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Individual Reflective Essay Using Gibbs' Reflective Cycle

Intr ion

In my article, I'll discuss the findings of my first module assessment research project, "The
Influence of Cultural Taboos on Product Design and Marketing." My article is organised
according to Gibbs' (1988) Reflective Cycle, which provides a methodical framework for
assessing the research process. In this cycle, there are six steps: describing, feeling, assessing,
analysing, concluding, and planning the next course of action. Using this framework, I will
carefully consider each step of my research, from identifying the issue and formulating the
research question to selecting the most effective research design and collecting data. I'll also
consider how to put my ideas forward, consider the information I've obtained, and reach a
conclusion. This reflective essay serves the following purposes: it demonstrates my
understanding of the key concepts and approaches we covered in class; it demonstrates my
ability to apply these concepts in practical study settings; and it demonstrates the lessons I've
taken away from the criticism from my teacher and classmates. In order to further my own
development as a researcher, I would like to demonstrate how theory and practical elements

have influenced my research process as I write this review.

Description
Identifying the Problem:

This study primarily aims to address the subject of how cultural taboos impact product
development and international market marketing strategies. Cultural taboos, which are
frequently founded on societal norms and beliefs, can significantly impact how individuals
behave and the success of a business. Businesses encounter many cultures as they expand
into more international markets, necessitating a deeper understanding of these problems (Lee,
Zhou, & Chen, 2020). For instance, a product that is acceptable in one culture may be
harmful or incorrect in another, leading to significant issues or failure. This problem
highlights how crucial it is for companies to comprehend these cultural variances and devise
strategies to enhance the attraction of their products and marketing initiatives to individuals
residing in those regions. The issue arose from the realisation of how difficult it is for
businesses to interact with clients when these cultural considerations are ignored. They
consequently lose out on opportunities and deal with irate clients. To address this problem,

we must investigate how businesses can effectively include cultural considerations into their
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marketing and product development strategies, which will help them perform better in the
marketplace and cultivate positive relationships with clients from a range of cultural

backgrounds. Formulating the Research Question:

To determine how cultural taboos impact product design and marketing strategy success in
various foreign contexts, the research question "How do cultural taboos affect the success of
product design and marketing strategies in international markets?" was created. This study
aimed to determine the extent to which deeply embedded cultural sensitivity influences key
performance indicators (KPIs) such as overall customer satisfaction, marketing effectiveness,
and product reception. Through the use of these metrics, the research attempted to determine
the extent to which cultural taboos can either increase or decrease the effectiveness of product
designs and marketing in various regions. In order to help businesses better understand and
address cultural difficulties in global marketing, the goal of the study was to demonstrate how
cultural taboos and norms impact how people behave and how well organisations perform

(Bai & McDonnell, 2020).

Deciding on the Research Approach:

Because quantitative research methods are good at working with statistics and identifying
trends between components, they were selected for this particular study. It was employed to
meticulously gauge the impact of cultural taboos on marketing strategies and product design.
our approach is particularly effective for our research since it enables us to collect structured,
quantifiable data through surveys. This provides us with a clear understanding of how
cultural taboos impact various aspects of marketing and product development. The study uses
structured polls to determine the extent to which decisions about product features, design
aspects, and marketing methods are influenced by cultural sensitivity. This approach
facilitates a more thorough examination of the links and correlations between cultural taboos
and critical performance metrics, such as the effectiveness of marketing campaigns and
customer acceptance of new products (Saunders, Lewis, & Thornhill, 2019). This provides us
with a complete view of how these things function on a worldwide scale. It is ensured that the
results are statistically significant and generalisable to various contexts by using quantitative
approaches. This provides helpful information that firms can utilise to navigate the cultural

obstacles that arise when conducting business in international markets.



Data Collection:

The data collection process was meticulously designed to incorporate both primary and
secondary sources in order to ensure that the study's research of how cultural taboos impact
product design and marketing techniques was comprehensive. To gather unique data,
structured surveys were created and distributed to a certain set of marketing and product
design experts with extensive experience in international markets. These surveys were
intended to gather precise data regarding the ways in which cultural taboos influence the
formulation of strategies and decisions. Formal surveys utilising Likert scales and
multiple-choice questions allowed for the systematic collection of substantial quantitative
data on critical performance elements, such as the effectiveness of a product's reception and
the effectiveness of marketing in various cultural contexts. Simultaneously, a wide range of
books, including academic journals, business reports, and case studies, provided secondary
data. By placing cultural taboos in their appropriate historical and theoretical perspective, this
secondary study improved our understanding of how they impact international marketing.
Maheswaran and Shavitt's (2018) publications were valuable resources as they provided
insightful details regarding the cultural variations in consumer behaviour and marketing
strategies. In order to provide more accurate and comprehensive results, the study aimed to
create a clear picture of how cultural sensitivity impacts product design and marketing

through the use of both of these data collection techniques.

Presenting Ideas:

A brief 3-minute video elevator pitch was utilised to introduce the study concept in addition
to a well-written report. An extensive analysis of the research question, methodology, data
gathering techniques, and anticipated results was provided in the written report. It also
provided a well-organised account of the research procedure. In order to further demonstrate
how cultural taboos impact product design and marketing strategies in the real world,
stakeholders provided insightful input during the discussion, emphasising the need for more
detailed case studies and specific examples. This reply underlined the necessity of
contextualising theory discoveries with real-world instances. In doing so, Kim and Jang
(2022) would be able to provide greater clarity and utility for the research findings about the

impact of cultural sensitivity on market strategies and product development.



Analyzing Data:

In the data analysis for this study, statistical techniques were employed to rigorously quantify
the impact of cultural taboos on product design and marketing tactics. Correlation analysis
was specifically utilized to examine the direction and intensity of the relationships between
cultural taboos and other performance measures, such as the effectiveness of marketing and
the reception of a product. Using this technique, significant patterns and trends in the data
were discovered, demonstrating how cultural sensitivity impacts market outcomes. To
determine how statistically significant these correlations were, hypothesis testing was also
conducted. This was carried out to ensure that the observed effects were not coincidental. The
study's findings provided valuable insights into the ways in which cultural taboos impact
corporate strategies, demonstrating both direct and indirect influences on market success.
These findings highlight the significance of considering cultural differences in product design
and marketing to improve product performance and gain a competitive advantage in various

international markets (Howell, 2020).

Formulating Conclusions:

Important findings were reached by researchers regarding the impact of cultural taboos on
marketing strategies and product design. According to the research, businesses who are adept
at modifying their plans to take cultural differences into account are more likely to succeed in
the marketplace and satisfy clients. This conformity to cultural standards facilitates the sale of
products in a greater variety of markets and fosters stronger customer relationships, both of
which boost brand trust and provide the business with a competitive advantage. The study
demonstrates that companies with a stronger understanding of national taboos can adjust their
offerings and marketing tactics to better connect with local customers. Businesses can steer
clear of potential issues and seize opportunities by including cultural considerations into their
strategy planning. As a result, they have higher success in overseas markets and are
positioned more favourably (Kittler, Rygl, & Mackinnon, 2021). Modifying this aspect of

your approach is crucial for sustained success in the international market.

Feelings

Examining the ways in which cultural taboos impact product design and marketing first
appeared to be an extremely challenging task. A large number of theoretical and factual
sources had to be reviewed because it is difficult to combine cultural sensitivity with

marketing methods. While deciding on the appropriate empirical research approach and
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formulating my study question, I encountered a few obstacles. It was vital to thoroughly
consider the theoretical underpinnings as well as the practical implications in order to choose
the optimal methodology for a quantitative approach. This experience was intellectually
stimulating even if I initially felt overpowered since it forced me to consider many
viewpoints and approaches critically. Gaining a solid understanding of the concepts gave me

greater confidence since I felt like I could handle data and get valuable information from it.

Although I found it difficult to accept at first, receiving feedback from my teacher and fellow
students was an essential component of learning. The helpful critique made it evident which
areas of my study needed more work and highlighted areas where it might be improved. Not
only did I improve my studies by considering these critiques, but I also became more adept at
adjusting to new knowledge. Through this iterative process of feedback and revision, I was
able to advance my research skills and get a deeper understanding of the issue. The final
report was more thorough and nuanced after revisions made in response to comments. This
demonstrates the need of conducting research in phases and taking into account various

viewpoints.

Evaluation
Strengths:
Research Question Clarity: The research question was precise and addressed a crucial topic in

international marketing. Thus, the investigation had a solid foundation.

Method Based on Data: Data collection and analysis were able to be planned and executed

with the help of numbers, yielding robust outcomes that are transferable to different contexts.

A Vast Range of Data: We were able to get a comprehensive understanding of how cultural
taboos impact product development and marketing by utilising a combination of first- and

second-hand data sources.

Areas for Improvement:
Discussion of Ideas: Particular case studies and illustrations that might have improved
people's comprehension and ability to connect with the research findings were left out of the

1nitial session.



Integration of Feedback: While the input was beneficial, further concrete examples and

contextual details were required to strengthen the argument and clarify the concepts.

Analysis

Looking back on the research process, I can truly say that applying a mathematical approach
made it easier for me to comprehend the mathematics underlying the connections between
cultural taboos and marketing strategies and product design. Organised surveys facilitated the
collection of robust data, revealing significant trends and patterns in the ways that cultural
taboos influence various aspects of product and marketing choices. This empirical evidence
was crucial in providing a clear understanding of the relationship between cultural sensitivity
and corporate practices. Conversely, the first explanation of the findings did a poor job of
illuminating how these relationships function in practice. The lack of sufficient in-depth case
studies and real-world examples made the research's value less evident than it could have
been. The talk's inclusion of real-world scenarios was identified as a key area in need of
improvement. This demonstrated how crucial it is to link theoretical findings to practical

applications.

The continuous feedback process demonstrated how crucial it is for academic research to
remain adaptable and improve over time. The insightful feedback from instructors and
students indicated that more case studies and detailed examples were needed in the discussion
to strengthen and make the conclusions more applicable. This feedback-driven approach
made the study's conclusion considerably clearer and more applicable. By considering these
concepts and improving the layout, the study's findings were strengthened and made more
credible, demonstrating the significance of cultural taboos in international marketing. I learnt
from this experience how crucial it is to receive comments on academic work multiple times.
It demonstrated to me how ongoing adjustments and enhancements can increase the

applicability and utility of study findings.

Conclusion

At the end of the day, the research process was highly instructive and provided me with a
deeper understanding of the complex ways in which cultural taboos impact foreign marketing
tactics. I employed a quantitative approach to measure and analyse the relationships between

cultural sensitivity and various marketing success metrics in a planned manner. This method
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choice allowed us to precisely measure the ways in which various cultural taboos affect the
effectiveness of product design and marketing in a variety of markets. The data collected
provided us with a solid foundation for understanding these changes, which resulted in the
identification of intricate patterns that demonstrate the significance of cultural factors in
global marketing. The use of organised polls and statistical analysis not only validated the

theoretical concepts we discussed in class, but also clarified their practical applications.

Getting comments throughout the research process was incredibly beneficial for refining and
enhancing the final product. I received constructive criticism from peers and lecturers, which
made it clear to me what I needed to improve on. For example, I should have included more
case studies and pertinent examples to better illustrate how people are affected by cultural
taboos. This feedback loop demonstrated how crucial it is to continuously learn and adapt
while studying. It emphasised that conducting quality research is a continuous process that
requires constant improvement. Upon reflection, this experience has brought home to me the
significance of fusing academic knowledge with practical application and adapting study
strategies in response to criticism. This idea not only improved my comprehension of the
module's core concepts, but it also gave me practical study skills that I may apply to

significant research for upcoming assignments.

Action Plan

For upcoming research initiatives, I will make it a point to incorporate detailed case studies
and concrete examples in my speeches and writings. Encouraging real-world examples are
crucial in enhancing the practical utility of research findings and simplifying complex
concepts for a broader readership. By demonstrating the practical application of theoretical
concepts through in-depth case studies, this helps bridge the knowledge gap between
academia and industry. By providing concrete examples, I intend to both validate my
arguments with empirical evidence and facilitate comprehension of the various contexts in
which the study's findings might be used. This approach will guarantee that my research is

valuable to practitioners in addition to being sound theoretically.

In addition, I'll try to actively seek out feedback and incorporate it into my study routine.
Constructive criticism from instructors, peers, and other specialists is particularly beneficial

for enhancing study techniques and the calibre of the finished product. By providing me with
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constant feedback, you may assist me in identifying issues with my study schedule, data
collection techniques, and public speaking abilities. I'll be able to make the required
adjustments and modifications and ultimately produce stronger and more dependable study
results if I respond to criticism promptly and explicitly. In order to obtain more precise and
practical results, I will also make use of sophisticated statistical techniques and ensure that
the data is carefully evaluated. My future work will ultimately be more meaningful and
helpful since I will be able to fully understand the subject problem and discover more

profound ideas by employing complicated analytical procedures.
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