l_’__l
TILBURG & %}?ﬁ ¢ UNIVERSITY
l\;’fl

Tilburg University

Prerequisites for international segmentation
van Herk, H.; Verhallen, T.M.M.

Published in:
Marketing today and for the 21st century

Publication date:
1995

Link to publication in Tilburg University Research Portal

Citation for published version (APA):

van Herk, H., & Verhallen, T. M. M. (1995). Prerequisites for international segmentation. In M. Bergadaa (Ed.),
Marketing today and for the 21st century: Proceedings of the 24th Annual Conference of the European
Marketing Academy, Cergy-Pontoise, France, May 16-19, 1995 (Vol. 2) (pp. 2053-2058). ESSEC.

General rights
Copyright and moral rights for the publications made accessible in the public portal are retained by the authors and/or other copyright owners
and it is a condition of accessing publications that users recognise and abide by the legal requirements associated with these rights.

» Users may download and print one copy of any publication from the public portal for the purpose of private study or research.
* You may not further distribute the material or use it for any profit-making activity or commercial gain
* You may freely distribute the URL identifying the publication in the public portal

Take down policy
If you believe that this document breaches copyright please contact us providing details, and we will remove access to the work immediately
and investigate your claim.

Download date: 09. Dec. 2023


https://research.tilburguniversity.edu/en/publications/76dad0e5-80c8-446b-a01e-9a0e5ebaaa84

Prerequisites for international segmentation

Hester van Herk
and
Theo M.M. Verhallen

Dept. Marketing and Marketing Research
Tilburg University, The Netherlands

Work in progress paper to he presented
atthe 24rd EMAC Conference, 16-19 May 1995
Paris, France

1. Introduction.

In marketing research the use of rating scales for obtaining information is common practice.
The use of these scales in an international setting can elicit different responses due to these
scales hy respondents from different cultures. For example: respondents in Asia are less likely
to use the extremes of a rating scale as compared to US respondents (Lee & Green, 1991) and
Greek respondents are giving more positive answers as compared to their French
counterparts. These response effects can he due to real cross-cultural differences, response
hias or a combination of hoth. When data from respondents of different countries are
comhined, as in international segmentation research, response effects may have severe
influence on resulting segments. A main concern in international research therefore is the
comparabhility or equivalence of data from different countries (Douglas and Craig, 1983).

Equivalence is important in all phases of a study. Many aspects of equivalence, e.g. translation
equivalence, can he established at the start of the study. Metric equivalence, concerning
reaction to and usage of measurement scales can he determined at the end of the study only.

In international marketing research the establishing of metric equivalence is necessary
hefore valid cross-cultural comparisons can he made. Metric equivalence exists when “a
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numerical value on the scale refers to the same degree, intensity, or magnitude of the
construct regardiess of the population of which the respondent is a member” (Hui & Triandis,
1985).

To establish metric equivalence different methods for standardising (giving the Ssame mean)
and normalising (giving the same mean and variance) data can be applied. These methods
however do not guarantee that scores having the same mean value across countries also have
the same meaning. A"’ in countries A and B can refer to a different magnitude of the measured
construct or '3’ in country A can have the same meaning as a '4' in country B when referring to
the construct.

For estahlishing the same meaning on a rating scale, external reference tdata (‘anchor
variables) having the same metric across countries can he used (Poortinga, 1989; Greenleaf,
1992] for validating results. E.g. an attitude variable measured on a rating scale (e.g.'] eat a lot
of fat] can he validated with overt hehavior (e.g. the grams of fat eaten in one week] to
estahlish metric equivalence. Metric equivalence at the individual respondent level of such
attitude scores can he assured by using a different standardisation per country based on
‘anchor variables.

In this paper methods for standardising and normalising data for obtaining metric equivalence
will he compared and their implications for international segmentation research will be given.
The main goal of this study is to investigate the effects of procedures for correcting response
effects while analysing data at an individual level as for example in international segmen-
tation research.

2. Current international marketing research.

In marketing research literature little has heen published on metric equivalence of scales.
Most international research focuses on the cross-national applicability of models. In an article
hy Parameswaran & Yaprak (1987) the degree to which unreliability of measures impairs the
comparahility of cross-national research findings is explored. They used analysis of variance
designs and reliability analysis to determine country and construct effects. Netemeyer et al.
(1991) compared the use of the American hased CETSCALE in various countries, therehy empha-
sising the validation of the measurement instrument itself. In other articles American hased
models like the Fishiein model (Lee & Green, 1991 or the Rokeach Value Survey (Schwarlz &
Bilsky, 1987,1990) are validated in other countries.

The common denominator of these studies is establishing congruence of the internal
structure of the research instrument hy various methods. In these studies data are analysed at
an aggregate level. This procedure is sufficient for validating theoretical constructs in
different countries. It is not sufficient however for (international) segmentation purposes,
hecause then metric equivalence has to be present in the data at the individual level.



For international seymentation the data from various countries should have the same meaning
at the individual level. When standardising by imposing the same mean for each country real
differences can he eliminated. For obtaining the same meaning data must he corrected for real
hias effects, but not for real cross-cultural differences. By using ‘anchor variahles bias can he
separated from real cross-cultural differences. After removal of hias variables having the
same meaning over countries can he obtained. The subsequently remaining differences can
he interpreted as real differences. Only when data are corrected for cultural hias, valid cross-
national segments can he revealed.

In most international research data from different countries are analysed separately. Results
are compared and similarity hetween the outcomes is investigated. In other studies metric
equivalence is implicitly imposed hy using covariance matrices. The use of covariance
matrices implies that each country is implicitly given the same mean (zero). It is however not
certain that the then equal means refers to the same meanings across countries. An
equivalent structure obtained from these matrices therefore is a necessary hut not a sufficient
requirement for metric equivalence at an individual level.

For international segmentation purposes data should he eguivalent (in meaning) in the
countries heing studied, because respondents from different countries will he compared
directly. Therefore, data used in segmentation studies have to he corrected for response
effects. Greenleaf (1992) refers to response effects as (1) yeasaying effects (more positive
answers given) and (2) standarddeviation effects (only certain parts of the scale used). When
respondents from different countries are analysed simultaneously without correcting for
yeasaying effects, resulting international segments may reveal the countries themselves.

4. Research-set-up and Methodl.

An international study on cooking hehavior was carried out in three European countries:
France, Greece and Italy. The study comprised two phases: a gualitative and a quantitative
phase. In the gualitative phase 30 to 60 families per country were ohserved during cooking
and meal preparation using video cameras. In the gquantitative phase a sample of 600 families
in each country, representative for the national population, took part in the study. Information
was gathered on psycho-graphics, cooking hehavior, food buying behavior, product usage,
general attitudes towards cooking and demographics.

During the research process equivalence in construct, transiation and data collection
procedures was established. Metric equivalence of the data was established by several
methods including the method using ‘anchor variables. Based on these different sets of
equivalent data segments crossing horders were formetl.



9. Results.

In our study the underlying structure of psychographic variables concerning cooking hehavior,
measured on a 3-point Likert scale, was determined. In all three countries the same underlying
structure was found, implying that a first step for ohtaining metric equivalence was satisfied.

A next step in the research process was the standardisation of data for obtaining metric
equivalent data at the level of individual respondents. Data were obtained using different
standardisation and normalisation procedures [(see figure 1).

Figure 1. Standardisation in cross-national research.

L Intra-cultural na. na. na.

Il Pan-cultural unequal  |unequal assumed absent

. |Cross-culturalA | equal unequal only yeasaying
Cross-culturalB | equal equal yeasaying-+stidev

In the Intra-cultural approach data are analysed separately per country and segmentation
results are compared thereafter. Here standardisation procedures are ahsent, since country
effects cannot have any influence.

The Pan-cultural approach assumes constructs to be valid across countries, so differences
found hetween countries are only interpreted as real differences. In the Pan-cultural approach
(1) data of Italy, France and Greece are analysed simultaneously without correcting for hias
effects. Response effects will be present in the final segments, hut differences are not
expected to reveal real cross-cultural differences or bias in consumer hehaviour. Differences
are interpreted as individual differences rather than cultural differences.

Within the cross-cultural approach different possibilities to equalize differences are used. In
approach (Al itis assumed that respondents of all countries use extreme scale values equally.
Respondents in one country are however expected to he more positive ahout a construct than
respondents in another country. Therefore only corrections for differences in mean are
applied. In approach (B] it is assumed that respondents from one culture are hoth more likely
to give positive answers and to use more extreme values on the scales. For making
comparisons across countries these effects have to he removed hefore valid comparisons can
he made. In approach (C) the effects of approach (B) are expected and corrections are made
also on 'anchor'-variables.

In the first cross-cultural approach (A) a correction for mean effects is made per country hy
normalising data (mean=0). In the second approach the data are standardised per country
(mean=0, stddev=1). In the third approach (C) data are standardised by using ‘anchor variables
resulting in data equivalent in meaning as well as in metric. Data concerning product usage
and meal preparation were used as ‘anchor’ variables in this procedure. Following each
standardisation procedure data are analysed Simultaneously over all countries, using



Results of these different approaches are compared and implications for international
segmentation research are given. Resulting segments from the different approaches will he
compared in terms of psychographic and demographic as well as behavioral characteristics
and product usage. Results will give insight into the validity of cross-national segments hased
on psychographic data. Implications for marketing strategies will e discussed.
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