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International marketing research is much more crucial than many

managers think. With a burgeoning number of companies pursuing global

strategies, managers are in great need of dependable information on

foreign markets. Attempting to expand overseas without doing adequate

research too often means having to face the crippling costs of business

failure. Moreover, American market research techniques often don't work

well abroad; managers must confront different challenges when

conducting research overseas, especially in developing countries.

Corporate blunders in foreign markets frequently occur because of a

lack of understanding of the Four Ps in the marketing mix--Product,

Price, Place, and Promotion. Failure to investigate and, where

necessary, reinterpret the Four Ps abroad has proved costly.

PRODUCT AND PACKAGING PROBLEMSThe failure of many products that lack

acceptability overseas could have been predicted with minimal market

research. Chase & Sanborn's attempt to introduce instant coffee in

France failed because brewing real coffee is a cherished culinary

delight for most French people. Instant coffee was considered a

somewhat vulgar substitute.

In other cases, the problem may not be the product but the packaging.

Snapple encountered difficulty marketing its bottled drinks through

vending machines in Japan, where cans load more easily and are less

fragile than glass. In China, Procter & Gamble marketed diapers in pink

packaging that conveyed a preference for female babies. But many

Chinese consumers shunned the product; under the country's

one-child-per-family rule, the preference in many families is for a

son. This type of product image problem could have been uncovered with

prior research.

PRICING PROBLEMSMany companies do too little research on product or

service pricing in overseas markets. In some cases, the price a company

charges is simply the foreign currency equivalent of the domestic

price, which may bear little relationship to what the customer is

willing to pay. Ford recently tried to sell its economy model Escort

car in India for more than $21,000. But in an emerging market like

India, only a small percentage of the total population have incomes of

$20,000 or more. So most Indians saw the Escort as a luxury automobile

that very few could afford.

Even when managers are aware of acceptable pricing levels, they may

still price products or services too high or too low. Exporters often

set high prices to recover special labeling and packaging charges,

overseas transportation, and import tariffs--costs that local

competitors do not have to incur. These expenditures may prevent a

company from pricing the product competitively. On the other hand,

management may price products lower than the competition and be willing

to take a loss early with a view to achieving profits later when more

volume is achieved. Frequently, sufficient volume is never achieved and

the foreign venture fails to break even. The lack of adequate cost

analysis and pricing research is another major cause of business

failure.

PLACE (DISTRIBUTION) PROBLEMSHow products are placed or distributed in

overseas markets can be the most important international business

decision a company makes. Firms can try to break into established

wholesale, retail, or direct sales networks, piggyback on other firms'

distribution systems, or build their own channels, which can be costly

and time-consuming. Neilson, Canada's largest manufacturer and marketer

of confectioneries, has distributed its products successfully in such

far-flung markets as Japan, China, and the Middle East. But success has

eluded it in the market it would most like to succeed in: the United

States. The reason for this is Neilson's choice of distributor. In the

early 1990s, the company chose Pro Set, a collectible trading card

producer, as its distributor. However, Pro Set's sales force lacked

experience in selling confectionery and never achieved significant

penetration in the US market. The firm was poorly managed and

eventually filed Chapter 11 bankruptcy, leaving Neilson with a huge

outstanding receivables balance and a severely damaged reputation with

customers.

PROMOTIONAL PROBLEMSPromotional methods and advertising media vary

around the world. The lack of understanding of branding, selling,

advertising, and promotion practices in different countries may also

land companies in difficulty. Lincoln Electric, a US-based manufacturer

of electric motors and welding equipment, acquired an arc welding firm

in Germany and immediately slapped its own brand on the products that

were made by the firm. Many customers had a strong "Buy German"

attitude and were contemptuous of American engineering, so they

immediately switched to other German products. Although Lincoln's

problems in Germany ran considerably deeper, the company never

recovered from its poor start and eventually had to close its operation

there. Royal Appliance, an American manufacturer of small, hand-held

vacuum cleaners like the "Dirt Devil," suffered a similar disaster. The

company assumed that its successful domestic promotional strategy would

work equally well in Europe. In the United States, expenditures on

television advertising were closely correlated with predictable

increases in sales volume. But in the different European countries, the

growth in TV ad spending did not produce the predicted increases. Even

though sales had risen to over $20 million by 1993, they never produced

a return on investment. The company eventually withdrew entirely from

the European market.

It is critical for managers to investigate the Four Ps in every country

in which they do business and make modifications when and where they

are needed. As these and other examples illustrate (see the box on the

next page), mistakes are often made by well-known corporations, not

just small firms. The tendency to take market knowledge for granted is

the most insidious problem in international business, and often a fatal

one.

DIFFICULTIES IN CONDUCTING GLOBAL MARKETING RESEARCHEven if managers

are convinced of the need for foreign market research, they may have

little understanding of the differences involved in carrying it out.

They must become acquainted with the challenges it will

bring--challenges they may not encounter at home.

MORE DIVERSE RESEARCH PROJECTSThe main types of marketing research

projects are basically the same whether they are conducted at home or

abroad. Studies typically deal with market entry, customer

satisfaction, buyer behavior, and aspects of the Four Ps, and focus

mainly on differences across countries. This may involve straight

comparisons between a single foreign country and the domestic market or

comparisons among multiple countries. But international research

studies must contend with wide-ranging cultural diversity, which may

include marked differences in language, religion, race, and ethnic

origin that affect the sale of products and services. Domestic studies

often examine regional differences, but they generally do not approach

the level of diversity that is encountered in country comparisons.

MORE UNKNOWNSMost managers know considerably more about their own

domestic market than they do about conditions overseas. International

research must shed light on more unknowns, providing insight on issues

that may be clearly understood in the domestic market. Considering the

lack of published information on many foreign markets, researchers have

a heavy burden to bear. There are limits to the type and amount of data

they can collect. The scope of what is to be studied will be

constrained by the amount of time and resources available. So choices

must be made about the focus of market research and what issues can be

investigated.

LONGER COMPLETION TIMEGenerally, each phase of international marketing

research--planning, design, execution, and interpretation of

findings--requires more time to complete than in domestic research. The

studies take longer to plan because they tend to be more complex and

more difficult to arrange. Research designs must take into account

viable data collection methods. Execution of the study will take longer

if multiple countries are involved because of the separation in time

and distance. In vast countries like China and India, the distance

between markets makes large-scale studies extremely difficult to

conduct. Interpreting the findings also takes time because of the

logistics of coordinating comparison studies across countries.

HIGHER COSTSBecause of such factors as the different data collection

techniques, the need for translation, and long-distance travel,

conducting international marketing research is usually much more

expensive than at home. Consumer telephone surveys that are a bargain

in the United States cost much more abroad. In Japan, studies are

mainly conducted door-to-door. In many developing countries, telephone

ownership is low and interviewers must often travel vast distances to

contact a representative sample of respondents. The time and cost

required to collect primary data may make the research prohibitively

expensive.

SUSPECT SAMPLESCensus data are unreliable or unavailable in many

developing countries. Street maps and phone directories may not exist.

Unreliable population statistics often make surveys of the general

population difficult to conduct. In planning studies, market

researchers need to question the accuracy of available demographic

information and the study subjects: Are there any inherent biases in

the sample? What proportion of the universe is covered? How are the

data verified to ensure proper market coverage? Does the sample cover

all regions or cities? Is the sample source updated regularly?

Representative sampling may be less of a problem in countries with more

homogeneous populations like Japan and South Korea, but it may be a

serious concern in places where the population is more diverse, such as

Hong Kong and Indonesia. More culturally diverse populations will

require larger research samples or more subsamples. Researchers may

also have to deal with population movement and migration. For instance,

approximately two-fifths of the population of the gulf states of the

Middle East consist of expatriate males working in the region for only

four to five years. An unstable population is an additional headache

when trying to establish a representative sample.

DATA COLLECTION DIFFICULTIESFew countries provide such open access and

freely available information as the United States. In many countries,

business, government, and the population at large may be less willing

to discuss issues, share information, and open up to questioning.

People may be unwilling to talk to strangers without formal

introductions, referrals, or invitations. An interviewer arriving at a

home unannounced may be seen as a threat and treated hostilely.

Moreover, the usual data collection methods used at home may be

inappropriate in other countries. High levels of illiteracy may rule

out written surveys. Mail surveys may be hindered by unreliable postal

delivery. Other methods of collecting data may be unavailable. The mall

or shopping center interviews common in the US are rarely used in Asia

because there are so few shopping malls. In India, electronic

point-of-sale cash registers and scanners are virtually nonexistent, so

retail checkout data must be collected manually. In most Middle Eastern

countries, few women would consent to be interviewed by a man, so

female interviewers must be recruited.

Gathering data on certain types of products can also be difficult. For

instance, the idea of discussing grooming and personal care products

with a stranger would be considered too personal and perhaps offensive

in many countries. These data collection difficulties may result in the

number of completed interviews and usable questionnaires being quite

low.

TRANSLATION ERRORS AND UNINTENDED MEANINGSA common problem in

international marketing research is the errors that occur in

translation. The literal translation of brand names and terms from one

language to another sometimes creates misunderstandings. Managers of

Schweppes tonic water decided to shorten the name in Italy when they

learned that the phonetic equivalent of the brand name translated to

"bathroom water" in Italian. Questionnaires developed in one country

may be difficult to translate because of differences in idioms, the

vernacular, and phrasing. This can occur in the US as well, where a

large section of the population are bilingual. But it is a much bigger

problem in, say, India, where 13 major languages are spoken and salient

cultural differences exist across regions. Questions may also take on

an entirely different meaning in another country. In one study, when

asked to choose which of several brands of vodka she would buy, a

Russian woman replied, "I would buy all of them because they won't be

in the stores tomorrow.".

MEASUREMENT PROBLEMSAttitude measurement is not universal around the

world. As the example of the Russian woman illustrates, participants'

responses may be partly culturally determined. Skewed results on

attitude scales are common. Products and services routinely achieve

well above 60 or 70 percent approval ratings on five-point scales in

Latin American countries. Indeed, a product has to be very poor to

receive anything less. Latin Americans do not like to hurt others'

feelings, including marketers. In contrast, a response of "not bad" in

France would be almost the equivalent of "extraordinary." And a

response of "somewhat interested" would represent a much stronger

commitment than in England, where the term "somewhat" has a less

enthusiastic connotation.

RESPONDENT INCENTIVES AND BIASED RESULTSThe use of incentives as a

means to increase participation is another issue. A common criticism of

paying respondents for their opinions is that it invites biased

answers. But in many countries, incentives are necessary for getting

respondents to participate at all. In some countries, such as Brazil, a

drink and a willingness to socialize may be enough for an interview to

be granted. In other countries, incentives may be considered somewhat

insulting.

RELIANCE ON OUTSIDE RESEARCH FIRMSMNCs must work closely with market

research firms that collect data for them in different countries.

Decisions must be made over how much autonomy will be given to these

outside researchers and how closely their work will be supervised or

monitored. MNCs with marketing research departments in foreign

subsidiaries will be able to work more closely with local firms in

different countries. But even large corporations do not have in-house

marketing research staff in every country in which they do business.

MNCs can send out their own staff to brief people in each country, but

inevitably they must place considerable reliance on local researchers.

Differences in data collection techniques and concerns about the

comparability of findings across countries are significant issues when

using various research firms in different countries.

RESTRICTIVE LAWS AND DISCLOSURE OF RESULTSA more sinister threat may be

the imposition of legal regulations that make it more difficult to keep

research results confidential. For example, new laws enacted in the

summer of 1999 control the conduct of market research in China, where

government officials monitor questionnaire construction and insist on

seeing survey results. Not only is this is in direct conflict with the

required nondisclosure of proprietary research studies, in which the

results are made known only to the clients commissioning the work, but

the new disclosure requirements may unwittingly leak new product plans

and marketing proposals to competitors. Managers need to be fully aware

of such laws and regulations in various countries.

INADEQUATE USE OF FINDINGSThe real value of market research depends on

how the findings are used. International research will add little value

to management decision-making if the findings are not interpreted and

acted upon appropriately. Reports from domestic market studies may

languish on the shelf because management sees little relevance in the

research, or disagrees with the findings. This tendency is greater in

international research, where studies may be commissioned at the

headquarters level but the findings may need to be implemented in

foreign subsidiaries. When managers in the local subsidiaries conduct

their own research, they will tend to have more ownership and belief in

the findings. But corporate management at headquarters may want to

control the questions that are investigated and compare the findings

across countries or regions. In this case, local management may resent

corporate interference and question the usefulness of the research.

PROPOSALS FOR IMPROVING GLOBAL MARKETING RESEARCHGiven all these

difficulties, what can marketers do to make their international

research both efficient and effective? Most companies will need to

adapt their approach to conducting research. Here are some guidelines

for doing that.

LOOK FOR WAYS TO CUT COSTSIt is essential to stretch marketing research

dollars so that the maximum benefit can be obtained from budgeted

resources. Two excellent ways of doing this are by making the fullest

use of published sources and tapping available government assistance.

MAKE EXTENSIVE USE OF SECONDARY SOURCESThe United States and most of

Western Europe have a wealth of secondary market data that can be

accessed online at little or no cost. All market entry studies should

begin by consulting published sources. Many international business

texts urge managers to organize relevant macro region or country data

(political stability, economic stability, currency strength, quality of

infrastructure) and micro industry data (current sales by product,

distribution access, raw material availability, labor costs,

competitive activity) into a matrix where they can be weighted, ranked,

and scored. Although the value of this assessment will depend on the

availability of published sources, the objectivity of the data, and the

accuracy of the rankings, it is generally a useful first pass for

comparing countries, considering alternative selection criteria, and

narrowing market entry choices. No attempt should be made to collect

primary data before secondary sources have been thoroughly investigated

and analyzed.

SEEK HELP FROM GOVERNMENT AGENCIESMost developed countries and many

developing ones have state agencies that aid businesses. Virtually all

governments try to promote the development of exports. The Export

Market Information Center offers assistance to exporters in the UK. In

the US, the International Trade Administration, a division of the

Department of Commerce, provides a wide variety of market intelligence

on different countries. It conducts low-cost market surveys and

searches for sales agents and distributors for companies. Many

export-driven emerging countries also provide assistance to help local

businesses contribute to a balance-of-trade surplus.

APPOINT A SINGLE MARKET RESEARCH COORDINATOR FOR MAJOR STUDIESThe use

of a coordinating market research vendor with a network of affiliated

offices around the world can improve the consistency and accuracy of

results across countries and languages. One major vendor can organize

and coordinate the work. With a single point of contact, special

instructions and changes can be communicated and implemented

simultaneously across multiple countries. Leading MNCs tend to appoint

coordinating agencies that have offices in multiple countries. VeriFone

uses a single vendor that has extensive experience in global market

research and a network of branch offices throughout the world. The

vendor's branch office personnel conduct most of the fieldwork. Project

briefings, interviewer training, and pilot tests can be conducted and

monitored much more easily. Other well-known MNCs like IBM, Compaq,

Carrier, and Federal Express also use a single global vendor to manage

large-scale research projects around the world.

Walker Information is a leading international research firm with more

than 60 years of experience. Based in Indianapolis, it has a network of

affiliate offices in more than 50 countries helping global clients

conduct research studies that take into account cultural and language

differences. Walker provides a diverse range of services, including

studies of customer loyalty, employee commitment, corporate reputation,

supplier relationships, and corporate philanthropy. Its clients include

consumer packaged goods companies, heavy manufacturing firms, consumer

and business services, trade associations, not-for-profits, and

government agencies.

PAY CLOSE ATTENTION TO THE TRANSLATION OF QUESTIONNAIRESThe validity of

market research can be improved by having strict, formalized guidelines

governing questionnaire preparation and translation. Using a small

number of translators can help reduce errors by lowering the potential

for different interpretations of terms. Back translation--the process

of translating questionnaires from one language to another, then back

again with the aid of a second, independent translator--can reveal

unintended losses of meaning. The back translator is usually a person

whose native tongue is the language that will be used for the final

questionnaire. Pilot tests can also help ensure better quality in the

final study.

For many years, IBM has been conducting a strategic tracking study

across its major markets in Europe, North and South America, and Asia.

Conducted in 14 languages across 27 countries, this survey assesses

IBM's products against competitors' offerings on such strategic issues

as product demand, marketing channels, and preferred information

sources. The study reveals broad information on trends rather than

in-depth information on customer wants and needs. IBM uses only two

translation firms to reduce inconsistency in terms, one for the various

European languages and another for Asian languages. It also makes sure

these firms use back translators to improve questionnaire accuracy.

Local IBM employees in engineering, manufacturing, or sales may also be

called upon to double-check technical terms. All surveys are piloted in

the field prior to conducting full-scale studies.

DEVELOP A CORE SET OF QUESTIONS TO ENHANCE COMPARABILITY ACROSS

COUNTRIESTo compare countries and regions, many MNCs develop a core set

of questions that will be used worldwide. At Carrier Corporation, a

core set of 25 questions was used in a global study. Allowance was made

for differences in each region by giving subsidiaries the opportunity

to ask an additional five questions that were tailored to their area.

Compaq uses a Customer Satisfaction Council to develop and maintain a

consistent set of customer satisfaction measures across business units

and geographic areas. Headed by the vice president of customer

satisfaction and quality, this global, cross-divisional,

interdisciplinary team meets regularly and invites representation from

manufacturing and functions worldwide. Its goal is to establish

internal metrics that are linked to customer satisfaction. Consistent

validity and reliability among each customer segment across each

country is a key strategic objective. Study results are used globally

as well as locally. Some measures are customized and modified by

market. The Council is responsible for integrating customer

satisfaction information into product planning initiatives and process

improvements.

USE ALTERNATIVE DATA COLLECTION METHODSThe difficulties in collecting

data overseas often mean that researchers need to adapt their approach

to each country or region. Greater use may have to be made of

qualitative methods in developing countries. The lack of accurate

census and demographic information may sometimes rule out probability

sampling. As a result, researchers may have to rely more on

nonprobability sampling techniques such as convenience and quota

sampling. Convenience sampling is often used for populations that are

difficult to approach. The sample size gradually grows through

introductions and referrals. Drawing quotas from different segments of

society may help reduce sample bias (respondents with the same class,

caste, or kinship ties, for example).

Methods will depend partly on the stage of the research, the market

knowledge required, and the need for statistical precision. The lack of

representative samples may be less of a handicap if the research is in

the discovery stage and the objective is to obtain broad qualitative

data. Indepth interviews and focus groups will often be the best method

for exploring a broad range of issues.

Cultural differences may determine whether to use individual interviews

or focus groups. American-style focus groups usually consist of eight

to ten selected respondents who freely express their perceptions,

attitudes, opinions, and feelings on pertinent research issues under

the guidance of a moderator. Such discussion often provides rich

qualitative data reflecting a diversity of opinions. Similar diverse

results are often achieved in male focus groups carried out in the

Middle East. The main problem there may be getting participants to show

up on time and controlling the discussion when everybody starts talking

at once. However, in collectivist cultures such as Japan and Southeast

Asia, individuals may be reluctant to speak out, especially if their

opinions are contrary to other group members. In some countries, class,

caste, or racial differences may also determine who speaks and who does

not. In these circumstances, individual interviews may encourage more

openness and candor than focus groups.

Approaches to running focus groups may also partly reflect research

traditions in different countries. American focus groups typically

emphasize direct questioning, specific issues, and more direct

interpretations. In Europe, discussions are more open-ended, with

greater use of projective techniques and broader interpretations of the

findings.

RECRUIT NATIVE LANGUAGE INTERVIEWERS AND MODERATORSMany consumers are

reluctant to be interviewed for marketing research studies. Often,

individual interviewers and group discussion moderators may have to

build rapport with them. Companies can raise the comfort level of

respondents by using native language interviewers and moderators who

can converse in the local dialect. This is also a matter of courtesy.

Native language interviewers and moderators can enhance the quality of

interviews or focus groups when subtle nuances are important. Both

telephone and personal interviews are influenced by country cultural

norms. Local interviewers and moderators need to be able to interpret

facial gestures and body language and to clarify respondent questions.

SELECT LEAD COUNTRIES AS A SARTING POINTLead countries should be chosen

as a data collection point prior to conducting research elsewhere.

These may be the wealthiest economies in the region or those with the

best prospects. They can sometimes be used as proxies for other

countries in the area. For instance, some broad cultural similarities

have been found among Southeast Asian countries. Handled with care and

prudence, this is another way firms can cut the costs of international

marketing research. Selected lead countries can also be used to iron

out problems before rolling the research out on a broader scale.

Surveys may be vetted for consistency and accuracy. A thorough

debriefing following the initial research allows new learning to be

taken into neighboring countries.

TEST MARKET IN SMALLER COUNTRIES TO MAINTAIN SECRECYSecrecy or

confidentiality can be a problem in conducting marketing research.

Regulations need to be investigated in each country. Given the recently

announced disclosure requirements in China, that may not be the best

place to test new products. Smaller countries may sometimes be used to

keep new product plans more private. Carewell Industries test-marketed

its Dentax toothbrush in Singapore before introducing it in the United

States because of the country's remoteness from the American market. It

is also a relatively self-contained, low-cost environment for testing

new products.

USE START-UP OFFICES AND STORES AS RESEARCH LABSAn alternative method

of collecting intelligence overseas is to establish a branch office,

small-scale assembly operation, or service store as a research lab.

This may be especially helpful for introducing new products and

services into different countries. Marketing research studies rely

heavily on people's perceptions and opinions--views that may be suspect

when respondents have little direct experience with a new product or

service. By establishing an office, factory, or store, management may

learn a great deal more from having a direct presence in a country than

simply relying on others' opinions about a product's or service's

acceptability. Setting up a small-scale test site on a joint venture

basis with a local partner can also lower risk and expense.

Citibank maintained a branch office in Tokyo while researching the

market before setting up a successful retailing operation throughout

Japan. Outpost factories have been used widely in manufacturing. Small,

experimental assembly plants are often set up in developing countries

to test the feasibility of manufacturing there and establishing local

supplier relationships. Outpost factories may also be set up close to

major competitors to gather intelligence. McDonald's and Pizza Hut

opened experimental stores in Moscow to test the feasibility of selling

fast food in Russia. KFC did the same thing in China. These outpost

stores were used to adapt the menu, adjust store policies and

procedures to local requirements, and explore alternative supplier

relationships. Having established a successful, experimental prototype,

management could then roll out more stores with a considerable degree

of confidence.

ENCOURAGE BROAD PARTICIPATION BY THOSE WHO MUST USE THE FINDINGSWhen

corporate managers coordinate marketing research studies around the

world, they need to build ownership at the local level. A wide range of

stakeholders should be involved if the findings are to be interpreted

and used properly. This is especially important when international

studies are first conceived and when the implications of the findings

are explored. It may necessitate involving general management at the

central, regional, and local levels as well as sales, R&D,

manufacturing, and other affected functions. Outside entities such as

advertising agencies and local distributors may also need to be closely

involved. More participation at critical stages in the research can

help eliminate resistance and lead to fuller use of the study findings.

CAPTURE AND SHARE FINDINGS IN CORPORATE MARKETING INFORMATION SYSTEMBy

capturing research findings in the corporate marketing information

system and sharing them across countries, management can build an

understanding of the differences and similarities among markets.

Marketing research information is not widely shared across the

subsidiaries of most MNCs. Country managers know very little about the

findings from studies that have been carried out in other foreign

subsidiaries, or of product, pricing, distribution and promotional

differences, brand names, slogans, and value propositions in other

countries. Sharing such information can promote better understanding

and collaboration between foreign subsidiaries.

KEEP A CLOSE WATCH ON THE NETThe recent emergence of Internet-based

research is making international marketing research easier to conduct.

As more people go online, the Net is helping to define global user

communities for different products. Direct contact with subjects in

different countries over the Web may shrink the time and cost of

conducting the research. The main methods of gathering research data

over the Net are (1) e-mail based surveys, (2) Web site surveys, (3)

online discussion groups, and (4) computer-assisted interviewing. With

only a small portion of the world's population online, these methods

are largely untried and untested. But online market studies could

eventually help replace onsite interviewing and mail surveys for

certain types of studies. Innovations in Net-based research need to be

closely monitored. They have the potential to create major advances in

international marketing research.

Many US firms are latecomers to doing business globally. With the

munificence of the US market, most have not had to venture into foreign

markets. Thus, few American managers have extensive international

business experience. Many are unaware of the differences overseas. They

may be surprised by how little is known about many foreign markets and

how little has been written about international marketing research.

Managers need to be educated about these differences as well as the

research methods that can be used to uncover them. Ultimately, global

business success depends on a foundation of valid foreign market

information.
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GAFFES, TWISTS, AND TRIALS ABROADMany managers view foreign markets as

being no different from domestic ones. They assume that successful

marketing strategies and tactics used at home will work equally well

overseas. But when Gerber first marketed baby foods in Africa,

consumers thought the pictures of babies on the bottles meant that the

jars contained ground-up babies! Research can also uncover unexpected

uses to which products are put, such as the use of Jolly Green Giant

sweet corn as fishing bait in Italy.

Obtaining adequate distribution for products is a real challenge when

entering emerging markets, particularly transporting them over vast

distances. The well-developed air, rail, and highway systems of the US

and Europe that offer a variety of transportation options are virtually

nonexistent in many developing countries, so research needs to be

conducted on how products can reach far-flung markets. Wrigley, which

has long been attempting to introduce chewing gum in China, had to face

this problem. It discovered from its own market research that only

about 17% of the Chinese population could be reached by conventional

transportation. Bicycles, tricycles, carts, and motorbikes are used to

reach small towns and villages, where products are sold through street

kiosks and plywood stands. Wrigley found that many consumer products

took eight months to reach the marketplace. After lengthy negotiations

with state agencies, the company decided to use a combination of its

own representatives and state-owned distributors to get its product to

market. The typical route covered by a shipment of chewing gurn

consists of traveling 1,000 miles by truck, an additional leg by

freighter, and finally by bicycle to small street stands. The process

requires two weeks to complete, but the product is still freshly soft

and sugar dusted at the time it is sold. This distribution method

helped Wrigley sell more than 400 million sticks of chewing gum in

China during 1999.

Some famous examples of translation errors have occurred in print,

poster, TV, and radio advertising. In the late 1980s, Hispanics in the

US were encouraged to fly on Braniff Airlines. A radio commercial

mentioned flying Braniff en cuero, which means "in leather." But a very

similar Spanish expression, en cueros, means "naked," and the two

phrases sound identical when spoken quickly. Clairol, a popular

marketer of hair care products, introduced a curling iron in Germany

called the "Mist Stick," then discovered that the word "mist" is German

slang for "manure." All these problems could have been averted with

prior market research.
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