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This paper examines the concept and use of focus groups in global marketing. It differentiates exploratory,

clinical, and phenomenological approaches to focus groups, conceptualizes a focus group methodology;

explicates stages of a focus group; discusses use of focus groups in practice; and addresses implications of
focus groups for the management of global business. The paper has an extensive literature review about
Jfocus groups and about global business that might be of interest both to practitioners and researchers.

INTRODUCTION

For business, the reality is global. To have a global
presence is compelling for management of business
firms throughout the world, even though the reality of
globalization may be difficult to achieve (Perlmutter
1969; Hout, Porter and Rudden 1982; Farley 1986;
Henzler and Rall 1986; Root 1987; Jeannet 2000;
Cherkasky 2002; Deshpande and Farley 2002;
Hofstede et al. 2002; Johansson 2003; Yip 2003).
While global trade growth declined recently due to
global economic uncertainties, the decline of the
information technology sector, and concerns of
terrorism (WTO Report 2002a; Parmar 2003a), the
urge to globalize remains an imperative
(Globalization Index 2003) and globalization
arguably has staying power (Morrison, Ricks and
Roth 1991; Giddens 2000, Lazer and Shaw 2000;
Ramachandran and Yip 2000; Engardio 2001; Quelch
2002; Franklin 2003). A firm, in fact, may seem
incomplete if it does not have a presence in the global-
business arena, even the smallest firms (Farley 1986;
Moran and Riesenberger 1994, Gupta and
Govindarajan 2000; Paul 2000; Tyagi 2002; Deresky
2003; Johansson 2003; Yip 2003).
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The need to globalize is compelling given that world
trade reportedly increased from US$200 billion to
more than US$4 trillion over the past two decades
(OSU 1997). The World Trade Organization (WTO
Report 2002b) reported world merchandise trade at
US$5.47 trillion in 1999, US$6.2 trillion in 2000, and
US$6.0 trillion in 2001. Trade volume for 2001 was
to be 2 to 7 percent more than in 2000 (WTO Press
Release 2001), but a global recession brought about
the first decline in world merchandise trade since
1982 with a 4.5 percent decrease in volume (WTO
Press Release 2002; Becker 2003). During 2002,
world trade recovered from the first quarter forward
(Panitchpakdi 2002) and, as of January 2003, world
trade volume was approximately US$ 5.3 trillion
(Trade Report 2003a), with U. S. exports at US$
81.9 billion in January 2003. (Trade Report 2003b).
These reports arguably affirm the potential of global
business.

Globalization, a concept popularized by Levitt
(1983), encourages business firms to enter host-
country markets throughout the world. Entry is
encouraged both in the processes of production and of
marketing. Hill (2003) described globalization of
production as the placing of production facilities
around the globe, often in least-cost locations, to
exploit national differences in cost and in the quality
of factors of production. Globalization of marketing
requires a unified marketing approach worldwide.
Kehoe and Whitten (1999) summarized the concept of
globalization of marketing for product companies as:
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one world, one product, one brand, and one marketing
approach, and for service companies as: one world,
one service delivery approach, one service mark, and
one marketing approach. In each of these situations,
globalization creates an orientation within a company
of making little or no distinctions between national
markets (Toyne and Walters 1993; Johansson 2003;
Yip 2003). This implies that firms seek opportunities
for greater product and marketing standardization in
the conduct of global operations in order to realize
cost savings, economies of scale, and implementation
simplification in entering host-country markets
(Waheeduzzaman 2002; Hill 2003; Yip 2003).

While standardization as a concept is appealing, ithas
significant limitations (Jain 1989; Ohmae 1989,
Harvey 1993; Dru 1997; Tai 1997; Laroche et al.
2001; Waheeduzzaman 2002). Arguably, the world is
becoming smaller due to advances in communication
and in transportation technologies. Using the Internet,
an individual is but a click away from any country or
region of the world, whether accessed by computer, a
personal digital assistant, a cellular phone, a
smartphone, or emergent wireless technologies (Stull
1997; Long, Tomak and Whinston 2003; Page 2003;
Segan 2003). However, even though individuals have
more information about other places and peoples,
there still exists among peoples in the world
individual differences in culture, idiom, language,
preferences, and tastes. Hence, rather than
standardization as a sole market-entry approach,
products and services and the advertising thereof
often must be adapted to host-country markets
(Kacker 1975; Medina and Duffy 1998; Kehoe and
Whitten 1999; Keegan and Green 2000; Onkvisit and
Shaw 2002; Raymond, Mittelstaedt and Hopkins
2002; Johansson 2003; Yip 2003). Adaptation
requires that information be gathered and analyzed
about host-country consumers, gathered efficiently
and easily through focus groups.

Expectations are that emerging nations will provide
nearly half of the market potential for western goods
and services by 2010 and three of eight middle-class
consumers will reside in developing nations
(Rosenweig 1998). This implies that gathering
accurate, reliable, and timely data from people in
host-country markets will be critically important in
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the future. An entrant firm must develop a knowledge
base about culture and cultural metaphors in host-
country markets to insure that cultural barriers do not
impede market entries (Kluckhohn and Strodtbeck
1961; Hofstede 1980; Kogut and Singh 1988;
Hofstede 1994; Aulakh, Kotabe and Sahay 1996;
Gomez-Mejia and Palich 1997; Swift 1999; Evans,
Treadgold and Mavondo 2000; Brouthers and
Brouthers 2001; Gannon 2001; Shenkar 2001; Evans
and Mavondo 2002; Hennart and Zeng 2002;
Einhorn, Roberts and Crockett 2003) as well as to
facilitate adaptation to a host country by home-
country employees (Hofstede 1993; Jun, Gentry and
Hyun 2001; Deresky 2003). Additionally, an entrant
firm must acquire information on subcultures that
may exist within a host country (Hall 1976; Hall and
Hall 1987; Lenartowicz and Roth 2001).

INFORMATION FROM
GLOBAL CONSUMERS

There obviously is a significant amount of
information about potential consumers needed as a
firm enters a host-country market, whether in a
developed or a developing country, information such
as reflected in the following questions. What do
consumers in a host country think of a firm’s product
or service? How do they feel about the company?
What is the company’s image? How should the
company organize itself for marketing in the country?
How should it position a product or service within a
host country? What are consumer reactions in a host
country to advertising planned by the firm? Are there
any attributes of the product or service that should be
adapted for a host-country market, and which
adaptations are critical for a country and which are
preferred but not critical? What are the meanings of
colors, shapes, and sizes of products in different
countries of the world?

An area of significant difference across countries lies
in language. Words may have different meanings
across countries due to differences in lexicon,
phoneme, and syntax, thereby inhibiting survey
research and confounding its analysis (Hall 1959;
Deutscher 1968; Gannon 2001; Ferraro 2002).
Research by Hoecklin (1995) illustrates how
interpretation of a given word may differ across
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cultures. A survey questionnaire asked, “How
important is security?” That simple question was
difficult for respondents in host countries to answer
and difficult for the researcher to analyze results
because people in different cultures had differing
understandings of the concept of security.

Another subtlety in use of language is that in some
cultures men and women may use different words
having the same meaning. An example of the use of
such word pairs, called doublets, in the West Indies
men use “kunobu” and women use “kuyu” as the
word for rain (Ferraro 2002). When coupled with
euphemisms and local slang, language in a host
country may be a significant obstacle to a successful
market entry.

Similarly, a brand name, appropriate in a home
country, may translate inappropriately in a host
country or be perceived differently (Tagliabue 2003)
from in the home country. In addition, given a
product’s origin, its perception by consumers may be
different based on its country of origin versus its
country of manufacturer (Bilkey and Nes 1982; Han
and Terpstra 1988; Carpenter and Nakamoto 1990;
Wall and Heslop 1991; Tse and Gorn 1993; Samiee
1994; Bandyopadhyay, Yelkur, DaCosta and Coelho
2001; Rudell 2001; Carvalho 2002; Olsen and Olsson
2002). Consumer perception of a product’s origin is
an important factor for consideration as a firm weighs
whether to move production from its home country
(country of origin) to another country (country of
manufacturer).

All of these cultural issues in a market entry take on
increased urgency in today’s global environment, an
environment in which mistakes in market-entry
strategy may be detrimental to the continued viability
of a firm. The issues and questions presented in the
paragraphs above are examples of issues and
questions that are suited ideally for a focus group
interview approach. These also are issues and
questions with which a focus group interview may be
ill designed or misused, and, as a result, the
information gathered might be misleading and/or of
insignificant value to management in a global-entry
mode.

Marketing Management Journal, Fall 2003

Kehoe and Lindgren
CONCEPT OF A FOCUS GROUP

The rationale of a focus group methodology is that it
offers an opportunity for respondents to share openly
their opinions about a research object in a group
interview venue (Morgan and Spanish 1984; Morgan
1988; Patton 1990; Strauss and Corbin 1990; Stewart
and Shamdasani 1990; Frey and Fontana 1991; Carey
1994; Creswell 1994; Morgan 1997a; Edmunds
1999; Gummesson 1999; Greenbaum 2000; Bloor et
al. 2001; Sayre 2001; Wade 2002). The sociologist
Robert King Merton is acknowledged as likely being
first to conceive of a focus group as a means to gather
qualitative data, specifically to measure reactions to
radio programming (Report 2003). Merton, Fiske
and Kendall (1956) used the term “focus group” in
describing a situation of a researcher asking specific
questions of a small group of subjects. Such a group
convenes to discuss a research object or a topic of
mterest, for example, discussing plans for advertising
copy in a host country.

Focus group participants generally number about
eight to twelve (Cox, Higginbotham and Burton 1976;
Morgan 1988; Denzin and Lincoln 1994; McQuarrie
1996; Morgan 1997b; Edmunds 1999; Greenbaum
1998a and 1998b; Greenbaum 1999). A group more
than twelve subjects may limit, rather than enhance,
participants’ interaction, while fewer than eight
participants may not produce enough interactions to
generate useful results. A focus group interview does
not use a structured questionnaire, thereby allowing
respondents to relax and to take a considered view of
a research object. This, in turn, provides a more in-
depth interview than is possible in a survey-research
approach, thereby enabling, according to Levy
(1994), an understanding of the subjects and “their
outlooks, their feelings, the dynamic interplay of their
feelings and ideas, their attitudes and opinions, and
their resulting actions.”

Calder (1977) identified three focus group approaches
—exploratory, clinical, and phenomenological. These
approaches vary in use depending upon the type of
information sought by management, the role of the
moderator, and the degree of group interaction.
Underpinning each approach is the objective of
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focusing discussion on a relevant topic area or focus
object in a nondirective manner.

Exploratory Focus Group

An exploratory focus group has among its purposes
to generate ideas, test constructs, and develop
hypotheses (Fontana and Frey 1994; Morgan 1997a),
as in a situation of developing and testing a
questionnaire instrument. The group setting provides
a convenient means of within-group personal
interviewing wherein participants state what they like
and dislike about a questionnaire, or discuss what
they like or dislike about a product’s design, or share
their feelings about a proposed advertising theme.
While the participants hear each answer, the
interaction, in an exploratory focus group, tends to
involve one individual at a time with the moderator
rather than interaction with group members. As a
result, interaction between participants in an
exploratory focus group is not as active as in the
other approaches to focus groups (Krueger 1997b).

Clinical Focus Group

In a clinical focus group, interaction among group
members is more active than in an exploratory focus
group. The moderator of the group is not part of the
interaction but is an objective observer. It is important
that the moderator establishes rapport among
participants (Axelrod 1976; Krueger 1997c; Morgan
1997a; Morgan 1997b; Greenbaum 1998a;
Greenbaum 1999; Greenbaum 2000). The moderator
might begin a clinical focus group by asking members
to introduce each other. Then, for example, ask group
members to explain to each other (not to the
moderator) why they purchased or plan to purchase a
particular product. The object of the discussion is to
encourage the participants to talk freely with each
other and to begin to make relatively unguarded
comments concerning the topic selected for focus
discussion. The role of the moderator is critical. He or
she has an intended direction for the group and must,
adroitly and gently, without becoming a factor in the
interaction, guide the group through nondirective
comments and nonverbal responses (Jorgensen 1989,
Krueger 1997c; Greenbaum 1998a; Greenbaum
2000; Mariampolski 2001; Parmar 2003b).
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To encourage unguarded comments by participants,
and, hence, allow for more in-depth examination of
the participants, a clinical focus group may use
projective tests, free-association exercises, and/or
interactive exercises to facilitate the process (O’Neill
2003). The participants, for example, might view a
picture of a person talking with a company president,
with the president saying, “I believe our advertising in
(a particular host country) is appealing.” Focus group
participants then discuss how they believe the person
in the picture likely would reply. In other words, the
participants are projecting themselves into a situation,
and, because they do not feel as vulnerable as when
they talk specifically about themselves, they may
speak with more candor, insight, and meaning.

Phenomenological Focus Group

In a phenomenological focus group, the moderator is
a participant in the group (Jorgensen 1989; Krueger
1997c). The group interview approach is
unstructured. The moderator analyzes and interprets
the group while a member of the group, shares in the
experiences of the group, and, from exposure as a
participant/observer, arrives at conclusions
concerning group participants and their opinions of or
attitudes toward a focus object.

A FOCUS GROUP METHODOLOGY

Exhibit 1 presents a methodology for conducting a
focus group, adapted from Lindgren and Kehoe
(1981) and used by permission. The example posits
six major stages of a focus group and presents sample
questions that could be used in a focus group assigned
the task of evaluating advertising copy for a bank
entering a host-country market, across three
alternative advertising approaches. While a bank is
utilized as the example because of the impending
expansion of U.S. banks to host countries (Miller and
Parkhe 1998), the methodology may be generalized
and used in other situations in global business,
whether the focus object is concerned with advertising
evaluation, display evaluation, product evaluation, or
an evaluation of a company’s host-country marketing
plans.
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EXHIBIT 1
A Focus Group Methodology

Introductory Stage
# Provide orientation to the focus group process, introduce participants, and establish rapport during this stage.
@ The moderator should provide sufficient information to permit informed consent by each participant.

Pre-Focus Stage

# Participants are introduced to the topical area of a focus group during this stage.

# Discussion in this stage should be general and perceived as nonthreatening.

@ The moderator should avoid premature evaluation of participants and their responses.

@ Examples of questions to be used in this stage in a focus group for a bank entering host-country markets:
v Which financial institutions do you use in the host country?
v What is your attitude toward financial institutions in general?
v What is your attitude toward specific financial institutions?

Task-Orientation Stage
4 This stage orients participants to a specific task (e.g., evaluation of advertising copy).
@ Questions are specific and relate directly to the focus object (e.g., advertising copy).
4 The objective in this stage is to cause examination of evaluation criteria.
@ Example questions:

v How do you feel about your financial institution’s advertising?

v What do you think of financial institution advertising in general?

v Do you feel the advertisements reflect the image of a financial institution?

v Which financial institution has what you consider as “good” advertising?

v Why do you consider it to be good advertising?

Focus Stage
4 Entering this stage, the participants should be oriented and motivated to complete the task.
# The role of moderator is critical in this stage.
4 High group interaction is important, particularly in the clinical and phenomenological focus group approaches.
4 Example questions (e.g., evaluate advertising copy in three print ads; each ad is shown separately):
v What do you think of this ad? Is it appropriate for the host country?
v What image does it portray? Is the image host-country appropriate?
v What is good or bad about the ad?
v With multiple focus groups, the order of presentation of the focus object should be random.

Conclusion Stage
# In this stage, allow participants to make and verbalize their individual conclusions about the focus object.
@ This is a stage of reflection and of strong group interaction. This stage may yield the best data.
# Be sure all participants fully participate and that one or a few participants do not try to conclude for the group.
@ Example questions (show all three ads at the same time):
v Which advertisement is best for use in the host country? Why?
v Which advertisement is worst for use in the host country? Why?
v Which advertisement would you like your financial institution to use? Why?

Debriefing Stage
# In this stage, the moderator provides rationale and identification information as specified by the client.
# This stage intends to set a basis for future cooperation by the participants

Adapted from Lindgren and Kehoe (1981). Used by permission.
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Introductory Stage

Objectives of the introductory stage are introduction,
orientation, establishing rapport, and obtaining
informed consent. A moderator facilitates introduction
of group members or they introduce themselves,
participants are oriented to the focus group
methodology, rapport is established, and participants
receive sufficient information about the research to
allow for their informed consent. Then, in the example
presented here, the moderator indicates that the group
will be talking about advertising by a bank entering a
host-country market, but avoids, at this introductory
stage, a detailed discussion about the specific types of
advertising. The purpose at this stage is for the
respondents generally to be aware of the subject of the
focus group in order to give their informed consent to
participate.

Pre-Focus Stage

The pre-focus stage introduces participants to the
broad topical area of the focus group. The questions
asked in this stage are general and nonthreatening in
nature and tone. It is important that a moderator does
not give a premature evaluation, either verbally or
nonverbally, of any participant’s comments. The
objectives of the stage are to induce participants’
comfort with the process and assuage any concerns.
Examples of typical questions in a pre-focus stage are
in Exhibit 1. Notice the general nature of the
questions oriented toward financial institutions in
general rather than specifically to financial institution
advertising, which is the focus object. Data from this
stage are general in nature and, as a result, may not
be useful in managerial decision-making.

Task-Orientation Stage

The third stage is a task-orientation stage. The
questions in this stage become more specific and
relate directly to the focus object, in this example, the
evaluation of advertising copy. To move the subjects
toward the task of evaluating advertising copy, the
questions are about bank advertising in general. The
moderator, especially in an exploratory approach,
points the discussion toward evaluation criteria and
encourages the participants to analyze the criteria
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they use personally when evaluating advertising. The
purpose of the questions in this stage is to have the
subjects discover criteria used in evaluating the focus
object, in this case, evaluating bank advertising.

Focus Stage

By the focus stage, the most specific stage of the
process, the respondents should be well oriented to the
task. A moderator’s role in this stage is crucial as is
an understanding of the particular focus group
approach in use, whether exploratory, clinical or
phenomenological (Calder 1977; Greenbaum 1999;
Greenbaum 2000; Foden 2003; Henderson and
Langer 2003; Parmar 2003b). While it is important
that the task is completed (in this example, evaluation
of advertising copy for a bank entering a host-country
market), it is important also, especially in the clinical
and phenomenological approaches, to maintain high
group interaction. A danger in this stage is that the
participants become so task oriented that group
interaction suffers. To ameliorate this potential
malady, the moderator should require that the
participants discuss copy evaluation openly with each
other. This is to ensure that group interaction is not
lost in the preoccupation of completing the task.

Conclusion Stage

The conclusion stage consolidates the focus
discussion, allowing the participants to express
conclusions concerning the focus object. In this stage,
all participants are asked for a candid opinion of the
focus object, rather than allowing one or a few
participants to conclude for the group. Experienced
moderators generally elect not hurry this stage. Itis a
stage of introspection and reflection and may yield the
best qualitative data.

Debriefing Stage

A focus group concludes in a debriefing stage. During
discussion in this stage, a moderator may provide
rationale for the study and client identification
information. While sometimes done summarily, this
stage is important because it provides a basis for
future cooperation with subjects and establishes the
research on an ethical level. A focus group conducted
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ethically gives a respondent, at minimum, enough
information to give informed consent in the
introductory stage and provides completion
information in the debriefing stage about the rationale
for the study and identification of the sponsor.

FOCUS GROUPS IN PRACTICE

The three focus group approaches (exploratory,
clinical and phenomenological) are appropriate for
qualitative research in global marketing. In practice,
the approaches may interchange within a single focus
group or between focus groups to facilitate the
process. This is important in global settings,
particularly if a focus group is in a host country
whose culture is without a research tradition.

Focus group subjects in some host countries may
become uncomfortable during a focus group and be
unwilling to talk among themselves because such
behavior either is not acceptable or is usual in their
culture (Hall 1976; Scherer and Ekman 1982; Hall
and Hall 1987, Strauss and Corbin 1990;
Montgomery 1991; Wolcott 1992; Hofstede 1994;
Robinson 1996; Gannon 2001; Farraro 2002; Stauss
and Mang 2002). Hence, a focus group moderator in
a global marketing venue must be flexible and willing
to switch among the three focus group approaches.
For example, a moderator may be directive in the
early or pre-focus stage of group activity. Then, as a
group develops and becomes oriented to its task, a
moderator shifts to a clinical focus group approach of
being an objective observer. Later, in the focus stage,
the moderator may become phenomenological in
orientation and be accepted as a participant in the

group.

While playing the separate roles of director, observer,
and participant may appear to be too much activity
for a moderator in a focus group, in practice it occurs
often. A researcher, then, should be aware that the
varying roles of the moderator, the varying degrees of
group interaction, and unique techniques utilized by
the moderator in the various phases of a focus group
might impact data from the different focus segments.

Another way in which the three approaches to focus
groups are used is in a between focus-group situation.
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In such a situation, a researcher utilizes multiple
focus groups of eight to twelve people each for each
research question. For example, several focus groups
use the exploratory approach, other groups the
clinical approach, and other groups the
phenomenological approach. This likely happens if, in
the judgement of a researcher, one approach may not
yield quality data, or in situations where a researcher
is unsure of the focus-group approach that is
appropriate for a host-country’s culture. Of course,
whatever approach or approaches are used, it is good
practice to have multiple groups in each approach so
as to compare data within as well as across groups.

ONLINE QUALITATIVE RESEARCH

Focus groups are a valuable technique in qualitative
research (Hopewell 2003) and used in online research
with increasing frequency for cost-saving
possibilities. The Internet offers technologies to
facilitate focus groups virtually, either through video
conferencing or in an online setting (Bloor et al. 2001;
DeNicola and Kennedy 2001; Jarvis and Szynal
2001; Lonnie 2001; James 2002; Hopewell 2003).

FocusVision Worldwide (2003) enables Internet and
videoconferencing of live international focus groups
direct from a host-country location to a manager’s
home-country office. Examples of FocusVision
Videoconferencing and FocusVision Online, a secured
Internet service that enables real-time viewing of
focus groups, are available on the firm’s website,
with a live demonstration of a focus group available
at http://www.focusvision.com/online/ demo.htm.

Another provider in delivery of live focus groups over
the Internet is ActiveGroup (2003), whose live
demonstration is available at http.//www.activegroup.
net/ag live.cfm. ActiveGroup offers an on-demand
streaming media service that allows viewing of focus
groups whenever it is convenient for an individual. If
a manager misses a group or elects not to watch it
live, it may be viewed on-demand over a secure
website http://www.activegroup.net/on demand.cfm.

For a firm interested in appealing to children, an
interesting online panel from C&R Research Services
is available at http://www.kidzeyes.com (Kidzeyes
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2003). Providing a sample of children 6 to 14 years
old, Kidzeyes.com is an online children’s research
panel that provides customized studies as well as an
opportunity to participate in a monthly omnibus
study.

A concern in using online qualitative research is
whether an online focus group allows enough time for
interaction and reflection by participants. This
concern may be addressed by using a bulletin board,
a new on-line qualitative research technique (James
2002). In a bulletin board, a research topic is
available on line for from several days to a month or
more on a password-protected web page. Participants
log on, read the discussion log, and respond at their
convenience. A bulletin board allows a respondent the
time necessary to use a product or service under
evaluation, to reflect on the usage experience, to read
and reflect upon comments of other participants, and
enter their comments when ready to participate.

IMPLICATIONS FOR MANAGEMENT

There are several important implications of focus-
group methodology for a global manager to consider.
These implications include:

A focus group and its resulting information are only
as good as a moderator, her or his knowledge of
focus-group approaches and procedures, and her or
his knowledge of a host-country’s culture. Ideally, a
moderator should have experience in research design,
interview procedure, group dynamics, be
knowledgeable of the various focus-group approaches
and procedures, and be familiar with the culture of the
host country or countries in which a focus group is to
be conducted. Care and sensitivity is necessary in
selecting a moderator as well as selecting a focus
group facility. A useful resource is the Directory of
Focus Group Facilities and Moderators, published
annually by the American Marketing Association in
Marketing News (Directory 2003).

The methodology used in a focus group (Exhibit 1) is
critical to its success and has implications for
reliability and validity of the data. While a focus
group is unstructured, it is not a loosely run group
discussion. Rather, a focus group, as its members
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become oriented to each other and to a focus object,
evolves through a series of stages. A moderator
should be aware of the stages and recognize her or his
role in each stage as conditioned by the particular
focus-group approach being wused, whether
exploratory, clinical, or phenomenological.

A moderator also should be aware of cultural
conditions in a host country that may inhibit group
interaction (Axtell 1993; Mclntosh and Davies 1996;
O’Grady and Lane 1996; Robinson 1996; CAG
2001; Gentry and Hyun 2001; Jun 2001; Farraro
2002) and/or confound interpretation of focus group
results (Malhotra, Agarwal and Peterson 1996;
Keillor, Owens and Pettijohn 2001). For example,
individuals in some cultures may be hesitant to
interact with strangers in a group environment
(Kluckhohn and Strodtbeck 1961; Hall 1976;
Hofstede 1980; Hall and Hall 1987, Hofstede 1994,
Lenartowicz and Roth 2001; Shenkar 2001). In other
cultures, status consciousness may cause an
individual to defer to another individual (Adams
1965; Tedeschi and Norman 1985; Davis and Young
2002). Subjects may feel it is inappropriate to discuss
personal opinions openly about a product or service,
have different approaches to generating ideas
(Swanson 1997), or be uncomfortable in group-
discussion venues (McIntosh and Davies 1996;
Frevert 2000; Gannon 2001; Farraro 2002). Cultural
artifacts such as these may inhibit a focus group and
confound its results.

Data from focus-group research are of a qualitative
nature. Care in the approach and procedure of focus
interviewing will yield qualitative data as valid as
data from quantitative research. In fact, because focus
groups give the comments and reactions of
consumers, issues not apparent or detected easily in
survey or experimental research may surface through
focus-group interaction. Hence, the data from focus
groups may provide attitudes, emotions, and
perceptions of greater value to management than
numeric data from quantitative research, particularly
in situations wherein managers are new to a host
country.

As a general rule, management should not participate
in a focus group. If management insists on being in a
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focus group, it should be only in the most exploratory
focus-groups studies. Presence of management,
whether obtrusive or not, has an impact on a focus
group, on the moderator, and, in all likelihood, on
group dynamics. This, in turn, affects the quality of
the data.

While management should not participate in a focus
group, it is possible to view a focus group
unobtrusively. In fact, when entering a host-country
market, management may learn a great deal about a
country’s culture and the uniqueness of its people by
watching a focus group, even a focus group
conducted in a host country with which a manager is
experienced or familiar. As discussed above,
videoconferencing and the Internet, through such
providers as FocusVision Worldwide (2003) and
ActiveGroup (2003), enable unobtrusive viewing of
live focus groups direct from a host-country location
to a manager’s home-country office.

CONCLUSION

Survey and experimental research techniques often
take too long (Parameswaran and Yaprak 1987) to
yield the necessary information for managers who
want to test a marketing strategy or a new product or
service in a host country. As a result, managers may
be tempted to avoid research and in so doing possibly
make a major error in judgment (Thomas 2002).
Focus-group research provides a vehicle for gathering
information in a cost effectively and timely manner to
inform international business decisions. A focus
group employs any of three approaches (exploratory,
clinical, phenomenological) or a combination of these
approaches. Whichever approach wused, a
methodology should be established and followed in
conducting a focus group.

This research posits a six-stage methodology for
focus group research. A standardized focus group
methodology enhances the quality of data (Cox,
Higginbotham and Burton 1976). Quality of data, in
turn, influences the quality of decision-making. If data
are of high quality, immediate action in a decision is
possible. If data are of lower quality, delay of
decision occurs, opportunities foregone, and the firm
may be a weakened competitor.
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Given the volatile and highly competitive environment
of global business, the need for immediate decisions
is paramount. Focus-group research is a complement
to quantitative research methodologies (Wade 2002).
Focus-group research provides an efficient and timely
method of gathering information for decision-making.
Immediacy in decision-making enables a firm to move
toward achieving a first-mover advantage (Hout,
Porter and Rudden 1982; Kerin, Varadarajan and
Peterson 1992) in the global-business arena.

The approaches and procedure presented in this
manuscript provide a carefully considered and
efficient approach to focus group research. The more
efficient and considered the approach, the higher are
the qualities of data from a focus group and the more
valuable are the data to a global business manager.

REFERENCES

ActiveGroup (2003), http://www.activegroup.net.

Adams, J. S. (1965), “Inequity in Social Exchange,”
in Leonard Berkowitz (ed.), Advances in
Experimental Social Psychology, New York,
NY: Academic Press, 267-299.

Aulakh, Preet S., M. Kotabe, and A. Satay (1996),
“Trust and Performance in Cross-Border
Marketing Partnerships: A Behavioral
Approach,” Journal of International Business
Studies, 27(5), 1005-1032.

Axelrod, Myril D. (1976), “The Dynamics of the
Group Interview,” Advances in Consumer
Research, IV, 437-441.

Axtell, R. E. (1993), Do’s and Taboos Around the
World, New York, NY: Wiley

Bandyopadhyay, S., Rama Yelkur, Maria DaCosta,
and Francisco Coelho (2001), “Product Country
of Origin Perceptions of Portuguese Consumers,”
in Greg W. Marshall and Stephen J. Grove,
(eds.), Enhancing Knowledge Development in
Marketing, Chicago, IL: American Marketing
Association.

Becker, Elizabeth (2003), “U. S. Unilateralism
Worries Trade Officials,” The New York Times,
152(March 17), A8.

22



Bilkey, Warren J. and Erik Nes (1982), “Country-of-
Origin Effects on Product Evaluations,” Journal
of International Business Studies, 13(1), 89-99.

Bloor, Michael, Jane Frankland, Michelle Thomas
and Kate Robson (2001), Focus Groups in
Social Research, London, UK: Sage
Publications, Ltd.

Brouthers, Keith D. and Lance E. Brouthers (2001),
“Explaining the National Cultural Distance
Paradox,” Journal of International Business
Studies, 32(1), 177-189.

CAG (2001), “Cultural Access Group,” Marketing
News, 35(June 4), H37.

Calder, Bobby J. (1977), “Focus Groups and the
Nature of Qualitative Marketing Research,”
Journal of Marketing Research, 14(3),353-364.

Carey, M. A. (1994), “The Group Effect in Focus
Groups: Planning, Implementing and Interpreting
Focus Group Research,” in J. M. Morse, (ed.),
Critical Issues in Qualitative Research Methods,
Newbury Park, CA: Sage Publications, Inc.

Carpenter, G. S. and K. Nakamoto (1990),
“Competitive Strategies for Late Entry into a
Market with a Dominant Brand,” Management
Science, 36(October), 1268-1278.

Carvalho, Sergio W. (2002), “Assessing the Role of
Nationalistic Feelings in Consumer Attitudes
Toward Foreign Products,” in William J. Kehoe
and John H. Lindgren, Jr. (eds.), Enhancing
Knowledge Development in Marketing, Chicago,
IL: American Marketing Association.

Cherkasky, Michael (2002), “New Realities of
Globalization,” Chief Executive, (January), C10-
C12.

Cox, Keith K., James B. Higginbotham and John
Burton (1976), “Applications of Focus Group
Interviews in Marketing,” Journal of Marketing,
40(1), 77-80.

Creswell, John W. (1994), Research Design:
Qualitative and Quantitative Approaches,
Thousand Oaks, CA: Sage Publications, Inc.

Davis, Tim R. V. and Robert B. Young (2002),
“International Marketing Research: A
Management Briefing,” Business Horizons,
45(March/April), 31-38.

DeNicola, Nino and Samantha Kennedy (2001),
“Quality Inter(net)action,” Marketing News,
35(November 19), 14.

23

Kehoe and Lindgren

Denzin, Norman K. and Yvonna S. Lincoln (1994),
Handbook of Qualitative Research, Thousand
Oaks, CA: Sage Publications, Inc.

Deresky, Helen (2003), International Management:
Managing Across Borders and Cultures, Upper
Saddle River, NJ: Pearson Education, Inc.

Deshpande, Rohit and John U. Farley (2002),
“Looking at Your World Through Your
Customer’s Eyes: Cross-National Differences in
Buyer-Seller Alliances,” Journal of Relationship
Marketing, 1(3/4), 3-22.

Deutscher, 1. (1968), “Asking Questions Cross-
Culturally: Some Problems of Linguistic
Comparability,” in H. S. Becker, B. Geer, D.
Riesman and R. Weiss, (eds.), Institutions and
the Person, Chicago, IL: Aldine Publishers.

Directory (2003), “Directory of Focus Group
Facilities and Moderators,” Marketing News,
37(5), 17-50.

Dru, Jean-Marie (1997), “Passport to Success: In a
Global-Village World, All Advertising Is Local,”
Adweek, (April 21), 34.

Edmunds, Holly (1999), The Focus Group Research
Handbook, Chicago, IL: American Marketing
Association.

Einhorn, Bruce, Dexter Roberts and Roger Crockett
(2003), “Winning In China,” Business Week,
(January 27), 98-100.

Engardio, Peter (2001), “Smart Globalization,”
Business Week, (August 27), 132-134, 136.
Evans, Jody and Felix T. Mavondo (2002), “Psychic
Distance and Organizational Performance,”
Journal of International Business Studies, 33(3),

512-532.

Evans, Jody, Alan Treadgold and Felix T. Mavondo
(2000), “Explaining Export Development through
Psychic Distance,” International Marketing
Review, 17(2), 164-169.

Farley, Laurence J. (1986), “Going Global: Choices
and Challenges,” Journal of Business Strategy,
1(Winter), 76-70.

Farraro, Gary P. (2002), The Cultural Dimension of
International Business, Upper Saddle River, NJ:
Prentice-Hall.

FocusVision Worldwide
Sfocusvision.com

Foden, Athol (2003), “Customer-Focused Efforts
Require Listening,” Marketing News, 37(5), 56.

(2003),  http:/fwww.

Marketing Management Journal, Fall 2003



Focus Groups in Global Marketing: . ...

Fontana, Andrea and James H. Frey (1994),
“Interviewing: The Art of Science,” in Norman
K. Denzin, and Yvonna S. Lincoln, Handbook of
Qualitative Research, Thousand Oaks, CA: Sage
Publications, Inc.

Franklin, Daniel (2003), “Globalization’s New
Boom,” in Dudley Fishburn and Stephen Green
(eds.), The World in 2003, London, UK: The
Economist.

Frevert, B. (2000), “Is Global Research Different?”
Marketing Research, 12(1), 49-51.

Frey, J. H. and A. Fontana (1991), “The Group
Interview in Social Science,” Social Science
Journal, 28(1), 175-187.

Gannon, Martin J. (2001), Understanding Global
Cultures, Thousand Oaks, CA: Sage
Publications.

Giddens, Anthony (2000), Runaway World: How
Globalization Is Reshaping Our Lives, New
York, NY: Routledge.

Globalization Index (2003), “A. T. Kearney/Foreign
Policy Magazine Globalization Index,” Foreign
Policy, 134(January/February), 60-72.

Gomez-Mejia, Luis R. and Leslie E. Palich (1997),
“Cultural Diversity and the Performance of
Multinational Firms,” Journal of International
Business Studies, 28(2), 309-335.

Greenbaum, Thomas L. (1998a), “Ten Tips for
Running Successful Focus Groups,” Marketing
News, 32(September 14), 25.

Greenbaum, Thomas L. (1998b), The Handbook for
Focus Group Research, Thousand Oaks, CA:
Sage Publications, Inc.

Greenbaum, Thomas L. (1999), Moderating Focus
Groups: A Practical Guide for Group
Facilitation, Newbury Park, CA: Sage
Publications, Inc.

Greenbaum, Thomas L. (2000), Moderating Focus
Groups, Thousand Oaks, CA: Sage Publications,
Inc.

Gummesson, Evert (1999), Qualitative Methods in
Management Research, Newbury Park, CA:
Sage Publications, Inc.

Gupta, Anil K. and Vijay Govindarajan (2000),
“Managing Global Expansion: A Conceptual
Framework,” Business Horizons, 43(2), 45-54.

Hall, Edward T. (1939), The Silent Language,
Greenwich, CT: Fawcett.

Marketing Management Journal, Fall 2003

Kehoe and Lindgren

Hall, Edward T. (1976), Beyond Culture, Garden
City, NY: Anchor Press.

Hall, Edward T. and Mildred R. Hall (1987), Hidden
Differences, Garden City, NY: Doubleday.

Han, C. M. and Vernon Terpstra (1988), “Country of
Orngin Effects for Uninational and Binational
Products,” Journal of International Business
Studies, 19(Summer), 235-255.

Harvey, Michael G. (1993), “Point of View: A Model
to Determine Standardization of the Advertising
Process in International Markets,” Journal of
Advertising Research, 33(July-August), 57-63.

Henderson, Naomi and Judith Langer (2003), “Why
Ask Why?” Marketing News, 37(5), 52.

Hennart, Jean-Francois and Ming Zeng (2002),
“Cross-Cultural Differences and Joint Venture
Longevity,” Journal of International Business
Studies, 33(4), 699-716.

Henzler, Herbert and Wilhelm Rall, (1986), “ Facing
Up to the Globalization Challenge,” McKinsey
Quarterly, (Winter), 52-68.

Hill, Charles W. L. (2003), Infernational Business,
Chicago, IL: Irwin/McGraw-Hill, 5-7.

Hoecklin, Lisa (1995), Managing Cultural
Differences: Strategies for Competitive
Advantage, Workingham, UK: Addison-Wesley
Publishing Company, 104-105

Hofstede, Geert H. (1980), Culture’s Consequences,
Beverly Hills, CA: Sage Publications, Inc.

Hofstede, Geert H. (1993), “Cultural Constraints in
Management Theories,” Academy of
Management Executive, 7(1), 81-94.

Hofstede, Geert H. (1994), “The Business of
International Business Is Culture,” International
Business Review, 3(1), 1-14.

Hofstede, Geert H. et al. (2002), “What Goals Do
Business Leaders Pursue? A Study in Fifteen
Countries,” Journal of International Business
Studies, 33(4), 785-803.

Hopewell, Nikki (2003), “The Road Ahead, 2003.”
Marketing News, 37(January 6), 8-13.

Hout, T., M. E. Porter and E. Rudden (1982), “How
Global Companies Win Out,” Harvard Business
Review, 60(September-October), 98-108.

Jain, Subhash C. (1989), “Standardization of
International Marketing Strategy,” Journal of
Marketing, 53(January), 70-79.

24



James, Dana (2002), “This Bulletin Just In: Online
Research Technique Proving Invaluable,”
Marketing News, 36(March 4), 45-46.

Jarvis, Steve and Deborah Szynal (2001), “Show and
Tell: Spreading the Word about Online
Qualitative Research,” Marketing News,
35(November 19), 1 and 13.

Jeannet, Jean-Pierre (2000), Managing with a Global
Mindset, London, UK: Financial Times.

Johansson, Johny K. (2003), Global Marketing,
Boston, MA: McGraw-Hill/Irwin.

Jorgensen, D. L. (1989), Participant Observation: A
Methodology for Human Studies, Newbury Park,
CA: Sage Publications, Inc.

Jun, Sunkyu, James W. Gentry and Yong J. Hyun
(2001), “Cultural Adaptation of Business
Expatriates in the Host Marketplace,” Journal of
International Business Studies, 32(2), 369-377.

Kacker, M. P. (1975), “Export Oriented Product
Adaptation,” Management International Review,
6(1), 61-70.

Keegan, Warren J. and Mark S. Green (2000),
Global Marketing, Upper Saddle River, NJ:
Prentice-Hall.

Kehoe, William J. and Linda K. Whitten (1999),
“Structuring Host Country Operations: Framing
A Research Study,” Proceedings of the
American Society of Business and Behavioral
Sciences, 5(1), 1-9.

Keillor, Bruce, Deborah L. Owens and Charles E.
Pettijohn (2001), “A  Cross-Cultural/Cross-
National Study of Influencing Factors and
Socially Desirable Response Biases,”
International Journal of Marketing Research,
43(1), 63-84.

Kerin, Roger A., P. R. Varadarajan and R. A.
Peterson (1992), “First-Mover Advantage: A
Synthesis, Conceptual Framework, and Research
Propositions,” Journal of Marketing,
56(October), 33-52.

Kidzeyes (2003), http://www.kidzeyes.com

Kluckhohn, F. R. and F. L. Strodtbeck (1961),
Variations in Value Orientation, Evanston, IL:
Row, Peterson.

Kogut, Bruce and H. Singh (1988), “The Effect of
National Culture on the Choice of Entry Mode,”
Journal of International Business Studies,
19(Fall), 411-432.

25

Kehoe and Lindgren

Krueger, Richard A. (1997a), Analyzing and
Reporting Focus Group Results, Thousand Oaks,
CA: Sage Publications, Inc.

Krueger, Richard A. (1997b), Developing Questions
for Focus Groups, Thousand Oaks, CA: Sage
Publications, Inc.

Krueger, Richard A. (1997c), Moderating Focus
Groups, Thousand Oaks, CA: Sage Publications,
Inc.

Laroche, Michel, V. H. Kirpalaril, Frank Pons and
Lianxi Zhoa (2001), “A Model of Advertising
Standardization in Multinational Corporations,”
Journal of International Business Studies, 32(2),
249-266.

Lazer, William and E. H. Shaw (2000), “Global
Marketing Management: At the Dawn of the New
Millennium,” Journal of International
Marketing, 8(1), 65-77.

Lenartowicz, Thomasz and Kendall Roth (2001),
“Does Subculture within a Country Matter?”
Journal of International Business Studies, 32(2),
305-325.

Levitt, Theodore (1983), “The Globalization of
Markets,” Harvard Business Review, 61(May-
June), 92-102.

Levy, Sidney J. (1994), “What Is Qualitative
Research?” The Dartnell Marketing Manager's
Handbook, Chicago, IL: Dartnell.

Lindgren, John H. Jr. and William J. Kehoe (1981),
“Focus Groups: Approaches, Procedures and
Implications,” Journal of Retail Banking, 3(4),
16-22.

Long, Ju, Kerem Tomak and Andrew B. Whinston
(2003), “Wireless Technology Ideal to Study
Behavior,” Marketing News, 37(January 20), 19-
22.

Lonnie, Kevin (2001), “Combine Phone, Web for
Focus Groups,” Marketing News, 35(November
19), 15-16.

McIntosh, A. R. and R. J. Davies (1996), “The
Sampling of Nondomestic Populations,” Journal
of the Market Research Society, 38(94), 431-
446.

McQuarrie, Edward F. (1996), “The Focus Group,”
in Edward F. McQuarrie, The Market Research
Toolbox, Newbury Park, CA: Sage Publications,
Inc.

Marketing Management Journal, Fall 2003



Malhotra, Naresh K., J. Agarwal and M. Peterson
(1996), “Methodological Issues in Cross-Cultural
Marketing Research: A State of the Art Review,”
International Marketing Review, 5(1), 7-43.

Mariampolski, Hy (2001), Qualitative Market
Research: A Comprehensive Guide, Thousand
Qaks, CA: Sage Publications, Inc.

Medina, J. F. and M. F. Duffy (1998),
“Standardization versus Globalization,” Journal
of Product and Brand Management, '1(3), 223-
243,

Merton, R. K., M. Fiske and P. L. Kendall (1956),
The Focused Interview, Glencoe, IL: Free Press.

Miller, Stewart R. and Arvind Parkhe (1998),
“Patterns in the Expansion of U. S. Banks’
Foreign Operations,” Journal of International
Business Studies, 29(2), 359-390.

Montgomery, David B. (1991), “Understanding the
Japanese as Customers, Competitors, and
Collaborators,” Japan and the World Economy,
1(1), 61-91.

Moran, Robert T. and J. R. Riesenberger (1994), The
Global Challenge: Building the New Worldwide
Enterprise, Berkshire, UK: McGraw-Hill
Publishing Company

Morgan, David L. (1997a), The Focus Group
Guidebook, Thousand Oaks, CA: Sage
Publications, Inc.

Morgan, David L. (1997b), Planning Focus Groups,
Thousand Oaks, CA: Sage Publications, Inc.
Morgan, David L. (1988), Focus Groups As
Qualitative Research, Newbury Park, CA: Sage

Publications, Inc.

Morgan, David L. and M. T. Spanish (1984), “Focus
Groups: A New Tool for Qualitative Research,”
Qualitative Sociology, 7(1), 253-270.

Morrison, Allen J., D. A. Ricks and K. Roth (1991),
“Globalization versus Regionalization: Which
Way for Multinationals?” Organizational
Dynamics, 19(3), 17-29.

0’Grady, Shawna and Henry Lane (1996), “The
Psychic Distance Paradox,” Journal of
International Business Studies, 27(2), 309-333.

O’Neill, Holly M. (2003), “Interactive Exercises
Better Engage Groups,” Marketing News, 37(5),
55.

Marketing Management Journal, Fall 2003

Kehoe and Lindgren

Ohmae, Kenichi (1989), “Managing in a Borderless
World,” Harvard Business Review, 67(May-
June), 152-161.

Olsen, Svein O. and Ulf H. Olsson (2002),
“Multientity Scaling and the Consistency of
Country-of-Origin  Attitudes,” Journal of
International Business Studies, 33(1), 149-167.

Onkvisit, Sak and John J. Shaw (2002), “Glocal
Advertising: Think Global, Act Local,” in
William J. Kehoe and John H. Lindgren, Jr.
(eds.), Enhancing Knowledge Development in
Marketing, Chicago, IL: American Marketing
Association.

OSU (1997),  http://citm.cob.ohio-
state.edu:1111/expadocs.

Page, Dan (2003). “The Winning Ways of Wireless,”
Converge, 6(1), 22-23.

Panitchpakdi, Supachai (2002), “WTO Statement
about International Trade Statistics,” WTO Press
Release, 316(October 7), http://www.wto.org
/emglish/news_e/pres02 _e/pr316 e.htm.

Parameswaran, Ravi and Attila Yaprak (1987), “A
Cross-National Study of Consumer Research
Measures,” Journal of International Business
Studies, 18(Spring), 35-49.

Parmar, Arundhati (2003a), “Global Economies
Unstable, So Marketing Tricky,” Marketing
News, 37(5), 9 & 12.

Parmar, Arundhati (2003b), “Strange, but True,
Tales from the Moderator’s Chair,” Marketing
News, 37(3), 1, 15-16.

Patton, M. Q. (1990), Qualitative Evaluation and
Research Methods, Newbury Park, CA: Sage
Publications, Inc,

Paul, Herbert (2000), “Creating a Global Mindset,”
Thunderbird International Business Review,
42(2), 187-200.

Perlmutter, Howard V. (1969), “The Tortuous
Evolution of the Multinational Corporation,”
Columbia Journal of World Business,
4(January/February), 9-18.

Quelch, John A. (2002), “Does Globalization Have
Staying Power?” Marketing Management,
(March/April), 19-23.

Ramachandran, K. and George S. Yip (2000), “It’s
Time to Globalize Now,” General Management
Review, 2(1), 40-47.

26



Raymond, Mary Anne, John D. Mittelstaedt and
Christopher D. Hopkins (2002), “Perceptions of
Consumer Needs Levels and Implications for
Standardization-Adaptation Decisions in Korea,”
in William J. Kehoe and John H. Lindgren, Jr.
(eds.), Enhancing Knowledge Development in
Marketing, Chicago, IL: American Marketing
Association.

Report (2003), “Robert King Merton, Inventor of the
Focus Group, Died on February 23, Aged 92,
The Economist, 366(March 15), 81.

Robinson, Chris (1996), “Asian Culture: The
Marketing Consequences,” Journal of the Market
Research Society, 1(1), 55-62.

Root, Franklin R. (1987), Entry Strategies for
International Markets, Lexington, MA: D. C.
Heath.

Rosenweig, Jeffrey A. (1998), Winning The Global
Game, New York, NY: The Free Press, 113-140.

Rudell, Fredica (2001), “Made Where, By Whom,
Under What Conditions?” in Greg W. Marshall
and Stephen J. Grove, (eds.), Enhancing
Knowledge Development in Marketing, Chicago,
IL: American Marketing Association.

Samiee, Saced (1994), “Customer Evaluation of
Products in a Global Market,” Journal of
International Business Studies, 25(3), 579-604.

Sayre, Shay (2001), Qualitative Methods for
Marketplace Research, Thousand Oaks, CA:
Sage Publications, Inc.

Scherer, K. R. and P. Ekman (1982), Handbook of
Methods in Nownverbal Behavior Research,
Cambridge, UK: Cambridge University Press.

Segan, Sascha (2003), “Big Brains: Smartphones Get
Slicker,” Smart Computing, 14(February), 34-
36.

Shenkar, Oded (2001), “Cultural Distance Revisited,”
Journal of International Business Studies, 32(3),
519-535.

Stauss, Bernd and Paul Mang (2002), “Cultural
Shocks in Inter-Cultural Service Encounters,” in
Michael R. Czinkota and Ilkka A. Ronkainen
(eds.), Best Practices in International
Marketing, Fort Worth, TX: Harcourt College
Publishers, 337-357.

27

Kehoe and Lindgren

Stewart, David M. and P. N. Shamdasani (1990),
Focus Groups: Theory and Practice, Newbury
Park, CA: Sage Publications, Inc.

Strauss, A. L. and J. Corbin (1990), Basics of
Qualitative Research, Newbury Park, CA: Sage
Publications, Inc.

Stull, Andrew T. (1997), Surfing for Success in
Management, Upper Saddle River, NJ: Prentice
Hall, Inc.

Swanson, Lauren A. (1997), “A Chinese View of
Birthing and Growing Ideas,” Marketing News,
31(March 31), 17.

Swift, Jonathan (1999), “Cultural Closeness as a
Facet of Cultural Affinity,” International
Marketing Review, 16(3), 182-201.

Tagliabue, John (2003), “U. S. Brands Abroad Are
Feeling Global Tension,” The New York Times,
152(March 15), B3.

Tai, Susan (1997), “Advertising in Asia: Localize or
Regionalize,” International Journal of
Advertising, 16(1), 76-92.

Tedeschi, J. T. and V. Melburg (1985), “Social
Power, Self-Presentation, and the Self,” in S. B.
Bachrach and E. J. Lawler (eds.), The Self and
Social Life, New York, NY: McGraw-Hill, 293-
322.

Thomas, Jerry W. (2002), “Skipping MR a Major
Error,” Marketing News, 36(March 4), 50.

Toyne, Brian and Peter G. P. Walters (1993), Global
Marketing Management, Boston, MA: Allyn and
Bacon, 5.

Trade Report (2003a),
gov/foreign-trade.

Trade Report (2003b), http://www.census.gov/
indicator/www/ustrade.html.

Tse, D. K. and G. Gorn (1993), “An Experiment on
the Salience of Country of Origin in the Era of
Global Brands,” Journal of International
Marketing, 1(1), 57-76.

Tyagi, Pradeep K. (2002), “Internationalization
Process of Small Scale Firms in Developing
Countries,” in William J. Kehoe and John H.
Lindgren, Jr. (eds.), Enhancing Knowledge
Development in Marketing, Chicago, IL:
American Marketing Association.

hitp://www.census.

Marketing Management Journal, Fall 2003



Focus Groups in Global Marketing: . . ..

Wade, R. Kenneth (2002), “Focus Groups’ Research
Role is Shifting,” Marketing News, 36(March 4),
47.

Waheeduzzaman, A. N. M. (2002), “Five Lines of
Inquiry in Standardization Adaptation Research,”
in William J. Kehoe and John H. Lindgren, Jr.
(eds.), Enhancing Knowledge Development in
Marketing, Chicago, IL: American Marketing
Association.

Wall, M. Liefeld and Louise Heslop (1991), “Impact
of Country of Origin Cues on Consumer
Judgments in Multi-Cue Situations,” Journal of
the Academy of Marketing Science, 19(Spring),
105-113.

Wolcott, H. F. (1992), “Posturing in Qualitative
Inquiry,” in M. D. LeCompte, W. L. Millroy and
J. Preissle (eds.), The Handbook of Qualitative
Research in FEducation, New York, NY:
Academic Press.

WTO Press Release (2001), “Press Release 249,”
(October 19, 2001), Attp://'www.wto.org/
english/news e/presO1 e/pr249 e.htm.

WTO Press Release (2002), “Press Release 316,”
(October 7, 2002), http://’www.wto.org/
english/news e/pres02 e/pr316 e htm.

WTO Report (2002a), http://www.wto.org/english/
res e/statis e/statis e.htm.

WTO Report (2002b), http://www.wto.org/english/
res_e/its2002 e/sectiond_e/iv01.xls.

Yip, George S. (2003), Total Global Strategy, Upper
Saddle River, NJ: Prentice-Hall.

Acknowledgments: The authors acknowledge and
thank Professor Michael d’Amico, Co-Editor of
Marketing Management Journal, and anonymous
reviewers for their helpful and thoughtful
comments about the manuscript. The authors
thank Dean Carl P. Zeithaml and Senior
Associate Dean Ellen M. Whitener of the
Mclntire School of Commerce, University of
Virginia, for encouraging our research and for
providing a grant to support the research.

Marketing Management Journal, Fall 2003

Kehoe and Lindgren

28





