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> International market research
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Setting the scene & =ML %

2006: The fastest growing regions in the world for Market Research?
2006: 737 A BG-K S b (1 by

Asia Pacific 6.6%

North America 3.4%

Europe 2.8%

Asia Pacific now 14% of worldwide MR revenues

E Eﬁﬂ]ij&ﬂﬁ IZ Fﬁ:% 1)% ﬁ EI‘ %Dj Eé}jk Em 14% source: ESOMAR ‘Global Market Research 2007’
kY. ESOMAR “20074:K sz a7
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Setting the scene
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Growth within the region above average growth

A 5 R 8 5 T PR P

Country
China

CIS
Vietham
Korea
Malaysia
Hong Kong
Bangladesh
India
Pakistan
Singapore
Thailand

2005

USS4A75 million
US$18 million
USS$10 million
US$282 million
US$42 million
USS$76 million
USS7 million
USS$102 million
USS$11 million
USS$51 million
US3$58 million

2006

US$583 million
US$22 million
US$12 million
US$335 million
US$48 million
LUS$88 million
USS8 million
US$115 million
LUS$12 million
US$55 million
USS62 million

source: ESOMAR ‘Global Market Research 2007

IS/E

ESOMAR “20074EkT 7184 ”
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MR growth within the region below average growth

B 38 KA T T3 48 K AT

Country 2005

Australia US$522 million
Taiwan US$98 million
Myanmar US$4 million
Sri Lanka US$4 million
Cambodia US$3 million
New Zealand US$87 million
Japan US$1405 million
Philippines US$41 million
Laos US$2 million
Indonesia US$31 million

2006

US$532 million
US$99 million
US$4 million
US$4 million
US$3 million
US$86 million
US$1380 million
US$37 million
USS$1 million
US$12 million

source: ESOMAR ‘Global Market Research 2007
SUs:  ESOMAR “2007-2ERTi 377
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Setting the scene 5 st L.

> excluding the USA, eleven countries in
the world with populations larger than
Germany’)
3 IUﬁF‘@%U: A 11 [
EYNEE & iy EhUl

> make up 56% of the worlds population!

] e UNEIER S YN PSE ¢
56% !

> but only 13% of global GDP
SR N A 7 BB A 3K 13%

source: US Census Bureau,
International Database, 2006 mid year estimates

Country Population
China 1,306,313,812
India 1,080,264,388
Indonesia 241,973,879
Brazil 186,112,794
Pakistan 162,419,946
Bangladesh 144,319,628
Russia 143,420,309
Nigeria 128,765,768
Mexico 106,202,903
Philippines 87,857,473
Vietnam 83,535,576
World 6,499,697,060
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Setting the scene B =¥t %

> even if we just consider the “consumer
class”

ML RRATTILG RS I DA

> the numbers are huge

AR 2R K
> China = USA

SESESS

> India > Germany
E > it ]

> Vietnam = the Netherlands
g =Am7 22

source: University of Minnesota, 2003 except
Bangladesh — University of California

Vietnam - Vietnam General Statistical Office (percentage owning a refrigerator)

Consumer class

Country no: %

China 300,452,177 23%
India 97,223,795 9%
Indonesia 24,197,388 10%
Brazil 65,139,478 35%
Pakistan 8,120,997 5%
Bangladesh 12,988,767 9%
Russia 64,539,139 45%
Nigeria 6,438,288 5%
Mexico 48,853,335 46%
Philippines 21,964,368 25%
Vietnam 15,871,759 19%
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> GDP growth is amazing
SIEEVRS SYIER: IS

source: International Monetary Fund

KRB EEH=

Country GDP growth 1996-2005
China 133%
India 98%
Indonesia 19%
Brazil 2%
Pakistan 88%
Bangladesh 47%
Russia 84%
Nigeria 167%
Mexico 128%
Philippines 15%
Vietnam 92%
World 47%
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% adult
Settl n th e Sce n e = 1= E*E% '|MT % adult population over
g /?{ P i population < 35 65
China 40% 10%
» and demographics are on your side India 50% %
+ = LA > et
j\ I:[ élj *@J@EZT“J‘ élf%ijﬂi Indonesia 48% 8%
Brazil 47% 8%
Pakistan 56% 7%
Bangladesh 58% 5%
Russia 35% 17%
Nigeria 58% 6%
Mexico 50% 9%
Philippines 54% 6%
Vietnam 51% 8%
USA 35% 16%
UK 32% 20%
| source: US. Census B.ureau, Germany 28% -
International Database, 2006 mid year estimates
France 32% 21%
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Setting the scene & =%

Some big global MR buyers
— 4 2 B A I S

FsG Microsoft

(Johnsen

A FAMILY COMPANY
Cctely

@ PEPSICO

DeLL’


http://www.pg.com/en_US/index.jhtml
http://www.scjohnson.co.uk/index.html
http://www.ibm.com/us/
http://www.dell.co.uk/
http://www.motorola.com/
http://www.motorola.com/
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Global Trends
IR

PG

» China is P&G's 6th largest market
el E e O YA NI 1B
» forecast to become number 2

Wk B =5 = KTy

> US$1.8 billion revenues (2007 US$3.75 billion)
18123 T ENR N (2007 37445 T JiZ£I0)

» profit growing at 140% pa
AR REFE G L. 445

source: Booz Allen Hamilton, 2005


http://www.pg.com/en_US/index.jhtml
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Setting the scene 5 st R

Market Research 111371 &

> Growth in demand for international online sample

[ b £ 2 R AR 75 R B

> but change in mode (to online) having local impact?

SR A F A (2 R RIZE D AT HBIX PR 2

> UK international revenues down 5% in 2005
o [E[ 20054 [E] Frr i s MV T BE5%

> Strong growth APAC: China (+25%) and India (+11%)
W RPORIESE . ThE GERE25%) , BIRE G 11%)
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Setting the scene 15 =% .
Market Research 113 )i &

> Pressure on pricing (therefore revenues) in North America and Europe

AE S ANBRYN T IR A A s 5 AN T 5 P s
> Change in mode J7 75475
> Outsourcing 4M,

> Large demand for international Business to Business

Xof [ FRB2BIT LK 7 5k

Great opportunities in international research

N R SWN IR

Great opportunities for inbound research in China

(AP MESh FEN NI SN IR
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Let’s talk about International Online Research....
H

FEBRATRREGFEE T A

e \ > with online access panels who needs
T local researchers to do international

research?

H T AT, il

T TR AR H R A LA T e [

UINEDI
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let’s face It...
IEBRATRIE IS B e e oo
you can do the whole thing from the privacy of your own home

PR AT LLAEZRT & i A 58 a4 20 3R

VY NI CRGIOTa R <

Sampling
iliVRE

Questionnaire Design
LEe3sany
Analysis

Bl o1 p
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should you?

WAZIX A ?
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Panel Companies fEZ& A~ FR LR

» Can sell you everything you need to conduct your project
REPR LR T Z M —1), RIS 5E AT B

> And will do....
AT Z FATHy -

Swiss Arny Knifs L% ]
price (Hr#5)1=1 § .
Iz thiz true? XEHEGE?
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onIy you can decide R REEHRE

> Because you are now 100% in charge

KOy, BUAEDRZ B 70 E P
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ou do it? FR I %4 [ 2

n
=
o
=3
o
<

es the online population r%gresent the target population?
ELNMFREAR H br A 2
> the he dIin%enetration masks the reality

X 468 762 i S R R A o 5K

Internet Penetration by Age — France
VK 5% J o (AR50
Age Internet Penetration
il 0%
Not | 15-24 69%
Onlinedk Online 25-34 65%
s
P 2% ’%0 35-44 46%
46% 54%
45-54 41%
55-64 28%
65+ 15%
Source: EIAA Media Consumption Study — October 2004
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Your trusted partner in sampling

just how typical is he?

Y AL

o HZRREM!

(L)
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Selected Internet Penetrations

g E P ES

Europe Asia Americas
Country Penetration Country Penetration Country Penetration
Sweden 76% Hong Kong 68% United States 70%
Portugal 74% Japan 67% Canada 68%
Netherlands 73% South Korea 67% Chile 42%
Denmark 69% Singapore 66% Argentina 34%
Finland 62% Malaysia 48% Mexico 21%
United Kingdom 62% Macao 40% Peru 21%
Germany 61% Vietnam 19% Brazil 21%
Austria 57% Philippines 16% Colombia 16%
France 54% Thailand 13% Venezuela 13%
ltaly 53% China 12%
Ireland 50% Indonesia 9%
Czech Republic 50% India 4%
Belgium 49% how do these match with the ‘consumer class™
=pain a4% BSSHAR Y MR SUEAIY A7
Greece 34%
Hungary 30%
Boland 30% X Internet World St:

Usage and Population Statistics
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Asia Pacific panels.....

)

T

Eé)%zl“:

a lot is possible! 1R £

N

Hong Kong

Philippines
peey LI

Mn:mnes:a ',

i}ﬁ Scdbmon
Indnnesla o st

g s Islamls
i'nea ﬂ' b

Uanuam

Eamoa

'-. ‘°Flii
L Islands

E L]
/%: Zealand

HIEEEAG R FE !

Australia

People's Republic of China

(incl Hong Kong and Macao)

Taiwan (Republic of China)

Indonesia

Japan

South Korea

Malaysia

New Zealand

Singapore

Thailand

Vietnam
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International Market Research

What is Market Research? {14 &

SRR E
mimAE?

® Asking the right people the right questions and understanding their answers

) S N S TG ), I HOE A B A AT ] 2

Questionnaire Design

Sampling
YRS

HE3s'ary

Fieldwork

HAT

Interpretation

B
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s International Market Research the same?

PR R E g ?

> Yes, but
e, {HaE
» Problems arise from
] A T
> not knowing how to phrase a question to a ‘foreigner’
ANFTEERE]) “HMEN” i B 7] 2 ) il
» not understanding the answer given in their cultural context
AU E SO P A R R SEE X
» not knowing what the answer list should be
AN C 26 18 2 ZE AR i o)
» The sampling Is actually the easy bit.....
LB, R T B S Ry
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Questionnaire Design — Localisation
8] W V- A Hi A
» Your questionnaire will almost certainly need to be localised
JUT- BT A Tl A b 2R A T A A AL B
» Things that will almost always change
A2 FiE
» Brand lists
T RIES
> Watch for localised “same” brands ¥ 72 /i Jif ) A b 44 FR
» Product categories
[y
» Currency
BT A
» Retall distribution patterns
Hi 85 7 30
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See any similarities here? & H A2 &b T 15 2

LANGNESE®
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http://www.viarural.com.ar/viarural.com.ar/insumosagropecuarios/ganaderos/vehiculos/chevrolet/chevrolet-meriva.htm

Your trusted partner in sampling

It’s not just about brands
IX AN A2 s L ]
> retail channels

FHAE R

- _jl .

N OBI BN Dy
BN B TS
i

(4]
GE 1S

I
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Your trusted partner in sampling

It’s not just about brands

XA A di L ] et

> Reta|lers
METRO Group
( 9 The Spirit of Commerce
A v
carrefour Elﬁ[" wal-martchina. com

TESCO

V & & & & 4
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It’s not just about brands
XA it i 1]
> eating habits

(/q=22R
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Localisation Z~#t4t,

> s reIative[y eas
XS B 25 5

> requires local,
native staff to advise
T T
NS FE0
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Cultural Effects LA EL i

> are much more difficult to handle

X SO I U9 X BT K

> “if there is a difference in response across cultures then what we
measure in international research may simply be a national predilection
for a certain score/response, or differences in levels of social desirability,
rather than an observable phenomenon”

O SRR ] SCARIR) DL IR, A TR R B
i 8 SR O (AN ] SRR 2 AN
LA L B A I e
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ofstede Dimensions of National Culture Difference

E R e 1 I o AN 22 0 4E
> Power Distance A fj %
» Inequality, level of endorsement ‘from below’ (expectation and acceptance)
AR, NFR R BAREE G SR
» High in Spain, Portugal, France, Italy — “Latin”
@ﬂfﬂ:’ %%ﬂ:’ ?jﬁ’ %’Z\‘j(ﬁ:u <%> e j:jTi%/Z%\ .
» Low in Germany, UK, Nordics — “Germanic”
fERE, s, bk (I - “HE2IER”
> Individualism / Collectivism M /264
» Degree to which individual are integrated into groups
MRFE S N AR R R T
» Individualistic — Developed & Western countries
A=k &pt 77 EH K
» Collectivist — Developing & Eastern countries

TN R &R T [ 5K

n}ru‘n T



Presenter
Presentation Notes
Researchers are actually technically wrong in their assertion when they say something like…



“On the basis of my survey result of 48% I am 95% certain that the true answer is lies in the range 45% to 51%”



What they mean to say is that…



“On the basis of my survey result I am 95% certain that my estimation, 48%, will lie within +/- 3% of the true answer”



The erroneous use of confidence intervals is so widespread it’s hardly worth arguing the point…. but worth knowing anyway!
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Hofstede Dimensions of National Culture Difference

B RATRr R E br U ZE 7 4R EE

> MasculinitF/Femininity
S/ 2k

» Degree of difference between Male and Female value sets (Females being more
similar across cultures

%@Eﬁ@%@m%ﬁ%ﬁﬁ<$Ei%ﬁﬁﬁ%ﬁ%%ﬁﬁ)
» Masculine — Austria, Italy, UK, Germany
5‘%'@4{;—Yj’k@ﬁ$[ﬂf, /'E’\j(;FIJ’ 5’% ’ ’fl%
» Feminine — Netherlands, Denmark, Sweden, Norway
LVt 22, P22, Imi, PR
» Uncertainty Avoidance
[ AN o S
a society's toIerance‘for‘uncertqint% and ambiguity
NS AN e SR s SCHY 7 AL R
Avoiding = Laws & Rules: Greece, Portugal, Russia
[HIEGES PR E NP Y I < P K A B
Accepting = Tolerant & Unemotional: UK, Sweden, Denmark
=R RGRE: gelH, B, S}z

v

A\

A2 74
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Hofstede Dimensions of National Culture Difference

B RATRr R E br U ZE 7 4R EE

» Demonstrated correlations

HUER] T BRI

> Power IDistances correlates with violence in politics and income
Inequality
W) 7280 5 2% 0 BUR AN Z2 1) T AH 5%

» Individualism correlates with GDP and social mobility
AN T AR SME AN 2 i s P Rl AH 58

» Masculinity ne ativeI% correlates with government charity
VA BURF 2835 1l SO 2R

» Uncertainty avoidance correlates with legal need to carry ID cards
A AN A RS 5% S Ak VAR R SR BB AH K
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http://www.cyborlink.com/besite/china.htm
http://www.cyborlink.com/besite/china.htm
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Take 2 completely different countries
DA 5E A R ) B Kk B

14

120 -
100 -
iV |
=k » @ China =i
% 60 l Netherlands | [ -
: = - 40 N
-] _}: 20 _|
=
]
‘--?{-.E g O

Power Individualism Masculinity  Uncertainty  Long-Term
Distance Awoidance  Orientation
Index Index

Bart Wichers
Evelien Zengerink
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http://www.tns-global.com/corporate/Rooms/DisplayPages/layoutInitial?Container=com.webridge.entity.Entity[OID[FCAC1D931F80F3459B1034CD2304EC38]]
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The experiment 324

Same sample source
FH [A] T AEAS A Y
Same sample structure
FH IR PRI AS 2544
Same questionnaire
AH [F] 1P n)
Three modes
— P

» CATI

> CAWI

x| 251 At
» Face -to - Face

Vi

vV V. Y 'V
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Social Desirability
g S
» Implications for bias
R MR L
» Westerners expect interviewed modes to show more social
desirability
P85 N Ay B AT U RE 8 S 4 M R It o T 2
» CATI highest (easier to lie)
B - H DT IR CBEA S il i)
» CAPI middle (harder to lie)
Jir = (AN Sy i i)
» CAWI bottom (no need to lie)
- M2 AT (R 20T )
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Social Desirability

RS

» Readership of prestigious magazines and newspapers
A A R AR )
» Social “norm” in the Netherlands?
fuf 2= fh s “hRuE” 2
> Individualistic
ML
» Self-enhancement
EE 9/ 0N
» Social “norm” in China?
] R AL S bR v 2
» Collectivist
CYUNES
> Modesty
7135
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Social Desirability — Readership ft-&H2E R &
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OCATI(NL) @CAPI(NL) [CATI(CN)  mCAPI(CN)
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To sum up & %5

» The opportunities here and in the region are enormous
FEIXAN ] S8 L HEA H X R A7 A 4G T RALIE
» Itis not easy for Westerners to conduct research effectively here
XFPG 7 AR, A8 B HEA T R P 28 AT AN
» Dbecause of the mis-match in cultures
Ay, XHEREH
» Your opportunities are also enormous
PRINA ERALIE
» but the mis-match still remains
NI, ZE I RAFAE
» SSlis well equipped to be your ideal partner
MO S AR SRR, SSTE &4 il ke
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