
 

 

Hi there, Global Marketer! I hear youôve de-
cided to conduct market research to inform 
the launch of your exciting new medical de-
vice ï thatôs great! Properly-designed re-
search can produce insights which will opti-
mize your launch. As you begin to plan the 
research, one of the most important things 
youôll have to decide is which countries to 
include in this effort. Here, Iôll outline a list of 
questions to ask yourself as you make this 

critical decision. 

First ï and this is an overarching question 
you should keep revisiting as you read 
through the list ï what is my budget and 
timeline? This should have a clear answer. 
We donôt have unlimited funds and endless 
weeks to spend on research, so establish 
these boundaries early and donôt lose sight 
as you plan. If you have $30K to spend, you 
canôt afford a 7-country segmentation. If you 

need tight-turnaround results in August, itôs a 
gamble to include European markets who 

will be on holiday. 

Next, what is the population whose opin-
ions Iõm trying to represent? In market 
research, we must construct our study sam-
ple to reflect our productsô target universe. 
Here, think first of the markets in which your 
product will launch, and prioritize those for 
inclusion in the study. Budget and timeline 
permitting, consider also including those 
which may be part of a second-tier rollout. 
Because a good portion of project costs are 
centralized, it is more economical to tack on 
additional markets to a study youôre commit-
ted to doing vs. conducting a separate study 

down the road. 

In light of your business objectives, what 
type of primary research study will best 
address these objectives? If you are in the 

early planning stages and well-ahead of 
launch, a handful of qualitative telephone 
interviews in each key market might suffice. 
Or, if you are much closer to launch and 
have already done this qualitative explora-
tion, a more robust quantitative assessment 
will be needed. But wait ï should I consid-
er secondary data/research, too? Abso-
lutely, either as a complement to your prima-
ry efforts or a substitute in the markets for 
which surveys and interviews are difficult to 
obtain. While these secondary data or re-
ports may be incomplete, inconsistent, or 
altogether unavailable in your markets of 
interest, they are worth exploring to ensure 

youôre well-informed. 

Now, what level of precision do I need 
from this research? In other words, are you 
looking to develop country-specific strate-
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Which Countries Should I Sample?  

Join KJT Groupôs Michelle Soto and Craig 
Radley on May 16th for our next webinarð
Top Strategies for Successful 
In tegrat ion of  your Customer 
Segmentation.  In this webinar, we will 
discuss top strategies for effectively 
planning your segmentation execution, 
involving and conciliating various 
stakeholders, rolling out your segments to 
the organization, and categorizing your 
customer targets.  Register today to 
reserve your seat! 

Quarterly Insight  
Itôs finally Spring! And with it has come 

longer days, warmer temperatures, and 

flowers a bloom! Take the time to not only 

clean up your closets this Spring, but to 

clean up your health 

and wellness routine 

too! Here are 12 tips 

to ñSpring cleanò your 

health. 

 

https://kjtgroup.adobeconnect.com/e8j3lx92s3s9/event/event_info.html
https://goo.gl/y8zfLF
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Globally  

When collecting and analyzing global data, 
one of the most important questions we 
need to ask, as researchers, is whether or 
not observed differences are a true finding 
or due to response bias.  Response bias 
may be defined as a ñsystematic tendency 
to respond to a range of questionnaire 
items on some basis other than the specific 
item contentò and when this bias is applied 
consistently across time and situations, the 
bias is said to be a response style1.  When 
conducting global market research, we 
may observe one or more response styles 
as a function of the degree of differentia-
tion between the cultures being studied. 
This differentiation may be characterized 
along any number of dimensions; however, 
the individualism-collectivism dimension 
continually stands out with respect to the 
research industry due to the impact these 
stances have on larger personal constructs 
related to communication and information 
processing.  Research has shown that one 
of the net results of these stances is that 
individualist cultures (traditionally Western 
cultures) tend to be characterized by an 
extreme response style (i.e., tendency to 
use only the extremities of the scale) while 
collectivist cultures (traditionally Eastern 
cultures) tend to be characterized by a 
midpoint response style (i.e., tendency to 
use predominantly the middle of the scale)
2.  As discussed, these results are due to 
larger processes related to how information 
is communicated, stored, and retrieved and 
are therefore, correlated with questionnaire 

and scale design.  

It is generally agreed that the use of con-
textual information, when understanding 
and forming a response to a question, is 
universal; however, the extent to which this 
information is used varies from one culture 
to the next.  Along the individualism-

collectivism continuum, this impact would 
follow as less 

sensitive to 
more sensi-
tive and con-
sequent ly, 
have a 
significant 
impact on 

pragmat ic 

interpretation ï the respondentôs under-
standing of what we, as researchers, are 
ultimately interested in (this is decidedly 
different from the literal interpretation). In 
general, this has implications for how we 
communicate intent not only in the ques-
tions weôre asking but also in the anchors 
we use on scales ï a simple ñstrongly disa-
greeò to ñstrongly agreeò scale may seem 
universal; however, the concept of 
ñagreementò is categorically different for a 
respondent from an individualist culture as 
compared with a respondent from a collec-
tivist culture.  Further, the amount of infor-
mation being considered, contextually or 
otherwise, directly impacts response for-
mation.  This is especially true when con-
sidering the formation of attitude objects 
and standards with individualistôs being 
more likely to form attitudes through objec-
tive contrasts and collectivistôs being more 
likely to form attitudes through assimila-
tion3; responses to any form of attitudinal 
question will be biased. In totality, there is 
a commonality within these predispositions 
that speaks to differences in autobiograph-
ical memory. The frame of reference from 
which a respondent will think about their 
behaviors, attitudes, and opinions, as a 
function of the recall of their lifeôs experi-
ences, varies by cultural disposition and 

sets a differential locus of response.  

Global market research often hinges on the 
belief that cultures are comparable to one 
another with respect to the instrument be-
ing used to study them; response biases 
(construct, method, and item) do not vary 
systematically with culture and a single, 
translated, survey instrument is applicable 

to all markets.  However, when considering 
culture along the individualism-collectivism 
dimension and the subsequent impact on 
conversational maxims we can imagine 
some deleterious effects of this line of 
thinking.  Whether a culture is individualist 
or collectivist will necessarily impact how 
they the communicate, encode, and re-
trieve information; significant response bias 
in a survey setting can exist between cul-
tures with different response styles and 
threaten the validity of empirical findings. 
As researchers, it is important to consider 
where each country being studied falls 
along this continuum and make appropriate 
accommodations both in design of re-

search and analysis of data.  

ïChris Claeys, MSc, Senior Director of 

Analytics 
 

1Paulhus, D.L. (1991). Measurement and control of 

response bias. In: Measures 

of Personality and Social Psychological Attitudes, 

Volume 1. San Diego, CA: 

Academic Press Inc. 

2Ayse K. Uskul, Daphna Oyserman, Norbert 
Schwarz, Spike W. S. Lee, and Alison Jing Xu 
(2013). How Successful You Have Been in Life De-
pends on the Response Scale Used: The Role of 
Cultural Mindsets in Pragmatic Inferences Drawn 
from Question Format. Social Cognition: Vol. 31, 

Situated Social Cognition, pp. 222-236. 

3Schwarz, N., Oyserman, D., & Peytcheva, E. 
(2010). Cognition, communication, and culture: Impli-
cations for the survey response process. In J. A. 
Harkness, M. Braun, B. Edwards, T.P. Johnson, L. 
Lyberg, P. Ph. Mohler, B.E. Pennell, & T.W. Smith 
(eds.), Survey methods in multinational, multiregion-
al and multicultural contexts (pp. 177-190). New 

York: Wiley.  

gies or can you settle for one that applies 
to the EU-5? If regional strategies will suf-
fice, you must decide which market(s) will 
represent the region. Here, select the prior-
ity market(s) from that region from a busi-
ness perspective, and/or consider Hof-
stedeôs model of individual vs. collective 
culture. Countries Hofstede has identified 
as individual are those in which societal 
ties are loose, whereas the opposite is true 

of collective cultures. If all the countries in 
a region ñlookò the same across the six 
dimensions comprising Hofstedeôs model, 
choosing one for the study will likely be a 

good approximation of the rest. 

Good luck, Global Marketer! With these 
questions answered, you will be well on 
your way to a properly-designed global 

study.   

ïJess Spilman, MPH, Senior Director of 

Research 

(Which Countries Should I Sample? Continued from 
page 1) 
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Hot Topics in International Market 

Research Compliance: Implementing 

the GDPR  

Imagine youôre sending your teenager on 

an experience of a lifetime ï a foreign ex-

change trip! Your son or daughter could 

not be more excited and will come back 

with incredible knowledge and insight into a 

new land! But along with all of your childôs 

excitement, comes an equal amount of 

stress on your part. You donôt speak the 

countryôs language (hopefully your child 

does!) and you wonôt be able to visit. You 

will get updates every so often, but you 

certainly wonôt know everything that is go-

ing on. Conducting international market 

research doesnôt usually involve family 

members, but there are a lot of parallels 

related to needing to trust people outside 

your own country, understanding local cus-

toms, or even managing the anxiety of the 

unknown. 

We at KJT Group do our best to alleviate 

these concerns. Having conducted re-

search in more than 40 countries around 

the world, itôs been critical for KJT Group to 

ensure appropriate compliance with local 

laws and standards so our clients do not 

have to worry. Staying up-to-date on best 

practices and regulations across the globe 

is difficult, but we have a strong network of 

in-country partners and insight from organi-

zations such as EphMRA, whose Code of 

Conduct provides international guidelines 

focusing on 20 countries including key mar-

kets such as the US, EU-5, Brazil, Mexico, 

and South Korea. 

The hottest topic on all compliance radars 

is the General Data Protection Regula-

tion (GDPR). If you have not heard about 

this law, then youôll want to do your home-

work fast, before it comes into effect on 

May 25th. GDPR was developed to create 

a consistent approach to data protection 

for European residents. It gives people the 

right to control their personal data, requir-

ing companies to ensure ñprivacy by de-

sign.ò This strengthening of data privacy 

requirements will have an effect on a varie-

ty of industries, hitting marketing hardest; 

however, it will have important ramifica-

tions for conducting market research as 

well. With the European Union (EU) threat-

ening fines of millions of Euros to offend-

ers, taking GDPR seriously is critical to 

being simultaneously customer-focused 

and profitable. 

There are three types of organizations un-

der GDPR ï those that control data 

(controllers) by defining the purpose and 

means of processing personal data, those 

that process data (processors) on behalf of 

data controllers, and those that do both. 

Research firms like KJT Group are both 

controllers and processors, creating the 

greatest restrictions on our activities. Over 

the past few months, we have taken a ho-

listic approach to ensuring we are compli-

ant with GDPR by focusing on three main 

areas: 

¶ First, we revised our consent pro-

cess. While personal data can be ac-

quired and processed under other 

legal bases, consent is critical within 

the market research industry. We have 

confirmed that all informed consents 

used in studies involving European 

countries will meet GDPR standards 

for transparency. We will also maintain 

records of these consents. 

¶ Second, we reviewed and updated 

our data processing activities. We 

developed a stringent data 

cleaning process for  

 

 

GDPR-compliant studies to ensure 

personally identifiable information is 

tied to survey data or interview data 

only as long as necessary. While we 

will always have access to survey/

verbatim responses, we plan to anony-

mize all data within 12 months of data 

collection. We believe this approach 

appropriately balances respondent 

privacy with the need for subsequent 

data analyses. 

¶ Third, we plan to work closely with 

our European recruitment partners 

to report adverse events as effi-

ciently as possible. Our partners may 

opt to report adverse events directly to 

our clients, limiting the number of par-

ties who have access to personally 

identifiable information. We will con-

firm all requirements before initiating 

data collection to ensure appropriate 

compliance from all parties. 

Weôll be sure to keep you informed of any 

additional changes related to GDPR and 

conducting international market research, 

in general. For now, follow us on LinkedIn 

and Twitter to receive all our updates!  

ïDan Wasserman, Director of Business 

Operations 
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