MEZINARODNI MARKETINGOVY VYZKUM

Primarni problém marketingového vyzkumu na zahrani¢nich trzich spociva v odhadu pravdépodobnych
potiZi p¥i vymezeni ekvivalentnosti v riznych etapach procesu marketingového vyzkumu.

Existuji dva hrani¢ni pristupy: tzv. emicky versus eticky. Emicky, zjednoduSené feceno, ve své extrémni
podobé znamena, Ze neni mozné Zadné srovnani, tj. vSechno je individualni a originalni a neexistuji Zadné
podobnosti. Eticky je primarné spojen s identifikaci univerzalnosti, vzori a standardu.

Doporucuje se tedy pouZzit hybridni formu: shromazdi se specifika vyznamu a specifika méfeni z hlediska
krajiny, kultury a subkultury a po porovnani, kombinaci a ipravé se identifikuji vyznamy

s panevropskym anebo pankulturnim pouZitim.

Kategorie omezeni ekvivalentnosti: - ptisobi zejména p¥i dotazovani

A. pojmova ekvivalence B. funkéni ekvivalence
C. ekvivalence pi‘ekladu D. ekvivalence méi‘eni
- lexikalni - vnimani
- idiomaticka - méridla
- gramaticko-syntakticka - kvalifikace
- zkuSenostni - Casova
E. ekvivalence vzorku F. ekvivalence shéru dat
- jednotky vzorku - spoluprace respondentii
- sloZeni - vyznamu sbéru dat
- vybéru - druhu reakce

add. A — ekvivalence pojmu

problém: ma pojem podobny anebo stejny vyznam, resp. smysl v zavislosti napi. na socialnich
hodnotach, interakce s jinymi lidmi apod.???
- dulezité zejména pi¥i vyzkumu chovani spotiebitelii a motivacnich faktora
- napf. ,c¢ekani na poradi“ — dimenze vyznamu: - ,,ztrata ¢asu® a ,,pocit viny ze zdrZovani®, -
vnimani zavislé na hodnotach, které jsou pro urcitou kulturu primarni
- »vnimani rizika ,, (je potiebné rozeznavat riziko socialni, financni a fyzické) -
opétovné je v nékterych zemich, resp. kulturach rizné

add. B - funkéni ekvivalence
- znamena rozdilné uziti, funk¢nost apod. stejného produktu u stejnych anebo podobnych ¢innosti
v riznych kulturach. Pravé rozdilnost socidlniho prostiedi je objektem srovnavani.
Napf¥. rajska $t’ava ve Finsku a Italii, dovolena, vino atd.

Add. C - ekvivalence pi‘ekladu — riizné subkategorie:

- lexikalni — pfimy preklad pomoci slovniku, kdy jeden vyraz miiZe mit nékolik riiznych moZnosti
prekladi

- idiomaticka (frazeologicka) — jedna fraze muZe v urcitém jazyce, a tedy i kultui‘e a subkultuie
znamenat néco jiného nez ve druhém jazyce

- gramaticko-syntakticka — liSi se poradi slov, konstrukce véty a nap¥. vyjadi‘eni dirazu

- zkuSenostni — je souhrnem predchozich problémi, tj. co znamenaji slova a fraze v béZném
pouzivani (zavislé od jemnych odstinii vyznamu, i od znalosti napf. vlastnosti produktu a jeho
funkci, které se vyjadiuji slovy

doporucené techniky:

zpétny pieklad: 1 prekladatel preloZi text ze zdrojového do cilového jazyka. Potom druhy prekladatel — bez
znalosti puvodniho textu, prelozi preklad do jazyka zdrojového

zpétny paralelni pieklad — nékolik piekladateli preklada simultanné a nezavisle ze zdrojového jazyka do
cilového

decentrickd technika — hledaji se slova, které jsou podobného vyznamu pro oba jazyky a které lze nahradit



add. D — ekvivalence méreni

- musi respektovat variabilitu nap¥. ve znalosti produktu, stupném znalosti a pouZivani, pristupu,
postoji atd.

subkategorie:

- percep¢ni - napf. barva a barevné spektrum a symbolicka interpretace, viiné (vnimani fyzické a

mentalni)

metricka — nap¥. riizny rozsah verbalnich vyrazii skal a také vzdalenosti mezi jednotlivymi prvky skal

- nékteré jazyky maji méné termint vyjadrujicich napt. gradaci ve vyvoji

- existuji velké rozdily v miie ohodnoceni vyznamu napi. piidavnych jmen v pripadé 100 bodové
skaly

kalibraéni — nap¥. ména, kurzy, vahy, vzdalenost, objem apod.

v

casova — ruznost nap¥. stafi informaci, Zivotniho cyklu vyrobki, technologického pokroku

add. E - ekvivalence pojmii
problémy se vyskytuji také u sekundarnich dat (nap¥. rozdily v kategoriich — vékové rozpéti, piijmové
rozpéti..., rozdily v roce srovnani, charakteru vzorky, miie spolehlivosti
- u primarnich dat — nap¥. rozdily v kupnim chovani a kupnim rozhodovacim procesu — rizna role,
pozice, pravomoc a zodpovédnost

add. F - ekvivalence sbéru dat
problémy:
- neochota odpovidat (mira vnimani naru$eni soukromi)
- predsudky respondentii v zavislosti na kultufe a existence tzv. tabu otazek v nékterych kulturach
- predsudky pramenici ze vztahu k tazateli — Zena, cizinec, prodejce, snaha ,,potéSit“ tazatele
doporuceni — pi‘ednost kvalitativnimu vyzkumu, resp. v pfipadé uzavienych otazek poskytnout moznost
komentare k otazkam

DOTAZNIK
Nize uvedeny dotaznik byl piivodné vypracovan pro americky trh, kdy vzorek respondentt pedstavoval zeny ve véku od 18
do 30 let.

Vase ukoly:
1. Formulujte mozné problémy, které se tykaji prekladu dotazniku do Vami zvoleného jazyka a do Vaseho rodného
jazyka

2. Zhodnot'te proces sbéru dat jednak z pohledu tazatele i z pohledu respondenta, ktery mtize byt rizny v riznych
zemich v EU (napiiklad CR, Slovensko, Némecko, Anglie...) a uved'te diivody
3. Navrhnéte zmény ve formé dotazniku, v pojmech a v metod¢ prizkumu, pokud:
a) hledana informace nema zadny anebo jen maly vyznam v lokalnim kontextu
b) zadana informace je sice dilezita, ale sbér dat je neadekvatni
4. Pokuste se navrhnout alespoii pro ¢ast dotazniku universalni podobu

Hello, I'm.............. of The Wharton School, University of Pennsylvania. We” re conducting a survey on women'’s attitudes
and opinions about hair care products.

1. On the average, how often do you shampoo your hair at home?
More than twice a week

Once or twice a week

Once or twice every two weeks
Once or twice every three weeks
Less than twice a month

IF LESS THAN TWICE A MONTH, TERMINATE

2. What is your age?
(IUNDER 18 OR OVER 30 TERMINATE)

Part A
First I'm going to show you a set of 16 cards. Each card contains the name of a benefit that a hair shampoo might prove.
(PLACE A SET OF WHITE CARDS ON THE TABLE IN FRONT OF RESPONDENT). Please take a few moments to look
over these benefits. (ALLOW TIME FOR RESPONDENT TO STUDY THE CARDS.)



Now, thinking about various brands of hair shampoo that you have tried or heard about, pick out those benefits that
you think are most likely to be found in almost any hair shampoo that one could buy today. (RECORD CARD
NUMBERS IN FIRST COLUMN OF RESPONSE FORM A AND TURN SELLECTED CARDS FACE DOWN.)

Next, select all of those remaining benefits that you think are available in at least some hair shampoo — but not
necessarily all in a single brand — that’s currently on the market. (RECORD CARD NUMBERS IN SECOND
COLUMN ON RESPONSE FORMA A. RECORD REMAINING CARD NUMBERS IN THIRD COLUMN. THEN
RETURN ALL CARDS TO TABLE.)

Next, imagine that you could make up an ideal type of shampoo — one that might not be available on today’s market.
Suppose, however, that you were restricted to only four of sixteen benefits shown on the cards in front of you. Which
four of the sixteen benefits would you most like to have? (RECORD CARD NUMBERS IN FOURTH COLUMN OF
RESPONSE FORM A.)

RESPONSE FORM A
1 2 3 4
Benefits Most Likely to be | Benefits Available in Some | Remaining Benefits — Card | Four- Benefit Ideal Set —
Found in Almost Any Hair | Shampoo — Card Numbers | Numbers Card Numbers

Shampoo — Card Numbers

Part B
Now, let” s again return to some of the shampoo benefits you have already dealt with. (SELECT WHITE CARD
NUMBERS 1 THROUGH 10; PULL OUT CARD 4 AND PLACE IT IN THE FRONT OF RESPONDENT.)

Suppose a shampoo were on the market that primarily stressed this benefit — ,,Produces Hair that has Body.* If you could
get a shampoo that made good on this claim, which one of the remaining nine benefits would you most like to have as well?
(RECORD NUMBER IN RESPONSE FORM B.) Which next most? (RECORD.) Please continue until all of the 9 benefits
have been ranked.

RESPONSE FORM B
(Enter Card Numbers 1 Through 10 Excluding card — 4)

() Most Like to Have ) () ()
() Next Most () () )
() () Least Most

Part C

Now, I am going to read to you some short phrases about hair. Listen to each phrase carefully and then tell me what single
words come to mind when you hear each phrase?
(RECORD UP TO THE FIRST THREE ,, ASSOCIATIVE-TYPE“ WORDS THE RESPONDENT SAYS AFTER EACH
PHRASE IN RESPONSE FORM C.)

RESPONSE FROM C

a) Hair that has body
b) Hair with fullness
¢) Hair that holds a set
d) Bouncy hair
e) Hair that’s not limp
f)  Manageable hair
g) Zesty hair

h) Natural hair

Part D
At this point I would like to ask you a few questions about your hair.
1. Does your hair have enough body?

Yes No
2. Do you have any special problems with your hair?
Yes No

If yes, what types of problems?

3. How would you describe your hair?



My hair type is:
Dry Normal Oily

4.  The texture of my hair is:

Fine Normal Coarse
5. My hair style (the way I wear my hair) is:

Straight

Slightly wavy or curly

Very wavy or curly
6. The length of my hair is:

Short (to ear lobes)

Medium (ear lobes to shoulder)

Long (below shoulder)
7.  How would you describe the thickness of your hair?
Thick Medium Thin
Part E

Now I would ask you a few background questions.
1. Are you working (at least twenty hours per week, for compensation)?

Yes No
2. Are you married?
Yes No

3. What is your level of education?
Some high school
Completed high school
Completed college

4. (HAND RESPONDENT INCOME CARD.) Which letter on this card comes closest to describing your total annual
family income taxes? (CIRCLE APPROPRIATE LETTER.)

A. UNDER 9 000 B.9001 - 15000 C. 15001 - 20000 D.20001 - 30000

E. 30000 — 45 000 F. 45001 — 60000  G. Over 60000



