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Task 1 – Research Question 

 

Value: 

 There are a few values that can be looked on why do we need to understand cultural 

differences on consumer preferences under international franchising markets. Firstly, 

franchises will have the option to refrain from carrying goods that could offend or be 

unnecessary in some cultures. This is because, winning franchises abroad do more than just 

translate their menus. They explore the local population’s eating habits and preferences, thanks 

to the research. For example, consumer that are vegetarian and has a religious restriction 

because more vegetarian alternatives, including lentils burgers and veggie wraps may be 

available at a fast-food franchise in countries like India where it is a country that has a highest 

number of vegetarian people (Szenderak et al, 2022).  Because of their cultural or religious 

beliefs, a sizable portion of the populace is catered by this. Besides that, another area of 

adaptability may be portion sizes. Significant amounts are frequently connected to value in the 

United States. Nonetheless, due to pricing strategies, which are, in some societies, more 

appropriate smaller portions in certain areas, providing reduced serving sizes at more 

affordable prices may help the franchise appeal to customers on a tight budget.  

 Secondly, franchises can guarantee that their staff interactions and marketing materials 

are effective by knowing the subtle cultural differences in communication methods (KOPP, 

2021). This is because, one of the specific challenges faced by franchises expanding into 

foreign countries is communicating their brand to a varied audience due to cultural differences. 

A vital component of good communication, idioms and humour can turn into minefields if 

taken too seriously because translations of idioms, which are colourful statements with 

metaphorical meanings beyond their exact translations, frequently produce meaningless babble. 

Not just that, for humour, slang phrases and references to pop culture can be very distinctive 

to a given time and place, so what one culture thinks funny may confuse another. Some people 

might not know anything if they are translated literally. 

 Lastly, the success of a multinational franchise may be seriously jeopardized by cultural 

misunderstandings. Both franchisors and franchisees can anticipate and promptly identify 

potential dangers by having a thorough awareness of cultural quirks. One way to damage 

relationships with suppliers, consumers and government officials is to misinterpret local 

business conventions and etiquette (Queensland Government, 2022). For example, the way 

different cultures negotiate   may varies greatly. To address this, the international franchise 

market can work with local partners who have extensive cultural understanding to inform  



 

decision-making, as one tactic for doing so is through local partnerships. Franchise owners and 

franchisees can mitigate cultural misunderstandings and safeguard their brand’s image by 

putting this plan into practice.  

 

 Research Approach: 

 My decision of choosing inductive was based on the idea that cultural preferences might 

vary regionally, even within the same society. According to Naeem et al (2023), as new themes 

or patterns emerge in the data, the inductive techniques allow it to be flexible and modify the 

research questions accordingly. This will ensure that I understand the subject matter more 

deeply. In addition, the inductive approach gives weight to the opinions and experiences of the 

consumer. The foundation for understanding cultural influences is laid by their perspectives 

and experiences. This may produce deeper and more nuanced results as compared to a 

preconceived theoretical framework. Furthermore, inductive approach might lead to the 

development of a completely new theory or framework that explains cross-cultural consumer 

preferences. This has the potential to have a significant impact on marketing and worldwide 

business.  

Meanwhile, I chose qualitative research because it addresses the “why” rather than 

“how much” or “how many” that quantitative research concentrates on. This opens up the 

possibility of looking into the underlying feelings, intentions and cultural characteristic that 

shape consumer preferences. Polls may not always reflect preferences as qualitative interviews 

may reveal that a certain ingredient is nonetheless popular despite restrictions connected to 

health or religion. Besides that, cultural impacts on tastes are rarely totally defined. Qualitative 

research offers the possibility of examining the topic’s intricacy (Tenny et al, 2022). For 

example, the degree to which someone values affordability and the utilization of nutrient-dense 

ingredients may vary depending on their cultural background. Consumer preferences are also 

continuously changing, which is felt in the worldwide franchising marketplaces. Qualitative 

research is more suitable to recognize these emerging trends and understand the “why” behind 

them than relying only on pre-existing survey categories.  

 

Data Collection Methods: 

First and foremost, secondary research comes first, which is why I used both primary 

and secondary methods for this study. This makes a review of recent studies and publications  



 

on the topic feasible. This can help in understanding the background, improving the research 

questions and identifying knowledge gaps. These specific deficiencies are then investigated in 

more detail via primary research. Through data collection via interviews, focus groups and 

observations, I may immediately obtain fresh perspectives and insights from the target audience. 

In addition, secondary research supports the claims I make. That clarifies the significance of 

both my first-hand investigation and my acquaintance with the established field. Primary 

research offers new data and perspectives that may deny or expand upon our understanding of 

the topic, adding a unique dimension to the picture (Taherdoost, 2021).   

 

Sampling Method: 

 Since not all franchise market participants need to be represented by the target in this 

particular case, I have chosen for a convenience and non-probability sampling for this report. 

If not, I might be curious to hear from consumer who are from other cultural backgrounds and 

have profound, insightful input. Consequently, non-probability sampling can be used to target 

specific cultural groups within reach (Statistics Canada, 2021). Finding volunteers who can 

converse in their native dialect can also be challenging. Convenience sampling can assist 

reduce translation-related bias by drawing from readily accessible groups that speak the same 

language. Understanding cultural differences in consumer preferences in global franchising 

marketplaces presents unique challenges. Non-probability and convenience sampling 

techniques are helpful and instructive when used carefully and in consideration of the 

objectives, constraints and ethical considerations of the study.  

 

Sampling Size: 

5 university students from University of Malaya-Wales that is from different cultures and 

backgrounds so I can delve deeper into the topic. This is because, in order for me to identify 

the key findings, I need to interview consumers from different background so I can know the 

differences when they are consuming a product.  

 

 

 

 



Task 2 – Research Techniques 

 

Primary research is crucial to gaining a thorough grasp of how cultural differences 

affect consumer choices within international franchising marketplaces. My ability to examine 

the subtle intricacies of consumer behaviour across cultural boundaries is enhanced by the first-

hand information I gather from interviews and observations as I had interviewed 5 students 

from University of Malaya-Wales. This method makes it possible to investigate the particular 

cultural elements that impact consumer perceptions of brands, product preferences and 

purchase decision. The results are vital information that can be used to successfully customize 

franchise strategies for local markets.  

 Although studies on cultural differences in fast food tastes have been conducted, 

secondary research may indicate that consumer preferences for luxury franchises, such as 

upscale clothing stores, have not been thoroughly examined in emerging economies. 

Investigate customer preferences and worldwide franchising by reading through publications 

and research that has already been done. I can better grasp recognized trends and theories on 

the effects of culture on consumer behaviour because to this solid basis. From this, I can 

identify knowledge gap such as is there any specific cultures or franchise sectors that have not 

been extensively studied?  

 Furthermore, according to Streefkerk (2018), by combining primary and secondary 

method, it can help in build a strong well-supported idea. This is because, I can place my 

primary study inside the current body of knowledge by using the evidence from secondary 

research. It demonstrates my knowledge of well-established studies and my ability to see wider 

picture. That being said, primary research offers a distinct perspective and fresh data. I could 

be able to refute or deepen my current understanding of how culture affects things. As an 

example, consumers in various cultures may place a high value on brand status, according to 

secondary research. Based on my in-depth study of Malaysian consumers, I may be able to 

determine that, although brand prestige is crucial, cultural values such as reverence for customs 

and workmanship also influence their inclinations towards high-end franchises (Tafani et al, 

2024). 

 

 

 

 



 

Task 3 – Presentation on Ideas 

Video Presentation: 

Below, I attached the video of pitching presentation regarding on why do we need to understand 

cultural differences on consumer preferences under international franchising. 

 

Link: 

https://drive.google.com/file/d/14xhhAEmlnZKNilpR44OI0KlEDtaIohbD/view?usp=sharing 

 

Feedback 

Maria Isabelle Rockerfeller: 

 From the video, the presenter skilfully conveyed the significance of comprehending 

cultural variations in consumer preferences for a successful international franchising. She has 

illustrated how cultural quirks can have a big impact on customer behaviour and business 

outcomes by showcasing real-life examples.  

 Although the speaker gave a solid basis for the research issue, the presentation may 

have benefited from more depth and complexity if it had covered potential methodological 

challenges, restrictions on data gathering or ethical issues. It would have also offered a more 

complete view to examine the ways in which cultural differences interact with other elements, 

including the state of the economy. 

Yumna Afzal:  

 The presenter addresses the issue the way in which the research was framed in a relation 

to the larger global business landscape. She effectively highlighted the necessity for firms to 

modify their strategies to accommodate a wide range of consumer tastes. The presentation was 

interesting and educational making a compelling case for the importance of this research. 

 However, the presentation would have been beneficial if she had given more specific 

examples of how cultural misconceptions in international franchising have led to company 

failures or successes. An additional way to show how cultural influences may affect customer 

choices and company outcomes would have been through specific case studies.  

https://drive.google.com/file/d/14xhhAEmlnZKNilpR44OI0KlEDtaIohbD/view?usp=sharing
https://drive.google.com/file/d/14xhhAEmlnZKNilpR44OI0KlEDtaIohbD/view?usp=sharing


 

Task 4 – Data Analysis 

CONFERENCE POSTER (QUALITATIVE RESEARCH) 

 

(TOTAL WORDS OF REPORT AND POSTER: 2100) 
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Appendices 1      

TRANSCRIPT OF VIDEO: 
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