaches, such as ex-
periments. 
 

Quantitative Research: Content Analysis 

 Content analysis, an example of descriptive research, is a quantitative analysis that 
entails counting the number of times preselected words, themes, symbols, or pictures ap-
pear in a given medium such as printed material or any medium with verbal or visual con-
tent. Content analysis is particularly useful in international marketing research, helping in-
ternational marketing practitioners understand the complex multicultural environments in 
which they compete. At the same time, content analysis makes them aware of the subtle 
qualitative differences, such as taste, tradition, and symbolism, that are especially useful in 
market segmentation.33 

 One area where content analysis is used extensively is advertising research, in an    
attempt to discover themes that are more popular in certain countries, for particular prod-
uct categories. One study examined differences in the portrayal of women in magazines of 
different countries.34 Using U.S. and international male and female judges, the study found 
that, in general, North American and Western European magazines portrayed women dis-
playing more positive emotions, compared with Latin American, East European, and African 
magazines. In addition, the women from Latin America appeared to be older, sexier, and 
more aggressive than their Western counterparts. Table 6-3 (next page) is a partial content 
analysis questionnaire used to gather this data. 

 

International Constraints 

 Observation can have a number of shortcomings. Individ-

uals in different cultures may react differently if they note that 

their behavior is being observed. Also, the observer may need to 
be familiar with all the different languages spoken at the study 

site.32 
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 Women are frequently used in advertising. Advertisers portray them differently, depending 
on the mood/feeling they would like to convey. Please look at each ad and indicate to what extent 

you believe that THE WOMAN IN THE AD appears to have the following characteristics by circling the 

corresponding number, as follows: 

 

 

 

 

 

The woman in the ad appears to be: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

The woman in the ad is looking at:   

 

 

 

 

 

The woman’s age is approximately ___ years. 

Table 6-3 Partial Content Analysis Questionnaire 

1 = if the ad/woman DOES NOT AT ALL HAVE the respective characteristic 

2 = if the ad/woman DOES NOT HAVE the respective characteristic 

3 = if the ad/woman SEEMS TO HAVE the respective characteristic 

4 = if the ad/woman HAS the respective characteristic 

5 = if the ad/woman DEFINITELY HAS the respective characteristic 

Soft 5 4 3 2 1 

Cool 5 4 3 2 1 

Seductive 5 4 3 2 1 

Scornful 5 4 3 2 1 

Kitten-like 5 4 3 2 1 

Optimistic 5 4 3 2 1 

Maternal 5 4 3 2 1 

Loving 5 4 3 2 1 

Practical 5 4 3 2 1 

Proud 5 4 3 2 1 

Comic 5 4 3 2 1 

Calm 5 4 3 2 1 

Superior 5 4 3 2 1 

Elegant 5 4 3 2 1 

. . .       

Caucasian  5 4 3 2 1 

Afro-American 5 4 3 2 1 

Hispanic 5 4 3 2 1 

East Asian 5 4 3 2 1 

Asian Indian 5 4 3 2 1 

People 5 4 3 2 1 

An object 5 4 3 2 1 

Nothing 5 4 3 2 1 

The reader 5 4 3 2 1 

Herself 5 4 3 2 1 
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Quantitative Research: Survey Research 

 Survey research, another example of descriptive research, involves the administra-
tion of personal, telephone, mail, or online questionnaires. This assumes that respondents 
are both capable and willing to respond to the questions. A cheap survey method involves 
the use of mail questionnaires; however, this method is fraught with obstacles in many de-
veloping countries, where there may be a low literacy level. Nevertheless, this method is 
popular in international marketing research, especially because it can be effectively used in 
cross-national comparisons. 
 

Quantitative Research: Experimental Research 

 Experimental research has the highest validity and reliability of all types of re-
search. This research looks at cause-and-effect relationships, eliminating or controlling oth-

 International Constraints 

 Respondent Factors: in some countries, researchers may not have access to certain house-

hold members – a male researcher collecting data in Saudi Arabia will not have access to female 

respondents. Companies should hire local female interviewers for any study that involves women 
and male interviewers for studies involving men. Procter & Gamble conducted a study in Saudi 

Arabia examining women’s consumption. The marketing department invited the husbands and 

brothers of Saudi women to participate in a focus group study. The study produced useful results 

that helped Proctor & Gamble develop appropriate strategies for this market.35 

 In Latin America, the top five percent of society controls fifty percent of disposable in-

come, and they are reluctant to share information with researchers. Door-to-door inquiries are 

problematical in high-crime area in Latin America. There, employees would be unlikely to give can-

did answers to survey questions and would avoid responses or participation that might be con-
strued as critical of an employer. Similarly, In Eastern Europe, there continues to be considerable 

suspicion of any attempts to gain personal information. In fact, the word used for “research” is a 

variant of the Slavic ankieta, meaning inquiry (of the same type as that conducted by the feared 

secret police).36  

 It is crucial that researchers have a good understanding of the culture and local practices 
to be able to obtain adequate response rates. 

 Infrastructure Factors: research using the telephone as the contact method has changed 

greatly in the past decade alone. It used to be that, in many countries, the use of telephones lim-

ited the data collection to a handful of individuals who had access to a landline. However, today, 
with cheap access to prepaid cell phones, pretty much anyone can be reached. Because most sub-

scribers do not have to pay for phone calls they receive, telephone interviewing is much easier 

than in the past. Random digit dialing is probably the best method to use to ensure a representa-

tive sample of the population. Using the telephone book as the sampling frame is problematic 
because it restricts the sample to landline subscribers, and many today choose not to have a land-

line. 

 Using mail surveys is problematic in many international markets where mail is unreliable 

and slow. Even in India and Saudi Arabia, with efficient mail systems, mailing surveys to peoples’ 
homes is not advised.37 In low-income countries, the low literacy rate eliminates many respond-

ents. There, a personal interview is the preferred data collection approach. 

 Online research has become a key approach to data collection worldwide; however, re-

sponse rates can be a problem. Moreover, the sampling frames needed for data collection 
(Internet subscribers, mailing lists, telephone books, or other relevant databases) may not be 

available. In business-to-business research, sampling frames such as industry-association directo-

ries are often used – if they are at all available. 
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er extraneous factors that may be responsible for the results, and eliminating competing 
explanations for the observed findings. It requires the use of matched groups of subjects 
who are subjected to different treatments to ascertain whether the observed response 
differences are statistically significant. 

 Given the many constraints that this type of research imposes on the researcher, 
experimental research findings are difficult to transfer to other countries where the control 
factors behave differently. Given the fact that results are not easily generalizable to similar 
environments, and that this type of research can be costly, experimental research is rarely 
used in international research. 
 

6-4e Designing the Data Collection Instrument 

 International marketing phenomena are particularly difficult to measure and require 
an intimate knowledge of the culture. Themes that are functionally and conceptually equiva-
lent across nations, such as the universal concept of “affection,” manifest themselves differ-
ently in different environments. For instance, hugging, a common manifestation in the 
West, is inappropriate in Eastern cultures and taboo in others.38 Given these differences, 
phenomena specific to each culture are best measured by emic instruments, which are con-
structed for each nationality to measure the particular factor. The instrument employed 
must then conform to the specific characteristics of each culture. 

 In other examples, the type of store referred to as a “supermarket” in the United 
States is typically a large store belonging to a national or regional chain. It carries a wide as-
sortment of competing brands in each product category, including its own brand, a couple 
of dealer brands, and numerous national brands. (However, as discussed in Chapter 5, the 
traditional supermarket concept in the U.S. is now being challenged by the two German gi-
ants, Aldi and Lidl, with their smaller, streamlined, 
low-service supermarkets.) Supermarkets in Eu-
rope, such as Migros in Switzerland, Edeka in Ger-
many, and Albert Heijn in the Netherlands, carry a 
larger variety of products, but not as wide an as-
sortment of competing brands as their U.S. equiv-
alents. Alternatively, supermarkets in sub-Saharan 
Africa, such as Alirwanda and La Galette, in Kigali, 
Rwanda, are more similar to Western specialty 
shops, carrying primarily fresh meat and dairy 

products, and expensive brand name products 
such as confectionery items, alcoholic drinks, jams, and Belgian and French magazines and 
newspapers. In many Latin American countries, the super-center concept is very popular.  
Similar to Walmart in the U.S., these stores would carry everything from groceries to garden 
furniture.  Studying the supermarket shopping experience should be done using market-
specific measures. Comparing consumer choice behavior across the different environments 
is not possible because the choice variables are different for each market. Consequently, an 
emic measure is needed for each market. 

 International managers are frequently faced with problems related to the need for 
survey instruments that can be used across different cultures, especially for comparative 
evaluation of market characteristics such as response to an advertising campaign and other 
types of multi-country research. For this type of study, etic instruments, which are culture 
neutral and extremely difficult to develop, can be used to measure the same phenomenon 
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in different cultures. Going back to the supermarket example, studying consumer behavior 
at the cash register can easily be measured with an etic measure. Some dimensions that 
such a study can capture are the payment method, the degree of yielding to store-aisle im-
pulse purchases, as well as the emotion during the purchase transaction, among others. 
Then, these measures can be compared across the different countries. 

 When deciding on the data collection instrument, the researcher needs to come up 
with an appropriate format and to offer precise instructions. Frequently, respondents do 
not answer entire sections of the questionnaire, unless advised that full completion is es-
sential for the integrity of the study. A typical semantic differential scale, anchored by 
words with opposite meanings (good . . . bad, important . . . not important) could be con-
fusing to respondents as well. Clear instructions, preferably with examples, help respond-
ents in filling out the questionnaire appropriately. A variant of the semantic differential scale 
follows (note the detailed explanation of the numbers to be circled). The typical Likert scale 
anchored by “strongly disagree” and “strongly agree” is unfamiliar to respondents in many 
cultures. Explaining the procedure in detail, as well as the meaning of circling a particular 
response, is essential. See the questionnaire in Table 6-4 for a variant of the Likert scale. 

 
Table 6-4 Sample Partial Consumer Research Questionnaire                                                                    

(Version Translated into Romanian, Bulgarian, and Hungarian) 
 

 Please indicate the extent to which you agree or disagree with the statements below by 

circling 5 if you strongly agree, 4 if you agree, 3 if you neither agree nor disagree, 2 if you disagree, 

or 1 if you strongly disagree with a statement. Please answer every question; the questionnaire 

cannot be used unless you do so. 

 Sources: Dana Lascu, working paper; Dana Lascu, Harold W. Babb, and Julie Bodine, “Western and 
Own-Country Product and Service Evaluations: Perspectives from Eastern Europe,” Journal of East-West Busi-

ness, Vol. 4, No. 4, 1999, pp. 49-67. 

  Strongly     

Agree 

      Strongly     

Disagree 

1. I don’t care to find out about what types of brand 
names of appliances and gadgets my friends have. 

5 4 3 2 1 

2. I often read advertisements just out of curiosity. 5 4 3 2 1 

3. I rarely read advertisements that just seem to contain a 
lot of information. 

5 4 3 2 1 

4. When I hear about a new store or restaurant, I take 
advantage of the first opportunity to find out more about 
it. 

5 4 3 2 1 

5. Companies are usually out to make money even if it 
means violating ethics and taking advantage of consum-
ers. 

5 4 3 2 1 

6. Most durable products could be made to last much 
longer but are made to wear out quickly to necessitate 
repurchase. 

5 4 3 2 1 

7. If people really knew what businesses do to deceive 
and take advantage of consumers, they would be up-in-
arms. 

5 4 3 2 1 

8. Most Western products I buy are overpriced. 5 4 3 2 1 

9. Most local products I buy are overpriced. 5 4 3 2 1 

10. Businesses could charge lower prices and still be 
profitable. 

5 4 3 2 1 
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 An easier approach (from the point of view of the respondent, and certainly not 
from the perspective of the individual coding and analyzing the data) is to use open-ended 
questions that elicit the appropriate answer from the respondent. This format allows the 
interviewer to probe in depth into the issue at hand and the respondent to fully address the 
points. 
 

6-4f Deciding on the Sampling Plan 

 The sampling plan calls for the manager and researcher to jointly decide on the fol-
lowing issues: 

• Sampling unit—Determining who will be included in the survey 

• Sample size—Determining how many individuals will be surveyed (the larger the 
sample, the higher the study reliability) 

• Sampling procedure—Determining how the sampling units will be selected (the 
most representative sample is a random probability sample) 

 Determining the sampling plan is likely to be affected by some of the same problems 
discussed previously. First, the sampling unit itself may have a different definition, depend-
ing on the country where the data are collected. In developed countries, for example, re-
search examining family consumption patterns typically surveys a nuclear family, whereas in 
many developing countries, an extended family, including relatives living with the nuclear 
family, may be part of the sampling unit. Similarly, as already mentioned, the concept of 
household varies across different countries.  This is certainly the case in Latin America, 
where the extended “family” may include several generations, in-laws, godparents, etc. 

 The sampling procedure also presents a problem, as previously discussed, especially 
the sampling frame (the list from which sample units are selected). Mailing lists are inade-
quate, and telephones are available to only a small percentage of the population in many 
countries of the world. 
 

International Constraints 

Instrument Translation: instruments developed in one country require translation into the 
language of the country where they will be administered. Many concepts, however, are likely to lose 

some of their meaning when translated into another language. Idioms are particularly problematic, 

and their literal translation has led to numerous marketing blunders. 

In cross-cultural research, all steps should be performed by individuals fluent in both the 
original language of the questionnaire and in the language of the country where it will be adminis-

tered. First, a questionnaire is translated from the language in which it was originally written into the 

language in which it will be administered. There are two possible alternatives to further ensure that 

the instrument has been translated as intended. One is back translation, whereby the translated 
questionnaire is again translated into its initial language by a different individual. Another possibility 

is parallel translation, whereby the questionnaire is translated from its original language by two 

different individuals and the two versions are compared. The successive translation (by different 

translators) of the instrument between the original language and the language of administration 
with the purpose of obtaining an instrument that is closest in meaning to the original questionnaire is 

known as decentering. 

The consumer research questionnaire in Table 6-4 contains a number of scales developed in 

marketing in the United States, among which are attitudes toward business ethics, pricing practices, 
comparison shopping, dogmatism, fashion concern, dress conformity, and information search. The 

translated scales performed well and were considered highly reliable when used in the different 

countries. 
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6-4g Collecting, Analyzing, and Interpreting the Information 

 In the final stage of the marketing research process, the researcher or research 
team is ready to collect the primary data. This expensive undertaking can be eventful. Re-
searchers are frequently faced with respondents who have never had any experience partic-
ipating in surveys. Nonresponse (inability or, more frequently, refusal to participate in the 
study) can be a particularly serious problem, as previously seen. Even lateral processes that 
do not involve data collection per se, such as briefing the field force (training the interview-
ers) and evaluating the fieldwork quality, can be particularly difficult if the marketing re-
searcher is not a national because communication may be encumbered by language and cul-
tural differences. Ideally, local researchers should be in charge of implementing the            
data-collection process. They are aware of the particulars of the environment that may have 
an impact on the data collection.   

 The University of Richmond offers an experiential learning course in which teams of 
students spend the semester developing market entry strategies in Latin America for a Rich-
mond-area firm. The instructor has worked with professors and students at partner universi-
ties in Latin America to develop and administer surveys and even do product testing.   This 
has been a cost-effective and engaging way to gather market intelligence for the client pro-
jects. 

 Finally, it is important that marketing managers not base all their decisions on the 
data collected because even proper planning of the data collection effort does not exclude 
the possibility of shortcomings in the study. For example, after one market research firm 
indicated that there was a substantial market for a specific product, a Swiss pharmaceutical 
firm built an $8 million manufacturing firm in Southeast Asia. The researchers, however, 
over-looked an important aspect of that market: the black market controlled by govern-
ment officials. The added competition of the black market led to lower earnings for the 
company.40 

 

6-5 Global Marketing Decision Support Systems (MDSS) 
 A decision support system is “a coordinated collection of data, systems, tools, and 
techniques, complemented by supporting software and hardware designed for the gather-
ing and interpretation of business and environmental data.”41 In a global environment, the 
environmental data take into account home-country and host-country developments, as 
well as developments in other global markets that may affect operations. 

 Ideally, a global marketing decision support system should be:42 

• Computerized — Having a computerized support system is now possible in the case 
of most global markets, due to the increase in the capability of personal computers to 
perform more complex tasks. 

• Interactive — Managers can use online instructions to generate reports, without 
assistance from a programmer, who now may only be needed periodically, for system 
updating and training, reducing the number of expatriates needed on site.  

• Flexible — Managers can access and integrate data from a variety of sources and 
manipulate it in a variety of ways. The system allows managers to access information 
about firm operations in similar markets where the firm may be present and competi-
tors’ operations where such information is available. 

• Discovery-oriented — Such systems should produce diagnostics that reveal trends 
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and identify problems. 

 In a global environment, there are different, country-specific information systems. 
Integrating the different approaches may lead to operational difficulties, and managers must 
continually take into consideration such differences as they interface with the system.  

 A number of areas lend themselves well to marketing decision support systems 
(MDSS). In Section 6-5a, “Sales Forecasting,” we discuss different possible applications for 
such systems. 
 

6-5a Sales Forecasting 

 Different approaches to sales forecast-
ing are discussed in this section. The more com-
plex these techniques are, the more their effi-
ciency can be improved in an MDSS environ-
ment. Nevertheless, input obtained from using 
the simpler methods (sales force composite 
estimates, jury of executive opinion, and the 
Delphi method) can be used to cross-validate 
the estimates given by the more sophisticated 
forecasting techniques (time series and econo-

metric models).  
 

Sales Force Composite Estimate 

 Forecasts from sales force composite estimates are based on the personal observa-
tions and "hunches” of the local sales force. Salespeople are in the closest contact with the 
international consumer, and they are likely to find out about consumer desires and overall 
changing market trends. The sales force is likely to be constituted of locals who have a good 
understanding of the market. They, in turn, report to the manager, who may or may not be 

an expatriate sent abroad by the home office. Ideally, the individual occupying this position is 
schooled under both home- and host-country systems; if not, it is recommended that this 
individual undergo at least some training in host-or home-country approaches to doing busi-
ness. This training is important because this individual is typically responsible for interpreting 
the predictions of the sales force. 
 

Jury of Expert Opinion 

 Forecasts from the jury of expert opinion are based on the opinions of different ex-
perts about future demand. The experts’ opinions are then combined, and an aggregate de-

mand estimation is offered. Because experts could come from both home and host country, 
as well as countries where other companies, or the company in question, may face similar 
problems, obtaining a consensus perspective or aggregate forecast may be more difficult to 
achieve. At the same time, the awareness of the different possible outcomes or individual 
perspectives may prove invaluable in gaining insight on demand, particularly for a market 
new to the company. 
 

The Delphi Method 

 The Delphi method entails asking a number of experts to estimate market perfor-
mance, aggregating the results, and sharing this information with the experts. This process is 
repeated several times until a consensus is reached. Clearly, such an approach would be 
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most cumbersome when dealing with a global company. First, in addition to impositions on 
executives’ time, the company also must incur expenses related to the logistics of bringing 
together experts from different countries. Second, should the company attempt to use the 
Delphi method by mailing forecasting surveys, there is always the risk that international mail 
might impose, in addition to the high likelihood of noncompliance by executives, who could 
perceive such an exercise as an imposition on their time. Typically, these types of studies are 
performed at yearly or quarterly meetings of international managers. 

 The Delphi method has been used in within-country studies to identify the needs for 
professional training for life insurance sales representatives and to examine the competen-
cies needed by those sales representatives in the United States and in Taiwan. Sales repre-
sentatives of the same company receive the same training in both the United States and Tai-
wan, but the Taiwanese did not exhibit the same high performance levels as their U.S. coun-
terparts. A study using the Delphi technique revealed that the life insurance companies stud-
ied needed to offer additional training to the Taiwanese salespeople especially in problem 
solving, communication, and information technology utilization.43 

 

Time Series and Econometric Models 

 Time series models use data of past performance to predict future market demand. 
Typically, these models give more weight to recent developments. These methods assume 
that the future will be similar to the past. Econometric models, on the other hand, take into 
account different deterministic factors that affect market demand, factors that may or may 
not depend on past performance trends.44 

 An example of an application of econometric models to global marketing is provided 
by the application of an autoregressive moving average (ARMAX) to predict consumer de-
mand for beer in the Netherlands. The variables used as predictors of the demand for beer 
were temperature, price, consumer expenditures, and company advertising expenditures. 
The study concluded that advertising expenditures are not good predictors for beer de-
mand; the authors suspected that the reason is a saturated market where all competitors 
advertise extensively and where additional advertising efforts may go unnoticed. 

 Time series and econometric models are dependent on the availability of historical 
data, data that are mainly available in developed countries but not in developing countries. 

For these markets, then, it is appropriate to estimate demand by analogy, noting responses 
of markets with similar relevant characteristics, levels of economic development, cultural 
characteristics, and so forth. 
 

Analogy Methods 

 The analogy method is an estimation method that relies on developments and find-
ings in markets with similar levels of economic development, markets where the product is 
in the same development stage, or markets with similar cultural characteristics, or it may be 
based on sales of a related product in the key market of study. For example, to estimate an-
ticipated adoption rate of cell phones in Latvia, it may be appropriate to identify the propor-
tion of new adopters in a more advanced country in the Baltic region — Estonia, which is 
more developed — where cell phone service is widely available, but which shares a similar 
history and similar geopolitics with Latvia. This is an example of country performance analo-
gy. 

 To estimate the adoption rate of Internet service in Sri Lanka, it may be appropriate 
to evaluate the adoption rate of computers in this country. This is an example of product 
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performance analogy. 

 Typically, in the country performance analogy, adjustments are made based on de-
velopment level, cultural differences, trade barriers, competition, and so on. In the product 
performance analogy, adjustments are made for consumer traits such as purchase power, 
consumer innovation rate, and competitive environment. 
 

Point-of-Sale Based Projections 

 Point-of-sale based projections are made 
with the help of store scanners, which are increas-
ingly used by research suppliers, particularly in the 
United States (Nielsen and Information Resources, 
among others), to assess market share and other 
relevant market dimensions. Weekly or biweekly 
store audits reveal the movement of goods within 
the store and from warehouses. Internationally,   
although scanning technology is widely available, it 
is mainly used for inventory purposes, rather than 
for research purposes.  
 

Summary 

 Define international marketing research and provide a description of its immense 
scope; offer examples of each type of research conducted in international marketing. In-
ternational marketing research involves gathering information for international marketing 
decisions. It is wide in scope, covering industry research, market traits and trends, buyer 

behavior, and the marketing mix. Examples of product research are product testing, prod-
uct package studies, and competitive product analysis. Distribution research covers areas 
such as import/ export analysis, international channel performance and coverage, as well as 
plant/warehouse location studies. Promotion research has the widest scope, with studies of 
premiums, coupons, and deals; advertising effectiveness; media research (which is especial-
ly important in highly industrialized countries); and sales force analyses. Pricing research 
involves studies projecting demand, as well as international market potential studies, sales 

potential studies, cost analyses, and profit analyses. 

 Describe the steps involved in the international marketing research process while 
addressing, for each step, the international constraints involved. The first step of the inter-
national research process involves defining the research problem and setting the research 
objectives. This is usually done in conjunction with a local team and international experts 
and consultants. The development of the research plan involves deciding on the infor-
mation sources— primary and secondary (evaluating the validity and reliability of secondary 
data) — and determining the appropriate research approach. The research approach may 
involve collecting qualitative data, using focus groups or observation methods, or quantita-
tive data, using descriptive (surveys, content analyses) or causal research methods 
(experimental research). They, in turn, determine the contact methods. The next step re-

quires the researcher to design the data collection instrument and translate it into the local 
language(s). Next, the sampling plan must be determined: selecting the sampling proce-
dure and sample size, frame, and unit. Finally, the researcher must collect, analyze, and in-
terpret the information. 
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 Introduce the concept of decision support systems for international marketing 
and describe the sales forecasting process. Decision support systems represent a coordi-
nated approach to collecting and interpreting business and environmental data. Interna-
tional sales forecasting techniques can be improved in this environment. Methods used in 
international sales forecasting are international sales force composite estimates, jury of 
expert opinion, the Delphi method, time series and econometric models, the analogy meth-
od, and point-of-sale-based projections, all of which can be used in an international setting 
with various degrees of success. 
 

Key Terms 
 

Discussion Questions 
 1. Describe the broad scope of marketing research with a focus on promotion-related re-
search. 

 2. You have been hired to evaluate the purchase behavior of adolescents in Latvia. What 
types of research studies could you conduct? 

 3. What are some of the limitations of secondary data available to international marketing 

researchers? 

advertising effectiveness re-

search 

analogy method 

availability 

back translation 

brand awareness research 

brand name generation and test-
ing 

buyer behavior research 

causal research 

channel performance and cover-
age studies 

competitive pricing analyses 

concept development and test-

ing studies 

conceptual equivalence 

consumer segmentation studies 

content analysis 

cost analyses 

data collection instrument 

decentering 

decision support system 

Delphi method 

depth interview 

descriptive research 

econometric model 

emic instrument 

etic instrument 

experimental research 

exploratory research 

external secondary data 

focus group interview 

functional equivalence 

import/export analyses 

internal secondary data 

international market potential 
studies 

international marketing research 

jury of expert opinion 

media research 

observational research 

open-ended questions 

parallel translation 

plant/warehouse location stud-
ies 

point-of-sale–based projections 

premiums, coupons and deals 

price elasticity studies 

primary data 

product packaging design stud-

ies 

product testing 

profit analyses studies 

purchase behavior studies 

qualitative research 

quantitative research 

reliability 

research approach 

sales forecast 

sales potential studies 

sales force compensation, quota, 

and territory studies 

sales force composite estimates 

sample size 

sampling frame 

sampling procedure 

sampling unit 

secondary data 

studies of premiums, coupons, 

and deals 

survey research 

test marketing 

time series model 

validity 
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 4. Describe the challenges that researchers experience when designing and administering 
questionnaires in countries that are culturally dissimilar from their own. 

 5. Discuss the quantitative data collection methods that researchers can use in an interna-
tional study and the problems they pose to the validity and reliability of the findings. 

 6. Describe the international sales forecasting methods that marketing managers can use to 
better monitor and more efficiently react to information in the local environment. 
 

Chapter Quiz  

True/False 

1. Brand awareness research and purchase behavior studies are often conducted by compa-
nies to identify the profiles of heavy consumers of the product. 

           False 

Rationale: Consumer segmentation studies are used to select profiles of heavy product con-
sumers. Brand awareness research and purchase behavior studies are conducted by compa-
nies to assess their position in the market. Section 6-3b, “Buyer Behavior Research” 
 

2. Advertising effectiveness research uses studies that evaluate media availability and the 
appropriateness of the medium. 

           False 

Rationale: Advertising effectiveness research is conducted to examine the effectiveness and 
appropriateness of advertisements aimed at individual markets. Section 6-3e, “Promotion 
Research” 

3. Research that examines cause-and-effect relationships is also known as causal research. 

           True 

 Rationale: Causal research examines cause-and-effect relationships using experimentation 
as a method of investigation. Section 6-4a, “Defining the Research Problem and Research 
Objectives” 
 

Multiple Choice 

1. Which product research method mainly deals with testing new-product performance in a 
limited area of a national or regional target? 

 a. Test marketing 

 b. Product testing 

 c. Competitive product studies 

 d. Brand name generation and testing 

         Answer a is correct. 

Rationale: Test marketing is a product research procedure that attempts to evaluate new 
product performance in a particular region characterized by demographics that are repre-
sentative of the international target audience. Section 6-3c, “Product Research” 
 

2. Which product research method attempts to identify the extent to which the product 
conforms to local tastes? 

 a. Test marketing 

 b. Product testing 
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 c. Competitive product studies 

 d. Brand name generation and testing 

         Answer b is correct. 

Rationale: Product testing identifies the extent to which the product conforms to the tastes 

of the local target market. Section 6-3c, “Product Research” 
 

3. Kraft Food’s research on identifying the top distribution firm in Azerbaijan is an example 
of which distribution research method? 

 a. Plant/warehouse location studies 

 b. Channel performance and coverage  

 c. Import/export analyses 

 d. None of the above 

         Answer b is correct. 

Rationale: Channel and performance coverage research is essential for firms planning to 
enter an international market. Firms are advised to identify the main distribution firms in the 
market and to partner with them to distribute the product locally. Section 6-3d, 

“Distribution Research” 
 

4. Which of the following is a stage of the research plan? 

 a. Deciding on the research methods 

 b. Deciding on the information sources 

 c. Deciding on the sampling procedure 

 d. All of the above 

         Answer d is correct. 

Rationale: When designing a research plan, the researcher, together with top local manage-
ment, decides on the research methods, the information sources, and sampling procedures 
appropriate for the research. Section 6-4b, “Developing the Research Plan” 
 

5. Data collected by a company on previous occasions to address a problem not directly re-
lated to the current research question is also known as 

 a. first-tier data. 

 b. primary data. 

 c. internal secondary data. 

 d. external secondary data. 

         Answer c is correct. 

Rationale: Internal secondary data are collected from sources within the company. The data 
were collected previously to address similar issues in another market or in the present mar-
ket. Section 6-4c, “Deciding on Information Sources” 
 

6. Qualitative research methods include 

 a. survey research. 

 b. focus group research. 

 c. experiments. 

 d. all of the above 
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        Answer b is correct. 

Rationale: Focus group research typically involves 6 to 12 participants and a moderator who 
guides the discussion based on a certain discussion agenda. The outcome of focus group 
research is a qualitative analysis. Survey research and experiments, on the other hand, in-
volve data and measurement; they are thus quantitative research methods. Section 6-4d, 
“Determining Research Approaches” 
 

7. A sampling plan relies on specific decisions for a 

 a. sampling unit. 

 b. sample size. 

 c. sampling procedure. 

 d. all of the above 

         Answer d is correct. 

Rationale: The sampling plan specifies the sampling unit, the sample size, and the sampling 
procedure. Section 6-4f, “Deciding on the Sampling Plan” 
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Case 6-1  Hilton Sorrento Palace 
 Two hours south of Rome on the way to Naples by the Eurostar, the Italian high-speed train, 

and an additional hour west along the Bay of Naples via the Circumvesuviana regional railway is the 

town of Sorrento. The Hilton Sorrento Palace reigns high on the hills of Sorrento, overlooking Mount 

Vesuvius, the now-dormant volcano (since 1944) that buried the towns of Pompeii and Herculaneum 
in the year 79 CE. 

Sorrento is a small resort town, known well throughout Europe, an ideal vacation destina-

tion for its picturesque location and mild weather. A favorite of British travelers, the town of Sorren-

to has 10,000 beds according to Mr. Ziad Tantawi, director of business development at the Hilton 
Sorrento Palace. The Hilton Sorrento Palace is the largest of all hotels in the small resort town, with 

383 rooms. Owned by the Sorrento Palace Gruppo since its year of construction (1981), the hotel be-

came part of the Hilton chain in May 2001, and is now under Hilton management. One of the few ho-

tels open in the winter in Sorrento, the Sorrento Palace boasts an average occupancy rate of 60 per-

cent, with an average occupancy of 30 percent from November to March and more than 85 percent 
from May to October. 

The Hilton Sorrento Palace faces competition from three categories of competitors. Family-

run lodging, such as a bed and breakfast, and Airbnb lodging are very popular. The bed and break-

fasts are competitively priced at or below the room rates of leading hotels in the area. Most bed and 
breakfast accommodations are open year round. 

Sorrento is also a popular destination for cruise lines during the summer months. For cruise 

ship passengers, Sorrento offers easy access to the ruins of Pompeii, Mount Vesuvius, and the Isle of 

Capri. Overall, prices for cruise ships are higher than those of hotels, but they include meals and en-
tertainment, as well as airfare to Italy. 

Other local hotels compete directly with the Sorrento Hilton. The historic Europa Palace 

Grand Hotel, for example, offers close views of the Bay of Naples and the cliffs of Sorrento. 

The Hotel Offerings 

The four-star Hilton Sorrento Palace is 

situated on a hill overlooking the town and the 

Bay of Naples, a short walk from downtown’s 

busy tourist markets. Surrounded by residences 
and lemon and orange groves, the hotel is mod-

ern and elegant. Its restaurant, L’Argumento, is 

situated amidst blooming cannas and orange and 

lemon trees. Le Ginestre has frescoes and ele-
gant columns and an indoor pool with a lush 

painted background. Its other four restaurants 
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abound in blooming bougainvillea and oleander and have a splendid view of the Bay of Naples and 

Mount Vesuvius. 

The indoor lounge has excellent performers scheduled every evening and  boasts a view of 
the city and the bay. The executive lounge is situated on the top floor of the hotel and has a splendid 

view of the gulf and town. It also boasts an infinity pool at the highest altitude in the region. The 

lounge serves complimentary food and drinks to executive guests and to gold- and diamond-level 

Hilton Honors members. 

The hotel has a total of six outdoor swimming pools of different depths, flowing into each 

other, a tennis court, and a relatively well-equipped fitness center. Among the services offered at the 

hotel pool is the Hilton Kids Club: Every day, from 10 to 12 in the morning and from 2 to 4 in the after-

noon, the children staying at the hotel can enjoy entertainment by the pool (uno spazio giochi per 
bambini). 

Marketing Strategies 

The hotel’s targeting strategies focus primarily on meetings. Its meeting space is one  of the 

largest in Europe. 

The Centro Congressi (congress center) has a full range of rooms for conferences and con-

ventions of any type or size, from the 1,500-seat auditorium to smaller rooms, a 37,140 square-foot 

exhibition space, 24 meeting rooms, a banquet facility that can accommodate 1,000 people, and a 

parking facility that can accommodate 300 automobiles. In addition, the Centro also offers confer-
ence interpreting systems (six conference interpreting booths) and audio-visual presentation equip-

ment, including a megascreen, making it an ideal venue for international events. About 65 percent of 

all hotel guests are conference participants. Hilton’s sales offices in Italy (Milan) and overseas (in Ger-

many, the United Kingdom, France, Sweden, and the United Arab Emirates) are responsible for con-
ference sales. 

Tour operators constitute a second target group, accounting for 25 percent of the hotel’s 

business. Their demand is highest in the months of July and August, when demand exceeds supply — 

Sorrento’s location on the Bay and up a steep hill does not allow for space that could accommodate 

additional hotels. Only 10 percent of the hotel’s business comes from individual bookings, the Inter-
net, and telephone reservations. 

The Hilton Sorrento Palace’s main target market is Italy. In addition, the hotel also actively 

targets groups from the United Kingdom, Germany, Belgium, France, and Japan, in that order, ac-

cording to Mr. Ziad Tantawi, director of business development at the Hilton Sorrento Palace. Visitors 
from the United States previously constituted a large proportion of guests at the hotel, particularly in 

the summer, in organized tours. However, the number of American guests decreased considerably in 

recent years, starting with the terrorist attacks of September 11, 2001. Today, the numbers are even 

lower, as tourists from the United States often restrict their visits to the main tourist attractions in 
Rome, Milan, Venice, and Florence. 

However, as European economies tend to follow a similar economic cycle, it is preferable for 

the hotel to diversify and to attract more visitors from the United States. Recently, the hotel made 

extensive marketing attempts aimed at Japanese tour groups, with great success. The hotel’s man-
agement would like to repeat those successes with U.S. visitors. They would like to find out how to 

best direct the hotel’s marketing strategies to U.S. travelers visiting Italy and to persuade them to 

spend a weekend in a peaceful, semi-tropical paradise at the Hilton Sorrento Palace. The hotel is close 

to Rome, very close to Naples, and just a short flight from Milan, the primary airport for U.S. visitors. 
The hotel management would also like to increase conference attendance at the hotel in the off-

season (November to March). Hilton managers are wondering how to attract professional groups 

from the United States using the organizations’ counterparts in Italy. They had some initial discus-

sions with an area business school about hosting an international management conference at the 
hotel. They would like to identify similar opportunities that would entail working with other local, 

regional, and national university groups, pharmaceutical companies, and medical organizations that 

would be able to bring U.S. guests to the Hilton Sorrento Palace. 
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Sources: Interview with Mr. Ziad Tantawi, director of business development at the Hilton Sorrento 
Palace; Hilton Sorrento Palace, Hilton Hotels, accessed at http://www3.hilton.com/en/hotels/italy/hilton-

sorrento-palace-RROHIHI/index.html on May 31, 2018. 
 

Analysis Suggestions: 

1. Conduct a study for the hotel (provide the entire research design) to identify U.S. travel-

ers who have already committed to visit popular destinations in Italy (not including Sorrento). 

2. Your research has a second step: to persuade U.S. travelers who have already committed 
to visit popular destinations in Italy to spend a weekend at the Hilton Sorrento Palace. 

3. Conduct a third study to identify area businesses and organizations that are planning to 

host conferences at the Hilton Sorrento Palace during the off season. 

4. For each of the previous studies, provide a complete research design and provide sample 
questionnaires that will be used in the research conducted with each segment. 

 

Case 6-2 Tom Ford: Euro-Luxury with an American Attitude 
 Tom Ford is an American high fashion designer who sells beauty products, high-fashion 

clothing, and accessories for men and women – he is also a film director, screenwriter, and producer. 

Ford took Europe by storm in the 1990s, re-energizing Gucci as its creative director, bringing it back 

from the brink of bankruptcy, and then working as creative director for Yves Saint Laurent, after 
Gucci acquired it in 1999. He had become an icon of European high fashion. 

 Tom Ford then established his American brand, launching a line of fragrances and cosmet-

ics, in 2004. He then expanded to menswear in 2006, and launched his fashion collection for women 
in 2010. His high fashion brand started off pricy and exclusive, with a smaller customer base; he felt 

his clothing offered high-net-worth individuals membership to an even more exclusive club. Over the 

years, this exclusive consumer base broadened with Ford’s underwear line, with prices that even the 

middle class could afford. This move – coupled with a return to the United States – most likely led 
him to consider appealing to the broader, affordable luxury market.  

 Ford has always been particularly enthusiastic about watches – he designed several while 

working for Gucci, and has acquired a large collection over the years, starting at a young age. His 
passion for watches led him to start selling watches and watch accessories along with Tom Ford 

branded jewelry. His line of watches are, in fact, an affordable luxury.  

 Across his product lines, Ford’s strategy is to establish direct relationships with his custom-
ers in order maintain as much control as he can. When possible, sales are completed with one cus-

tomer per sales person, even offering private appointments, to ensure high-quality service. In order 

to maintain an even greater control of the company, Ford owns 63.75 percent of the shares and con-

trols the fragrance, beauty, and eyewear licenses, which allows him to have the final say on all mat-
ters.  

 For his watch collection, he partnered with Bedrock Manufacturing in order to create Swiss-

made watches and to more effectively manage licensing. When the Tom Ford fashion brand was first 
launched, the majority of his consumers were of a similar age to Ford – today, they are in their for-

ties and fifties. With his watch collection, Ford is attempting to bring in younger customers in order 

to modernize his brand and follow today’s trends. By pricing his new watches as at lower price 

points, Ford can target a larger consumer market, who can afford the brand, and younger consum-
ers – Millennials in particular.  Millennials are less likely to buy expensive luxury goods, as they would 

rather avoid  purchases of high-priced, unnecessary items. The watches are also unisex, with a 

broader appeal as well. 

 What makes Tom Ford watches unique – emphasized greatly by Ford himself – are the mul-

titude of accessories for the watches. Instead of having to purchase multiple watches, buyers can 

purchase different wristbands to switch. Thus, the watch can have a completely different look, with-

out burdening consumers to purchase a new watch. There are even multiple bands, varying in both 
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texture and color, for different seasons. The costs range from about $170 to $480, depending on 

which band – certainly more affordable than purchasing a completely new watch for $2,000. The 

customer can still have a brand new look, without buying a new watch.  

 In order to appeal to younger consumers, Ford is creating simpler everyday “watch wear.” 

When he struggled with his womenswear sales, he noted that, “women’s daytime clothes have 
evaporated…They wear jeans, a t-shirt, a cool jacket, and a great pair of shoes. Evening, however… 

is mega....” (Sherman, 2017). Rather than dressing up for the day, young buyers tend to be more cas-

ual. Ford addresses this with the multiple band strategy; people can purchase different bands for 

varying occasions, rather than have to wear the 

same style watch every day.  

 There is substantial competition for 

watches in the current market, many technolog-
ically advanced, such as the Apple Watch and 

the Fitbit. Ford is not attempting to compete 

with these brands. Instead, he attempts to cre-

ate an elegant watch that people can confident-
ly wear. In his opinion, a watch is an essential 

accessory and can also be a status symbol. 

Thus, this watch is more a piece of jewelry than 

a sophisticated instrument. 

 Consumers are looking for affordable 

ways to show personality and status, with accessories as well as clothing that are versatile. Rather 

than having a watch, or clothing that they can only wear when they are dressing up, young buyers 
want something they can wear every day, comfortably. A sleek style with affordable prices will reach 

a broader consumer base than just the exclusive, high-fashion brands. The existing high-fashion com-

panies have substantial brand equity, which allows them to have an exclusive consumer base. How-

ever, it is difficult to enter the market as a new fashion designer and immediately attract consumers 

with extremely expensive products. Customers spend on brands they trust, they need to be sure 
they are buying quality. Tom Ford, through his brand experience, as well as his extensive experience 

working with brands such as Gucci, can deliver coveted fashion successfully – at a lower price, and 

with greater versatility, thus growing the target market. 
 

 Sources: Ellison, Jo. (2018). Tom Ford interview: on watches, underwear, and putting the fun in fash-

ion. How to Spend It. Retrieved from https://howtospendit.ft.com/mens-style/203127-tom-ford-interview-on-
watches-underwear-and-putting-the-fun-in-fashion on June 1, 2018. Felder, R. (2018). Tom ford designs a watch. 

But the price isn’t what you’d expect. The New York Times. Retrieved from https://
www.nytimes.com/2018/05/10/fashion/tom-ford-bedrock-watches.html on June 11, 2018. “Millennials Infograph-
ic.” Goldman Sachs, 2018,  www.goldmansachs.com/our-thinking/pages/millennials/ on June 11, 201 Sherman, L. 

(2017). Tom ford: what’s next. Business of Fashion. Retrieved from https://www.businessoffashion.com/articles/
people/tom-ford-whats-next on June 11, 2018. Yotka, Steff. (2018). Tom ford’s new timepiece collection is going 
to change the way you wear your watch. Retrieved from https://www.vogue.com/article/tom-ford-launches-

watches on June 11, 2018. 
 

Analysis Suggestions: 

1. Examine the websites of Tom Ford in the United States and Europe. Develop a comparative re-

search study on how Tom Ford is marketed differently in the United States than in Europe. 

2. Design a research study that examines the likelihood of Millennials in Europe to purchase Tom 

Ford watches.  

3. Design a comparative study that examines the likelihood of Millennials in the United States to pur-

chase Tom Ford watches.  
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