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The objectives of this dissertation were to: 

(1) discover whether commenters and non-commenters on an 

international marketing questionnaire differ based on 

sociodemographic, nationality, and personality charac-

teristics; (2) determine whether commenters with greater life 

satisfaction are more likely to provide positive comments; 

(3) determine whether commenters differ in response styles 

due to their national background; and (4) discover whether 

commenters differ (based on sociodemo-graphic, nationality, 

and personality characteristics) in their propensity to 

comment on the design rather than on other questionnaire 

issues. An exploratory design was used to satisfy these 

objectives. 

A cross-cultural questionnaire about "Attitudes Toward 

Foreign Products" was administered at universities in the 

United States, West Germany and Japan. The commentaries on 

the last page of the questionnaire were content analyzed and, 

as a result of the small sample size, nonparametric 

statistical techniques applied. 

The major results indicated that sociodemographic 

variables (gender and social class) and the personality item 



(self-worth) have an impact on the propensity to comment. 

The findings with regard to the relationship of positive 

commenting and life satisfaction were not conclusive. The 

difference in response style due to commenters' national 

background was confirmed. American and West German students 

used a more extreme response style than their Japanese 

counterparts. Evidence was found which linked socio-

demographic, nationality, and personality factors with 

commenting on design rather than on other questionnaire 

issues. Finally, there was a higher rate among American and 

West German commenters selecting the design as their topic of 

commentary versus a lower rate among the Japanese 

participants. 

Some of the recommendations for future research include 

replications with a larger sample size and a target group 

other than students, investigation of different response 

patterns (behavior, quality, and style) among commenters and 

non-commenters, and content analysis of questionnaire topics 

other than design. 

This study should stimulate further investigation of 

international commenters as an additional information source 

in marketing research methodology. Their suggestions might 

be worthwhile to consider when designing a cross-cultural 

questionnaire. 
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CHAPTER I 

INTRODUCTION 

The dollar volume of world trade has increased six times 

since the early 1970s. World exports have gone up from 314 

billion dollars in 1970 to 1,852 billion dollars in 1984 

(U.S. Bureau of the Census 1985). The reasoning behind this 

international trade development appears to be companies1 

"disillusionment" with saturated domestic markets (Levitt 

1983). As a result, many more organizations focus their 

attention on foreign markets to increase their sales; e.g., 

in 1982, forty-five percent of Hewlett Packard Company's 

total sales of electronics were generated from international 

operations (Hewlett Packard Company 1984) and Caterpillar 

Tractor Company's foreign sales of industrial and farm 

equipment accounted for fifty-seven percent of total sales 

during the same year (Caterpillar Tractor Company 1984). 

"Gone are the days when a company could sell last year's 

models—or lesser versions of advanced products—in the less 

developed world. And gone are the days when prices, margins, 

and profits abroad were generally higher than at home" 

(Levitt 1983, p. 92). Today, companies have to face more 

complex and uncertain environments in the countries they are 

trying to operate in. Often, the information needed to 

analyze changes and developments in the particular foreign 

1 
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market is not readily available. Also, because of the 

constant change, the information gathering is never complete. 

Therefore, monitoring the environment of the organization's 

target countries has become a necessity. The data generated 

directly affects management's strategic planning and decision 

making. 

Companies which take the task of assessing and 

collecting environmental information seriously, because they 

have realized how important the results are to the 

development of suitable strategies, have to carefully 

investigate a variety of issues that relate to the foreign 

market. For example, they must identify specific target 

groups and profile these groups' purchasing behavior and 

their likes and dislikes about products. They must ascertain 

other variables of the marketing mix such as each market's 

communication availability, distribution networks, and 

pricing patterns. Often, however, a lot of companies 

hesitate to get involved in an in-depth information gathering 

process for a variety of reasons (Douglas and Craig 1983). 

Management sometimes does not realize the importance of 

differences in customer tastes and preferences as well as 

differences in the marketing environment, e.g., availability 

of a distribution system or promotional tools. Most of the 

time, lack of knowledge about foreign research agencies and 

facilities prevails. Also, companies are often reluctant to 
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spend a large amount of money on overseas research. The 

result is either no information gathering process or surveys 

that have been hastily put together generating misleading and 

possibly non-comparative data. The consequences can be 

costly and may lead to a failure of the foreign operation or 

the premature rejection of a viable business opportunity. 

Collecting marketing data from foreign markets is not a 

simple task. Primary data collection is generally more 

complex than in the domestic market, because the execution of 

a survey in a different environment often results in delays 

and miscommunication. Also, it is not sufficient to 

literally translate the survey instrument and administer it 

in a number of countries. In fact, when designing a 

marketing questionnaire for cross-national research, two 

major issues have to be considered: (1) the populations 

involved in the survey, and (2) the sources of bias that 

inherently arise in cross-cultural research. Both variables 

affect the construction of a questionnaire and should be 

viewed as interrelated, since a respondent's cultural back-

ground, his sociodemographic characteristics and personal 

value system may lead to instrument bias (Douglas and Craig 

1983). The challenge for the marketing researcher is 

two-fold. First, the questionnaire has to be translated and 

adapted according to the cultural, linguistic, economic, 
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and social environment of the foreign country in which the 

survey is administered to ensure respondents1 comprehension 

and to avoid errors of miscommunication. Second, cultural 

biases that may lead to misleading measurements of the 

responses and therefore to unrealistic comparisons of the 

findings from various countries have to be eliminated. In 

the next section the importance of sociodemographic variables 

and of personal values to international marketing will be 

explained. Also, the sources of bias in a marketing 

instrument which may arise because of a respondent's unique 

cultural, demographic, and personality background will be 

described. 

Statement of the Problem 

In accordance with a number of researchers' findings in 

the international marketing field (e.g., Green and White 

1976, Douglas and Craig 1983, Terpstra 1983), the assumption 

is made that a research instrument should be adapted to the 

particular environment of the respondent's native country. In 

marketing, analyzing different cultures can be based on three 

dimensions: demographic, organizational, and normative 

(Kassarjian and Robertson 1981). The demographic dimension 

includes such variables as age, gender, marital status, and 

socioeconomic variables such as income and education. 

Multinational marketers must consider these variables when 

weighing the opportunities for the sale of products and 



5 

services in a foreign country. The determination of the 

demographic profile of a population, e.g., birth rate, 

disposable income of a nation, level of urbanization, 

population level, provides valuable input about what market 

the company should enter and what kinds of promotional 

campaigns can be used. For example, the literacy rate of a 

country constitutes a major indicator in the decision to 

include print advertising in the marketing program. At the 

same time the demographic and economic profile of the 

particular target group the organization wants to reach in 

the foreign market has to be examined, since demographic and 

economic variables are internalized in a consumer's decision-

making process. For example, a company which wants to launch 

a luxury item in a foreign nation has to investigate whether 

there exists a target group possessing the level of 

disposable income to be able to buy the product. The 

consumer's knowledge of his income situation may function as 

an inducing variable or inhibiting constraint toward the 

purchase of the product (Engel and Blackwell 1982). Age is 

another example of a key demographic variable which can 

provide the basis for segmenting a foreign market. By 

determining the different spending habits, tastes and wants 

related to various age groups, the marketing mix variables 

product, promotion, distribution, and pricing can be 

differentiated accordingly. Gender is an important 
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demographic variable, because males and females may differ in 

the participation of the purchasing decision from one society 

to another. Does the wife still keep the role of the 

housewife or is there a trend toward working women? Women's 

rights and higher education are issues that have to be 

incorporated in the international marketer1s planning before 

introducing a new product that is targeted at the female 

market (Engel and Blackwell 1982). 

A foreign culture should also be analyzed according to 

its organizational dimension or social stratification of the 

population. This includes variables like family units and 

social class. For example, social class represents a form of 

classifying consumers into homogeneous groups (Levy 1966, 

Jain 1975, Schaninger 1981, Coleman 1983). Each group will 

demonstrate different behavior patterns. "Social 

classes represent different interests, values, and life 

styles which are manifested in their choice behavior" 

(Jain 1975, p. 53). Marketing strategies can be developed 

according to the needs and wants of the specific social group 

the marketer would like to reach. One should mention 

Schaninger's (1981) investigation on the superiority of using 

social class versus income as a basis for segmenting a 

market. Schaninger found that, as a segmentation variable, 

social class is not appropriate for all product classes. For 

instance, social class is superior in relation to food 
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and convenience items, shopping behavior, and television 

viewing, while income appears to be superior for product 

classes such as major appliances, and a combination of both 

variables is applicable for items like clothing and 

automobiles. 

The third dimension in the marketing analysis of a 

foreign society is called the normative dimension and relates 

to the value system existing within a culture (Kassarjian and 

Robertson 1981). Among the various segmentation techniques, 

personal values offer an additional option of classifying 

international markets. A value is defined as "... a 

centrally held, enduring belief which guides actions and 

judgments across specific situations and beyond immediate 

goals to more ultimate endstates of existence" (Vinson, 

Scott, and Lamont 1977, p. 44). 

Before developing any marketing program, the marketing 

manager has to consider the values of a nation. Engel and 

Blackwell (1982) classify them into three categories: (1) 

control, i.e., the influence of cultural norms on the 

consumer; (2) direction, i.e., individuals' objectives in 

their lives; and (3) feelings, i.e., the pleasure an 

individual gains from a specific situation or activity. Some 

examples of cultural values that are relevant to consumer 

behavior are individual versus collective orientation, 

performance versus status, risk taking versus security, and 
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problem solving versus fatalistic orientation. Society's 

values may have a positive impact by attracting consumers to 

a new product or to advertising headlines and illustrations. 

For instance, in a culture which values individualism, i.e., 

the focus is on one's self and self-esteem, the consumer may 

look for unique products that allow him to express his 

personality. Values may also have a negative affect on 

marketing programs. For example, certain colors or themes 

may have to be avoided, e.g., the color white may have a sad 

connotation in some societies or an advertising theme 

featuring alcohol may lead to a marketing blunder in a 

country in which alcohol is a sensitive topic. 

Pring (1981) concludes in his discussion on the proper 

approach to good international marketing research: "In 

international research, even more than in domestic, it is 

important from the outset to clearly identify and 

subsequently translate the marketing problem into a viable 

and meaningful project. When preparing overseas studies, the 

question of "who and what is my market?" should always be 

included in the project objectives" (p. 19). The question of 

"who and what is my market?" is also relevant when designing 

and adapting the international marketing questionnaire 

according to the environment of the culture to be 

investigated. Keeping the cultural, sociodemographic, and 

personal values of the respondents from various nations 
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in mind, the marketing researcher also has to control for 

sources of bias which can arise in the marketing 

questionnaire as a result of respondents' cultural 

differences. 

Sources of bias affect the design, measurement 

development, and even scoring procedures of a questionnaire, 

and consequently, make the comparability of the data more 

difficult. There exist a variety of sources of bias. 

Douglas and Craig (1983) have summarized some of these, 

namely courtesy bias, social desirability bias, topic bias, 

cultural trait bias, respondent characteristics, respondent's 

style, and item nonresponse. 

Courtesy bias relates to the situation in which the 

respondent wants to provide an answer that will not 

disappoint the interviewer, but does not reflect the 

respondent's actual feelings. A response may also be 

provided because of politeness or to hide one's ignorance 

about the subject matter. Social desirability bias, which is 

closely related to courtesy bias, occurs as a result of the 

respondent's eagerness to demonstrate how a particular 

situation is handled in his or her cultural environment. How 

a person "should" answer in the specific cultural context, 

not the actual belief, is provided. Bias evolves with regard 

to topics that are socially sensitive in different countries. 

Questions related to issues such as alcohol or income level 
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may be answered differently from one culture to another. 

Another source of bias is that of cultural traits. For 

example, Japanese tend to be more reserved and humble by 

nature. They may give more "undervalued" answers than 

American respondents (Mitchell 1965). Response bias is also 

related to individuals' characteristics, such as their age, 

gender, and educational level. For example, it was found 

that yea- and nay-saying occurred mainly among women in the 

United States and among less educated and lower socioeconomic 

status groups in other countries (Landsberger and Saavedra 

1967). Response style, which is the tendency to check 

extreme points on a rating scale, also seems to vary from 

country to country (Triandis 1972). For instance, American 

and German respondents are thought to be more extreme in 

their response style than Japanese respondents (Douglas and 

Craig 1983). Differences in rates of non-response to 

questionnaire items are also an important source of bias in 

international marketing research. The willingness to admit 

ignorance, the level of interest in the subject of 

investigation, sociodemographic factors such as gender, age, 

education, and occupation, and personality traits such as 

aggression, leadership abilities, and sociability have an 

impact on the completion of parts or the total questionnaire 

(Kanuk and Berenson 1975). The degree of their influence on 
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survey participants may also vary among nations (Douglas and 

Shoemaker 1981, Douglas and Craig 1983). 

Related to the problem of respondents versus non-

respondents is the issue of commenters versus noncommenters 

on mail questionnaires. It is an area which has not been 

investigated in the marketing literature, not to mention the 

international marketing literature, and was the focus of this 

study. For the purpose of the analysis commenters are 

defined as respondents who voluntarily provide the researcher 

with comments on the design or any other issues relating to 

the questionnaire. A comment is defined as "a note, intended 

to illustrate, explain, or criticize a writing, passage, 

etc," (McKechnie 1983, p. 363). 

Just as the previous findings on non-response have 

indicated a number of differences in demographic and 

attitudinal characteristics for both respondents and 

non-respondents, the research question arose whether there 

also exist varying profiles for commenters and non-

commenters in general, and from one country to another. This 

study involved respondents from the United States, West 

Germany, and Japan. These three countries were selected 

because they have distinct cultural backgrounds and at the 

same time are considered advanced industrialized nations. 

There appears to be a correlation between economic 

development and educational attainment. The United States, 
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West Germany, and Japan share the same literacy rate, 

ninety-nine percent (World Development Report, 1983), a rate 

which has been used as the principal indicator to describe 

educational achievement (Terpstra 1983). Also, the 

percentages of secondary enrollment (weighted average of 80 

percent), and enrollment in higher education (weighted 

average of 40 percent, rank among the highest in the world 

(World Development Report 1985). This information suggests 

that the consumers of these three nations share about the 

same level of sophistication. 

In addition to the investigation of what differentiated 

commenters from non-commenters in various countries, other 

issues were examined and related to commenters only. The 

intention was to provide a more complete picture as to what 

characterizes potential commenters on marketing 

questionnaires. For instance, did a commenter's emotional 

state of mind have an impact on the way he or she was going 

to comment? That is, if the individual felt great 

satisfaction with his life, would the person be more open to 

provide a positive comment on the questionnaire? Would 

commenters with different cultural backgrounds use different 

response styles by using varying degrees of intensity in 

their wording? Did commenters differ in their interest in 

the various issues related to the questionnaire based on 

their demographic and attitudinal characteristics? The 
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impact of a consumer's feelings on his behavior and the issue 

of response style had been investigated from different 

perspectives within the areas of consumer behavior 

(Kassarjian 1971, Westbrook 1980, Engel and Blackwell 1982) 

and sources of bias in survey research (Triandis 1972, 

Douglas and Craig 1983). Differences with regard to 

commenters' interest in the questionnaire design or other 

questionnaire issues had not been researched in international 

marketing. Knowledge about potential commenters would assist 

in improving the design of a cross-cultural marketing 

questionnaire and provide further input to the comparability 

of survey data generated from different countries. These 

were problem areas that have increased in their importance as 

corporations' demand for more in-depth information in foreign 

markets has grown during the last two decades. 

Statement of Objectives 

Numerous writers have addressed the problem of non-

response in consumer surveys in the United States (Ferber 

1966, Gergen and Back 1966, Glenn 1969, Francis and Busch 

1975, Craig and McCann 1978) and to a lesser extent in 

cross-cultural studies (Douglas and Shoemaker 1981). Their 

findings indicated that a variety of sociodemographic and 

personality related characteristics distinguish respondents 

from non-respondents in a mail questionnaire and supported 
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the notion that individuals willing to provide comments have 

a different profile from those who do not provide a comment 

on a questionnaire. It was also expected that these profiles 

might differ from one country to another in which the same 

survey is administered. 

Also, a respondent's personal feeling state may affect 

his commentary. Some research has been done on the 

relationship between a consumer's intrapersonal feelings and 

product satisfaction. Evidence was found that an 

individual's satisfaction with certain product groups may 

vary directly with his or her more stable personality 

dispositions such as overall life satisfaction (Westbrook 

1980). The findings suggested that the presence of a 

positive feeling toward life may not only lead to the 

consumer's satisfaction with specific products, but also with 

other objects of his experience, i.e., individuals who 

possessed a greater life satisfaction were more likely to 

provide a positive comment on a questionnaire than those who 

were dissatisfied with their lives. 

Previous research also indicated that respondents from 

different countries differ in their intensity of response 

style (Triandis and Triandis 1962, Zax and Takahashi 1967, 

Chun, Campbell, and Yoo 1974). When dealing with commenters 

from different countries it was suspected that they would use 
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a different style in phrasing their comments, a phenomenon 

which was therefore included in this investigation. 

A research issue that had not been examined by 

academicians so far was the possible relationship between 

commenters' sociodemographic and personality characteristics 

and their interest in the various issues related to the 

questionnaire. For instance, a younger commenter might 

prefer to comment on the design than on other issues related 

to the questionnaire, because the format might distract him 

more easily from the content of the questionnaire than older 

and more mature commenters. Investigating research 

propositions of that nature were intended as a starting point 

for theory building in the area of designing international 

marketing questionnaires. 

The major objectives of this study were therefore as 

follows: 

1. To discover whether commenters and non-commenters of 

a mail questionnaire differ along sociodemographic 

dimensions such as gender, age, and social class, among 

different nationalities, i.e., the United States, West 

Germany, and Japan, and on personality characteristics 

such as the feeling of self-worth and personal 

accomplishment which were developed by Andrews and 

Withey (1976). These personality characteristics were 

selected based on two variables of the four factor 

model of culture developed by Hofstede (1980), namely 
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individualism versus collectivism which is related to 

the feeling of personal accomplishment, and strong 

versus weak uncertainty avoidance which is related to 

self-worth. All three nations involved in this study 

showed distinct differences with regard to these two 

dimensions. 

2. To determine whether commenters with a greater life 

satisfaction are more likely to provide positive 

comments. 

3. To determine commenters' difference in intensity of 

wording based on their nationality. 

4. To discover whether commenters differ in their 

propensity to comment on the design than on other issues 

related to the questionnaire based on their differences 

in sociodemographic dimensions such as gender, age, 

social class, nationality, and on personality character-

istics such as the feeling of self-worth and the 

feeling of personal accomplishment. 

Justification of the Study 

There exist a number of reasons why this study is 

important to both, academicians and firms interested in 

researching foreign markets. 

1. Currently, there exist no studies on international 

profiles of commenters versus non-commenters. The 

support for the investigation of specific 
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characteristics with regard to commenters and 

non-commenters is derived out of demographic and 

personality characteristics related to respondents 

versus non-respondents of a mail questionnaire. 

However, if more knowledge could be generated on 

potential commenters in cross-cultural studies, the 

questionnaire could be more specifically tailored to 

the target groups the researcher wants to reach. 

Increasing the rate of voluntary comments would provide 

more information about the reasons why respondents 

answered questionnaire items in a particular way, and 

consequently, lead to an improvement of the question-

naire design for later surveys in the same countries. 

For example, if it was found that older survey 

participants are not as willing to provide a comment 

it would be important to test questionnaire designs and 

to apply comment enhancing techniques that would 

increase the likelihood of older respondents expressing 

their opinion. 

As more comments would reveal more clearly the reasons 

why people responded in a certain fashion, they would 

also contribute to the comparability of the data from 

different nations. For example, a business that would 

like to test a new product in several countries may 

find out through respondents' comments that people do 
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not share the same opportunity of being exposed to new 

products as in other countries. Therefore, when 

comparing the questionnaire responses from the various 

nations misinterpretation can be avoided. 

The intensity of response style may also indicate 

potential problems in comparing data. Knowing that the 

style is actually a reflection of the commenter's 

national background may caution the researcher in 

interpreting results from different countries. 

There exists a general acceptance that consumers' 

personal feeling states may have an impact on their 

purchasing behavior, though the exact nature of this 

relationship process is still controversial. However, 

a better understanding of whether or not intrapersonal 

feelings such as life satisfaction influence a 

respondent's comments should increase the researcher's 

awareness during the process of analyzing data and may 

lead to further improvements in controlling for such a 

factor, as far as possible. 

Investigating commenters who are from various 

nationalities, and who differ in their interest among 

questionnaire issues would contribute guidance for 

further research. Knowledge about specific demographic 

and personality characteristics of commenters who are 
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interested in the design rather than in any other 

issues related to the questionnaire would lead to an 

instrument which is more adjusted to commenters1 

cultural background/ and which would therefore be a more 

effective instrument in generating reliable data in 

cross-national research. 

Nature and Scope of the Study 

This research was an exploratory study utilizing data 

provided by a cross-cultural marketing survey designed to 

measure students' attitudes toward imported versus domestic 

products (design by Crawford and Garland 1984). The 

questionnaire was administered in the United States, Canada, 

Mexico, West Germany, Switzerland, Austria, Ireland, 

Scotland, Australia, India, and Japan. This study was 

limited to the United States, West Germany, and Japan. These 

nations were selected to satisfy equivalence across the 

cultures involved in the study, i.e., more realisitic 

comparisons of the results can be made based on data 

generated from countries which are positioned at 

approximately the same industrially advanced level of 

development. At the same time, the three nations maintained 

distinct cultural differences. 

Since studies on developing profiles of commenters and 

non-commenters on international marketing questionnaires do 

not exist so far, the present research effort should be 
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considered exploratory in nature. Studies (e.g., Ferber 

1966, Francis and Busch 1975, Craig and McCann 1978, Douglas 

and Shoemaker 1981) in the area of respondents versus 

non-respondents of mail questionnaires have helped in 

developing the structure of this study and provided the 

necessary theoretical support for the hypotheses related to 

commenter versus non-commenter profiles. The specific 

independent and dependent variables will be explicitly 

addressed in Chapter III of the dissertation. 

Limitations of the Study 

Even though the questionnaire used in this research has 

been administered in almost a dozen countries, the study was 

limited to only three nations, the United States, West 

Germany, and Japan, based on the two following 

justifications. First, the research task should be applied 

to equally developed countries for comparability purposes of 

the data, and, second, because of the countries' greater 

willingness to cooperate in the survey. Since not every 

respondent provides a comment, the study depended on the 

highest possible response rate that could be generated from 

each nation. 

The survey was conducted in three different countries. 

Consequently, how the questionnaire would be administered was 

an important issue to consider. Because of time and budget 

constraints one had to rely on the help of local professors 
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introducing the questionnaire to their students. Therefore, 

no standardized introduction to the questionnaire was 

achieved and variation in the administration of the 

questionnaire could not be avoided. 

The target group of the survey consisted of students. A 

number of academicians have cautioned against the use of 

convenient and low cost student samples because they feel 

that the researcher has no way of knowing if those included 

are representative of the target population (Khera and Benson 

1970, Cunningham, Anderson, and Murphy 1974, Shuptrine 1975). 

However, Hampton (1979) and Halfhill (1980) come to the 

conclusion that depending on the problem and objectives of 

the study, students can still be useful as respondents in 

international research studies. Even if a subgroup of this 

kind limits the generalization of the findings, it can still 

provide some indications of different characteristics among 

commenters and non-commenters of cross-cultural 

questionnaires. 

Lastly, the survey was designed to measure students' 

attitudes toward imported products. Therefore, it was not 

specifically designed for this study. However, content and 

context of the questionnaire qualified the data as being 

useful for the investigation of the phenomena of interest in 

this research. First, the survey has been administered in 

several countries to find out how consumers feel about 

imported products, therefore, satisfied the prerequisite of 
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being cross-culturally oriented. Second, the questionnaire 

generated information with regard to the respondent's socio-

demographic background and personality. Third, it offered 

the participant an opportunity to voluntarily express his 

opinion about issues related to the questionnaire. A pilot 

study which examined potential factors influencing the 

questionnaire design of a cross-cultural study and which was 

based on the same questionnaire administered in a different 

country supported the usefulness of the data for this study. 

Tentative results indicated that respondents from different 

cultural backgrounds, e.g., from the United States and India, 

demonstrated interest in different issues related to the 

questionnaire and used different degrees of intensity in 

wording their comments. 

Any further limitations of the study are included in the 

discussion of the research design and methodology in Chapter 

IV. 

Organization of the Study 

The remainder of this dissertation is organized as 

follows: Chapter II is a review of the related literature. 

It emphasizes the importance of further investigating issues 

in the area of international marketing research methodology. 

Chapter III provides a closer look at the theoretical 

justification of this study, the hypotheses and research 

propositions that evolved from it, and the presentation of 
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the related models. The research design and methodology, 

including the description of the research sample, the 

instrument, data collection procedure, and the data analysis 

plan are presented in Chapter IV. Chapter V contains the 

findings of the study, and in Chapter VI the conclusions and 

suggestions for further research are discussed. The final 

sections consist of a bibliography and an appendix that 

includes the American version of the questionnaire used in 

the survey, the results of the pilot study and additional 

data supporting the findings of this study. 



CHAPTER II 

REVIEW OF BACKGROUND LITERATURE 

As many domestic markets of industrial countries have 

reached a high level of saturation, an increasing number of 

firms are looking for new ways of generating sales growth by 

expanding into foreign markets. In order to enter these new 

target markets and successfully operate the business venture, 

management has to go through an in-depth analysis of the 

foreign environment. However, lack of sophistication in 

carrying out the research task, ignorance about prevailing 

national differences, and the unwillingness to spend 

sufficient time and money on market research have often 

resulted in great disappointment over the outcome of the new 

venture, not to mention the large financial losses that 

accumulated because of the failing operation (Douglas 

and Craig 1983). 

There is an urgent need for more explanations of 

international marketing phenomena. Yet, academia has 

generated most of its conceptual and methodological advances 

in the domestic marketing field of the United States. Wind 

and Perlmutter (1977) suggest that academicians* treatment of 

multinational marketing as a "step-child" of the marketing 

24 



25 

discipline has a variety of reasons, such as "the complexity 

of the multinational environment, the considerably higher 

monetary and time costs involved in multicountry studies, the 

conceptual problems of comparability across languages and 

cultures, and the operational difficulties of implementing 

multicountry studies" (p. 131). There exists a growing 

necessity to provide decision makers with an expanded 

research perspective allowing for a better understanding of 

international marketing phenomena and improved methodology 

when collecting data in foreign markets. Reliable data 

enables the marketing manager to develop suitable strategies 

which increase the chances for successful business operations 

abroad. 

The first step in conducting a literature review in the 

field of international marketing is to define the term, since 

it often means different things to different people. The 

definition used in this study is based on Albaum's and 

Peterson's (1984) perception of international marketing, 

which includes "influences on and activities involved in 

marketing not only to, but also within foreign countries" 

(p. 162). The term, therefore, includes what also may be 

referred to as foreign marketing. 

Marketing research is defined as "the systematic 

gathering, recording, and analyzing of data to provide 
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information useful in marketing decision making" (Cateora and 

Hess 1979, p. 253). In international marketing research the 

decision maker's objectives are basically the same as in the 

domestic field, to provide reliable and current information, 

yet are larger in scope. Information needs are invariably 

related to (1) the country, region, and market; (2) data on 

the marketing mix components—price, product, place, and 

promotion; and (3) the development of future marketing 

programs that consider elements such as social, cultural, 

economic, political, legal, and technological patterns in 

particular foreign countries. 

Before reviewing specific methodological issues that are 

related to a cross-cultural marketing questionnaire (and 

which constitutes one of the major data collection instru-

ments for international marketing research studies), a brief 

look will be taken at the level of attention international 

marketing research methodology has received among 

academicians so far, and what some of the future 

international methodology issues might be. 

International Marketing Research: A Neglected Area 

Given the importance of international operations one 

would expect an increasing amount of research studies 

covering phenomena in the area of international marketing 

research methodology; yet, the opposite seems to be true. 
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For example, a review by Albaum and Peterson (1984) on 

empirical research in international marketing demonstrates 

the recent trend of topic choices (Table I). In their 

investigation of more than two dozen different sources during 

the period of 1972 until 1982, it was found that most studies 

were concerned with the four elements of the marketing mix 

(53 percent) and consumer behavior issues (22 percent). An 

extremely small number of studies examined research 

methodology questions (2 percent). 

More attention has to be paid to research methodology. 

The expression "methodology is methodology" is not valid 

anymore when applied in an international context. Ten years 

ago Adler (1976-Part 2) pointed out that research methods 

have to be adjusted to the specific foreign markets under 

investigation. "Questionnaire design, sample design, and 

field work methods may all have to be different to obtain 

comparable results..." (p. 88). It appears to be a 

worthwhile reason why information has to be gathered on 

international marketing research methodology and is a 

viewpoint other researchers have acknowledged during the last 

decade (Green and Langeard 1975, Mayer 1978, Tamilia 1979, 

and Pring 1981). 

Wind and Perlmutter (1977) identified some of the major 

frontier issues in international marketing research. The 

multinational marketer can base the collection of useful 
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TABLE I 

DISTRIBUTION OF TOPICS STUDIED 

Topic 
Number of Percentage 

Topic Studies* of Studies 

Multinational corporations 10 8.9 
Foreign direct investment 11 9.8 
Consumer and buyer behavior 25 22.3 
Segmentation 4 
Information seeking 3 
Perceived risk 2 
Cross-national comparisons of 
attitude and behavior 7 

Industrial buyer behavior 6 
Other 3 

Elements of the marketing mix 59 52.7 
Channels 29 
Price 1 
Promotion 6 
Product 12 
Marketing information 9 
Entire mix 2 

Research methodology 2 1.8 

Retailing 2 1.8 

Markets and marketing 
structure in an area 3 2.7 

TOTAL TT2 100.0 

*One study has been classified under two headings. 

Source: Albaum, G. and R. A. Peterson, 1984, Journal 
of International Business Studies, 15 (Spring/ 
Summer), pp. 161-173. 
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data input on a variety of decision tools, among them 

marketing research. In order to be fairly certain that the 

results are reliable, that is, the observed effects of the 

environmental factors on the consumer in each country are 

real differences and not the outcome of methodological flaws, 

the researcher has to base the investigation on well 

developed research methods that differentiate between actual 

differences and differences due to methodological factors. 

Therefore, the request is made to consider the following 

areas: 

The development of appropriate multinational 
marketing models involving the identification and 
operational definitions of: the unit of analysis, 
the dependent variable(s), and the relevant set of 
independent variables. 

The development of multinational research 
designs. The design of experimental and non-
experimental studies, whether of a cross section-
al or longitudinal nature, requires a clear 
understanding not only of the problems under 
examination but of the ability to undertake such 
studies in various countries—the availability of 
appropriate research organizations (interviewers 
etc.), the respondents' ability to cooperate (in 
completing diaries, for example). 

The research instrument should be meaningful to 
the respondents and clean of ethnocentric biases. 
At the same time, the design should allow for any 
required cross-cultural comparisons. 

The data collection procedures should be de-
signed to be compatible with both the desired 
research design and the available data collection 
facilities (mail, telephone, personal interview). 
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The data analysis and interpretation should 
utilize the relevant recent developments in the 
data analysis procedures. There is no justifica-
tion for multinational marketing studies that rely 
on obsolete research technology. 

Appropriate sample design of both countries and 
respondents within countries (Wind and Perlmutter 
1977, p. 138). 

Wind and Perlmutter have well summarized some of the key 

methodology issues that have to be further examined in 

international marketing research. Some of the specific 

methodological problems related to cross-cultural question-

naire designs will be discussed next. 

Functional, Conceptual, and Instrument Equivalence 

Green and White (1976) made an attempt to summarize some 

of the major methodological issues that have to be considered 

in cross-cultural marketing studies. These fundamental 

considerations are still in need of further investigation 

today and are as follows: (1) functional equivalence of 

products or services being studied in various countries; 

(2) cross-national equivalence of concepts and (3) the survey 

instrument, including incomparability of samples and 

translation problems (Green and White 1976, Boddewyn 1981, 

Adler 1983, Sekaran 1983, and Winter and Prohaska 1983). 

Functional equivalence is concerned with activities that 

should be similar in different international settings. 

Difficulties arise when situations or products that are 
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compared have different meanings or functions. A bicycle, 

for example, mainly constitutes a means of recreation and 

leisure time activity in some countries, while it may be the 

basic means of transportation in others. Therefore, a 

situation may not necessarily originate out of national dif-

ferences but is the result of a functional nonequivalence. 

Though some marketing managers just want to know about 

respondents' purchasing behavior under a specific set of 

circumstances, it is sometimes worthwhile to be aware of why 

people react differently from one nation to another. In 

general, the identification of nonequivalent and equivalent 

situations still constitutes an important topic in inter-

national marketing research. 

Conceptual equivalence is also an impeding factor 

standing in the way of realistic interpretations of 

cross-cultural research results. Definitions of concepts 

should have the same meaning in each culture as a reasonable 

basis of investigation. However, in some countries certain 

concepts may not be understood or only to varying degrees. 

Findings in the area of cognitive consistency theory, for 

instance, show that people from different societies make use 

of a combination of stimuli to develop a final judgment when 

buying a product or service, yet they differ in how much 

weight they put on each of those stimuli. Studies that are 

descriptive or exploratory in nature may not necessarily have 

to consider conceptual equivalence, but future research has 
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to go beyond these kinds of studies and accomplish a better 

understanding of the impact of conceptual equivalence on 

research analysis. 

Van Raaij (1978) summarizes the importance of functional 

and conceptual equivalence: 

From a theoretical viewpoint, mere comparison 
of consumer responses to questionnaire items in 
different cultures does not guarantee meaningful 
and useful information for theoretical purposes and 
for managerial action. Functional (or conceptual) 
equivalence of constructs and instruments has to be 
established in order to guarantee "real" cross-
cultural comparison. Plausible rival hypotheses 
that also explain the obtained differences/ 
similarities have to be ruled out by using 
equivalent samples and functionally equivalent 
measures and quantification modes (p. 700), which 
leads to another challenge, the equivalence of the 
instrument. 

Instrument equivalence is concerned with the problem of 

whether test items, scaling, instrumentation and experimental 

manipulations are equivalent across cultures (Adler 1983). 

For example, questionnaire items or measures have to be 

equally reliable and valid (Green and White 1976). Jaffe and 

Nebenzahl (1984), who investigated the reliability and 

validity of different questionnaire formats used in 

comparative image studies of countries, found that the two 

designs had nearly equal reliability, but were not 

equivalent. Even if the scales are the same, the results of 

different questionnaire formats may not be comparable. Also, 

the variables and measures used in the instrument have to be 
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conceptually equivalent; i.e., their meaning has to be the 

same across cultures (Adler 1983). Differences in means are 

uninterpretable unless measured on equivalent scales. The 

same procedures have to be used in each culture to develop 

the scales. Equivalence of language is ensured by 

considering common vocabulary, avoiding idiomatic expression, 

and using equivalent grammar and syntax when translating 

questionnaire items. Interaction between experimental and 

cultural variables can lead to misinterpretation. Therefore, 

experimental manipulations should also be equivalent across 

countries (Adler 1983). 

Emic and Etic Research Approaches 

There are no clear-cut solutions to the difficulties 

mentioned above. It seems appropriate though to present two 

general schools of thought or trying to improve the design of 

international survey instruments. They are referred to as 

'emic' and 'etic.1 Adler (1983), provides an excellent 

differentiation between culture specific (emic) and culture 

free (etic) orientations, and which are summarized in Table 

II. 

In an emic approach the researcher is trying to measure 

a specific phenomenon in each nation, therefore, the 

instrument has to be different in the various countries. 
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TABLE II 

DIFFERENTIATING THE UNIVERSAL FROM THE PARTICULAR 

Terms Denoting 
Cultural Uniqueness 

Terms Denoting 
Universality 

Culturally Specific 

Emic: Sounds which are speci-
fic to a particular language 

Particular 

Idiographic: Descriptive of 
the uniqueness of the 
individual 

Polycentric: Cultures must 
be understood in their own 
terms 

Within culture: Studies be-
havior from within the 
culture to discover what-
ever structure it might have. 
Both the antecedents and the 
consequences of the behavior 
are found within the culture 

Culturally contingent: The 
studied behavior is dependent 
on the particular culture in 
which it is embedded 

Differences emphasized 

Universality denied 

Unique 

Culturally General 

Etic: Sounds which are 
similar in all languages 

Universal 

Nomothetic: Laws describ-
ing behavior of groups of 
individuals 

Geocentric: Search for 
universal, pancultural 
laws of human behavior 

Across cultures: Emphasizes 
the most general descrip-
tion of social phenomena 
with concepts that are 
culture free. Structure of 
observation is created by 
the scientists 

Culturally independent: The 
studied behavior is not 
related to or influenced 
by the particular culture 
in which it is embedded 

Similarity emphasized 

Universality central and 
accepted 

Pancultural 

Source: Adler, 1983, Journal of International Business 
Studies, 14 (Fall), p. 36. 
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The consequence is a lack of comparability. An etic 

instrument allows for comparisons across countries. However, 

applying one design to various cultures may lead to 

misunderstandings among respondents. It depends on the 

objectives of a study when deciding about what approach is 

more applicable for the task. 

Another issue relating to the instrument is that of 

translation. A good translation is part of instrument 

equivalence. Difficulties arise if terms cannot be directly 

translated or idiomatic expressions are not known in some 

societies. Such problems can be avoided via the process of 

back translation. Once one bilingual translator has 

translated the questionnaire into another language, a second 

translator will translate it back into the original language. 

This process facilitates detecting any discrepancies (Green 

and White 1976). Some academicians are not satisfied with 

that approach and suggest the instrument should be designed 

in each of the countries where the survey is going to be 

administered (Werner and Campbell 1973). Even though this 

may improve the development of an international marketing 

research design, one should also realize that comparability 

of results will automatically be jeopardized. In addition, 

necessary time and expense may prevent many researchers from 

performing such a process (Adler 1983). 
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Sampling Issues 

An area of equivalence that should also be mentioned is 

that of the sample selection. Sampling issues involve, for 

instance, the sample size, the selection of cultures, 

representative versus matched samples, and whether different 

nationalities included in the sample drawn from one country 

constitute a valid sample (Adler 1983, Sekaran 1983). 

Boddewyn (1981) declares in his review of the development of 

comparative marketing: "Still, I am appalled by the 

cross-cultural mileage given to small convenience samples 

from one city in two or more countries (50 to 200 respondents 

per country are common, 1,000 to 2,000 are rare), carefully 

massaged by sophisticated statistical manipulations" (p. 67). 

Adler (1983) suggests that in general the size of the sample 

should be large enough to randomize variance on non-matched 

variables and to eliminate rival hypotheses. 

The selection of cultures should be determined by the 

theoretical rationale of a study and not by the opportunities 

available to have access to particular countries. Also, the 

issue arises whether two-nation studies constitute a 

cross-cultural design (Sekaran 1983). Adler (1983) even 

makes the rigorous demand that studies with insufficient 

numbers of countries, i.e., two or three, should be handled 

as pilot studies. Even though two-nation research is not 
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discouraged, it is recommended to include several cultures, 

because it would provide a better understanding of the 

effects of culture on behavior (Sekaran 1983). 

Another sampling issue is that of representative versus 

matched samples. The research question that has to be asked 

is whether the goal is to have samples which are 

representative of each culture, or whether one should use 

matched samples which are equivalent across cultures. It is 

suggested that matched or convenient samples should be 

functionally, not literally, equivalent (Adler 1983). 

Selecting a representative sample from a foreign country is 

not an easy task because marketing researchers often have 

difficulties determining which individuals or subgroups of a 

population come closest to representing a nation. Therefore, 

matched samples often appear to be the next best choice when 

investigating foreign countries (Sekaran 1983). Sekaran also 

proposes to increase the research on different nationalities 

living in the same country of investigation, e.g., Chinese 

and Indians living in the United States. Any differences 

that are revealed would provide further support for the 

importance of considering cultural traits in international 

marketing research. 

Other Biases in Measurement 

A cross-cultural marketing questionnaire may have been 

carefully designed and translated so that misconception is 
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avoided. Yet, there is another set of biases that influence 

the measurement ability of the instrument. Seven major 

sources of bias in international marketing research should be 

mentioned here; courtesy, social desirability, sensitive 

topics, cultural traits, response style, respondent 

characteristics, and item nonresponse (Douglas and Craig 

1983). Courtesy or social acquiescence bias often occurs in 

Eastern countries where it is a social obligation not to 

disappoint an interviewer. The respondent will try to 

provide an answer that pleases the researcher instead of 

giving his actual opinion. For example, in a study by 

Triandis and Triandis (1962) it was found that Greek 

respondents tended to be more acquiescent in their response 

patterns than their American counterparts. 

Social desirability bias refers to the desire to answer 

in a socially acceptable fashion (Berrien 1968, Gordon 1968, 

Brislin, Lonner, and Thorndike 1973). The respondent does 

not provide his own belief but what he thinks is expected 

from him within his specific cultural environment. 

Differences in measurement also arise if topics vary in their 

level of social sensitivity from one country to another. 

Alcohol and income are some examples of sensitive issues in a 

survey. Cultural traits constitute another source of bias. 

For instance, while a Middle Eastern respondent may 

exaggerate in rating his wealth and property, a Japanese may 
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understate his assets, because of a more humble and reserved 

mentality (Mitchell 1965). 

Response style, which refers to subjects' checking of 

extreme response alternatives as well as yea- and nay-

sayers, also varies among countries. It appears that Western 

nationals are more aggressive in their response style than 

their Eastern counterparts (Triandis and Triandis 1962, Zax 

and Takahashi 1967, Chun, Campbell, and Yoo 1974). However, 

additional comprehensive studies are necessary in this 

subject area. 

Respondent characteristics like gender, age, and 

education may lead to response bias. For example, yea- and 

nay-saying has been mainly found among women in the United 

States (Douglas and Craig 1983) and among less educated and 

lower sociodemographic population groups in other countries 

(Landsberger and Saavedra 1967). 

Another source of bias is that of item non-response. 

Individuals may vary in their willingness to provide data; 

e.g., Chinese nationals seem to be more reluctant 

participants, while those from India are more eager to 

respond to survey administrators (Brislin, Lonner, and 

Thorndike 1973). Other factors focus on the willingness to 

admit one's ignorance (Sicinski 1970) and on a person's level 

of interest and involvement in the topic of investigation 
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(Douglas and Craig 1983). In the United States demographic 

and socioeconomic variables like gender, age, education and 

income seem to have an impact on item omission in a marketing 

questionnaire (Ferber 1966, Gergen and Back 1966, Francis and 

Busch 1975, Craig and McCann 1978). One should also 

recognize Glenn's (196 9) findings which showed that when 

controlling for factors like education, gender, and race, the 

relationship between age and non-response does not seem 

significant anymore. In a study by Douglas and Shoemaker 

(1981) that included nine European countries, the demographic 

characteristics of age and income were less significant in 

relation to non—response patterns, while gender and education 

showed the same strong impact as among American samples. 

Personality differences also seem to influence 

respondents and non-respondents of a questionnaire. Ognibene 

(1970) found that respondents scored high on leadership 

abilities, gregariousness, and reading habits. For example, 

respondents scored higher in their desire to be speaker, 

coordinator, and chairman of a group in contrast to 

non-respondents. Also, respondents were more gregarious than 

non-respondents. They belonged to more and to a wider 

variety of groups, e.g., religious, civic, social, and 

professional organizations, whereas non-respondents 

restricted their group activities mainly to religious and 
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social organizations. The reading habits differed among 

respondents and non-respondents. Respondents read more 

frequently and selected from technical, professional, and 

consumer-oriented publications. Non-respondents mainly read 

job-oriented publications. Lubin, Levitt, and Zuckerman 

(1962) noticed that their respondents were older and 

dependence oriented, whereas non-respondents were more 

aggressive or hostility oriented. Vincent (1964) reported 

"... a disproportionately high response from subjects whose 

self-reported backgrounds in •normal' lower-middle class 

families skew familiar data in the direction of what has 

become the predominant textbook model of the 'nice1, 'happy,' 

'stable' middle class family (p. 647). The more marketing 

researchers are sensitized to these sources of bias, the more 

it will facilitate the improvement of instrument design and 

the avoidance of major methodological flaws. 

The last section will briefly discuss environmental 

factors and the impact they may have on the design of a 

culture-specific (emic) questionnaire in international 

marketing. 

Impact of Environmental Factors on Instrument Design 

Psychologists have traditionally explained a person's 

behavior as a function of two kinds of variables: "those 

variables describing differences in environments (an 
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environment being anything that is external to the person 

whose behavior is being explained and that can be measured 

independently of that person...) and those variables 

describing differences in the persons (whatever a person 

brings with him to the environment and that can be measured 

independently of the environment)" (Russell and Mehrabian 

1976, p. 62). In this discussion, the interest is on the 

external factors, such as the economic, technological, 

political, legal, market, social, and cultural environments 

(Adler 1976-Part 1, Engel and Blackwell 1982, Terpstra 1983, 

McCarthy and Perreault 1984, Terpstra and David 1985). These 

variables are not meant to be exclusive, and only a brief 

idea of what influence they might have on a cross-cultural 

marketing research instrument will be provided. 

Economic market segments often vary between countries 

and even within the same country leading to the need for 

differently designed survey instruments. For example, in a 

market in which most of the people live at a low income level 

and most likely cannot afford to buy expensive products, lack 

of exposure to such goods is the prevailing situation. 

Depending on the questionnaire design, the reseacher may 

conclude that there was no interest or other cultural reasons 

led to the failure of product acceptance, when in fact, it 

was a matter of addressing the 'right' target group with a 

reasonable level of affluence in that particular country 

(McCarthy and Perreault 1984). 
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Underlying the economic environment is that of the 

technological environment. It includes technical skills and 

equipment which turn natural resources into products. In 

contrast to industrially advanced nations, developing and 

less developed countries make little use of technology. 

Survey responses can be influenced by the technological level 

of a country in two ways. First, the majority of the 

population may not have experience with certain products and 

services because of lack of manufacturing facilities. 

Second, the survey instrument itself may already be too 

complex and technologically oriented, which could prevent 

respondents from being receptive to the instrument. Not 

considering the technological level of a country, the 

researcher may lose important information. 

The political and legal components are other issues to 

be aware of. They are highly interrelated because political 

events have often led to changes in the legal system. For 

example, governments may constrain the import of goods via 

tariffs, quotas, and exchange control, thereby influencing 

the availability of certain products (Terpstra 1983). In 

turn, the consumer's exposure to imported products will be 

limited. Also, because of governmental pressure the 

individual may be too intimidated to provide his personal 

opinion in a survey. Strong feelings of nationalism, i.e., 

putting a country's interests before everything else, have 
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an impact on a research project. For instance, the 

respondent may value imported products, but will suggest 

buying domestic products in the questionnaire in order to 

support the economy of his country. 

The competitive market environment differs among foreign 

settings. It includes factors such as geographic 

concentration of the population, distribution network 

availability, communication facilities, level of customer 

services, variety of store types, and the general competitive 

situations in terms of monopolies versus free entrance of 

businesses into the market. All of these items influence 

consumers' perception and experience level of products and 

services, which will affect their responses in a 

questionnaire (McCarthy and Perreault 1984). 

The societal environment is another important dimension. 

Family relationships vary among countries as to who is the 

head of the household, the role of women, the importance of 

children, and who is included in the term family, such as 

grandparents, other relatives, and even good friends. Class, 

social status, and ranking are often determined by completely 

different values across cultures, such as educational level, 

hereditary privileges, and material wealth. These values 

influence whether individuals are allowed to move from one 

group to another or not within a society. All of these 
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aspects play an important part when determining one's target 

group in a foreign environment and the samples' comparability 

between nations. 

The cultural environment is probably still the most 

controversial variable so far. After many years of studying 

cross-cultural phenomena, academicians are still not able to 

conceptualize culture (Boddewyn 1981, Adler 1983, Sekaran 

1983). Research findings do not go much beyond (1) 

recognizing the importance of culture as a major marketing 

variable, and (2) recounting various marketing blunders 

resulting from cultural differences. Culture is distinct 

from the other environmental factors, because it shapes an 

individual's perception of rules, group norms, roles, and 

values, which in turn influence a person's behavior. 

However, culturally normed behavior is often generated from a 

mix of religious beliefs, economic, political and other 

circumstances which demonstrates their interrelation (Sekaran 

1983). 

Hofstede (1983), who probably did the most compre-

hensive study on corporate culture, describes the concept as: 

"... collective mental programming: It is part of our con-

ditioning that we share with other members of our nation, 

region, or groups but not with members of other nations, 

regions, or groups" (p. 76). Based on the collection of 

116,000 questionnaires generated from a research project 
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across 50 countries, Hofstede (1980) offers a four 

dimensional factor model of culture values, namely: (1) 

individualism versus collectivism, (2) large or small power 

distance, (3) strong or weak uncertainty avoidance, and (4) 

masculinity versus femininity. Respondents from different 

nations apparently demonstrate different perceptions of these 

cultural values and encourage the notion t^at these 

differences may also be reflected in the answering patterns 

of a cross-national marketing questionnaire. It constitutes 

a research question in need of closer investigation. 

Evaluation of Previous Research 

The purpose of this literature review was to provide an 

overview of research done on the overall importance of 

international marketing and research methodology with 

specific attention on questionnaire design in foreign 

environments. A variety of interesting points could be 

generated: (1) There exists a definite lack of literature in 

the area of international marketing research and specifically 

in methodology. The call for more research in the 

international marketing field has been largely unheard by 

academicians. (2) The few researchers who made the attempt 

of investigating international marketing issues, often 

concentrated only on one or two nations and usually centered 

on recognizing and describing a certain phenomenon 



47 

as it occurred in a specific country. The sensitive question 

of how a particular phenomenon could find its place in an 

integrated theoretical framework of international marketing 

was ignored. (3) The same findings were found with regard to 

international methodology issues. Difficulties, such as 

functional, conceptual, and instrument nonequivalences, 

cultural biases, and environmental factors have been 

acknowledged, but their impact on research design has been 

neglected so far, and empirical evidence has not been 

sufficiently accumulated. 

The dynamic exchange of goods and services between 
0 

nations requires additional multicountry research leading to 

integrated international marketing theory-building and 

improvement of methodological issues. Boddewyn notes in this 

regard: "..., we are not in trouble nor should we feel 

useless or impotent even though the agenda remains about as 

heavy as it was fifteen years ago. Some good trees and even 

patches stand up already but we are still a long way from 

seeing the forest!" (1981, p. 73). His conclusion should be 

taken as a challenge and encouragement to work toward further 

understanding of international marketing and related research 

methodology. 



CHAPTER III 

THEORETICAL DEVELOPMENT AND MODELS 

The literature review in the previous chapter provided 

some background information on the status of research 

methodology in international marketing and described some of 

the major methodological issues that are still in need of 

further investigation. In this chapter the theoretical 

justification of the study is discussed and the main 

supporting sources summarized. Finally, the hypotheses and 

research propositions that were generated from the 

theoretical groundwork are stated and their related models 

presented. 

Theoretical Justification 

The problem of non-response in marketing research 

surveys has long been recognized in the literature. 

Potential respondents either fail to complete the entire 

questionnaire or omit individual items within the 

questionnaire. A number of studies have dealt with this 

particular phenomenon in the United States, and to a lesser 

extent, in cross-national studies (Ferber 1966, Gergen and 

Back 1966, Glenn 1969, Francis and Busch 1975, Sudman and 

Bradburn 1974, Craig and McCann 1978, Mayer 1978, Douglas and 

Shoemaker 1981, Douglas and Craig 1983, Durand, Guffey, 

48 
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and Planchon 1983). A closer look will now be taken at some 

of the demographic and personality characteristics that were 

found to have an impact on non-response patterns, and which 

also appeared to be relevant in the investigation of 

commenters and non-commenters in cross-cultural 

questionnaires. 

Probably the most comprehensive study of non-response 

phenomena was done by Ferber (1966). When analyzing 14,600 

questionnaires, he found that item omission was particularly 

high for females, older individuals, and for households where 

the main wage earner had only grade school education or was 

retired or was a housewife. Ferber noted, "A consistent 

tendency is evident for questionnaires filled out by females 

to contain more non-responses than questionnaires filled out 

by males" (1966, p. 402), and Glenn (1969) indicated that 

females are more likely than males to give a 'no opinion1 or 

similar response to most questions asked by opinion polls" 

(pp. 20-21). Other researchers confirmed that gender has an 

impact on the difference in non-response rates, and generally 

it was found that females constituted the group with the 

highest rate of non-responses (Francis and Busch 1975, Craig 

and McCann 1978, Douglas and Shoemaker 1981) . These findings 

on item non-response supported the notion that females are 

less likely to voluntarily comment on a questionnaire than 

male respondents. 
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The factor of age has also been related to item non-

response (Ferber 1966, Gergen and Back 1966, Francis and 

Busch 1975, Kanuk and Berenson 1975, Craig and McCann 1978, 

Douglas and Shoemaker 1981, Durand, Guffey, and Planchon 

1983). It appears that item non-response consistently 

increases with age. The most drastic increase in non-

response rate was noticed among respondents in their 

midforties and over. One limitation has to be mentioned, 

though. Glenn (1969) indicated in his work that the 

relationship between age and non-response is less likely to 

hold when one controls for factors such as gender, race, and 

level of education. For example, the older respondents had 

fewer years of formal education on the average. Since it was 

found that a higher educational level is related to a higher 

response rate, it may have been the years of education and 

not the age that caused the difference in response behavior. 

Overall the question of propensity to comment within 

different age ranges was also in need of closer examination 

as the non-response findings indicated. 

Another sociodemographic factor which continues to play 

a major role in marketing was social class (Jain 1975, Engel 

and Blackwell 1982, Coleman 1983). For example, it is argued 

that segmentation along social class lines using differential 

product, promotion, pricing, and distribution strategies, can 

be a useful marketing strategy (Jain 1975). It, therefore, 
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was not omitted in the investigation of commenter versus non-

commenter profiles. Social classes have been defined as "... 

relatively permanent and homogeneous divisions in society in 

which individuals or families sharing similar values, life 

styles, interests, and behavior can be categorized" (Engel 

and Blackwell 1982, p. 111). 

Occupation has been generally accepted as the single 

best indicator of social class (Engel and Blackwell 1982). 

The reasoning is that an individual's occupational position 

and his life style are highly correlated. People who are at 

approximately the same professional level usually have the 

same means of achieving a certain life style. Also, being at 

the same stage in their professional career, they often share 

their social life with each other. 

In a number of studies examining non-response phenomena 

the relationship with occupation was also investigated 

(Ferber 1966, Kanuk and Berenson 1975, Houston and Ford 1976, 

Craig and McCann 1978, Durand, Guffey, and Planchon 1983). 

In general, it was found that item omission occurred to a 

much greater extent among individuals holding lower 

occupations than among those with higher job positions. 

Based on the findings that social class is still considered 

to be a significant variable shaping an individual's behavior 

and that it does seem to have an impact on non-response 

patterns, it was also suspected that commenters and non-

commenters come from a different social background. 
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When looking at sociodemographic characteristics, one 

drawback has to be noted at this point. In studies such as 

the ones by Ferber (1966) and Craig and McCann (1978) the 

effect of varying questionnaire topics on item non-response 

patterns has not been conclusively resolved. There is some 

indication that the relationship between respondents1 

demographic backgrounds and item omission turns out to be 

weaker when the data are disaggregated by topics of the 

questionnaire. For example, Durand, Guffey, and Planchon 

(1983) investigated non-response items at the aggregate 

level, that is, non-responses were summed across all topical 

domains, e.g., perception of energy, complaint behavior, and 

environmental concerns. Significant differences were found 

with regard to characteristics like gender, age, education, 

occupation, income, and race. At the disaggregate level the 

topical domains were examined individually and the number of 

non-responses for each set of questions served as the 

criterion variables. Results revealed that age remained the 

only significant variable for all topic domains. 

In addition to sociodemographic characteristics, 

respondents' nationality had to be considered. Hofstede 

(1983) has stressed the importance of national cultures. 

According to him, there exist at least three reasons why 

nationality should not be overlooked which include: (1) 

political, (b) sociological, and (c) psychological 

implications. From a political viewpoint, countries develop 
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their own forms of government, legal and educational systems, 

as well as labor institutions. Even if nations have the same 

institutions, they might be used differently and are often 

resistant to any change. From a sociological perspective, 

people identify with their nationality. It provides them 

with a feeling of belonging to a certain group and region. 

They would go as far as war when they believed their unity 

was in danger. Lastly, nationality is important from a 

psychological standpoint. An individual's way of life 

consists of learned behavior which depends on the environment 

unique to each nation. Therefore, through different 

educational processes and life experiences, individuals from 

different countries may vary in their perspective of the same 

phenomenon. Hofstede calls this process "mental 

programming." Culture, consequently, is a form of collective 

mental programming. "It is that part of our conditioning 

that we share with other members of our nation, region, or 

group but not with members of other nations, regions, or 

groups" (Hofstede 1983, p. 76). 

Hofstede (1980) describes national culture via four 

value-dimensions, called 

1. Individualism versus Collectivism, 

2. Large or Small Power Distance, 

3. Strong or Weak Uncertainty Avoidance, and 

4. Masculinity versus Femininity. 
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The dimension of individualism versus collectivism 

describes the relationship between the individual and his or 

her fellow individuals within a group, in individualism-

oriented societies people look for their own personal 

interests and possibly for those that belong closest to their 

family. In collectivism-oriented societies individuals focus 

on the feeling of belonging to a group, such as the extended 

family and the community or the region whose interests have 

to be defended for the benefit of all group members. 

Large or small power distance is related to individuals' 

acceptance of inequality that exists in their society. 

Inequality is based on physical or intellectual capabilities 

and has often developed into unequal levels of power and 

wealth within nations. There is no complete equality in any 

society, but in some countries inequality persists more than 

in others. 

Strong or weak uncertainty avoidance refers to the 

willingness to take risks. Societies that are relatively 

tolerant of different opinions and behavior, that feel secure 

in their environment, are considered to have a weak 

uncertainty avoidance. Societies, that feel a high level of 

anxiety and try to increase security through means like 

technology, laws, and religion, are called strong uncertainty 

avoidance societies. 
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Masculinity versus femininity centers on the division of 

roles based on a person's gender. Since the typical task of 

men and women varies from country to country, Hofstede 

addressed the importance level of sex role divisions instead. 

Societies allowing men and women to share many different 

roles are perceived as feminine, and societies with sharp 

role divisions are called masculine. 

Based on the collection of 166,000 questionnaires 

generated from 50 countries (40 usable ones), it was found 

that the scores of the United States and West Germany are 

relatively similar. They show a small power distance, a 

strong masculine orientation, and a high level of 

individualism with the American sample scoring at the highest 

point of the individualism index. The two countries differ 

only on the uncertainty avoidance dimension. Among the set 

of 50 countries, the West German sample shows a stronger to 

medium level and the American a weaker to medium level of 

uncertainty avoidance. In contrast, Japanese respondents 

score high on large power distance, are at the extreme end of 

masculinity, and score strongly on collectivism. They also 

show a strong level of uncertainty avoidance. 

Though all three countries are at about the same 

industrially advanced level, they show different value 

perceptions. The United States and West Germany vary on the 

uncertainty dimensions, but are similar on the other three 
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dimensions. Japan differs on all dimensions with the other 

two countries except for the masculinity orientation. Most 

likely, respondents of these countries could also differ in 

their willingness to provide voluntary commentaries and it 

was expected that American and West German respondents will 

show a higher propensity to comment on a questionnaire than 

their Japanese counterparts. 

During the 1960's, marketing researchers turned their 

attention to the investigation of personality traits 

(Kassarjian 1971, Henry 1976, Vinson, Scott, and Lamont 1977, 

Horton 1979, Munson and Mclntyre 1979, Reynolds and Jolly 

1980). There exists a general acceptance on the interaction 

of personality and a consumer's behavior, but the exact 

nature of this interaction is still in need of further 

research, particularly with regard to consumers from 

different countries. 

A few studies have examined the interaction of 

personality traits and response patterns in a questionnaire. 

For example, Zukerman, Levitt, and Lubin (1961) found that 

respondents scored higher on significant factors like order, 

i.e., the tendency to subordinate oneself to others, and 

dependency, i.e., the desire to be led and taken care of. 

Non-respondents demonstrated a higher level of aggression 

being more hostile and dominating. Vincent (1964) also 

noticed that conformists and individuals with a more 

responsible, tolerant, and intellectual personality showed a 
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higher response rate. Ognibene (1970) found a higher 

response rate among those individuals who had an extreme 

desire for leadership, that is, personal achievement. It 

strongly suggested the hypothesis that individuals with a 

stronger sense of personal accomplishment will demonstrate a 

greater willingness to comment on questionnaires than those 

that are not accomplishment oriented. Also, respondents who 

are aggressive or have difficulties in handling uncertainty 

and stress situations may demonstrate a lower propensity to 

comment on a questionnaire than those demonstrating little 

difficulty with uncertainty. 

One other issue has piqued the interest of marketing 

researchers. It concerns a person's inner feeling state, 

which is referred to as "... an affective state that is 

general and pervasive" (Gardner 1985, p. 282). One can 

distinguish among a variety of affective states, among them: 

(1) Relatively stable and permanent feeling states 
exemplified by personality disposition such as 
optimism and pessimism (Westbrook 1980) and 
enduring global attitude structures such as life 
satisfaction (Andrews and Withey 1976). 

(2) Another group consists of transient feeling 
states that are directed toward specific times 
and situations and are typified by mood states such 
as anxiety, sadness, and frustration (Gardner 
1985). 

A few studies (Westbrook 1980, Gardner 1985) have 

investigated the relationship between intrapersonal feelings 
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and a consumer's product satisfaction, brand attitude, or 

reaction to promotional items, e.g., point-of-purchase 

displays and advertising. Gardner (1985), for instance, 

reviewed the effects of mood states on consumers' behavior, 

evaluation, and recall in the area of service encounters, 

point-of-purchase stimuli, and communications. Though 

results were only tentative in nature, it appeared that, for 

example, consumers in a good mood evaluated new and familiar 

service encounters positively, while consumers in a bad mood 

evaluated the service encounters negatively. An analysis by 

Westbrook (1980) on intrapersonal feelings and consumers' 

product satisfaction found a positive relationship between 

life satisfaction and product satisfaction. Consumer 

satisfaction with the product can be explained as "a 

cognitive state resulting from a process of evaluation of 

performance relative to previously established standards" 

(Engel and Blackwell 1982, p. 613). If the actual product 

meets or exceeds these standards, satisfaction develops. 

Westbrook notes that satisfaction consists of a cognitive 

process and affective influences. A consumer feels 

inherently good with respect to satisfaction and inherently 

bad in connection with dissatisfaction. Based on the 

"delighted-terrible" rating scale developed by Andrews and 

Withey (1976) assessing subjective satisfaction levels, 

results indicated that a higher level of satisfaction was 
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related to a higher degree of product satisfaction. One 

should note, however, that the relevance of this correlation 

may vary with product category. In this case, a correlation 

was found with automobiles whereas satisfaction with items 

such as footwear was linked to meeting consumers' 

expectations, not their personal life satisfaction (Westbrook 

1980). 

These studies of feeling states encouraged the notion 

that intrapersonal feelings, such as life satisfaction, do at 

least have a marginal impact on behavior. Therefore, they 

may also play a role in consumers' behavior toward a 

questionnaire. Commenters, who show a high degree of life 

satisfaction, may be more likely to provide a positive 

comment on a questionnaire than those with a low degree of 

life satisfaction. 

When dealing with commenters from different countries, 

one might also expect a different style in commenting. 

Various studies have dealt with the problem of different 

response styles (Triandis and Triandis 1962, Zax and 

Takahashi 1967, Triandis 1972, Brislin, Lonner, and Thorndike 

1973, Chun, Campbell, and Yoo 1974, Mayer 1978, Douglas and 

Craig 1983). In this discussion, response style refers to 

the issue of extreme checking, i.e., a respondent will check 

only the extreme positions on a rating scale presented in a 

questionnaire (Triandis 1972). When comparing American 
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samples with Japanese and Korean samples, respectively, it 

was found that American respondents demonstrated a greater 

tendency to use an extreme response style than non-American 

respondents (Zax and Takahashi 1967, Chun, Campbell, and Yoo 

1974). In a study by Brengelmann (1959), West German 

respondents also exhibited a more extreme response style. 

These findings suggested that American and West German 

respondents will probably use more extreme wording of their 

comments, whereas the Japanese respondents will use a more 

moderate form of phrasing their opinions on a marketing 

questionnaire. 

So far, the issue of specific sociodemographic, 

nationality, and personality characteristics of commenters 

versus non-commenters has been addressed. The relationship 

between positive commenting and life satisfaction as well as 

differences in response style in a cross-cultural setting 

have been considered. The articles reviewed, particularly in 

the area of respondents versus non-respondents, provided 

relevant support for the development of hypotheses concerning 

commenters versus non-commenters on a marketing 

questionnaire, and how these profiles might vary from one 

country to another. 

The question that remained to be examined was to what 

extent commenters differ among each other in terms of the 

content of their comment. Certain commenters will be more 

interested in the format of the questionnaire, while others 
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might be more interested in the issues that are directly or 

indirectly related to the subject matter of the survey. For 

example, younger commenters and those from a lower social 

upbringing may show more interest in the questionnaire design 

by indicating, e.g., their enjoyment or boredom with the 

survey but not considering the actual content of the project. 

Such reactions may also vary among commenters showing 

differences in personality and nationality. For instance, in 

a pilot study of American and Indian commenters (Appendix A), 

44 percent of the American sample and 21 percent of the 

Indian sample mentioned the questionnaire design. The two 

groups also varied in the selection among other issues 

related to the questionnaire (e.g., American comments related 

to country bias, while Indian comments related to marketing 

programs). Though the results were only tentative, they 

suggested that commenters may differ in their interest of 

questionnaire related issues based on dimensions like 

nationality, demographics, and personality differences. 

Since the issue of design versus topic related interest among 

commenters has not been investigated in any other previous 

research, the research issues are stated as propositions. 

They should be viewed as a starting point for further theory-

building in the area of questionnaire design in international 

marketing. 



62 

The major research cited in support of the hypotheses of 

this dissertation are summarized next. Studies that provided 

literature reviews or were related to the development of 

scales are not included in this presentation. The issue of 

questionnaire scales will be discussed in further detail in 

Chapter IV concerning methodology. 
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Summary of Variables Used in the Hypotheses 
and Research Propositions 

In accordance with previous research, the following 

variables were used in the hypotheses—the sociodemographic 

variables gender, age, and social class, the factor of 

nationality, and the personality traits feeling of personal 

accomplishment and feeling of self-worth, the latter one 

referring to an individual's ability to handle uncertainty or 

problem situations. They were applied to determine a profile 

of questionnaire commenters versus non-commenters in an 

international marketing survey. Respondents' positive/ 

negative commenting was investigated with regard to their 

overall life satisfaction, and the intensity of wording was 

tested with respect to commenters' national background. 

When examining the research propositions to determine 

whether there existed any specific characteristics related to 

commenters who prefer commenting on the design rather than on 

other issues of the questionnaire, the variables gender, age, 

social class, nationality, self-worth, and level of personal 

accomplishment were included. The following figure, Figure 

1, summarizes the variables for the hypotheses and research 

propositions. 
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SUMMARY OF VARIABLES USED IN THE HYPOTHESES 

SUMMARY OF VARIABLES USED IN THE RESEARCH PROPOSITIONS 

COMMENTERS NON-COMMENTERS 

POSITIVE COMMENTING 

DEGREE OF COMMENTERS' 
INTENSITY OF WORDING 

- Gender 
- Age 
- Social Class 

- Nationality 

- Self-Worth 

Personal 
Accomplishment 

COMMENT ON QUESTION-
NAIRE DESIGN 

- Gender 
- Age 
- Social Class 

- Nationality 

Self-Worth 
Personal 
Accomplishment 

Figure 1—Summary of Variables Used in the Hypotheses 
and Research Propositions. 
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General Hypotheses, Research Propositions 

and Related Models 

Based on the theoretical justification, the following 

hypotheses were developed and tested among respondents from 

the United States, West Germany, and Japan: 

Hi: Male respondents will demonstrate a higher propensity 
to comment on the questionnaire than female respondents. 

H2: The older the respondents, the lower the propensity to 
comment on the questionnaire. 

H3: The higher the respondents' social class, the higher the 
propensity to comment on the questionnaire. 

H4: U.S. and West German respondents will show a higher 
propensity to comment on a questionnaire in contrast 
to Japanese respondents. 

Respondents demonstrating a low feeling of self-worth 
will show a lower propensity to comment than 
those demonstrating a high feeling of self-worth. 

Respondents showing a high level of personal accom-
plishment will show a higher propensity to comment than 
those who have a low level of personal accomplishment. 

H7: Commenters showing greater life satisfaction are more 
likely to provide a positive comment on the 
questionnaire. 

H8: U.S. and West German commenters will use more extreme 
intensity in wording their comments versus a moderate 
level of intensity used by the Japanese commenters. 

The following research propositions were developed and 

tested among American, West German, and Japanese commenters: 

PI: Male and female commenters will direct their comments 
more to the design than to other issues related to the 
questionnaire. 

H5 

H6 
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P2: The younger the commenters, the more they will direct 
their comments toward the design rather than toward 
other issues related to the questionnaire. 

P3: The lower the commenters1 social class, the more the 
commenters will comment on the design rather than on 
other issues related to the questionnaire. 

P4: U.S. and West German commenters will direct their 
comments more to the design than the Japanese 
commenters. 

P5: Commenters showing a low feeling of self-worth will show 
more interest in the design than in other issues related 
to the questionnaire. 

P6: Commenters showing a low level of personal accom-
plishment will comment more on the questionnaire design 
than on other issues. 

The models related to the hypotheses and research 

propositions of this study are presented as follows: 
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Life Satisfaction 

+ 

* f 

POSITIVE COMMENTING 

Figure 3—Model of Relationship Between Commenters1 Life 
Satisfaction and Positive Commenting. 



73 

DEGREE OF 

COMMENTERS' INTENSITY 

OP WORDING 

+ 

United States 
west Germany 

Japan 

. 4—Model of Relationship Between Commenters 
Nationality and Their Degree of Wording Intensity. 
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In this chapter the theoretical rationale and the 

resulting hypotheses, research propositions and related 

models were presented. In the following chapter the research 

design and methodology will be described including the 

sampling selection, the instrument, as well as the data 

collection and data analysis procedures. The statistical 

techniques applied to the testing of the hypotheses and 

research propositions will also be addressed. 



CHAPTER IV 

RESEARCH DESIGN AND METHODOLOGY 

In this chapter the research design and its rationale 

are addressed. The methodological issues such as the sample 

selection, the instrument, and the data collection process 

are described. Finally, the data analysis procedure and the 

statistical techniques applied to the hypotheses and research 

propositions of this study are discussed. 

Research Design and Rationale 

A research design is a plan of action for a study and is 

used as a guide in collecting and analyzing data. According 

to Churchill (1979), research designs can be classified into 

three basic types: exploratory, descriptive, or causal. 

Before going into the specific designs applicable to this 

study, a brief review of the three research types is 

presented here. 

"The major emphasis in exploratory research is on the 

discovery of ideas and insights" (Churchill 1979, p. 47). An 

exploratory design is particularly helpful under the 

following circumstances: (1) the researcher is faced with a 

broad problem statement and lacks sufficient understanding of 
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the problem to develop specific hypotheses; the exploratory 

study may be used to formulate a problem for more precise 

investigation or as a first step for the development of 

hypotheses; (2) a hypothesis may seem to be particularly 

promising and an exploratory study is applied for the 

establishment of priorities of further research; (3) an 

exploratory design is also helpful in gathering information 

about practical problems of carrying out research on 

particular statements; (4) it increases the researcher's 

familiarity with the problem; and (5) may be used to classify 

concepts. Because of lack of knowledge about the problem, an 

exploratory design is characterized by flexibility in terms 

of methods used to gather information and to develop 

hypotheses (Churchill 1979). 

"The descriptive study is typically concerned with 

determining the frequency with which something occurs or the 

relationship between two variables" (Churchill 1979, p. 47). 

A descriptive study is generally guided by initial hypotheses 

and serves a variety of purposes: (1) To describe certain 

group characteristics. For example, the goal might be to 

develop an "average user" profile for a certain product based 

on variables like income, gender, age, and educational level. 

(2) To estimate the proportion of people in a specified 

population who behave in a certain way, e.g., estimating the 

proportion of people within a specified radius of a potential 
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underground system who would use the train. (3) To make 

specific predictions, such as predicting sales for each of 

the next five years (Churchill 1979). Whereas an exploratory 

design is considered flexible, a descriptive design is rigid 

by nature. "Descriptive studies require a clear 

specification of the who, what, when, where, why, and how of 

the research" (Churchill 1979, p. 47). Descriptive designs 

are not as satisfactory as experiments for establishing 

causality. Therefore, when dealing with explicit cause-and-

effect hypotheses, a causal design is more applicable. 

Causal studies are usually based on experiments, because they 

are most appropriate in discovering cause and effect. For 

example, a company wants to determine the effectiveness of 

different advertising appeals. An experiment could be set up 

by using different ads in different geographical areas and 

investigating which ad produced the highest rate of sales. 

Generally, the researcher has one or more specific X causes Y 

hypotheses which are explicitly stated, e.g., a 5 percent 

price increase of the bus fare will have no impact on an 

individual's frequency of using the bus. 

In this study a descriptive research design seemed most 

appropriate to determine a profile of voluntary marketing 

questionnaire commenters based on demographic and personal 

characteristics, to investigate national differences in 

intensity of wording the commentaries, and to examine a 
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potential relationship between individuals' level of life 

satisfaction and positive commenting. "A good descriptive 

study presupposes much prior knowledge about the phenomenon 

studied. It rests on one or more specific hypotheses. These 

conjectural statements guide the research in specific 

directions" (Churchill 1979, p. 54). In this case, the 

hypotheses were deduced from previous research work generated 

during the last twenty-five years in the fields of cross-

cultural psychology, sociology, and more recently in 

international marketing. The studies that provided the main 

theoretical thrust for this research examined characteristics 

of questionnaire respondents versus non-respondents, cross-

national differences in response style, and intrapersonal 

influences on consumer behavior. 

The research propositions were intended as a first step 

toward the development of hypotheses. Priorities for further 

research can be established as some propositions may turn out 

to be more promising than others, and familiarity with the 

subject matter is enhanced. The main quality of an 

exploratory research design is its flexibility. Churchill 

notes, "In general, exploratory research is appropriate to 

any problem about which little is known. Exploratory 

research then becomes the antecedent for a good study" (1979, 

p. 50). An exploratory design was, therefore, selected for 
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the determination of characteristics related to commenters 

who are interested in the design rather than in any other 

questionnaire issues. It is an area that has not yet been 

investigated in international marketing research methodology. 

Thus, the exploratory design provided an opportunity to 

investigate the research propositions' potential for new 

concepts in the development of questionnaire designs in 

international marketing. 

Sample Selection Process 

The population for this study was located in the United 

States, West Germany, and Japan. There were two major 

reasons why these countries were selected. First, the three 

nations shared approximately the same industrially advanced 

level which facilitated comparing the results among each 

other. Second, these particular nations provided the 

cooperation needed to accomplish a reasonably large sample 

size that would satisfy the statistical requirements 

necessary to test the hypotheses and research propositions of 

this study. 

The target of the questionnaire measuring "Attitudes 

Toward Foreign Products" was a convenience sample of 

university students, which is defined as "a nonprobability 

sample sometimes called an accidental sample because those 

included in the sample enter by accident in that they just 

happen to be where the study is being conducted when it is 

being conducted" (Churchill 1979, p. 651). A number of 
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marketing researchers have argued against the use of 

convenient and low cost student samples (Khera and Benson 

1970, Cunningham, Anderson, and Murphy 1974, Shuptrine 1975). 

However, there are several reasons why they were chosen for 

this survey. Time and budgetary constraints make it 

extremely difficult to select participants other than 

students. Also, there would have been even less control in 

administering the survey among other subgroups in the various 

foreign countries, and the comparability of the results would 

have been reduced. Finally, previous research indicates that 

students should not be ruled out as useful participants in an 

international marketing research survey. For example, Sheth 

(1974) investigating the difference between student and 

housewife samples, states: "Although the proposition of the 

study was that one should expect no differences between 

students and housewives, the remarkable degree of similarity 

observed in their behavior is somewhat surprising" (p. 245). 

Particularly strong similarity was found in a high-conflict 

situation, a situation which presents a choice between two 

equally attractive alternatives. Hampton (1979) suggests, 

"it does appear that the usefulness of students as subjects 

depends to a large extent on the context and make up of the 

research—the problem, objectives, hypothesis, and setting" 

(p. 94), and Halfill (1980), who worked on the measurement of 

attitudes toward country of origin, mentions in his study, 
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"the congruence of results supplies evidence that the college 

student sample not only demonstrated a discerning nature as a 

consumer, but also that research with such a sample should 

not be brushed off as unrepresentative of consumers in 

general" (p. 28). In conclusion, time and budget factors, 

increased administrative control, improved comparability, and 

support by previous research were the key elements for the 

selection of a convenience sample consisting of students. 

In the pilot study measuring American and Indian students' 

different interests in marketing questionnaire issues, it was 

found that approximately one-fourth of the Indian respondents 

and one-fifth of the American respondents provided voluntary 

comments (Appendix A). Students who were not of U.S. or 

Indian nationality in each respective country, were not 

included in the measurement, a procedure which was also 

applied to this study. Therefore, no foreign students 

studying in the United States, West Germany or Japan were 

considered. 

Since a nonrandom sample was used for which the 

distribution was not known, the sample size could not be 

determined. Experience with the samples of the pilot study 

and computational requirements for nonparametric tests could 

only provide an approximate figure. For example, based on 

the results of the pilot study, it was assumed that at least 

every fifth respondent will provide a voluntary comment. 
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Also, when using nonparametric statistics such as chi-square 

which could be applied to the nominally scaled variables in 

this study, a minimum of thirty observations, or a minimum of 

thirty questionnaires with commentaries, had to be secured 

from each of the three countries (Siegel 1956, Blalock 1972, 

SPSS Inc. 1983). Therefore, the calculation of the sample 

size looked as follows: 5 x 30 = 150 sample size. In 

conclusion, a minimum of 150 questionnaires had to be 

collected from each country involved in this study in order 

to generate at least 30 questionnaires with comments allowing 

for a chi-square test on each of the three sample sets. In 

general, however, when using nonparametric tests no minimum 

sample size is specified. The advantage of nonparametrics is 

their application to very small sample sizes, even if they 

are as low as ten, six, or four observations (Blalock 1972). 

There are three reasons why the sample size 

determination was based on the selection of nonparametric 

tests, statistical procedures which Churchill defines as "a 

class of statistical tests, also known as distribution-free 

tests, which are applicable when the data reflect nominal or 

ordinal measurement or when the data reflect interval 

measurement but the assumptions required for the appropriate 

parametric tests are not satisfied" (1979, p. 655). 

First, in a convenience sample the parameters of the 

population are not known, therefore, a major assumption for 
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the use of parametric tests could not be satisfied. Second, 

the questionnaire items of interest to this study consisted 

mainly of nominal and interval-like measurements, with the 

exception of the demographic factor age, which was handled as 

an ordinal measurement. All of these measurements were 

applicable to nonparametric tests. Third, since it is 

generally more difficult to secure survey cooperation in 

foreign countries and the expected share of voluntary 

commenters consisted of only 20 to 25 percent of all 

respondents to the questionnaire, a relatively small sample 

size was anticipated. However, "if the sample sizes are 

small, statistical procedures that do not require assumptions 

about the shapes of the underlying distributions should be 

considered" (Norusis 1982, p. 83). Therefore, nonparametric 

tests were applied in this study. The various different 

statistical techniques used to test the hypotheses and 

research propositions are explained in detail in a later 

section of this chapter. 

Description of the Instrument 

The instrument that was used in this study is a cross-

national questionnaire measuring student's "Attitudes Toward 

Foreign Products" (Crawford and Garland 1984; Appendix H). 

The nine-page questionnaire was based on the measurement 

scales developed by Andrews and Withey (1976) and consisted 
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of three main sets: (1) variables relating to the marketing 

mix, (2) variables relating to the respondent's personal 

values, and (3) variables relating to demographic information 

about the respondent. 

The marketing mix variables included issues such as 

overall willingness to buy imported products, perceived 

quality, closeness to respondent's ideal point, value for 

money and product satisfaction, product expectations, and 

disconfirmation of product expectations. The set of personal 

values was directed toward quality of life variables, namely 

life satisfaction and consumer satisfaction. More specific 

life satisfaction variables consisted of an individual's 

satisfaction with beauty in the world, personal 

accomplishments, acceptance by others, adaptability to 

change, contribution to others, and the ability to survive. 

Finally, the demographic variables included sex, age, 

father's occupation, nationality, and marital status. At the 

end of the questionnaire a section for voluntary comments or 

questions was provided. 

In accordance with the summary of variables used in the 

hypotheses and research propositions (Chapter III, p. 68), 

the following questionnaire items were addressed (Appendix 

B). The demographic section of the questionnaire (Appendix 

B, Number 5) provided the information for the first four 
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hypotheses testing potential characteristics of commenters 

versus non-commenters, and included the variables gender, 

age, father's occupation, and nationality. A dichotomous 

question, also called fixed-alternative question, in which 

the respondent is asked to check the respective gender, male 

or female, was presented first. It was followed by an open-

ended question in which the respondent was free to indicate 

his or her age. The individual was not exposed to a set of 

age categories. Next, social class was measured by the 

father's occupation. The respondent had to check the most 

appropriate professional alternative that applied to the 

father. The questionnaire item consisted of seven distinct 

occupational categories and an additional category for 

"other." Space was provided for an occupation that did not 

fit the seven given alternatives. Finally, in an open-ended 

question the respondent was asked to indicate his or her 

nationality. 

One additional note should be made at this point. As 

explained in the theoretical rationale of this study, social 

class is a complex sociodemog.raphic variable which can be 

defined based on a variety of dimensions, e.g., heredity or 

material power. In this questionnaire social class was 

measured by father's occupation and therefore was limited to 

only one questionnaire item. One should mention though that 

occupation is perceived as one of the best indicators of 
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social class (Engel and Blackwell 1982). Also, it was the 

only questionnaire item usable for the measurement of social 

status in this study. 

Hypotheses five and six focused on individual 

satisfaction variables, specifically the feeling of self-

worth and of personal accomplishment. The question asking 

for the respondent's feeling of satisfaction with the level 

of achieving success and getting ahead measured the variable 

personal accomplishment. The two questions concerned with 

the respondent's feelings on the ability to adjust to change 

and the ability to be tough and take it measured the variable 

self-worth (Appendix B, Number 2). The respondent had to 

choose one alternative from a seven-point rating scale which 

was developed by Andrews and Withey (1976) and ranged from 

feeling delighted to feeling terrible. 

The seventh hypothesis was concerned with the impact of 

greater life satisfaction on positive commenting. The level 

of life satisfaction in general was measured by asking for 

the respondent's feelings about life as a whole. Three 

seven-point rating scale versions adapted from Andrews and 

Withey (1976) were used in the questionnaire. In the first 

version the respondent had to choose one alternative from a 

happy face scale ranging from a very happy face to a very sad 

face (Appendix B, Number 1). In the second version the 

selection had to be made from a thermometer scale ranging 
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from very hot feelings or 100 to very cold feelings or 0 

(Appendix B, Number 3). The third version had the form of a 

semantic differential. The set of bipolar adjectives 

consisted of a completely satisfied and a completely 

dissatisfied feeling. The participant was then asked to 

choose a number between these bipolar adjectives that best 

described his feelings about life as a whole (Appendix B, 

Number 4). 

When measuring personality items such as feelings of 

self-worth, personal accomplishment, and overall life 

satisfaction, one should note that the respondents of this 

questionnaire had to make their own judgment about these 

personal values. For instance, individuals from different 

sociodemographic backgrounds and with different personality 

perceptions of themselves may vary in what they consider 

personal accomplishment, i.e., achieving success and getting 

ahead. Therefore, one more problem had to be added to the 

limitations of the study. No predetermined standards of 

measuring personal values could be established since they 

vary from one person to another. 

The last hypothesis investigated the degree of a 

commenter's intensity of wording based on his national 

background. The open-ended question asking for the 

respondent's nationality in the demographic section of the 

questionnaire measured the variable nationality (Appendix B, 

Number 5). 
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The information needed for the dependent variables, such 

as commenting versus non-commenting in the first six 

hypotheses, positive commenting in the seventh hypothesis, 

and intensity of wording in the last hypothesis were provided 

by the comment section at the end of the questionnaire 

(Appendix B, Number 6). The measurement was based on whether 

respondents actually comment or not and on the content of the 

comments. 

Since the same variables were used in the investigation 

of the research propositions, namely, gender, age, social 

class, nationality, self-worth and personal accomplishment, 

the same questionnaire items as discussed for the hypotheses 

were applied to the propositions. The dependent variable, 

commenting on the questionnaire design, was based on the 

content of the comments provided in the question and comment 

section of the questionnaire (Appendix B, Number 6). 

An important aspect that had to be considered when 

designing the cross-national questionnaire was instrument 

equivalence. There exist several types of equivalences. 

Vocabulary equivalence refers to a translation that is 

equivalent to the original language in which the 

questionnaire was first developed. Idiomatic equivalence may 

turn out to be a problem if some idioms are unique to a 

specific language and cannot be translated. Grammatical and 

syntactic equivalence are also important issues to consider, 
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particularly if the introductions to questions consist of 

long passages. Experimental equivalence refers to the 

equivalence of inferences drawn by the survey participants in 

different countries and, lastly, conceptual equivalence 

implies that the meaning of certain concepts is equally 

understood in various cultures (Sekaran 1983). 

Instrument equivalence can usually be ensured via a 

process called back translation. A bilingual translator will 

translate the questionnaire into the language of the target 

country and another translator will translate it back into 

the original language of the questionnaire. Any divergences 

or misconceptions can then be corrected. If possible, the 

translators should not only be bilingual, but also be 

familiar with the different cultures involved and the usage 

of concepts and their meanings in the respective countries 

(Douglas and Craig 1983, Sekaran 1983). 

In the case of the questionnaire used in this study back 

translation was also applied, since the survey was 

administered in almost a dozen foreign nations. Natives from 

Japan, West Germany, and Mexico, who have been exposed to the 

North American culture for several years were involved in the 

translation of the Japanese, German and Spanish version of 

the questionnaire. In addition, back translation was applied 

to the comments provided by the Japanese and West German 

respondents, since they were of particular interest to this 
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study, and any misunderstanding of their content had to be 

avoided. 

Data Collection Procedures 

The advantages and disadvantages of a questionnaire as a 

data collection instrument have long been recognized (Kanuk 

and Berenson 1975, Dillman 1978, Churchill 1979). In 

contrast to telephone surveys and personal interviews, 

questionnaires are relatively low in cost, geographically 

more flexible and a widely dispersed sample can more easily 

be reached. Particularly in an internationally oriented 

survey these are important factors to consider. In addition, 

the respondents can reply more leisurely and at their own 

pace than in an interview situation. Also, promised 

anonymity encourages participants to respond more freely to 

private or sensitive questionnaire items. 

Some of the major disadvantages consist of low 

information and administrative control. Information control 

relates to the fact that directing a questionnaire to a 

person and actually securing a response from that particular 

person do not necessarily go together. Therefore, a lower 

response rate than in telephone or personal interview 

surveys, in which the researcher or research helpers have the 

opportunity to confront the participant, is to be expected. 

Administrative problems may also arise, since it often takes 
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several weeks to receive the majority of the questionnaires. 

Survey data may get lost or the responses may come in 

different time waves. 

in this study the questionnaires were either self-

administered, which was the case for the American and to some 

extent for the West German sample, or sent to contact persons 

in West Germany and Japan. All of these contact persons were 

related to academic institutions and their cooperation had 

been personally secured or by letter. Some of the 

disadvantages of this process were that no homogeneous 

introduction to the survey could be established and less 

administrative control was provided. For instance, in order 

to accomplish a higher response rate, the local survey 

administrator was urged to proceed with the questionnaire 

during class rather than allowing the students to take it 

home, but since the completion of the questionnaire took 

approximately thirty minutes, the administrator may not have 

been willing or able to provide that time during the lecture 

period. However, because of budgetary constraints, local 

survey administration could not be avoided. 

in order to protect the data from any further bias, no 

incentives were handed out and the participation was on a 

completely voluntary basis. Also, since the original purpose 

of the survey was to measure attitudes toward imported 
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products, the students were not specifically instructed to 

add any comments at the end of the questionnaire. The 

drawback was that most likely only a small percentage of the 

students would actually provide a comment. On the other 

hand/ since the respondents were not aware of the purpose of 

this study, they could not give any precalculated or 

stereotyped answers. 

Data Analysis Procedures 

During the process of preparing the variables for data 

analysis, the final section of the questionnaire consisting 

of commentaries had to be modified. First, an additional 

file had to be established in order to distinguish between 

respondents who provided a voluntary comment and those who 

did not. The next step was to apply a technique called 

content analysis to the questionnaires with comments. 

Krippendorf has defined content analysis as "a research 

technique for making replicable and valid inferences from 

data to their context" (1980, p. 21). The technique is 

perceived as a tool to gather new insights about a 

phenomenon, in this case it was a supporting tool to 

investigate whether a profile of characteristics could be 

established about commenters interested in the design rather 

than in any other issues of the questionnaire. 

One of the basic assumptions of content analysis is that 

different analysts operating under different circumstances 

should come up with the same outcomes on the subject matter, 
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thereby satisfying the requirement of replicability. 

Moreover, content analysis has to be performed and justified 

in terms of the context of the data (Krippendorf (1980). In 

this study, the researcher interpreted the meaning of the 

data in terms of the respondent's words and feelings used in 

the comment, the situation in which it occurred, that is a 

survey measuring attitudes toward imported products, and the 

cultural context the respondent belongs to. In the following 

section the methodology of content analysis is explained in 

more detail. 

Methodology of Content Analysis 

The discussion of content analysis methodology is based 

on Krippendorf's overview of the technique and includes the 

following steps (1980, p. 170): 

- applying the framework for content analysis 

- searching for suitable data 

- searching for contextual knowledge 

- developing plans for unitizing and sampling 

- developing coding instructions 

- searching for contextually justifiable procedures 

- deciding on qualitative standards. 

Applying the framework for content analysis. A content 

analysis starts out with the researcher's task to clarify 

exactly what he or she wants to know about a phenomenon. 

Then a careful look has to be taken at the data that best 
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allows drawing inferences about that particular area of 

interest. 

In this study content analysis was applied as a 

preliminary tool to investigate respondents' comments in 

terms of positive commenting, intensity of wording, and 

reference to the design rather than to any other issue 

related to the questionnaire. The results of the technique 

served the testing of hypothesis (H7) considering the 

association between commenters• level of life satisfaction 

and positive commenting, hypothesis (H8) which was concerned 

with the intensity of wording and commenters' national 

background, and the five research propositions (PI through 

P5) examining a possible relationship between certain 

commenters' characteristics and interest in the design father 

than in any other issue related to the questionnaire. 

Searching for suitable data. "Anything connected with 

the phenomena of interest qualifies as data for content 

analysis" (Krippendorf 1980, p. 171). Therefore, the 

questionnaire of an existing study designed to measure 

students' "Attitudes Toward Foreign Products" (Crawford and 

Garland 1984) was used. At the end of the nine-page 

questionnaire a section for comments or questions was 

provided. The respondent was free to make any suggestions 

regarding the survey or share any other ideas that came into 

his mind. It was this section of the questionnaire which 
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provided the data for the application of content 

analysis. 

Search for contextual knowledge,—The empirical 

connection between data and what is to be inferred from this 

data is important in any content analysis. Some of the 

typical sources of contextual knowledge were used, such as 

"experiences with the context of data" and "representative 

interpreters," e.g., experts on the symbolic qualities of the 

data. These sources were available since the coders who 

analyzed the comments were familiar with the survey on 

imported products for a longer period of time and already had 

exposure to data that was generated from the United States 

and India. 

Unitizing and sampling.—The next step was the unitizing 

and sampling process. " . . . empirical research requires a 

multitude of information bearing units: 'data.1 Unitizing 

involves defining these units, separating them along their 

boundaries, and identifying them for subsequent analysis" 

(Krippendorf 1980, p. 57). The sampling units were drawn 

from the American, West German, and Japanese students who 

completed and returned the questionnaire. Among the 

responses only those which included comments were classified 

as useful to the content analysis process. This section with 

the actual comment was determined to be the recording unit 

and was delineated from the other portions of the 

questionnaire for further investigation. The commenters' 
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single words, sentences, paragraphs, possibly even pictures 

that indicated different thoughts, formed the context units. 

The context units were categorized into thematically 

consistent groups. These categories were established after 

the data collection process was completed. It should be 

mentioned that it is one of the main obstacles of content 

analysis to reliably identify the thematic units of a given 

data set. Even well trained observers may come up with 

slightly different topic areas. It seems the more 

knowledgeable the researchers involved are, and the more they 

share the same training and experience, the higher the level 

of reliability can be accomplished. 

Development of coding instructions. The next task was 

to develop coding procedures. In order to increase the level 

of reliability, at least two observers had to be involved in 

this step. Each of them had to work independently on a first 

draft consisting of major themes and subthemes they felt had 

been addressed based on their knowledge and experience with 

the data set. The observers' coding schemes were compared 

and went through repeated revisions in terms of adding, 

eliminating and classifying topics that could possibly be 

mentioned in the comments until the final coding set was 

accomplished (Appendix G). 

Scales were developed for the thematic units according 

to which each of the comments was rated. In the 
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pilot study seven-point-rating scales in the form of semantic 

differentials turned out to be a workable option, and were 

therefore applied in this study. An example clarifies the 

way the scales were used. For instance, when investigating 

the variable positive commenting, the thematic unit in the 

coding scheme was "attitude toward overall questionnaire." 

The topic was rated on a scale from one to seven, the bipolar 

adjectives being "negative" and "positive." Negative was 

assigned a one, representing an extremely negative attitude 

toward the questionnaire and positive was assigned a seven 

indicating an extremely positive attitude toward the 

questionnaire. The number four was considered neutral. The 

scales had to be revised until the coding definitions were 

completely clear to both analysts. Then the analysts could 

go through the coding of all the comments that were generated 

during the data collection process. 

Search for contextually justifiable procedures. After 

the coding was completed, the next step involved searching 

for contextually justifiable procedures. A variety of 

analytical techniques can be applied when using content 

analysis, such as clustering, discriminant, and contingency 

analysis. Since a small sample size was expected in this 

study, nonparametric statistics, e.g., frequency 

distribution, Pearson Correlation Coefficient, and cross 

tabulations seemed most appropriate. However, the various 
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statistical techniques are more thoroughly explained in the 

following section of this chapter, which discusses the 

testing of the hypotheses and research propositions. 

Decisions on Qualitative standards. In content analysis 

qualitative standards are usually concerned with reliability 

and validity. A high level of reliability ensures that 

different researchers using the same data but working under 

different circumstances are able to generate the same 

findings. "Reliability is expressed as a function of the 

agreement achieved among coders regarding the assignment of 

units to categories. If agreement among coders is perfect 

for all units, then reliability is assured" (Krippendorf 

1980, p. 133). To obtain the highest possible level of 

agreement, the following methods had to be applied. Each of 

the coders established a scheme of thematic units. During a 

sample run, the categories were revised and classified until 

both individuals had the same definition of each category in 

mind. The subsequent coding process of commenters was also 

carried out independently, and finally the results were 

compared. If disagreement on categorizing and rating a 

certain comment still occurred, the case was reviewed 

cooperatively by both analysts at the same time until they 

could agree upon the appropriate thematic unit. Overall, a 

rather high level of reliability could be secured by 

following this coding process. The reliability rate for the 
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content analysis of the American comments turned out to be 

97.9 percent and for the German and Japanese set a rate of 

98.5 percent and 98.4 percent, respectively, could be 

achieved. 

"'Validity1 designates that quality of research results 

which leads one to accept them as indisputable facts. ... We 

speak of a measuring instrument as being valid if it measures 

what it is designed to measure, and we consider a content 

analysis valid to the extent its inferences are upheld in the 

face of independently obtained evidence" (Krippendorf 1980, 

p. 155). Validity is probably the most difficult problem in 

the methodology of content analysis. The two coders may 

agree on the same categories and ratings of the comments, yet 

they may still be wrong because they might share the same 

false background information or the same prejudices. The 

distinction is made between internal validity and external 

validity. Internal validity is merely another term for 

reliability. It employs criteria that are internal to an 

analysis and evaluate whether research findings have anything 

to do with the data at hand without saying that" (Krippendorf 

1980, p. 156). Furthermore, to ensure that the analytical 

results represent what they claim to represent, external 

validity criteria have to be considered by the researcher. 

"External validity assesses the degree to which variations 

inside the process of analysis corresponds to variations 
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outside that process and whether findings represent the real 

phenomena in the context of data as claimed" (Krippendorf 

1980, p. 156). In this case, the focus was on external 

validity which requires that content analysis procedures are 

context sensitive. External validity of the process is 

achieved by ensuring construct validation. Construct 

validity or process-oriented validity "is concerned 

principally with the nature of the analytical construct which 

is accepted or rejected on the basis of a demonstrated 

structural—functional correspondence of the processes and 

categories of an analysis with accepted theories, models, and 

knowledge of the context from which data stem" (Krippendorf 

1980, p. 158). Four sources can be identified as being 

useful in validating an analytical procedure. They include: 

- past successes with similar constructs and/or similar 
situations 

- experiences with the context of available data 

- established theories and models of the contextual 
dependencies of data 

- representative interpreters and experts (Krjippendorf 
1980, p. 167). 

In the pilot study some of the categories were similar 

to the ones that were used in this study, such as the 

category of "questionnaire design" and "attitude toward the 

overall questionnaire." Also, accomplishing a reliability 

rate of approximately 90 percent in the first trial run of 

categorizing American and Indian students' comments into a 
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rather complex coding scheme consisting of seven major 

thematic units, each with an average of six subtopics, was 

considered a success. In this study, the main focus was not 

on different interests of specific questionnaire issues, but 

on commenters' (1) interest in either the "questionnaire 

design" or "other issues related to the questionnaire," (2) 

overall attitude toward the questionnaire, and (3) intensity 

of wording the comments. Therefore, the coding scheme was 

less extensive than in the pilot study. 

Experience with the context of data was at hand, since 

the coders involved in this content analysis process had long 

been familiar with the foreign product survey, the design of 

its questionnaire, and the first data set generated among 

American and Indian students. Also, this level of exposure 

and expertise with the overall survey justified why the 

coders seemed to be the most appropriate representative 

interpreters of the comments. 

Established theories and models of the contextual 

dependencies of the data did not exist which was considered 

to be a weakness in the validation process. It was an 

additional limitation of the study which had to be kept in 

mind when analyzing the results of the content analysis 

process. 

In the final section of this chapter, the various 

statistical applications used to test the hypotheses and 

research propositions are presented. 
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Testing of Hypotheses and Research Propositions 

After the preparation of variables for analysis was 

completed, the data was exposed to a number of various 

statistical tests utilizing the most recent version of the 

Statistical Package for Social Sciences called SPSS* (SPSS 

Inc. 1983). 

In this study, nonparametric statistical techniques were 

applied. Since a convenience sample was used and a small 

sample size anticipated, the shape of the population 

distribution was unknown and, therefore, nonparametric 

statistics seemed appropriate for this analysis, even if they 

are not as powerful as their parametric counterparts (Norusis 

1982) . 

Probably one of the most common forms of data 

representation is the use of frequencies which was also 

applied to this sample set. It primarily serves the purpose 

of summarizing data. "Procedure FREQUENCIES produces a table 

of frequency counts and percentages for the values of various 

variables (SPSS Inc. 1983, p. 265). Among other available 

statistics, the mean, median, mode, and standard deviation 

are provided. It should be clearly stated that frequencies 

do not mean much by themselves, but are helpful in terms of 

indicative qualities. In this case, the procedure will 

summarized the frequency of each of the variables included in 

the hypotheses and research propositions. 
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Based on the anticipation of a small sample size the 

hypotheses and propositions of this study had been stated as 

if they were functioning independently from each other. 

Therefore, before proceeding with the investigation of the 

proposed relationships some preliminary testing procedures 

were included which examined the complete data set, i.e., all 

questionnaires with or without a commentary, for any 

interactions among the relevant personality, socio-

demographic, and nationality variables. The idea and 

methodology on which the preliminary tests were based are as 

follows. The testing can be done at three separate levels. 

At the first level it is investigated whether any 

interdependence exists between personality variables and 

response style. It is possible that individuals who either 

check extreme scale responses or indicate the tendency to 

answer questionnaire items positively, will also show similar 

patterns of response on commenting. If there is a 

relationship between commenting behavior and response style, 

the finding could confound the source of the influence on 

commenting. The response style of the relevant personality 

items and the response style on a set of nonrelevant items 

using the same scale is compared to determine whether or not 

there are any response style effects in the data sets. If 

there ^^6 no response style patterns in the relevant versus 

nonrelevant items, the personality variables are assumed to 

independently measure commenting, and consequently the 
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preliminary testing procedure would be complete. If the 

results do indicate a likely interaction between nonrelevant 

and relevant questionnaire items and response style, the 

investigation of the data proceeds at the second level, i.e., 

the testing of any interactions between sociodemographic and 

personality variables (or response styles if that occurs to 

be significant). 

At this stage the sociodemographic characteristics of 

age, gender, and social class are specifically analyzed with 

regard to any relationships with the personality items. For 

instance, individuals in a younger age category may have a 

^ifferent personality perception of themselves than those in 

an older age category. If findings fail to demonstrate any 

interactions, it is assumed that the sociodemographic 

variables independently contribute to the measurement of 

commenting. However, if any interactions do prove to be 

significant, the investigation continues at the third testing 

level which is directed at nationality. 

At this level possible interdependence for the 

personality items and nationality and the sociodemographic 

variables and nationality are examined. For example, since 

it is possible, following HofSteele's four factor theory of 

culture, that gender role differentiation is more extreme in 

Japan than in the United States or West Germany, there may 

exist interactions among these variables. To be a 
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woman in the United States is not necessarily the same as to 

be a woman in Japan. If no relationship is found between the 

sociodemographic and nationality and between the personality 

items and nationality, it is assumed that the variable 

nationality is an independent measurement of commenting. 

However, if any interactions are found among the three 

variable sets of personality, sociodemographics, and 

nationality, the finding is included as a limitation of the 

study. 

The preliminary testing procedures described above are 

based on the following methodology, when investigating for 

any relationships between the personality items and response 

style, the rating scales for the three relevant personality 

items measuring self-worth (a summate across two items) and 

accomplishment and for three nonrelevant questionnaire items 

utilizing the same scale are categorized into two groups. 

Respondents checking the rating 1 or 7 are considered as 

demonstrating extreme response style and respondents checking 

any of the other rating possibilities are considered as 

demonstrating moderate response style. After generating the 

sum of extreme responses and the sum of moderate responses 

for both the relevant and nonrelevant questionnaire items in 

this study, a 2 x 2 cross tabulation procedure is applied to 

the two variable sets, i.e., personality items as opposed to 

the nonrelevant questionnaire items. The chi-square 
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technique which is included in the cross tabulation at the 

.05 significance level, indicates whether or not interaction 

exists between personality variables and response style. The 

same categorization into extreme and moderate response style 

is done for the three personality items measuring life 

satisfaction, which are drawn from the happy face, 

thermometer, and semantic differential scales in the 

questionnaire. The sum of extreme responses and the sum of 

moderate responses for both the relevant personality items 

and a set of nonrelevant questionnaire items from the same 

scales is generated, followed by the 2 x 2 cross tabulation 

routine, and the chi-square testing for any possible 

interaction between the personality variable life 

satisfaction and response style. The same procedure is 

applied to individuals showing a tendency to answer 

questionnaire items positively. Respondents checking the 

positive ratings of the "delighted-terrible" scale, the happy 

face, thermometer and semantic differential scales on the 

questionnaire are categorized as demonstrating a positive 

response style, whereas respondents checking any of the other 

rating alternatives are considered as demonstrating a 

negative response style. 

When investigating the personality items with regard to 

their relationships to the sociodemographic variables at the 

second level of testing, a cross-tabulation can be 
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established as follows. For each of the personality 

variables, the table can take a 7 x 3 x 2 x 2 format, e.g., 

personality being measured on a seven-point scale, age being 

possibly categorized into three age groups, gender 

categorized into male and female, and social class possibly 

being ranked into high and low groups. The chi-square 

indicates the existence of any interaction between these two 

variable sets. 

At the third level of testing four sets of cross 

tabulations are set up individually for nationality and age 

(3 x 3), nationality and gender (3 x 2), nationality and 

social class (3 x 2), as well as nationality and the 

personality items ( 3 x 3 repeated six times). The chi-square 

routine tests for any interaction at the .05 significance 

level. After the preliminary testing procedures have been 

completed, the primary investigation of the hypotheses and 

research propositions is continued. 

This study consisted of an examination of bivariate or 

two-variable associations. A first step in measuring these 

associations is the application of cross tabulations. 

"Procedure CROSSTABS produces tables that are the joint 

distribution of two or more variables that have a limited 

number of distinct values. The frequency distribution of one 

variable is subdivided according to the values of one or more 
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variables. The unique combination of values for two 

variables defines a cell, the basic element of all tables" 

(SPSS Inc. 1983, p. 287). It has been recommended that all 

expected frequencies in one cell consist of at least five 

cases. Besides cell counts, one can also obtain cell 

percentages, expected values, residuals, and optional 

measures of association. 

One of those optional association measures is the chi-

square analysis technique which generally has the following 

objectives: 

1. "Determining the significance of sample deviations 
from assumed theoretical distributions; that is, 
finding out whether certain models fit the data. 
This application is typically called 'goodness of 
fit' testing. 

2. Determining the significance of the relationship 
between two or more sample classifications; that 
is, testing whether sets of data are associated 
with respect to specific attitudes" (Green and Tull 
1975, p. 353). 

The SPSS* package provides the crosstabs• optional chi-

square measure using Fisher's exact test computations if 

there are twenty or fewer cases in the 2 X 2 table; Yates' 

corrected chi-square is computed for all other 2 X 2 tables 

(SPSS Inc. 1983). 

So far the interest is on testing the statistical 

independence of two variables or the observed significance 

level of the test. Another optional measure that can be 

provided in crosstabs is the contingency coefficient. It is 
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a descriptive measure of the degree of association between 

two (or more) nominal variables" (Green and Tull 1975, 

p. 358). 

The cross tabulation procedure including the optional 

statistics of chi-square and the contingency coefficient were 

applied to the following hypotheses and research propositions 

and which were related to the demographic items in the 

questionnaire: 

Hi: Male respondents will demonstrate a higher propensity 
to comment on the questionnaire than the female 
respondents. 

H2: The older the respondents, the lower the propensity to 
comment on the questionnaire. 

H3: The higher the respondents' social class, the higher the 
propensity to comment on the questionnaire. 

H4: U.S. and West German respondents will show a higher 
propensity to comment on a questionnaire in contrast 
to Japanese respondents. 

PI: Male and female commenters will direct their comments 
more to the design than to other issues related to the 
questionnaire. 

P2: The younger the commenters, the more they will direct 
their comments toward the design rather than to other 
issues related to the questionnaire. 

P3: The lower the commenters' social class, the more the 
commenters will comment on the design rather than on 
other issues related to the questionnaire. 

P4: U.S. and West German commenters will direct their 
comments more to the design than the Japanese 
commenters. 

Except for age, all of the included variables were 

nominally measured. These measures provide some indication 
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of the strength of association between variables, but cannot 

indicate any direction or anything about the nature of the 

relationship. The definition of nominal scales explains why. 

A nominal scale is "a measurement in which numbers are simply 

assigned to objects or classes of objects solely for the 

purpose of identification" (Churchill 1979, p. 655). The 

variable age is a ratio scale, that is "a measurement that 

has a natural or absolute zero and therefore allows the 

comparison of absolute magnitudes of the numbers" (Churchill 

1979, p. 656). Since it was tested whether older respondents 

demonstrate a lower propensity to comment and whether younger 

commenters are more likely to direct their comments toward 

the design rather than to any other questionnaire issues, age 

was broken into various age categories. The categorization 

depended on the outcome of the range of frequencies for the 

variable which changed it into an ordinal scale, "a 

measurement in which numbers are assigned to data on the 

basis of some order (for example, more than, greater than) of 

the objects" (Churchill 1979, p. 655). Therefore, ordinal 

measures generate additional information based on the 

possibility of ranking the data. 

The remaining hypotheses and research propositions 

considered a combination of nominal and interval-like scales 

and were related to the questionnaire items on feelings of 

self-worth, personal accomplishment and life satisfaction as 

well as on commenters' intensity of wording: 
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H5: Respondents demonstrating a low feeling of self-worth 
will show a lower propensity to comment than those 
demonstrating a high feeling of self-worth. 

H6: Respondents showing a high level of personal accom-
plishment will show a higher propensity to comment than 
those who have a low level of personal accomplishment. 

H7: Commenters showing greater life satisfaction are more 
likely to provide a positive comment on the 

questionnaire. 

H8: U.S. and West German commenters will use more extreme 
intensity of wording their comments versus a moderate 
level of intensity used by Japanese commenters. 

P5: Commenters showing a low feeling of self-worth 
will show more interest in the design than in other 
issues related to the questionnaire. 

P6: Commenters showing a low level of personal accom-
plishment will comment more on the questionnaire design 
than on other issues. 

An interval scale is "a measurement in which the 

assigned numbers legitimately allow the comparison of the 

size of the differences among and between members" (Churchill 

1979, p. 654). A technique useful to describe and summarize 

the strength of association between nominal-interval data is 

the correlation coefficient. The Pearson Correlation 

Coefficient "r" is specifically applicable when a small 

sample size is involved. Procedure "PEARSON CORR produces 

one or more matrices of correlation coefficients. For each 

coefficient, PEARSON CORR prints the number of cases used and 

the significance level" (SPSS Inc. 1983, p. 579). One should 

note, however, that just because a correlation has been 

found, the conclusion that correlation automatically implies 

causation, cannot be drawn (Norusis 1982). 
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In this chapter the research design and its rationale 

have been outlined. It was decided that a descriptive design 

is appropriate for the testing of the hypotheses, while an 

exploratory design is more applicable for the investigation 

of the research propositions. Next, the sampling size was 

determined based on budgetary constraints, judgment and the 

achievement of computational stability. The overall 

instrument and specific questionnaire items were described 

and the data collection procedures explained. Finally, the 

process of preparing the variables for analysis, including an 

introduction to the methodology of content analysis, and a 

variety of nonparametric statistical techniques testing the 

hypotheses and research propositions of this study were 

discussed. 



CHAPTER V 

FINDINGS 

The purpose of this chapter is to present the findings 

of the data analysis and to interpret these results in 

relationship to the proposed hypotheses and research 

propositions. The discussion also includes the findings of 

the preliminary testing procedure investigating for possible 

interactions between the variables used in this study. 

Though the study has several limitations and is exploratory 

in nature, the knowledge obtained about commenters on 

international marketing questionnaires reveals a yet 

unexplored source of information for the development of 

international questionnaire designs and thus contributes a 

new area of investigation to the field of international 

marketing research methodology. 

The objectives of this study were (1) to discover 

whether commenters and non-commenters on a questionnaire 

differ along sociodemographic dimensions such as gender, age, 

and social class, among different nationalities, i.e., the 

United States, West Germany and Japan, and on personality 

items such as feelings of self-worth and personal 

114 
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accomplishment; (2) to determine whether commenters with a 

greater life satisfaction will be more likely to provide 

positive comments; (3) to determine whether commenters* will 

differ in intensity of wording based on their national 

background; and (4) to discover whether commenters differ in 

their propensity to comment on the design rather than on 

other issues related to the questionnaire based on their 

differences in sociodemographics such as age, gender, social 

class, nationality, and on the personality items feelings of 

s®lf~worth and personal accomplishment. Data were collected 

utilizing the techniques explained in the methodology chapter 

of this dissertation. Following the reporting of the 

®Urinary testing results, the data are presented and 

analyzed in terms of the four main objectives which were 

stated as hypotheses and research propositions. 

Preliminary Testing Results on the Interaction 
of Variables Used in the Study 

The purpose of the preliminary testing procedures was to 

examine whether any interactions exist among the personality, 

sociodemographic, and nationality variables relevant to this 

study. First, the relationship between personality items and 

response style, i.e., extreme checking of rating scales, was 

investigated. In the cross tabulations applied to the 

complete data set, which included the United States, West 

Germany, and Japan, with one exception, a significance level 
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°f at least .05 or 95 percent for the relevant personality 

items and nonrelevant questionnaire items was found (Appendix 

C, Number 1). Thus, a relationship between source of items 

(i.e. relevant or irrelevant items using the same scale) and 

response style does exist. Therefore, on the measures to be 

used to analyze personality and commenting there is a 

confounding effect between personality and response style. 

The same outcome was shown when running separate tests for 

the United States and Japan in eight out of twelve cases. 

However, in the German data set, the source of the items was 

independent from response style in all but one case 

(Appendix C, Number 1). 

When investigating the same relevant personality items 

and nonrelevant questionnaire items with regard to the 

respondents' positive checking of rating scales, which 

constituted the second form of response style in this study, 

the same overall findings were found. With few exceptions, 

interactions between source of items and response style were 

found in the data set including all three countries and in 

the individual country tests (Appendix C, Number 2). 

Therefore, since the personality variables did not turn out 

to be independent from response style, an investigation of 

possible interaction between personality variables and 

sociodemographic variables was justified. 

At this second testing level, cross tabulations for the 

relevant personality items and sociodemographic variables had 
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to be run separately, i.e., personality items by age ( 3 x 3 

table), by sex ( 3 x 2 table), and by job ( 3 x 2 table), in 

order to avoid too many empty cells. When examining for any 

relationships on an individual country basis, in general, 

findings did not show any acceptable significance levels for 

each respective country (Appendix C, Number 3). The outcome 

indicates that the sociodemographic items are independent 

from personality items. On the other hand, when testing the 

pooled country data, almost all personality items and 

respective demographic variables were significant (Appendix 

C, Number 3). This finding may not necessarily be the result 

of interaction between the two variable sets, but may be the 

effect of size, since the data of all three countries were 

combined. However, based on this last outcome indicating a 

possible interaction between sociodemographic and personality 

items, it seemed appropriate to proceed to the third testing 

level which includes the nationality variable. 

At this particular stage the cross tabulation run 

consisted of the pooled countries only. The findings for all 

tables, i.e., countries by age, by gender, by job and by the 

various personality items, turned out to be significant 

(Appendix C, Number 4). Therefore, there is a relationship 

between nationality and sociodemographic and between 

nationality and personality items. (A cross tabulation 

combining all three variable sets at the same time could not 
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be administered, because of too many empty cells in the 

tables.) 

In all, it was found that personality items and response 

style as well as sociodemographic characteristics and 

nationality constitute interrelated variables. The only 

exception that could be determined was the independence of 

sociodemographic variables from personality items when tested 

on an individual country basis. The fact that an interaction 

exists between all of these stated variable sets is accepted 

as a limitation of this study. 

Before going into the actual reporting of potentially 

significant associations stated in the hypotheses and 

research propositions, some of the major results of the 

frequencies distributions for each respective country 

involved in the study are presented next. 

Results of the Major Frequency Distributions 
for the Three Country Sets 

The following brief presentation of the major frequency 

distributions for the three country sets serves the purpose 

of providing an overall summary of the data and already 

reveals some indicative qualities for the American, West 

German, and Japanese samples (Table III). Where applicable, 

additional frequency findings are included in the detailed 

discussion of the hypotheses and propositions. 
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TABLE III 

SUMMARY OF THE MAJOR FREQUENCIES DISTRIBUTIONS 
FOR THE THREE COUNTRY SETS 

Country Topic Frequency Percent 

United States Number of Cases 536 100.0 
Number of Commenters 115 21.5 

Male 257 47.9 
Female 248 46.3 
Did Not Indicate Gender 31 5.8 

Age: < 25 423 78.9 
25 - 34 70 13.1 
> 35 10 1.9 

Did Not Indicate Age 33 6.2 

Father's Job: 
Higher Social Status 103 19.2 
Lower Social Status 397 74.1 
Did Not Indicate Job 36 6.7 

West Germany Number of Cases 229 100.0 
Number of Commenters 66 28.8 

Male 166 72.5 
Female 33 14.4 
Did Not Indicate Gender 30 13.1 

Age: < 25 130 56.8 
25 - 34 67 29.3 
> 35 1 .4 

Did Not Indicate Age 31 13.5 

Father's Job: 
Higher Social Status 79 34.5 
Lower Social Status 114 49.8 
Did Not Indicate Job 36 15.7 
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Country Topic Frequency Percent 

Japan Number of Cases 231 100.0 
Number of Commenters 55 23.8 

Male 208 90.0 
Female 22 9.5 
Did Not Indicate Gender 1 .4 

Age: < 25 220 95.3 
25 - 34 6 2.6 
> 35 1 .4 

Did Not Indicate Age 4 1.7 

Father's Job: 
Higher Social Status 109 47.2 
Lower Social Status 119 51.5 
Did Not Indicate Job 3 1.3 
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The American sample set consisted of 536 usable cases. 

The complete set consisted of 596 cases but, as was mentioned 

in the methodology chapter, foreign students were not 

included in this study. The number of American commenters 

amounted to 115 cases or 21.5 percent. Therefore, 

approximately every fifth respondent provided a voluntary 

comment on the questionnaire, a finding which was also 

recognized in the pilot study prior to this dissertation. 

The number of usable cases that could be collected for the 

Japanese sample set consisted of 231 responses with comments 

accounting for 55 cases or 24 percent. As in the pilot 

study, the percentage of commenters from an Eastern culture 

was higher than that of the American commenters amounting to 

approximately every fourth respondent who provided a 

voluntary comment. The West German sample consisted of 229 

usable cases including 29 percent or 66 commenters. Almost 

every third German respondent provided a commentary. 

The administration of the marketing questionnaire 

underlying this study seemed most justifiable in a business 

context, i.e., the target group consisted of students in 

business administration in the three respective countries. 

It may explain the ratio of male versus female students among 

the respondents, in the American set the percentage of male 

and female students was approximately the same (48 percent 

and 46 percent respectively; 6 percent did not indicate their 
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gender). The ratio of males versus females turned out to be 

drastically different among German (5 males: 1 female) and 

Japanese (9 males: 1 female) respondents, who had marked 

their gender. It appears that in the United States it is 

already more common for females to enter business programs at 

the university level than in European countries, and even 

less in strongly tradition oriented cultures like Japan. 

Since the target group of this study focused on 

students, the age distribution in the three country sets 

indicated expected results, i.e., the largest age category 

consisted of students twenty-four years of age or under, the 

second category which was considerably smaller, consisted of 

students between twenty-five and thirty-four years of age, 

and the third and smallest group consisted of students 

thirty-five years of age and above. One should note, that in 

contrast to the American and Japanese sample (13 percent and 

3 percent respectively), the German set showed a relatively 

larger group of students (close to 30 percent) in the second 

age category (25-34 years of age). 

The results for father's occupation measuring social 

class also turned out as anticipated, it was expected that 

the group of management oriented jobs symbolizing higher 

social status such as "professional," "managerial," and 

"self-employed," would constitute a smaller percent, whereas 

the occupational categories "farmer," "clerical," "skilled," 
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"unskilled," and "other" measuring a lower social status, 

would constitute the larger percentage in the various 

samples. This outcome was confirmed in all three countries 

(Table III). A closer look will now be taken at the cross 

tabulations that provided some information about the 

relationships between commenting and specific respondent 

characteristics. 

Findings Related to the First Major Objective 

The first major objective addressed was to discover 

whether commenters and non-commenters on a marketing 

questionnaire differ based on their sociodemographic, 

nationality, and personality background. The particular 

objective was expressed by the following hypotheses: 

Hi: Male respondents will demonstrate a higher 
propensity to comment on the questionnaire than the 
female respondents. 

The older the respondent, the lower the propensity 
to comment on the questionnaire. 

The higher the respondents' social class, the 
lgher the propensity to comment on the 

questionnaire. 

H4: u-s- a n ^ West German respondents will show a higher 
propensity to comment on a questionnaire in 
contrast to Japanese respondents. 

H5: Respondents demonstrating a low feeling of self-
worth will show a lower propensity to comment than 
those demonstrating a high feeling of self-worth. 

H6: Respondents showing a high level of personal 
accomplishment will show a higher propensity to 
comment than those who have a low level of personal 
accomplishment. 

H2 

H3 ; 
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A summary of the statistical results (Table IV) is presented 

at the end of this section. 

First, it was stated that male respondents will 

demonstrate a greater propensity to comment on a marketing 

questionnaire than female respondents (HI), it was found 

that the relationship between commenting and gender was only 

significant for the American sample at the .01 level. No 

interaction between the two variables could be discovered in 

the Japanese and West German set. The reasoning for this 

latter phenomenon may be the small number of female 

participants in these two sets. Among the American students, 

however, the direction of the hypothesis was confirmed, i.e., 

27 percent of the male respondents and only 18 percent of the 

female respondents had provided a commentary on the 

questionnaire. Consequently, the male respondents did show a 

higher propensity to comment than their female colleagues. 

The next hypothesis stated that the older the 

respondents, the lower the propensity to comment on the 

questionnaire (H2). No interaction was found between 

commenting and age in any of the three country sets. 

In the following hypothesis it was proposed that the 

higher the respondents' social class, the higher the 

propensity to comment on a questionnaire (H3). While no 

interaction between these two variables could be found in the 

American sample, interdependence between commenting and 

social class turned out to be significant at the .01 level in 



125 

the Japanese set and, to a marginal extent, in the German set 

at the .06 significance level. Even though the results were 

significant, the hypothesis was rejected, since the findings 

did not indicate the direction hypothesized. In fact, among 

the 109 Japanese respondents who belonged to the higher 

social status group, 84 percent did not provide a comment. 

Among the 119 respondents belonging to the lower social 

status group, 69 percent did not provide a comment. In 

general, it was found that in both the Japanese and the West 

German sample respondents with a lower social class 

background had a higher propensity to comment (Japanese 

commenters 31 percent and German commenters 37 percent) than 

respondents coming from a higher social class (Japanese 

commenters 17 percent and German commenters 24 percent) 

The fourth hypothesis was related to the variable 

nationality. It was stated that American and West German 

respondents will show a higher propensity to comment on a 

questionnaire than Japanese respondents (H4). When testing 

the propensity to comment in relation to the American versus 

Japanese nationalities, the Japanese versus the German 

nationalities, and the American and German versus the 

Japanese nationalities, none of the results turned out to be 

significant. Therefore, no interaction could be found 

between the variables nationality and commenting. The 

frequencies (Table III) indicated 21.5 percent of the 

American and 23.8 percent of the Japanese respondents 
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provided a commentary. The German set produced the highest 

rate of commenters (28.8 percent). 

The following two hypotheses focused on commenting and 

personality traits. Since the data consisted of a 

combination of nominal-interval like scales, the testing of 

variable associations was done by utilizing the Pearson 

Correlation Coefficient. It was hypothesized that 

respondents demonstrating a low feeling of self-worth will 

show a lower propensity to comment than those demonstrating a 

high feeling of self-worth (H5). Except for a marginally 

acceptable significance level (P = .08) which could be 

discovered in the American set indicating a potential 

relationship between commenting and self-worth, the 

association did not turn out to be significant in the other 

two country sets. However, the result among the American 

respondents seems to justify a future investigation into this 

relationship. 

The other hypothesis relating to a personality factor 

stated that respondents showing a high level of personal 

accomplishment will show a higher propensity to comment than 

those who have a low level of personal accomplishment (H6). 

In all three country sets the relationship between commenting 

and personal accomplishments was not significant, therefore, 

no interaction between the two variables could be determined. 

The following Table IV presents the major results relating to 
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the first objective of this study. (Cross tabulation results 

are shown in Appendix F.) 

In summary, it was found that there exists an 

interdependence between commenting and gender among American 

respondents. The direction of the hypothesis, i.e., male 

respondents have a higher propensity to comment than female 

respondents, was confirmed. Also, a marginally acceptable 

significance level was found in terms of the variables 

commenting and self-worth in the American set indicating a 

potential relationship between the two variables. By 

contrast, the hypotheses relating to age, social class, 

nationality, and the personality item personal accomplishment 

could not be confirmed in any of the three country samples. 

Findings Related to the Second Major Objective 

The second major objective was directed at the 

determination of an interdependence between commenters1 life 

satisfaction and positive commentaries on a marketing 

questionnaire. It was hypothesized that commenters showing 

9^s^ter life satisfaction are more likely to provide a 

positive comment on a questionnaire (H7). Since these 

variables were measured by nominal-interval data, the Pearson 

Correlation Coefficient was applied to test the significance 

of their association. The results for the American and 

Japanese samples were not significant, therefore did not 

disclose a relationship between commenters' life satisfaction 
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and positive commenting. An exception turned out to be the 

German sample which showed a marginally acceptable 

significance level (Table V). 

TABLE V 

PEARSON CORRELATION RESULTS RELATED TO THE SECOND OBJECTIVE 
INCLUDING LIFE SATISFACTION AND POSITIVE COMMENTING 

Variables USA West Germany Japan 

H7: Life Satisfaction 
and Positive 
Commenting 

.0422 
(108) 
P = .332 

.1658 
(63) 
P = .097 

.1230 
(55) 
P = .186 

Therefore, the possibility of an interaction between the 

two respective variables does exist. The marginal 

significance level may have been the result of the small 

sample size which consisted of 63 usable cases tested for 

this hypothesis. In conclusion, there appears to be 

sufficient reason to further examine the possibility of a 

relationship between commenters' life satisfaction, i.e., 

their positive checking of the three satisfaction scales in 

the questionnaire and positive commenting behavior. 

Findings Related to the Third Major Objective 

The third major objective addressed the issue of 

commenters' difference in intensity of wording based on their 

national background. It was stated that American and West 
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German commenters will use more extreme intensity of wording 

their comments versus a moderate level of intensity used by 

Japanese commenters (H8). Because of the nature of the data, 

(nominal-interval), the Pearson Correlation Coefficient 

seemed appropriate. In all three instances, i.e., when 

testing intensity of wording with the United States versus 

Japan, West Germany versus Japan, and the United States and 

West Germany versus Japan, respectively, the relationship 

between intensity and nationality turned out to be 

significant (Table VI). Not only the interaction between the 

two variables was confirmed, but also the direction of the 

hypothesis. In all three country sets a negative direction 

exists, therefore, a negative direction between the United 

States and Japan, between West Germany and Japan, and between 

the United States and West Germany versus Japan was shown 

supporting the hypothesis that American and West German 

commenters will phrase their commentaries in a more extreme 

style than their Japanese counterparts (Table VI). 

The frequency distributions revealed the same results. 

For instance, the variable intensity of wording was measured 

based on a semantic differential scale. The value "1" 

represented moderate intensity on one end and the value "7" 

represented extreme intensity on the other end of the scale. 

When examining the mean for the three country sets, for 

example, it was found that the average value for the American 
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and West German commenters was "5," therefore leanin9 toward 

the more extreme end of the scale, whereas the average value 

TABLE VI 

PEARSON CORRELATION RESULTS RELATED TO THE THIRD OBJECTIVE 
INCLUDING THE VARIABLES NATIONALITY 

AND INTENSITY OF WORDING 

Variables: H8: Country and Intensity 
Pearson 

Coefficient 

USA versus Japan 
-.2166 
(170) 
P = .002 

West Germany versus Japan -.3562 
(121) 
P = .000 

USA and West Germany versus Japan -.2344 
(236) 
P = .000 

among Japanese commenters turned out to be "4," symbolizing a 

more moderate style (Appendix D). The frequencies also 

showed that the majority of the American and German 

commenters (62 percent and 70 percent respectively) were 

rated as more extreme in their wording (represented by the 

rating values five, six and seven on the scale), while the 

majority of the Japanese commenters (56 percent) were rated 

as moderate in their wording (represented by the rating 

values one, two, three and four), a finding which further 

confirms this particular hypothesis. 
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Findings Related to the Fourth Major Objectives 

The fourth major objective was to determine whether 

commenters differ in their propensity to comment on the 

design rather than on other issues related to the 

questionnaire based on sociodemographic characteristics, 

cultural background, and personality traits. Since no 

previous research existed in this area, the objective was 

expressed in a number of research propositions. 

PI: Male and female commenters will direct their 
comments more to the design than to other issues 
related to the questionnaire. 

P2: The younger the commenters, the more they will 
direct their comments toward the design rather than 
toward other issues related to the questionnaire. 

P3: The lower the commenters' social class, the more 
the commenters will comment on the design rather 
than on other issues related to the questionnaire. 

P4: U.S. and West German commenters will direct their 
comments more to the design than the Japanese 
commenters. 

P5: Commenters showing a low feeling of self-worth will 
show more interest in the design than in other 
issues related to the questionnaire. 

P6: Commenters showing a low level of personal 
accomplishment will comment more on the design 
rather than on other questionnaire issues. 

The first four research propositions contain nominally 

measured data with the exception of age. The variable age, 

which was broken into three age categories, is based on an 

ordinal scale. Consequently, cross tabulations were utilized 
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to determine the associations formalized in these particular 

research propositions. 

First it was stated that male and female coromenters will 

direct their comments more to the design than to other issues 

related to the questionnaire (Pi). With the exception of the 

German set showing a significance level of .02, the 

relationship between the two variables gender and commenting 

on design was not significant, i.e., no interaction was found 

in the American and Japanese sample. However, among German 

commenters it was discovered that 54 percent of the females 

and 71 percent of the males had commented on the 

questionnaire design. An additional 14 percent of the males 

had commented on both the design and other issues related to 

the questionnaire. In general, the research proposition was 

confirmed for the German sample set. 

The second research proposition proposed that the 

younger the commenters, the more they will direct their 

comments toward the design rather than to other issues 

related to the questionnaire (P2), while the third 

proposition indicated that the lower the commenters' social 

class, the more the commenters will comment on the design 

rather than on other questionnaire issues (P3). Both 

research propositions had to be rejected. In all three 

country sets the relationships did not turn out to be 
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significant. Therefore/ no association between the 

respective variables could be supported. 

The following proposition stated that American and West 

German commenters will direct their comments more to the 

design than the Japanese commenters (P4). In fact, in all 

three country samples a significance level was discovered, 

which indicates a relationship between nationality and 

commenting on design (United States versus Japan was .001; 

West Germany versus Japan was .000; United States and West 

Germany versus Japan was .000). When testing these two 

variables in terms of the United States versus Japan, West 

Germany versus Japan, and the United States and Germany 

combined versus Japan, it was found that both the American 

and German commenters had directed their commentaries more to 

the design (49 percent and 68 percent respectively) than the 

Japanese commenters (20 percent). The results were as in 

Table VII. (More detailed cross tabulation findings are 

shown in Appendix F.) 

The frequency distributions (Appendix E) reveal some of 

the topics that were mentioned by the commenters. Among the 

topics relating to the design of the questionnaire such as 

translation, length, repetition, scales, size of print, 

space, and wording, the most frequently mentioned commentary 

by both the American and German students referred to the 
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repetitiveness of the questions (30 percent and 44 percent of 

the commenters in the respective countries). The next most 

often mentioned area was the wording of the questionnaire. 

TABLE VII 

CROSS TABULATION RESULTS FOR THE VARIABLES 
NATIONALITY AND COMMENTING ON DESIGN 

United States 
% Japan 

% 

Comment on Design Only 
Comment on Design/Other Issues 
Comment on Other Issues Only 

Significance Level: 0.001 

48.7 
14.8 
36.5 

20.0 
18.2 
61.8 

West Germany 
% Japan 

% 

Comment on Design Only 
Comment on Design/Other Issues 
Comment on Other Issues Only 

Significance Level: 0.000 

68.2 
12.1 
19.7 

20.0 
18.2 
61.8 

United States and 
West Germany 

% Japan 
% 

Comment on Design Only 
Comment on Design/Other Issues 
Comment on Other Issues Only 

Significance Level: 0.000 

55.8 
13.8 
30.4 

20.0 
18.2 
61.8 
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Approximately 18 percent of the American commenters and 24 

percent of the German commenters felt that the questionnaire 

was worded imprecisely. The third topic that followed in 

importance was the length of the questionnaire. A number of 

American and German students (11.3 percent and 16.6 percent 

respectively) felt that the survey was too long, in 

addition, about 6 percent of the American commenters felt 

that the print of the questionnaire was too small. When 

looking at the frequencies for the Japanese set, the most 

frequently mentioned design topic was the wording of the 

questions. About 18 percent of the Japanese commenters felt 

that the wording was imprecise. 

Other topics which did directly relate to the design 

included the respondent's effort in terms of the survey task, 

interest in results, greetings, thank you notes, pictures 

(instead of written expressions), and the survey's closeness 

to reality. The two most frequently mentioned topics for all 

three country sets were (in order of importance) the 

respondent's effort and the survey's closeness to reality. 

The West German (45 percent), American (23 percent) and 

Japanese (27 percent) commenters felt that it took a large 

amount of effort to complete the questionnaire. Also, among 

the Japanese commenters, 9 percent declared the survey as 

unrealistic to them. About 13 percent of the American 

commenters and 8 percent of the German commenters felt that 
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the questionnaire lacked closeness to reality. The remaining 

topics are not reported, because there existed either too few 

(less than five) or no cases at all in the three country 

sets. 

The last two research propositions referred to 

commenters' personality traits and their propensity to 

provide commentaries on the design rather than on other 

questionnaire issues. It was stated that commenters showing 

a low feeling of self-worth will show more interest in the 

design than in other issues related to the questionnaire (P5) 

and that commenters showing a low level of personal 

accomplishment will comment more on the questionnaire design 

than on other issues (P6). Both propositions consist of 

nominal-interval data. Therefore, the potential associations 

were tested by using the Pearson Correlation Coefficient. 

With the exception of an interaction between the variables 

commenting on design and low feeling of self-worth confirming 

the research proposition for the Japanese set, significant 

relationships could not be determined. Also, no association 

between the two variables commenting on design and low level 

of personal accomplishment was discovered in any of the three 

country sets. The results are presented in Table VIII. 

(Cross tabulation results are shown in Appendix F). 

In summary, it was found that the first proposition was 

confirmed for the German set. Both males and females among 
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the German commenters showed a higher propensity to comment 

on the design rather than on other issues related to the 

questionnaire. The fourth research proposition, which stated 

that American and West German commenters will mention the 

design in their commentaries at a (significantly) higher rate 

than their Japanese counterparts, was also supported. The 

proposition relating to the two variables commenting on 

design and self-worth turned out to be significant for the 

Japanese set only, it was therefore concluded that Japanese 

commenters with a lower feeling of self—worth have a higher 

tendency to make a commentary on the design than on other 

questionnaire issues. On the other hand, the research 

propositions with regard to the variables commenting on 

design in relation to age, job and personal accomplishment, 

respectively, were not significant and therefore did not 

disclose any relationship. It should be noted that even 

though no interaction among these latter variables was found, 

it may have been the small sample size (e.g., Germany = 66 

commenters; Japan = 55 commenters) which accounted for this 

particular outcome. 

The following chapter will present a summary of the 

research questions, their purpose and importance, the 

procedures employed and the findings obtained. Next, the 

research conclusions will be discussed and finally 

recommendations for future studies will also be presented. 



CHAPTER VI 

SUMMARY, RECOMMENDATIONS AND CONCLUSIONS 

The primary intent of this study was to conduct 

exploratory research to develop a profile of commenters 

versus non-commenters on international marketing 

questionnaires. This chapter includes a summary of this 

research question, its purpose and importance, the procedures 

employed and findings obtained. Research conclusions and 

recommendations for future studies are also presented. 

Research Questions Addressed in the Study 

The specific research questions addressed in this study 

were: (1) Is there a difference between commenters and non-

commenters on an international marketing questionnaire based 

on specific sociodemographic, nationality, and personality 

characteristics? (2) Are commenters with a greater life 

satisfaction more likely to provide positive comments? (3) 

Do commenters from a different cultural background use a 

different level of intensity in wording their commentaries? 

(4) Is there a difference between commenters commenting on 

the design rather than on other questionnaire issues based on 

specific sociodemographic, nationality, and personality 

characteristics. 

140 
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Nature and Scope of the Study 

This research was an exploratory study utilizing a 

cross-cultural marketing questionnaire measuring students' 

attitude toward imported versus domestic products. The 

instrument was either self—administered or sent to contact 

persons at universities in the United States, West Germany, 

and Japan. Among the 596 collected American responses, 536 

cases or 89.9 percent were usable. These participants had 

identified themselves as U.S. citizens. The complete 

Japanese set consisting of 231 questionnaires was included in 

the study. Among the 230 German respondents, all except one 

(the participant was of Finnish nationality), turned out to 

be usable for analysis purposes. The commentaries on the 

last page of the questionnaire were content analyzed and 

nonparametric statistical techniques applied to the data. 

The latter techniques were justified based on the resulting 

small sample size, i.e., not every respondent from the 

respective countries was also a commenter on the 

questionnaire (115 U.S. commenters, 66 West German 

commenters, and 55 Japanese commenters) and depending on the 

hypotheses or research propositions, the three sample sets 

had to be broken into even smaller groups. 

Restatement of Hypotheses, Research Propositions 
and Importance of the Study 

Eight conceptual hypotheses and six research 

propositions, developed to guide the survey research, were 
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tested. The hypotheses were derived from relevant literature 

on non-response items on questionnaires in the field of 

international marketing and cross-cultural psychology. 

Respondents' propensity to comment was tested with regard to 

the sociodemographic variables gender, age, social class, and 

nationality and the personality items feeling of self-worth 

and feeling of personal accomplishment. Respondents' 

positive commenting was examined in relation to their life 

satisfaction and intensity of wording was investigated in 

relation to commenters• national background. The six 

research propositions were based on the researcher's 

experience and observations generated from a pilot study 

concerning the voluntary commentaries among students from the 

United States and India. The six associations tested 

concerned the propensity to comment on the design (rather 

than on other questionnaire issues) in relation to the 

sociodemographic variables gender, age, social class, 

nationality, and the personality items feeling of self-worth 

and feeling of personal accomplishment. 

Until now no research existed on profiles of commenters 

versus non-commenters on international marketing 

questionnaires. The importance of such a study will be 

briefly summarized as follows: Findings about specific 

sociodemographic and personality characteristics in cross-

cultural marketing studies could lead to an instrument which 
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is more adjusted to commenters' national background and 

therefore a more effective instrument in gathering reliable 

data from foreign countries. The analysis of comments 

reveals more clearly the reasons why people respond in a 

certain fashion and therefore contributes to the 

comparability of data from different countries. A better 

understanding of whether or not intrapersonal feelings such 

as life satisfaction influence a respondent's commentary may 

lead to further improvements in controlling for such a 

factor. Investigating commenters who are from various 

nationalities, and who differ in their interest among 

questionnaire issues, would contribute guidance for future 

research. The following sections summarizing the findings 

and implications of the analysis clarify the extent to which 

this study enhances the knowledge in the area of 

international questionnaire design. Also, testing 

possibilities that could not possibly be resolved in this 

study are recommended which may instigate additional research 

m international marketing research methodology. 

Summary of Findings as Related to Stated 
Objectives of the Study 

The following Table IX presents an overview of the 

findings related to the hypotheses and research propositions 

stated in this study. 
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The first objective of analysis was to determine whether 

commenters and non-commenters on an international marketing 

questionnaire differ because of their sociodemographic, 

nationality, and personality characteristics. The findings 

indicate that among American students, male respondents 

demonstrated a higher propensity to comment on the 

questionnaire than female respondents, an outcome which was 

already strongly suggested in the literature on item 

nonresponse (Kanuk and Berenson 1975, Douglas and Craig 

1983). The fact that no significant association could be 

determined for the variables commenting and gender in the 

Japanese and West German set may be the result of a rather 

small sample size. Only thirty-three usable questionnaires 

were provided by German female respondents and twenty-two 

questionnaires were returned by Japanese female respondents. 

It is therefore recommended to further investigate this 

relationship based on a larger sample size in the respective 

countries. 

The hypothesis relating to commenting and age was 

rejected for all three samples. It constitutes a rather 

surprising outcome, particularly as a number of studies 

(e.g., Ferber 1966, Craig and McCann 1978, and Douglas and 

Shoemaker (1981) indicated a relationship between age and 

non-response on a questionnaire. Yet, several reasons may 

have lead to this outcome. First, the target group consisted 
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of students and consequently all respondents from the three 

nations had reached a higher level of education, a factor 

which may offset the impact of the variable age on response 

behavior as was previously mentioned by Glenn (1969). 

Second, and also related to the fact of dealing with 

students, is the available variance in age. For example, the 

number of respondents in the second (24—34 years of age) and 

the third age category (35 years and older) turned out to be 

rather small for all three samples to actually be of 

statistical significance (Table III, p. 120). Therefore, 

evidence is not sufficient to completely reject the notion 

that older respondents may have a lower propensity to comment 

on a questionnaire and suggests further investigation to 

determine the role of age in relation to commenting. 

The hypothesis relating commenting to respondents' 

higher social class background was also rejected for all 

three sets. Interestingly, though, a relationship between 

the variables social class and propensity to comment was 

found for the Japanese and West German sample, but the 

hypothesis could not be confirmed in the direction stated. 

Instead, it appeared that the lower social class respondents 

commented at a higher rate than the respondents from a higher 

social class. The finding invites additional testing of this 

relationship in order to validate the apparent reverse 

direction of the hypothesis. Next, it was found that the 
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variables propensity to comment and nationality did not show 

a significant association. It was specifically hypothesized 

that U.S. and West German respondents will show a higher 

propensity to comment than their Japanese counterparts, but 

frequencies indicated that the U.S. respondents presented the 

group with the lowest commenting rate (21.5 percent), the 

Japanese set constituted the second highest commenting group 

(23.8 percent), and the West German sample provided the 

highest rate of commentaries (28.2 percent). The latter 

outcome may be due to the fact that one of the participating 

German universities was affiliated with a military academy 

and the respondents may have felt more obligated to fill out 

the comment section than students in other universities. 

Futhermore, evidence was found that among the American sample 

respondents with a low—feeling of self—worth demonstrated a 

lower propensity to comment than those with a higher feeling 

of self-worth. Even though no significant relationship could 

be determined among the Japanese and West German sample, the 

finding supports previous research such as the one by 

Ognibene (1970) who noted that individuals with a lower level 

of self-worth, i.e., who could not deal with uncertainty 

situations, indicated more cases of nonresponse on a 

questionnaire rather than those with a higher feeling of 

self-worth. The hypothesis relating to the variables 

propensity to comment and feeling of personal accomplishment 
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had to be rejected for all three country sets because no 

significant association could be determined. In 

conclusion,there seems to be sufficient evidence supporting a 

link between propensity to comment and sociodemographic, as 

well as personality, items. However, in order to further 

validate the exact nature of this relationship, a future 

study should not only be based on a larger sample size in 

terms of commenters, but also make use of respondents at 

different educational levels, a point which will be explained 

in more detail in the section on research recommendations. 

The second objective was to determine whether commenters 

with a greater life satisfaction are more likely to provide 

comments. It turned out that the related hypothesis was 

significant for the West German sample. In general, the 

finding suggests that there is a possible relation between 

level of satisfaction (positive checking of life satisfaction 

scales) and positive commenting, however, additional testing 

is necessary to confirm this relationship. 

The third objective was to determine commenters' 

difference in intensity of wording in relation to their 

national background. Findings indicated a definite 

relationship between these two variables and the frequencies 

revealed the fact that the U.S. and West German respondents 

leaned toward a more extreme response style, while the 

Japanese used a more moderate style in expressing their 
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commentaries. The outcome supports previous studies such as 

the ones by Brengelman (1959), Zax and Takahashi (1967), 

Chun, Campbell and Yoo (1974), and Douglas and Craig (1983), 

which had already discovered American and German respondents 

as being more extreme in their responses than their Asian 

counterparts. The results also support the findings of the 

pilot study, which disclosed that the American respondents 

were more extreme in their wording than the Indian 

respondents, i.e., respondents from an Eastern country 

(Appendix A), and encourage the notion that response style is 

a reflection of the commenter's cultural background. 

The fourth objective was to discover whether commenters 

differ in their propensity to comment on the design rather 

than on other issues related to the questionnaire based on 

their differences in sociodemographic characteristics, 

nationality, and personality items. Evidence was found that 

there is a difference between commenters on design and those 

commenting on other questionnaire issues. The variable with 

the strongest impact in terms of all three countries involved 

was nationality. A higher rate of American and West German 

students directed their commentary to the design than their 

Japanese counterparts. Both the U.S. and West German 

respondents seemed to be more distracted by how a 

questionnaire is developed than concerned with the content of 

the survey. A larger number of Japanese directed their 
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comments to other issues and expressed their experience and 

opinion about imported products. It may be the result of 

feeling obligated to answer the stated questions rather than 

insulting the researcher by criticizing the design of the 

instrument. Based on this outcome, one may have to conclude 

that marketing questionnaires targeted at Western countries 

still need to be improved in order to decrease the 

distraction caused by the design. 

Interestingly, both the American and the German 

respondents mentioned the same topics that were important to 

them and also ranked them in the same order, i.e., repetition 

was mentioned most often, followed by wording and length. 

The finding may be the result of their cultural similarity as 

opposed to the Japanese, a reasoning Hofstede (1980) already 

pointed out in his development of the four factor model of 

culture. Among the Japanese respondents, the most frequently 

mentioned topic relating to questionnaire design was the 

wording of the questions. The outcome may be the result of 

the questionnaire being developed in a Western country. Had 

the survey been developed in Japan, probably less Japanese 

participants would have mentioned the questionnaire's wording 

as a problem to them. 

Among the other topics which were related to the design, 

all three country samples mentioned the respondent's effort 

and the survey's closeness to reality most often. However, 

the reasoning behind this outcome was probably different for 
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the three countries. While the German and American 

commenters may have found the task tedious and tiresome, (the 

highly mentioned repetitiveness and length of the 

questionnaire seem to support this notion), the Japanese may 

have felt the questionnaire was too "foreign" to them, 

because it was developed in a foreign culture. The most 

frequently mentioned topic of questionnaire wording 

encourages this outcome. It may have been for the same 

reasoning that a number of Japanese students declared the 

survey as unrealistic to them. On the other hand, the 

American and West German commenters' statement that the 

questionnaire lacked closeness to reality was most likely not 

based on a "feeling of foreignness" toward the questionnaire, 

but on the repetition of the questions. 

It was also found that Japanese commenters with a low 

feeling of self-worth demonstrated more interest in the 

design than in other questionnaire issues. The reasoning may 

be that these respondents felt more secure in expressing 

their feelings about the instrument than about the more 

theoretical and complex content of the questionnaire. When 

examining whether respondents in general, i.e., both males 

and females, have the tendency to comment more on the design 

than on other issues, the findings of the German sample 

supported this hypothesis, yet could not be validated for the 

other two country sets. Also, no associations could be found 

between commenting on design and age, social class, and 
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feeling of personal accomplishment, respectively. This 

outcome may also be the result of either a small sample size 

and/or the use of a convenience sample. As mentioned, the 

variance in age is not as large among students as among other 

populations. However, enough evidence is provided to suggest 

a difference between commenters on design and commenters on 

other issues related to the questionnaire. Keeping the 

limitations in mind in future studies, researchers may find 

additional support of the exploratory results found in this 

study and may even accumulate further findings on what 

distinguishes international commenters from non-commenters. 

Recommendations for Future Research 

This study investigating potential characteristics of 

commenters versus non-commenters on international marketing 

questionnaires has served to open an unexplored field in the 

area of international marketing research methodology. Future 

researchers can use the findings of the study as a basis upon 

which it is possible to further examine and expand on the 

development of an international profile of commenters. A 

variety of research questions arose from collecting the data 

and testing and analyzing the hypotheses and research 

propositions. Some of the major suggestions will now be 

presented. 

First, the results of the preliminary testing procedures 

indicated that the factors response style, personality items, 



156 

sociodemographic characteristics and national background are 

interrelated. They may have an impact on commenting behavior 

at the same time. Therefore, the next step would be to 

investigate these variables on an individual basis to 

determine to which degree each of these variables influence 

commenting or which of these variable sets might constitute 

the most important cause for respondents' propensity to 

comment. Knowledge about the extent to which these various 

factors influence commenting behavior may support the 

researcher in the attempt to better understand and interpret 

the commentaries provided by questionnaire respondents. 

Second, a similar study as this one with the same 

underlying hypotheses and research propositions could be 

administered utilizing a larger sample size, particularly in 

terms of the foreign countries involved. It might confirm 

some of the exploratory results found in this study and also 

reveal significant relationships which had to be rejected in 

this analysis because of a small sample size (e.g., small 

percent of West German and Japanese female respondents). A 

slightly different suggestion would be to conduct the same 

study but with a different target group, i.e., instead of 

selecting a convenience sample consisting of students, a 

sample could be drawn from a population with different 

educational backgrounds. The findings might show whether the 

variable education has a greater impact on the propensity to 

comment than, for instance, age or social class. Since a 
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change in target group may lead to difficulties in comparing 

the data from different countries, the study should be 

administered in one market (e.g., the United States only). 

The outcome may provide further guidance for a large-scale 

international survey at a later point in time. 

Third, once a better understanding is achieved of what 

characterizes commenters from non-commenters, an in-depth 

analysis of commenters' questionnaire responses may 

constitute the next research step. If findings disclose 

different response behavior patterns, a difference in quality 

of their responses in contrast to non-commenters, it could 

open a valuable new marketing information source in addition 

to already existing ones. The suggestions in their 

commentaries could be incorporated in the improvement of an 

international instrument design. 

Finally, the results of this study demonstrated that a 

relationship exists between respondents' cultural background 

and the choice of commentary topics. In this analysis the 

distinction was only made between commenting on the design 

and other issues related to the questionnaire. For example, 

it was discovered that American and West German students 

commented more on the design, while a higher percentage among 

the Japanese students commented on other issues. This 

concept could be taken a step further and, as was done in the 

pilot study, a more complex content analysis on topics 

selected by commenters from different countries could be 
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conducted. The outcome may not only reveal more specifically 

the varying interests in questionnaire topics from one nation 

to another, but may also provide some explanations why 

respondents answered a questionnaire in a certain way. 

Based on the findings and conclusions of this analysis 

the following research recommendations are offered. 

1. Determine, on an individual basis, the degree to 
which variables like response style, personality 
items, sociodemographic characteristics and 
cultural background have an effect on commenting 
behavior. 

2. a) Conduct a similar study with a larger sample 
size, b) Conduct a similar study in one country 
and with a different target group before launching 
a large-scale international study. 

3. Once an international profile of commenters is 
developed, determine whether their response 
patterns (behavior, quality and style) is different 
from non-commenters. 

4. Conduct an in-depth content analysis of 
questionnaire topics selected by commenters from 
different cultural backgrounds. 

Concluding Statements 

In conducting this research on international commenters 

versus non-commenters a new area is opened for further 

investigations in international marketing research 

methodology. Even though a number of hypotheses and 

propositions had to be rejected, sufficient evidence was 

found which indicated a difference between commenters and 

non-commenters, and commenting behavior from one country to 

another. The first objective, which addressed the difference 
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between commenters and non-commenters based on socio-

demographic, nationality and personality characteristics, 

could at least be partially accomplished, since the findings 

demonstrate that the sociodemographic variable gender and the 

personality item low feeling of self-worth seem to have an 

impact on the propensity to comment. The findings for the 

second objective, which related positive commenting with life 

satisfaction, were not conclusive, though a marginally 

acceptable significance level was found for the West German 

set. This result, however, may at least justify another 

research attempt. The third objective, which concerned 

commenters* difference in intensity of wording based on their 

national background, was completely satisfied. As 

hypothesized, the American and West German students did use a 

more extreme response style than their Japanese counterparts. 

This finding should caution researchers in their interpre-

tation of comparative data. For instance, respondents from 

different countries may share the same dislike for a certain 

product, but their cultural upbringing may lead to a 

different style of expressing this opinion. Not considering 

a difference in response style, however, may result in false 

conclusions. The fourth objective was marginally satisfied 

as some evidence was provided which linked sociodemographic, 

nationality, and personality factors with commenting on 

design rather than on other questionnaire issues. The most 
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interesting result was the higher rate among American and 

West German commenters selecting the design as their topic of 

commentary versus a lower rate among the Japanese 

participants. The finding may encourage the notion that 

among Western nations instrument design is in need of further 

improvement, since these respondents seem to be more easily 

distracted by the questionnaire design than Eastern 

participants. Probably a number of reasons exist which could 

explain this outcome of the study. For example, it is 

possible that Westerners are more heavily exposed to 

marketing surveys and therefore have become more 

sophisticated in dealing with questionnaires. On the other 

hand, cultural differences such as the acceptance of 

authority may account for this result. According to 

Hofstede's research (1980), Japanese individuals were rated 

much higher on the power distance index measuring the 

acceptance of authority than their German and American 

counterparts. Consequently, Japanese respondents may be less 

likely to criticize the researher's questionnaire design and 

instead feel more obligated to comment on the content of the 

questionnaire. The same outcome was found in the pilot study 

in which a higher percentage of American respondents 

commented on the design versus a higher percentage among the 

Indian respondents commenting on other issues. Obviously 

more research needs to be done in this area, but findings may 
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lead to more effective questionnaires when dealing with 

respondents in the American and/or Western European markets. 

In conclusion, sufficient evidence has been found that 

justifies the further pursuit of the development of a profile 

of commenters versus non-commenters on international 

marketing questionnaires. The methodology and results of 

this study as well as the difficulties and limitations 

encountered may serve as a guide for future research in this 

area of instrument design. Before respondents' comments are 

continued to be so easily ignored by most researchers and 

often regarded as "waste," this study may further stimulate 

the thought and investigation of commenters as an additional 

valuable information source in marketing research 

methodology. Their suggestions or commentaries might be 

worthwhile to consider when designing an international 

marketing questionnaire. 
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MAJOR RESULTS OF THE PILOT STUDY 

American Student Responses: 
Comments: 

Indian Student Responses: 
Comments: 

417 
78 

128 
34 

19 percent 

27 percent 

Data Analysis was based on 34 American responses 

(randomized) and 34 Indian responses. The two most important 

questionnaire issues (out of seven) were identified for both 

nationalities. The issues were determined by "frequency of 

occurance" and "intensity of the respondent's wording." 

Most Important 
Topic: 

Second Most 
Important Topic: 

American and Indian Sample Set 

1. Questionnaire Design 
2. Country Bias 

1. Research Task 
2. Environment 

32 percent 
19 percent 

12 percent 
12 percent 

Most Important 
Topic: 

Second Most 
Important Topic: 

American Sample Set 

1. Questionnaire Design 
2. Country Bias 

1. Research Task 

44 percent 
29 percent 

21 percent 

Most Important 
Topic: 

Second Most 
Important Topic: 

Indian Sample Set 

1. Questionnaire Design 
2. Marketing Program 

2. Environmental Factors 

21 percent 
21 percent 

21 percent 
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Distribution Among American and Indian Students 
With Regard to Overall Attitude Toward Questionnaire 

American Students 
Percent 

Indian Students 
Percent 

Negative 
Positive 
Neutral 

41 
15 
44 

44 
15 
41 

Intensity of Wording of Their Attitude 
Toward the Questionnaire 

American Students 
Percent 

Indian Students 
Percent 

Extremely 
Negative 

Moderately 
Negative 
Slightly 
Negative 

Neutral 
Slightly 
Postive 

Moderately 
Positive 

9 

15 

17 
44 

9 

6 

Moderately 
Negative 

Slightly 
Negative 

Neutral 
Slightly 
Positive 

Moderately 
Positive 

Extremely 
Positive 

12 

32 
41 

9 

3 

3 
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Questionnaire Itens Used in This. Study 

1) 7. How we would like to find out about your feelin9s 
•bout your experience with different products. Bare 
•re SOM faces expressing various feelings. Below 
each is a letter. WRITE A LETTER ON THE LINE TO THE 
LEFT OP EACH QUESTION BELOW" 

7.7 if the faces which are shown above referred to your 
feelings about your life as a. whole instead of your 
feelings about different products, which circle 
cones closest to expressing how you feel about your 
life as a whole? 

2) 9. The categories below try to put feelings into words. 
* P**son felt delighted about sonething, he would 

select the number 7. If he felt terrible about some-
thing, he would select number 1. if he felt some 
other way, he would select a number between 7 and 1. 
WRITE THE NUMBER ON THE LINE TO THE LEPT OP EACH 
QUESTION BELOW THAT BEST DESCRIBES YOUR PEELINGS. 

I f««l: "I 

7 
1 

OELIWTED PLEASED "OSJIT »IX£D (AIOUT HOSTLY UNHAPPY TERRIBLE 
satisfied equally satisfied oissatisfieo 

• M M OISSATISFIEO) 

Ho» do jou #ttt iftout . . . 

— ***• ®*tent to which you are achieving success and 
getting ahead? 

9.4 the extent to which you can adjust to changes in 
your life? ' 

9.6 the extent to which you are tough and can take it? 
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3) 10. Often a mother will us a thermometer to find out if 
her child is hot on the inside, even if he appears 
normal on the outside. We sometimes hide our 
feelings. Here is a picture of a thermometer# 
which represents a person's feelings. If a person's 
feelings are very warn or favorable, he should 
choose a reading of 100 percent. If he has very 
cold or unfavorable feelings, he should choose a 
reading of 0 percent. FOR EACH OP THE FOLLOWING 
QUESTIONS BELOW THE PICTURE WRITE THE NUMBER OF 
YOUR READING ON THE LINE TO THE LEPT OP THE 
QUESTION. 

1001 Very w4rm or favorable feel ings 
801 or favorable f o i l i n g * 
601 SHgf i t l y wans or favorable feel ings 
501 No f t * H o g * at a l l 
401 S l i g h t l y co ld or ttfifavorable fee l ings 
201 Cold or tftfavorable feel ings 
01 Very cold or t*if avorabte feel ings 

NOV do you fee J about . 

10.8 your life as a whole? 

4) 11. We have asked you a lot about your feelings, and 
we have asked you a lot about your judgments about 
products and other things. Now, as a whole person, 
who thinks and feels at the same time, answer the 
following set of questions using the new response 
categories below. If you feel completely satisfied 
about something, you should choose the number 7. If 
you feel completely dissatisfied about something you 
should choose number 1. WRITE THE NUMBER ON THE 
LINE TO THE LEPT OP EACH QUESTION. 

1 a: 

amrrtiT cimrrEiT 
BISSJrTTSTTED 

7 i s 4 3 " T- i 

How do you feel about . 

11.8 your life in general? 
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5 ) 2 1 * c l M , i f i c * t i o » purposes only, please answer the 
following questions. 

21.1 Are you . . . 

I ] Male? 
[ j Female? (Check the box that applies) 

21.2 How old are you? 

(WRITE YOUR AGE ON THIS LINE) 

2 1' 3 ' o u r, f« t h«'» occupation? (Cluck the 
box that applies) 

. Self-Employed 
rofessional Managerial (e.g. shop owner) Parmer 

M [ ] [ j ( ] 
Clerical Skilled Unskilled Other 

1 1 I 1 I 1 [ ] 

21.4 What is your nationality? ^ 

6) QUESTIONS OR COMMENTS: 
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TABLE XI 

FINDINGS OF FREQUENCY DISTRIBUTIONS RELATED TO 
INTENSITY OF WORDING 

Value Frequency Percent 

Moderate 

Extreme 

1 
2 
3 
4 
5 
6 
7 

Mean = 4.991 
Mode = 5.000 
Median = 5.000 

Moderate 

Extreme 

1 
2 
3 
4 
5 
6 
7 

Mean = 5.258 
Mode = 4.000 
Median = 5.000 

Moderate 

Extreme 

1 
2 
3 
4 
5 
6 
7 

Mean = 4.393 
Mode = 4.000 
Median = 4.000 

American Set (115 Cases) 

1 
14 
29 
30 
23 
18 

West German Set (66 Cases) 

1 
19 
18 
18 
10 

Japanese Set (55 Cases) 

2 
10 
19 
15 
6 
3 

.9 
12.2 
25.2 
26.1 
20.0 
15.7 

1.5 
28.8 
27.3 
27.3 
15.2 

3 
18 
34, 
27, 
10, 

5. 

6 
2 
5 
3 
9 
5 

38% 

62% 

30% 

70% 

56% 

44% 
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TABLE XII 

FINDINGS OF FREQUENCY DISTRIBUTIONS RELATED 
TO THE TOPICS MENTIONED IN THE COMMENTARIES 

The following presentation is based on the following number 
of comments: 

1. United States: 115 cases = 100 percent 

2. West Germany: 66 cases = 100 percent 

3. Japan: 55 cases = 100 percent 

United West 
States Germany Japan 

Value Frequencies (Percent) 

1. Questionnaire Topic: Translation 

Unclear 1 -
2 
3 
4 
5 
6 

Clear 7 -

2. Questionnaire Topic: Length 

Short 1 
2 
3 
4 
5 -
6 4 (3.5) 2 (3.0) 

L o n 9 7 9(7.8) 9(13.6) 



3. Questionnaire Topic: Repetition 

Repetitious 

Sparse 

1 
2 
3 
4 
5 
6 
7 

23 
12 

(20.0) 
(10.4) 

19 
10 

(28.8) 
(15.2) 

1 
3 

178 

(1.8) 
(5.5) 

4. Questionnaire Topic: Scales 

Alternating 

Stable 

1 
2 
3 
4 
5 
6 
7 

2 (1.7) 
(1.5) 
(1.5) 

5. Questionnaire Topic: Size of Print 

Small 

Large 

1 
2 
3 
4 
5 
6 
7 

7 (6.1) 3 (4.5) 

6. Questionnaire Topic: Space 

Crowded 

Open 

1 
2 
3 
4 
5 
6 
7 

3 (2.6) 



7. Questionnaire Topic: Order of Topics in Questionnaire 
179 

Logical 

Illogical 

1 
2 
3 
4 
5 
6 
7 

8. Questionnaire Topic: Wording 

Imprecise 

Precise 

1 
2 
3 
4 
5 
6 
7 

4 
17 

(3.5) 
(14.8) 

5 (7.6) 
10 (15.2) 
1 (1.5) 

3 
7 

(5.5) 
(12.7) 

9. Questionnaire Topic: Respondent's Effort 

No Effort 
at All 

Large Amount 
of Effort 

1 
2 
3 
4 
5 
6 
7 

6 (5.2) 
12 (10.4) 
8 (7.0) 

1 (1.5) 
16 (24.2) 
13 (19.7) 

2 (3.6) 
10 (18.2) 
3 (5.5) 

10. Questionnaire Topic: Interest in Results 

No Interest 

Strong Interest 

1 
2 
3 
4 
5 
6 
7 

1 (1.5) 

11. Questionnaire Topic: Greetings 

Not 
Personalized 

Pesonalized 

1 
2 
3 
4 
5 
6 
7 

1 (0.9) 

1 (0.9) 

1 (1.5) 
1 (1.5) 
1 (1.5) 

1 (1.8) 



12. Questionnaire Topic: Thank You 
180 

Not 
Personalized 

Personalized 

1 
2 
3 
4 
5 
6 
7 

1 (0.9) 

13. Questionnaire Topic: Pictures 

Positive 

Negative 

1 
2 
3 
4 
5 
6 
7 

1 (0.9) 
1 (0.9) 

(0.9) 
(0.9) 

14. Questionnaire Topic: Closeness to Reality 

Unrealistic 

Realistic 

1 
2 
3 
4 
5 
6 
7 

3 (2.6) 
9 (7.8) 
3 (2.6) 

1 (1.5) 
3 (4.5) 
1 (1.5) 

2 
3 

(3.6) 
(5.5) 
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TABLE XIII 

MAJOR RESULTS OF CROSS TABULATIONS RELATED 
TO THE OBJECTIVES OF THE STUDY 

Cross Tabulation Results Relating to the First Objective 

HI: Propensity to Comment by Sex 

USA 

Did not comment 

Did comment 

Column Total 

Significance: 0.018 

Male 

189 
73.5 

68 
26.5 

257 
50.9 

Female 

204 
82.3 

44 
17.7 

248 
49.1 

Row Total 

393 
77.8 

112 
22 .2 

505 
100.0 

West Germany 

Did not comment 

Did comment 

Column Total 

Significance: 0.263 

Male 

117 
70.5 

49 
29.5 

166 
83.4 

Female 

20 
60.6 

13 
39.4 

33 
16.6 

Row Total 

137 
68.8 

62 
31.2 

199 
100.0 

Japan 

Did not comment 

Did comment 

Column Total 

Significance: 0.153 

Male 

160 
77.3 

47 
22.7 

207 
90.4 

Female 

14 
63.6 

8 
36.4 

22 
9.6 

Row Total 

174 
76.0 

55 
24.0 

229 
100.0 
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Cross Tabulation Results Relating to the First Objective 

H2: Propensity to Comment by Age 

USA < 25 25-34 > 35 Row Total 

Did not comment 325 
76.8 

57 
81.4 

9 
90.0 

391 
77.7 

Did comment 98 
23.2 

13 
18.6 

1 
10.0 

112 
22.3 

Column Total 

Significance: 0 . 444 

423 
84.1 

70 
13.9 

10 
2.0 

503 
100.0 

West Germany < 25 25-34 > 35 Row Total 

Did not comment 92 
70.8 

43 
64.2 

1 
100 .0 

136 
68.7 

Did comment 38 
29.2 

24 
35.8 

62 
31.3 

Column Total 

Significance: 0. 508 

130 
65.7 

67 
33.8 

1 
.5 

198 
100 .0 

Japan < 25 25-34 > 35 Row Total 

Did not comment 167 
75.9 

6 
100.0 

1 
100.0 

174 
76.7 

Did comment 53 
24.1 

53 
23.3 

Column Total 

Significance: 0. 332 

220 
96.9 

6 
2.6 

1 
.4 

227 
100.0 
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Cross Tabulation Results Relating to the First Objective 

H3: Propensity to Comment by Job (Social Class) 

USA 

Did not comment 

Did comment 

Column Total 

Significance: 0.477 

Lower 
Social Class 

307 
77.3 

90 
22.7 

397 
79.4 

Higher 
Social Class 

83 
80.6 

20 
19.4 

103 
20.6 

Row Total 

390 
78.0 

110 
22.0 

500 
100.0 

West Germany 

Did not comment 

Did comment 

Lower 
Social Class 

72 
63.2 

Column Total 

Significance: 0.060 

42 
36.8 

114 
59.1 

Higher 
Social Class 

60 
75.9 

19 
24.1 

79 
40.9 

Row Total 

132 
68.4 

61 
31.6 

193 
100.0 

Japan 

Did not comment 

Did comment 

Column Total 

Significance: 0.010 

Lower 
Social Class 

82 
68.9 

37 
31.1 

119 
52.2 

Higher 
Social Class 

91 
83.5 

18 
16.5 

109 
47.8 

Row Total 

173 
75.9 

55 
24.1 

228 
100.0 
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Cross Tabulation Results Relating to the First Objective 

H4: Propensity to Comment by Nationality 

USA versus Japan 

Did not comment 

Did comment 

Column Total 

Significance: 0.471 

USA 

421 
78.5 

115 
21.5 

536 
69.9 

Japan 

176 
76.2 

55 
23.8 

231 
30.1 

Row Total 

579 
77.8 

170 
22.2 

767 
100.0 

Japan vs. West Germany 

Did not comment 

Did comment 

Column Total 

Significance: 0.222 

USA 

176 
76.2 

55 
23.8 

231 
50.2 

Japan 

163 
71.2 

66 
28.8 

229 
49.8 

Row Total 

339 
73.9 

121 
26.3 

460 
100.0 

USA & West Germany 
versus Japan 

Did not comment 

Did comment 

Column Total 

Significance: 0.962 

USA 

584 
76.3 

181 
23.7 

765 
76.8 

Japan 

176 
76.2 

55 
23.8 

231 
23.2 

Row Total 

760 
76.3 

236 
23.7 

996 
100.0 
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Cross Tabulation Results Relating to the Fourth Objective 

Pi: Comment on Design by Sex 

USA Male Female Row Total 

Comment on 29 25 54 
Design Only 42.6 56.8 48.2 

Comment on Design/ 11 6 17 
Others Issues 16.2 13.6 15.2 

Comment on Other 28 13 41 
Issues Only 41.2 29.5 36.6 

Column Total 68 44 112 

Significance: 0.330 
60.7 39.3 100.0 

Significance: 0.330 

West Germany Male Female Row Total 

Comment on 35 7 42 
Design Only 71.4 53.8 67.7 

Comment on Design/ 7 7 
Others Issues 14.3 11.3 

Comment on Other 7 6 13 
Issues Only 14.3 46.2 21.0 

Column Total 49 13 62 

Significance: 0.026 
79.0 21.0 100.0 

Significance: 0.026 

Japan Male Female Row Total 

Comment on 10 1 11 
Design Only 21.3 12.5 20.0 

Comment on Design/ 7 3 10 
Others Issues 14.9 37.5 18.2 

Comment on Other 30 4 34 
Issues Only 63.8 50.0 61.8 

Column Total 47 8 55 

Significance: 0.301 
85.5 14.5 100.0 

Significance: 0.301 
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Cross Tabulation Results Relating to the Fourth Objective 

P2: Comment on Design by Age 

USA < 25 

Comment on 50 
Design Only 51.0 

Comment on Design/ 13 
Others Issues 13.3 

Comment on Other 35 
Issues Only 35.7 

Column Total 98 
87.5 

Significance: 0.231 

25-34 

3 
23.1 

4 

30.8 

6 
46.2 

13 
11.6 

> 35 

1 
100.0 

1 
.9 

Row Total 

54 
48.2 

17 
15.2 

41 
36.6 

112 
100.0 

West Germany < 25 

Comment on 23 
Design Only 60.5 

Comment on Design/ 5 
Others Issues 13.2 

Comment on Other 10 
Issues Only 26.3 

Column Total 38 
61.3 

Significance: 0.301 

25-34 

19 
79.2 

2 

8.3 

3 
12.5 

24 
38.7 

> 35 Row Total 

42 
67.7 

7 
11.3 

13 
21.0 

62 
100.0 

Japan < 25 

Comment on 11 
Design Only 20.8 

Comment on Design/ 9 
Others Issues 17.0 

Comment on Other 33 
Issues Only 62.3 

Column Total 53 
100.0 

25-34 > 35 Row Total 

11 
20.8 

9 
17.0 

33 
62.3 

53 
100.0 

Significance: No statistics when number of non-empty columns 
is one. 
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Cross Tabulation Results Relating to the Fourth Objective 

P4: Comment on Design by Job Social Class 

USA Lower Higher Row Total 

Comment on 
Design Only 

42 
46.7 

11 
55.0 

53 
48.2 

Comment on Design/ 
Others Issues 

14 
15.6 

3 
15.0 

17 
15.5 

Comment on Other 
Issues Only 

34 
37.8 

6 
30.0 

40 
36.4 

Column Total 

Significance: 0.774 

90 
81.8 

20 
18.2 

110 
100.0 

West Germany Lower Higher Row Total 

Comment on 
Design Only 

28 
66.7 

13 
68.4 

41 
67.2 

Comment on Design/ 
Others Issues 

4 
9.5 

3 
15.8 

7 
H . 5 

Comment on Other 
Issues Only 

10 
23.8 

3 
15.8 

13 
21.3 

Column Total 

Significance: 0.654 

42 
68.9 

19 
31.1 

61 
100.0 

Japan Lower Higher Row Total 

Comment on 
Design Only 

8 
21.6 

3 
16.7 

11 
20.0 

Comment on Design/ 
Others Issues 

5 
13.5 

5 
27.8 

10 
18.2 

Comment on Other 
Issues Only 

24 
64.9 

10 
55.6 

34 
61.8 

Column Total 

Significance: 0.433 

37 
64.9 

18 
32.7 

55 
100.0 



189 

Cross Tabulation Results Relating to the Fourth Objective 

P4: Comment on Design by Nationality 

USA versus Japan USA Japan Row Total 

Comment on 56 11 67 
Design Only 48.7 20.0 39.4 

Comment on Design/ 17 10 27 
Others Issues 14.8 18.2 15.9 

Comment on Other 42 34 76 
Issues Only 36.5 61.8 44.7 

Column Total 115 55 170 
67.5 32.4 100.0 

Significance: 0.001 

West Germany vs. Japan West Germany Japan Row Total 

Comment on 45 11 56 
Design Only 68.2 20.0 46.3 

Comment on Design/ 8 10 18 
Others Issues 12.1 18.2 14.9 

Comment on Other 13 34 47 
Issues Only 19.7 61.8 38.8 

Column Total 66 55 121 
54.5 45.5 100.0 

Significance: 0.000 

USA & West Germany USA and 
versus Japan West Germany Japan Row Total 

Comment on 101 11 112 
Design Only 55.8 20.0 47.5 

Comment on Design/ 25 10 35 
Others Issues 13.8 18.2 14.8 

Comment on Other 55 34 89 
Issues Only 30.4 61.8 37.7 

Column Total 181 55 236 
76.7 23.3 100.0 
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CODING SCHEME FOR THE CONTENT ANALYSIS PROCEDURE 

1. Comment on Design and/or Other Issues Related to the 
Questionnaire: 

"design only" (1) to "other issues only" (7) 

2. Questionnaire Design: 

1. Translation 
2. Length 
3. Repetition 
4. Scales 
5. Size of Print 
6. Space 
7. Order of Topics 
8. Wording 

"unclear" (1) to "clear" (7) 
"short" (1) to "long" (7) 
"repetitious" (1) to "sparse" (7) 
"alternating" (1) to "stable" (7) 
"small" (1) to "large" (7) 
"crowded" (1) to "open" (7) 
"logical" (1) to "illogical" (7) 
"imprecise" (1) to "precise" (7) 

3. Intensity of Wording: 

"moderate" (1) to "extreme" (7) 

4. Attitude Toward Overall Questionnaire: 

"negative" (1) to "positive" (7) 

5. Other Issues: 

1. Respondent's Effort "no effort at all" (1) to 
"large amount of effort" (7) 

2. Interest in Results "no interest" (1) to "strong 
interest" (7) 

3. Greetings "not personalized" (1) to 
"personalized" (7) 

4. Thank You Notes "not personalized" (1) to 
"personalized" (7) 

5. Pictures "positive" (1) to "negative" 
(7) 

6. Closeness to Reality "unrealistic" (1) to 
"realistic" (7) 

Note: The issues were determined by "frequency of 
occurance" and "intensity of the respondent's wording." 
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North Texas 
Stat* 

University 

Denton, Texas 
76203 

Collate of 
Business 

Administration 

ATTITUDES TOWARD FOREIGN PRODUCTS 

HELLO, WE WOULD LIKE TO EXPLAIN THE REASON FOR THIS SURVEY. BECAUSE OF THE INCREASE IN WORLD TRADE, 
CONSUMERS EVERYWHERE HAY BUY BRANDS OF MANY PRODUCTS WHICH ARE PROOUCED IN THEIR OWN COUNTRIES OR IMPORTED 
FROM FOREIGN COUNTRIES. IF YOU THINK ABOUT THE PRODUCTS WHICH YOU HAVE BOUGHT, SOME OF THEM WERE PROBABLY 
IMPORTED AND SOME OF THEM WERE PROBABLY PRODUCED IN YOUR OWN COUNTRY. IN THIS SURVEY, WE WOULD L I K E TO 
FINO OUT HOW YOU FEEL ABOUT THE IMPORTED PRODUCTS WHICH YOU HAVE BOUGHT AND WHY YOU FEEL THE WAY YOU DO. 
THE QUESTIONNAIRE WILL PROBABLY TAKE ABOUT 30 MINUTES TO COMPLETE. PLEASE TRY TO ANSWER ALL THE QUESTIONS. 
SOME QUESTIONS ARE ASKED IN SLIGHTLY DIFFERENT WAYS TO MAKE CERTAIN THAT WE UNDERSTAND EXACTLY HOW YOU 
FEEL. YOUR ANSWERS WILL BE COMPLETELY CONFIDENTIAL, SINCE WE WILL NOT EVEN ASK YOUR NAME. YOUR COOPERATION 
WILL HELP TO INCREASE OUR UNDERSTANDING OF INTERNATIONAL MARKETING, SINCE THE SAME SURVEY WILL BE CONDUCTED 
IN MEXICO, SWITZERLAND, WEST GERMANY, INDIA, AND THE UNITED STATES OF AMERICA. THANK YOU FOR YOUR ASSISTANCE. 
YOUR PARTICIPATION IS COMPLETELY VOLUNTARY. YOU MAY DECIOE TO STOP AT ANY POINT WITHOUT ANY PENALTY. IF YOU 
AGREE TO PARTICIPATE PLEASE CHECK THE BOX BELOW: 

[ ] I AGREE TO PARTICIPATE 

IF YOU DO NOT AGREE TO PARTICIPATE, PLEASE GIVE THIS FORM BACK TO THE PROFESSOR WHO IS ADMINISTERING THIS SURVEY 
WITHOUT MARKING I T , SO THAT IT CAN BE USED FOR ANOTHER STUDENT. THANK YOU FOR YOUR ASSISTANCE. IF YOU HAVE 
QUESTIONS OR COMMENTS A80UT THE STUDY, PLEASE WRITE THEM ON THE BACK PAGE OF THE QUESTIONNAIRE. 

DR. BARBARA GARLAND, NORTH TEXAS STATE UNIVERSITY 

193 



the nunber 7 on the l i ne to the l e f t of the question. I f you are not at a l l c e r t a i n of what you would do, 
wr i te the nimber 1 on the l i n e . For other reac t ions , choose a nunber in between seven and one. WRITE ONI 
NUMBER ON THE LINE TO THE LEFT OF EACH QUESTION. 

I am 

COMPLETELY 
CERTAIN 

NOT AT ALL 
CERTAIN 

I 1 » 
V % \ '4 3 -2 -1 

( ) { ) ( )( ) ( )( ) ( ) 
1 7 

How ce r ta in are you that you would purchase 

1.1 the same brands of a l l imported products? 
1.2 the same brands of imported fashion apparel? 
1.3 the same brands of imported packaged food? 

1.4 equivalent domestic brands of imported packaged food? 
1.5 equivalent domestic brands of imported fashion apparel? 
1.6 equivalent domestic brands of a l l imported goods? 

in 
(10} 

(11) 
(12) 
(13) 

2a Now we would l i k e you to th ink about your fu tu re purchases that you are p lann ing. Use the c a t e g o r i e s below 
r« , « r the set of ques t ions f o l l o w i n g . I f i t i s ex t reme ly u n l i k e l y t h a t you would buy the brands 
descr ibed, wr i te the nunber 1 on the l i ne to the l e f t of the quest ion. I f i t i s ex t reme ly l i k e l y t h a t you 
would buy the brands described, wr i te the number 7 on the l i n e . For other reac t ions , choose a number between tfvuiw buy , 
seven and one. WRITE ONE NUMBER ON THE LINE TO THE LEFT OF EACH QUESTION. 

I t i s 

EXTREMELY 
UNLIKELY 

i i 

EXTREMELY 
LIKELY 

1 i ~ i 
I 

- « i — [3 1 I 6 7 

How l i k e l y is i t that you would buy . 

2 .1 the same brands of a l l imported products? 
2.2 the same brands of imported fashion apparel? 
2.3 the same brands of imported packaged food? 

2.4 equivalent domestic brands of imported packaged food? 
2.5 equivalent domestic brands of imported fashion apparel? 
2.6 equivalent domestic brands of a l l imported products? 

(14) 
(15) 
(16) 

(17) 
(18) 
(19) 

2b. Taking a l l things together 
CHECK ONE BOX. 

how w i l l i n g are you to buy imported products in general? 

[ ] very wi11 i ng 
[ ] p re t ty wi 11ing 
[ ] not very wi11ing 

(20) 
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Here are some c i r c l e s which we can imagine rep resen t our w i l l i n g n e s s to buy p r o d u c t s . C i r c l e 0 
has a l l minuses in i t , to represent a person who has a l l negative f ee l i ngs about buy ing a product 
C i r c l e 6 has a l l pluses in i t , to represent a person who has a l l p o s i t i v e f e e l i n g s about buy ing a 
product. Other c i r c l e s are in between. WRITE ONE NUMBER ON THE LINE TO THE LEFT OF EACH QUESTION 

VERY WILLING 
TO BUY 

VERY UNWILLING 
TO BUY 

3.1 Which c i rc le do you think comes closest to matching how w i l l i ng you are to buy imported 
products in general? 

3.2 Which c i rc le comes closest to matching how w i l l i ng you are to buy domestic products in 
general? 

3.3 Which c i rc le comes closest to matching how w i l l i ng you are to buy imported fashion apparel? 

3.4 Which c i rc le comes closest to matching how w i l l i ng you are to buy domestic fashion apparel? 
3.5 Which c i rc le comes closest to matching how w i l l i ng you are to buy imported packaged food? 
3.6 Which c i rc le comes closest to matching how w i l l i ng you are to buy domestic packaged food? 

(21) 

(22) 
(23) 

(24) 
(25) 
(26) 

4a. Now let the c i rc le represent the q u a l i t y of d i f f e r e n t products. C i r c l e 0 has a l l the minuses in i t to 
represent a product with a l l bad fea tu res . C i rc le 6 has a l l the pluses in i t , to represent the highest 
possible quality—a product with only good fea tu res . Other c i r c l e s represent d i f f e r e n t combinations of 
good and bad features in a product. WRITE ONE NUMBER ON THE LINE TO THE LEFT OF EACH QUESTION. 

ALL BAD 
FEATURES 

+ ^ ALL GOOD 
FEATURES 

4.1 

4.2 
4.3 

4.4 
4.5 
4.6 

Which c i rc le do you think comes the closest to matching how you feel about the qual i ty 
of imported fashion apparel? 

general? 
Which c i rc le comes closest to matching the qual i ty of imported packaged food? 
Which c i rc le comes closest to matching the qual i ty of a l l imported products in 

Which c i rc le comes closest to matching the qual i ty of a l l domestic products in general? 
Which c i rc le comes closest to matching the qual i ty of domestic packaged food? 
Which c i rc le comes closest to matching the qual i ty of domestic fashion apparel? 

(27) 
(28) 
(29) 

(30) 
(31) 
(32) 

4b. Taking a l l things together, how good are domestic products in general? CHECK ONE BOX. 

[ ] very good [ ] p r e t t y good [ ] not too good (33) 
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5. A person 's f e e l i n g s about the q u a l i t y l eve l of f o r e i g n products are a lso i m p o r t a n t . There i s a l i s t 
of 12 coun t r i es below. For each coun t ry on t h i s l i s t , please c i r c l e the number t h a t co r responds to 
your eva lua t i on of the c o u n t r y ' s p roduc ts . For example, i f you f e e l t h a t p r o d u c t s f rom the U n i t e d 
States are very much above average, c i r c l e number 7 on the l i n e f o r U. S. p roduc ts . I f you f ee l tha t 
products from the United States are very much below average, c i r c l e the number 1 on the l i n e f o r U.S. 
products. CIRCLE ONE NUMBER FOR EACH COUNTRY. 

THE QUALITY OF PRODUCTS FROM THIS COUNTRY IS 

COUNTRY NAME 

United States 
Mexico . . . 
West Germany 

India . . . . 
Switzerland . 
Japan . . . . 

Great B r i t a in 
France . . . 
I t a l y . . . . 

Taiwan . . . 
Hong Kong . . 
Brazi l . . . 

VERY MUCH 
ABOVE 

AVERAGE 

MUCH 
ABOVE 

AVERAGE 

6 
6 
6 

6 
6 
6 

6 
6 
6 

6 
6 
6 

SLIGHTLY 
ABOVE 

AVERAGE 

5 
5 
5 

5 
5 
5 

5 
5 
5 

5 
5 
5 

AVERAGE 

SLIGHTLY 
BELOW 

AVERAGE 

3 
3 
3 

3 
3 
3 

3 
3 
3 

3 
3 
3 

MUCH 
BELOW 

AVERAGE 

2 
2 
2 

2 
2 
2 

2 
2 
2 

2 
2 
2 

VERY MUCH 
BELOW 

AVERAGE 

1 
1 
1 

1 
1 
1 

1 
1 
1 

1 
1 
1 

(34) 
(35) 
(36) 

(37) 
(38) 
(39) 

(40) 
(41) 
(42) 

(43) 
(44) 
(45) 

6a. Here i s a p i c t u r e of a ladder . At the bottom of t h i s ladder i s the worst q u a l i t y product you c o u l d 
expect to buy. At the top of the ladder is the best q u a l i t y product you could expect to buy. The o ther 
rungs are in between. Use the ladder to answer the f o l l o w i n g ques t i ons . WRITE A NUMBER ON THE LINE TO 
TO THE LEFT OF EACH QUESTION BELOW. 

BEST QUALITY 

7 
6 
5 
4 
3 
2 
1 

WORST QUALITY 

6.1 On irfnch rung of the ladder, would you put imported 
6.2 Where would you put domestic products in general? 
6.3 Where would you put imported fashion apparel? 

6.4 Where would you put domestic fashion apparel? 
6.5 Where would you put imported packaged food? 
6.6 Where would you put domestic packaged food? 

(46) 
(47) 
(48) 

(49) 
(50) 
(51) 

6b. Taking a l l things together, how good are imported products in general? CHECK ONE BOX. 

[ ] very good [ ] p re t ty good [ ] not too good (52} 

7. Now we would l i k e to f i n d out about your f e e l i n g s about your e x p e r i e n c e w i t h d i f f e r e n t p r o d u c t s . 
Here are some faces expressing var ious f e e l i n g s . Below each i s a l e t t e r . WRITE A LETTER ON THE 
LINE TO THE LEFT OF EACH QUESTION 8EL0W. 

7.1 Which face comes closest to expressing how you feel about 
7.2 Which face comes closest to expressing how you feel about 
7.3 Which face comes closest to expressing how you feel about 

7.4 Which face comes closest to expressing how you feel about 
7.5 Which face comes closest to expressing how you feel about 
7.6 Which face comes closest to expressing how you feel about 

7.7 I f the faces which are shown above referred to your feel ings about your l i f e as a 
whole instead of your feel ings about d i f f e r e n t products, which c i r c l e comes closest to 
expressing how you feel about your l i f e as a whole? 

(53) 
(54) 
(55) 

(56) 
(57) 
(58) 

(59) 
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8. Taking a l l things together, how *r*uld you say things are these days--would you say you're very 
happy, pretty happy, or not too happy these days? CHECK ONE BOX. 

[ ] Very happy [ ] Pretty happy [ ] Not too happy (60) 

9. The categor ies below t r y to put fee l ings in to words. I f a person f e l t d e l i g h t e d about someth ing , 
he would select the number 7. I f he f e l t t e r r i b l e about something, he would s e l e c t number 1. I f 
he f e l t some other way, he would select a number between 7 and 1. WRITE THE NUMBER ON THE LINE TO 
THE LEFT OF EACH QUESTION BELOW THAT BEST DESCRIBES YOUR FEELINGS. 

I fee l : 

7 6 5 a 3 2 1 

DELIGHTED PLEASED MOSTLY MIXED (ABOUT MOSTLY UNHAPPY TERRIBLE 
SATISFIED EQUALLY SATISFIED DISSATISFIED 

TERRIBLE 

AND DISSATISFIED) 

How do you feel about . . . 

9.1 the amount of beauty and attractiveness in your world? 
9.2 the extent to which you are achieving success and gett ing ahead? 
9.3 how much you are accepted and included by others? 

9.4 the extent to which you can adjust to changes in your l i fe? 
9.5 how much you are rea l ly contributing to other people's lives? 
9.6 the extent to which you are tough and can take i t? 

9.7 a l l of your experiences as a consumer? 
9.8 a l l of your experiences with imported products? 
9.9 a l l of your experiences with domestic products? 

9.10 imported fashion apparel? 
9.11 imported packaged food? 
9.12 domestic fashion apparel? 
9.13 domestic packaged food? 

(61) 
(62) 
(63) 

(64) 
(65) 
(66) 

(67) 
(68) 
(69) 

(70) 
(71) 
(72) 
(73) 

10. Often a mother w i l l use a thermometer to f i n d out i f her c h i l d i s hot on the i n s i d e , even 1f he 
appears normal on the outs ide . We sometimes hide our f e e l i n g s . Here is a p i c tu re of a thermometer, 
which represents a person's f e e l i n g s . I f a person's fee l i ngs are very warm or f avo rab le , he should 
choose a reading of 100 percent. I f he has very cold or unfavorable f e e l i n g s , he should choose a reading 
of 0 percent. FOR EACH OF THE FOLLOWING QUESTIONS 8EL0W THE PICTURE WRITE THE NUM8ER OF YOUR READING ON 
THE LINE TO THE LEFT OF THE QUESTION. 

Hot 

t 
1 

Cold 

100X Very warm or favorable feelings 
80% Warm or favorable feelings 
601 S l igh t ly warm or favorable feelings 
50% No feel ings at a l l 
401 S l igh t ly cold or unfavorable feelings 
201 Cold or unfavorable feelings 
OX Very cold or unfavorable feelings 

How do you feel about 

10.1 your overall experiences as a consumer? 
10.2 imported products in general? 
10.3 domestic products in general? 

10.4 imported fashion apparel? 
10.5 domestic fashion apparel? 
10.6 imported packaged food? 

10.7 
10.8 

domestic packaged food? 
your l i f e as a whole? 

( )( )( )( )( )( )( ) (1-7) 
(8) 
(9) 
(10) 

(11) 
(12) 
(13) 

(14) 
(15) 
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11. We have asked you a l o t about your f e e l i n g s , and we have asked you a l o t about your judgments about 
products and other th ings . Now, as a whole person, who th inks and fee ls at the same t ime, answer the 
fol lowing set of questions using the new response categor ies below. I f you fee l completely s a t i s f i e d 
about something, you should choose the number 7. I f you fee l completely d i s s a t i s f i e d about something 
you should choose the nunber 1. WRITE THE NUMBER ON THE LINE TO THE LEFT TO EACH QUESTION. 

I am: 

COMPLETELY 
SATISFIED 

COMPLETELY 
DISSATISFIED 

7 6 5 4 3 '2 1 

How do you feel about 

11.1 your overall experiences as a consumer? 
11.2 imported products in general? 
11.3 domestic products in general? 

11.4 imported fashion apparel? 
11.5 domestic fashion apparel? 
11.6 imported packaged food? 

11.7 domestic packaged food? 
11.8 your l i f e in general? 

(16 ) 
(17) 
(18) 

(19) 
(20) 
(21) 

(22) 
(23) 

12a. Now that you have described your reac t ion complete ly, we would l i k e to f i nd out what caused you to be 
happy or unhappy with the imported products that you have purchased in the past . Here i s another p i c tu re 
of a ladder. This time i t represents the value that you be l ieve you received in exchange for the money 
that you paid for the product. At the bottom of the ladder is always the worst value fo r your money and 
at the top of the ladder is always the best value fo r your money. Other rungs are in between. FOR 
EACH QUESTION BELOW WRITE ONE NUMBER FOR THE RUNG OF THE LADDER THAT BEST CORRESPONDS TO YOUR FEELINGS 
IN ANSWER TO EACH QUESTION. 

BEST VALUE 

— 7 
— 6 
— 5 
— 4 
— 3 
— 2 
— 1 

WORST VALUE 

12.1 Where on the ladder would you put imports in general? (24) 
12.2 Where on the ladder would you put imported fashion apparel? (25) 
12.3 Where on the ladder would you put imported packaged food? (26) 

12.4 Where on the ladder would you put domestic packaged food? (27) 
12.5 Where on the ladder would you put domestic fashion apparel? (28) 
12.6 Where on the 1 adder would you put domestic products in general? (29) 

12b. Taking a l l things together, how good a value is imported fashion apparel? CHECK ONE BOX. 

[ ] a very good value [ ] a pretty good value [ ] not too good a value (30) 
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13. For many peop le , i t i s impor tant whether or not the exchange which they make i n buy ing a p r o d u c t i s 
a f a i r one. Using the ca tego r i es in the box be low, answer the same set of ques t i ons once more . I f 
you f e e l t h a t the exchange was comp le te l y f a i r , you w i l l s e l e c t the number 7 ^ I f you f e e l t h a t t he 
exchange was comple te ly u n f a i r , you w i l l se lec t the number 1 
LEFT OF EACH QUESTION. 

WRITE A NUMBER ON THE LINE TO THE 

The exchange was: 

COMPLETELY 
UNFAIR 

COMPLETELY 
FAIR 

1 2 3 4 5 6 7 

How f a i r was the exchange of your money fo r 

13.1 imported products in general? 
13.2 domestic products in general? 
13.3 imported fashion apparel? 

13.4 domestic fashion apparel? 
13.5 imported packaged food? 
13.6 domestic packaged food? 

(31) 
(32) 
(33) 

(34) 
(35) 
(36) 

14. Try to remember how much you expected of your purchases before you a c t u a l l y bought them. Use the response 
categories below to answer the next set of q u e s t i o n s . I f you f e e l t h a t you o n l y expected a l i t t l e of a 
product, then select the nunber 1. I f you fee l t h a t you expected a g rea t deal of a p r o d u c t , then se lec t 
the number 7. WRITE A NUMBER ON THE LINE TO THE LEFT OF EACH QUESTION. 

I expected 

ONLY A LITTLE A GREAT OEAL 

1 2 3 4 5 6 7 

How much did you expect of 

14.1 
14.2 
14.3 

imported products in general? 
domestic products in general? 
imported fashion apparel? 

(37) 
(38) 
(39) 

14.4 
14.5 
14.6 

domestic fashion apparel? 
imported packaged food? 
domestic packaged food? 

(40) 
(41) 
(42) 

15a. Here is another p i c t u r e of a l a d d e r . The top rung of the ladder r ep resen t s the i d e a l p roduc t which a 
person might expect to buy. The bottom rung of the ladder r ep resen t s the bas ic minimum which a person 
might expect of a product. Use the ladder to d e s c r i b e your e x p e c t a t i o n s of the p roduc ts l i s t e d below. 
WRITE A NUMBER ON THE LINE TO THE LEFT OF EACH QUESTION. 

THE IOEAL PRODUCT 
7 
6 
5 
4 
3 
2 
1 

THE BASIC MINIMUM 

15. .1 Where would you put imported products in general? 
15.2 Where would you put domestic products in general? 
15, .3 Where would you put imported fashion apparel? 

15. .4 Where would you put domestic fashion apparel? 
15 .5 Where would you put imported packaged food? 
15 .6 Where would you put domestic packaged food? 

(43) 
(44) 
(45) 

(46) 
(47) 
(48) 
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15b. Taking a l l th ings together, how close to the ideal do you expect domestic fashion apparel to b<?? 
CHECK ONE BOX. 

[ ] very close to ideal [ ] p re t t y close to ideal [ ] not too close to ideal (49) 

16. Some produc ts l i v e up to your e x p e c t a t i o n s , and o t h e r s do n o t . P l e a s e t r y t o r e c a l l how you f e l t 
about t h i s same set of pu rchases , a f t e r you b r o u g h t them home and used them. Use t h e response 
c a t e g o r i e s i n the box below to i n d i c a t e the degree to which these p r o d u c t s met you r e x p e c t a t i o n s . 
WRITE THE NUMBER ON THE LINE TO THE LEFT OF EACH QUESTION. 

The product was: 

VERY MUCH 
BETTER THAN 
I EXPECTED 

MUCH 
BETTER THAN 
I EXPECTED 

i 
6 

A LITTLE A LITTLE MUCH VERY MUCH 
BETTER THAN ABOUT AS WORSE THAN WORSE THAN WORSE THAN 
I EXPECTED I EXPECTED I EXPECTED I EXPECTED I EXPECTED 

) t 1 1 , 
2 1 

How do the fo l lowing products compare to your expectations of them? 

16.1 imported products in general 
16.2 domestic products in general 
16.3 imported fashion apparel 

16.4 domestic fashion apparel 
16.5 imported packaged food 
16.6 domestic packaged food 

(50) 
(51) 
(52) 

(53) 
(54) 
(55) 

17a. When a person buys a p roduc t , sometimes he d i scove rs b e n e f i t s and problems t h a t he had never thought 
about before, and sometimes he f i n d s t h a t the product does e v e r y t h i n g t h a t he expected i t to do. The 
top rung of the ladder below rep resen ts new advantages t h a t a person f i n d s i n a product once he has 
taken i t home. The bottom rung o f the ladder rep resen ts new problems t h a t a person f i n d s in a product 
once he has taken i t home. Please use the ladder to desc r i be your r e a c t i o n s to the f o l l o w i n g l i s t of 
products. WRITE THE NUMBER OF YOUR RESPONSE ON THE LINE TO THE LEFT OF EACH QUESTION. 

NEW ADVANTAGES 
— 7 17.1 Where would you put imported products in general? 
— 6 17.2 Where would you put domestic products in general? 
— 5 17.3 Where would you put imported fashion apparel? 

4 
3 17.4 Where would you put domestic fashion apparel? 

— 2 17.5 Where tou ld you put imported packaged food? 
— 1 17.6 Where would you put domestic packaged food? 

NEW PROBLEMS 

(56) 
(57) 
(56) 

(59) 
(60) 
(61) 

17b. Taking a l l things together, have you discovered more new advantages than new problems in your purchase 
of imported packaged food? CHECK ONE BOX. 

] many more advantages than problems 
] a few more advantages than problems 
] not too many advantages 

(62) 
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18. Sometimes what a person expects and what he wants are not the same. We would l i k e to know whether or not 
the products which are l is ted below gave you what you wanted, regardless of what you may have expected of 
them. Using the response categories in the box below, se lect the number that best corresponds to your 
response to each of the products. WRITE THE NUMBER OF YOUR RESPONSE ON THE LINE TO THE LEFT OF EACH 
QUESTION. 

The product was: 

EXACTLY WHAT 
I NEEDED 

NOT AT ALL 
WHAT I NEEDED 

7 6 5 4 3 2 1 

How would you rate the following products? 

18.1 Imported goods in general (63) 
18.2 Domestic goods in general (64) 
18.3 Imported fashion apparel (65) 

18.4 Domestic fashion apparel (66) 
18.5 Imported packaged food (67) 
18.6 Domestic packaged food (68) 

19a. A product w i l l sometimes meet some needs, but not o thers . Using the p i c tu re of the ladder , ra te each of 
these same products once again. This time, let the top rung represent the product which meets your needs 
well and le t the bottom rung of the ladder represent the product which meets your needs poor l y . WRITE THE 
NUMBER OF YOUR RESPONSE ON THE LINE TO THE LEFT OF EACH QUESTION. 

MEETS NEEDS WELL 
7 
6 
5 
4 
3 
2 
1 

MEETS NEEDS POORLY 

19.1 Imported goods in general? 
19.2 Domestic goods in general? 
19.3 Imported fashion apparel? 

19.4 Domestic fashion apparel? 
19.5 Imported packaged food? 
19.6 Domestic packaged food? 

19b. Taking a l l things together, how well do domestic packaged food products meet your needs? 
CHECK ONE BOX. 

(69) 
(70) 
(71) 

(72) 
(73) 
(74) 

[ ] very wel1 [ ] pretty well [ ] not too well (75) 

( )( )( )( )( )( )( )(1-7) 
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20. Now you have to ld us irfiy you f e e l the way you do about i m p o r t s . Once more p lease i n d i c a t e how w i l l i n g 
you are to buy d i f f e r e n t k inds of p roducts by us ing the response c a t e g o r i e s l i s t e d in the box below. 
WRITE THE NUMBER OF YOUR RESPONSE ON THE LINE TO THE tEFT OF EACH QUESTION. 

I am: 

EXTREMELY 
UNWILLING 

EXTREMELY 
WILLING 

1 2 3 4 5 6 7 

How w i l l i n g are you to buy 

20.1 Imported goods in general? 
| 20.2 Domestic goods in general? 

20.3 Imported fashion apparel? 

20.4 Domestic fashion apparel? 
| 20.5 Imported packaged food? 
' 20.6 Domestic packaged food? 

(8) 
(9) 
(10) 

(11) 
( 1 2 ) 
(13) 

21. For c l a s s i f i c a t i o n purposes on ly , please answer the fo l low ing quest ions. 

21.1 Are you . . . 

[ ] Male? 

[ ] Female? (Check the box that appl ies) 

21.2 How old are you? 

(WRITE IN YOUR AGE ON THIS LINE) 

21.3 What is/was your f a t he r ' s occupation? (Check the box that appl ies) 

Professional Managerial Self-Employed Farmer C le r i ca l 
(e .g . shop owner) 

[ 3 [ ] [ 3 C 1 [ 3 
21.4 What is your na t iona l i t y? 

21.5 Are you married? CHECK THE BOX THAT APPLIES. 

Sk i l l ed 

c ] 

Unski1 led 

[ j 

(14) 

(15-16) 

Other 

[ ] ( I? ) 

(18-20) 

(21) 

[ ] Yes [ ] No 

QUESTIONS OR COMMENTS: 

202 



BIBLIOGRAPHY 

Adler, L. (1976), "Special Wrinkles in International 
Marketing Research—Part 1," Sales and Marketing 
Management, 117 (July 12), 62-67. 

(1976), "Special Wrinkles in International 
Marketing Research—Part 2," Sales and Marketing 
Management (September 13), 88-90. 

Adler, N. (1983), "A Typology of Management Studies Involving 
Culture," Journal of International Business Studies, 
14 (Fall), 29-47. 

Albaum, G., and R. A. Peterson (1984), "Empirical Research 
in International Marketing," Journal of International 
Business Studies, 15 (Spring/Summer), 161-173. 

Andrews, F. M., and S. B. Withey (1976), Social Indicators of 
Well-Being, New York: Plenum Press. 

Berrien, F. K. (1968), "Cross-Cultural Equivalence of 
Personality Measures," Journal of Social Psychology, 
75, 3-9. 

Blalock, H. M. (1972), Social Statistics, New York: McGraw-
Hill Company. 

Boddewyn, J. J. (1981), "Comparative Marketing: The First 
Twenty-Five Years," Journal of International Business 
Studies, 12 (Spring/Summer), 61-79. 

Brengelmann, J. C. (1959), "Differences in Questionnaire 
Responses Between English and German Nationals," Acta 
Psychologica, 16, 339-355. 

Brislin, R. W., W. J. Lonner, and R. M. Thorndike (1973), 
Cross Cultural Research Methods, New York: John Wiley 
& Sons. 

Cateora, P. R., and J. M. Hess (1979), International 
Marketing, Homewood, IL: Richard D. Irwin, Inc. 

Caterpillar Tractor Company (1984), Form 10-K, Washington, 
D.C.: Security and Exchange Commission. 

203 



204 

Chun, K., J. B., Campbell, and J. H. Yoo (1974), "Extreme 
Response Style in Cross-Cultural Research," Journal of 
Cross-Cultural Psychology, 5 (December), 465-479. 

Churchill Jr., G. A. (1979), Marketing Research, Hinsdale, 
IL: The Dryden Press. 

Coleman, R. P. (1983), "The Continuing Significance of Social 
Class to Marketing," Journal of Consumer Research, 10 
(December), 265-280. 

Craig, S. C., and J. M. McCann (1978), "Item Non-Response in 
Mail Surveys: Extent and Correlates," Journal of 
Marketing Research, 15 (May), 285-290. 

Crawford, J. C., and B. C. Garland (1984), "Attitudes Toward 
Foreign Products," Survey, Department of Marketing, 
North Texas State University. 

Cunningham, W. H., W. T. Anderson Jr., and J. H. Murphy 
(1974), "Are Students Real People?" Journal of Business, 
(July), 399-409. 

Dillman, D. A. (1978), Mail and Telephone Surveys, New York: 
John Wiley & Sons. 

Douglas, S., and C. S. Craig (1983), International Marketing 
Research, Engelwood Cliffs, NJ: Prentice Hall, Inc. 

, and R. Shoemaker (1981), "Item Non-Response in 
Cross-National Attitude Surveys," European Research, 
9 (October), 124-132. 

Durand, R. M., H. J. Guffey Jr., and J. M. Planchon (1983), 
"An Examination of the Random Versus Nonrandom Nature of 
Item Omissions," Journal of Marketing Research, 20 
(August), 305-13. 

Engel, J. F., and R. D. Blackwell (1982), Consumer Behavior, 
Chicago, IL: The Dryden Press. 

Ferber, R. (1966), "Item Nonresponse in a Consumer Survey," 
Public Opinion Quarterly, 30, 299-315. 

Francis, J. D., and L. Busch (1975), "What We Know About I 
Don't Know," Public Opinion Quarterly, 39, 207-218. 

Gardner, M. P. (1985), "Mood States and Consumer Behavior: 
A Critical Review," Journal of Consumer Research, 12 
(December), 281-300. 



205 

Gergen, K. J., and K. W. Back (1966), "Communication in the 
Interview and the Disengaged Respondent," Public 
Opinion Quarterly, 30, 385-398. 

Glenn, N. D. (1969), "Aging, Disengagement, and Opinion-
ation," Public Opinion Quarterly, 33, 17-33. 

Gordon, L. V. (1968), "Comments on Cross-Cultural Equivalence 
of Personality Measures," Journal of Social Psychology, 
75, 11-19. 

Green, P. E., and D. S. Tull (1975), Research for Marketing 
Decisions, Englewood Cliffs, NJ: Prentice Hall, Inc. 

Green, R. T., and E. Langeard (1975), "A Cross-National 
Comparison of Consumer Habits and Innovator Character-
istics," Journal of Marketing, 39 (July), 34-41. 

, and P. D. White (1976), "Methodological Consider-
ations in Cross-National Consumer Research," Journal of 
International Business Studies, 7 (Fall/Winter), 81-87. 

Halfhill, D. S. (1980), "Multinational Marketing Strategy: 
Implications of Attitudes Toward Country of Origin," 
Management International Review, 20, 26-30. 

Hampton, G. M. (1979), "Students as Subjects in International 
Behavioral Studies," Journal of International Business 
Studies, 10 (Fall), 94-96. 

Henry, W. A. (1976), "Cultural Values Do Correlate With 
Consumer Behavior," Journal of Marketing Research, 13 
(May), 121-127. 

Hewlett Packard Company Inc. (1984), Form 10-K, Washington, 
D.C.: Security and Exchange Commission. 

Hofstede, G. (1980), Culture's Consequences, Beverly Hills, 
CA: Sage Publications. 

(1983), "The Cultural Relativity of Organizational 
Practices and Theories," Journal of International 
Business Studies, (Fall), 75-89. 

Horton, R. L. (1979), "Some Relationships Between Personality 
and Consumer Decision Making," Journal of Marketing 
Research, 16 (May), 233-246. 



206 

Houston, M. J., and N. M. Ford (1976), "Broadening the Scope 
of Methodological Research on Mail Surveys," Journal of 
Marketing Research, 13 (November), 397-403. 

Jaffe, E. D., and J. D. Nebenzahl (1984), "Alternative 
Questionnaire Formats for Country Image Studies," 
Journal of Marketing Research, 21 (November), 463-471. 

Jain, A. K. (1975), "A Method for Investigating and 
Representing Implicit Social Class Theory," Journal of 
Consumer Research, 13 (June), 53-59. 

Kanuk, L., and C. Berenson (1975), "Mail Surveys and Response 
Rates: A Literature Review," Journal of Marketing 
Research, 12 (November), 440-453. 

Kassarjian, H. H. (1971), "Personality and Consumer Behavior: 
A Review," Journal of Marketing Research, 8 (November), 
409-418. 

, and T. S. Robertson, eds. (1981), Perspectives in 
Consumer Behavior, Glenview, IL: Scott, Foresman and 
Company. 

Khera, S. P., and J. D. Benson (1970), "Are Students Really 
Poor Substitutes for Businessmen in Behavioral 
Research?" Journal of Marketing, 34 (November), 
529-532. 

Krippendorf, K. (1980), Content Analysis An Introduction to 
Its Methodology, Beverly Hills, CA: Sage Publications. 

Landsberger, H. A., and A. Saavedra (1967), "Response Set 
in Developing Countries," Public Opinion Quarterly, 31, 
214-229. 

Levitt, T. (1983), "Globalization of Markets," Harvard 
Business Review, (May/June), 92-102. 

Levy, S. J. (1966), "Social Class and Consumer Behavior," in 
On Knowing the Consumer, J. W. Newman, ed., New York: 
John Wiley & Sons. 

Lubin, B., E. E. Levitt, and M. Zuckerman (1962), "Some 
Personality Differences Between Responders and Non-
Responders to a Survey Questionnaire," Journal of 
Consulting Psychology, 26, 192. 

Mayer, C. S. (1978), "The Lessons of Multinational Marketing 
Research," Business Horizons, (December), 7-13. 



207 

McCarthy, E. J., and W. D. Perreault (1984), Basic Marketing, 
Homewood, IL: Richard D. Irwin, Inc. 

_ • • , T e d (1983), Webster's New Twentieth Century 
M C K e C ^ l i c ^ ^ i ^ , Ne» York: Simon and Schuster. 

. -« „ w nQ£c] "Survey Materials Collected in the 
Mitchell^ R« E^ < ^ ^ e s ™ p l i n g , Measurement, and 

Interviewing Obstacles to Intra- and International 
Comparisons," international Social Science Journal, 

17, 665-685 

"""""praciicii ProceduresMfor^the MeasurementVo£°Personal 
Values in Cross-Cultural Marketing,' Journal of 
Ma-rifp-hinq Research, 16 (February), 48-52. 

Norusis, M. J. (1982), SPSS Introductory Guide, Chicago, IL: 

McGraw-Hill Company. 

ncmibene P (1970), "Traits Affecting Questionnaire 
9 Responses," .Tonrnal of Advertising Research, 10 (June), 

18-20. 

Pring, D. C. (1981), "Filling the Overseas Gaps," Advertising 
Age, 52 (October 26), 18-21. 

U rn T anA T P Jollv (1980), "Measuring Personal 
^^Values': An'Evaluation of Alternative Methods," Journal 

of Marketing Research, 17 (November), 531 536. 

Russell, J. A., and A. Mehrabian (1976), "Environmental 
Variables in Consumer Research," Journal of Consumer 
Research, 3 (June), 62-63. 

Schaninger, C. M. (1981), "SocialClass Versus Income 
Revisted: An Empirical Investigation, Journal 
Marketing Research, 18 (May), 192-208. 

Sekaran, U. (1983), "Methodological and Theoretical Issues 
S 6 k a and AdvancemeAts in Cross-Cultural Research," 

of International Business Studies, 14 (Fa , 

Sheth J N. (1970), "Are There Differences in Dissonance 
S Reaction Behavior Between Students and Housewives?" 

Journal of Marketing Research, 7 (May), 24J w z . 



208 

c-u 4-r-ino v K (1975), "On the Validity of Using Students 
S h U P t £ n ^ ; c t ; ii'Sii-- Behavior Investigations," 

.Tournal of Business, (July), 383 390. 

S ± C i nl*h*,: . 34,^26-129. 

SPSS inc. (1983), spssx User's Guide, Chicago, IL: McGraw-

Hill Company. 

Sudman S , and N. M. Bradburn (1974), Response Effects in 
Surveys, Chicago, IL: Aldine Publishing Company. 

., . rj n /1 qtq ) "Pitfalls Beset Cross—Cultural 
3 M a y i n g Research," Advertising Age, 50 (September 10), 

529-530. 

Terpstra, V. (1983), international Marketing, Chicago, IL: 
The Dryden Press. 

and K David (1985), The Cultural Environment of 
Business, Cincinnati, OH: Southwestern 

Publishing Company. 

Triandis, H. C. (1972), The Analysis of Subjective Culture, 
New York: Wiley-Interscience. 

and H. M. Triandis (1962), A Cross Cultural Stud% 
of Social Distance, Washington, DC: American 
OI DU^ 1QX 
Psychological Association. 

u S. Bureau of the Census (1985), Statistical Abstracts of 
the U.S.: 1986, Washington, D.C. 

V a n R a a i i w F. (1978, "Cross-Cultural Research Methodology 
as a'Case of Construct Validity," in Advances in 
rnnsumer Research, Vol. 5, H. K. Hunt, ed., Ann Arbor, 
MI: Association tor Consumer Research. 

v-ir.r-.ani- C E (1964), "Socioeconomic Status and Familial 
Sariable^ in Mail Questionnaire Responses," American 
Journal of Sociology. 69 (May), 647-653. 

Vinson D. E., J. E. Scott, and L. M. Lamont (1977), "The 
Role of Personal Values in Marketing and Consumer 
Behavior," Journal of Marketing, 41 (April), 44-50. 



209 

j n fsmnhell (1973), "Translating, Working 
Werner, 0., and D. Campbe Problems of Decentermg, 

Press. 

, O a n 980) "intrapersonal Affective Influences 

°*i,„nhin Jour"
1 ""rM Business, 12 (Winter), 

131-139. 

Winter, L. G., and C. R. ^ohaska U 9 8 3 K ^f^odological^ 

? PT " f M a r k e t i " q 

Science, 11 (Fall), 417-432. 

Develop™"*-. Report. 1983, Washington, D.C.: World Bank. 

, 1985, Washington, D.C.: World Bank. 

, c Takahashi (1967), "Cultural Influences on 

316-323. 


