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Task 1 - Research Question

Research Question: How do cultural taboos influence the effectiveness of product design and marketing strategies in international markets?

In foreign business, culture taboos are becoming a bigger problem when it comes to how they affect product design and marketing. Cultural taboos represent entrenched custom or religious have pronounced influences on individual behaviors and market dynamics, which differ widely from each other. For example,one culture might find a particular product or marketing plan acceptable while another might perceive it as offensive on account of cultural taboos (Lee et al., 2020).On the grounds that, National norms vary, these rule are important in highlighting how consumer goods are viewed. Businesses are increasingly trying to fit their commodities and marketing plans into different regions due to the globalization process. This research is vital as it provides a quantitative link between cultural taboos and successful product design and marketing (Lee et al., 2020). It also gives us some real-life examples of how corporations can handle such matters.

The study reveals how cultural taboos influences on receiving products, marketing effectiveness and customer satisfaction. The finding aima at offering some assistance to foreign companies . ( Bai , 2020) . Comprehending such associations enables firms to develop and market their products enhancing compatibility between the strategies and the values across various cultures. By offering data guidelines it has aim to respond cultural taboos , This research is to survey about cultural taboos in the international marketing sector. It is also helped to improve inter cultural relationships.

Value of the Research:
International business organization can greatly benefit from this research as it uses statistical data to illustrate the influence of cultural prohibitions on product design and marketing strategies. For business that operate across country they should have the understanding of diverse cultures in order to have an effective market across the world. Strong cultural that are embedded deeply into socio cultural systems as they can play a significant role in consumers grasp and on their understanding. By putting themselves in local shoes as far as certain desgigns and advertistments are delivered to them ( Lee,Zhou , Chen , 2020). Companies that produce improved products within different communities can sustain well in the market . 

[bookmark: _heading=h.kx3dnbv09olh][bookmark: _heading=h.5o44j8pfcezy][bookmark: _heading=h.5c4pgwlrgpio]Research Approach

Researchers will use a statistical  method to fully assess how cultural taboos affect the creation and supplying of products. This study achieve better outcomes with quantitative methods because it is easy to collect and analyse data in a structured way. This makes it ease to find the patterns and connections between variables (Saunders, Lewis, & Thornhill, 2019). This method uses organized google form to gather measurable information about different parts of product design and marketing strategies. For example, it will show how cultural taboos affect customer tastes, design choices. This survey uses  Likert scale questions and other forms to know customer perspectives and to be compared .This quantitative method will give strong insights into the connection between cultural taboos and business results, helping foreign marketing strategies make decisions based on data.

Quantitative Approach:

[bookmark: _heading=h.v89qluf51ont][bookmark: _heading=h.27x4yqrbwiqc][bookmark: _heading=h.f0xi97c1bq23]A full statistical analysis will be used in the quantitative method to this study to find out how cultural taboos affect different parts of product creation and marketing strategies. Using hypothesis testing, the study will get to know about the impact on the success of a product and how  it is marketed. This includes coming up with null and alternative theories about how cultural taboos influence its  performance and using statistical tests like t-tests and ANOVA to see if it has  differences in performance measures if it is significant . Correlation analysis will also be used to find out how good  and in what which way it  links between cultural taboos and key performance indicators (KPIs) like customer sartisfactions, product acceptance ,and more. This way will give a number-based look at how cultural sensitivity has impacted the product design and marketing (Howell, 2020). 



Data Collection Method(s)
Primary Data Collection: 
For this study, Prepared questionnaires has sent in order to collect primary data. The polls will have a variety of questions that are meant to find out how culture taboos affect different parts of selling and designing products. Example questions that has been asked were how cultural taboos affect their choices about what features to include in a product, how it should be, and how they prefer to be sold in different areas. Standardised Likert scale questions will be used in the polls to make sure the data is correct and reliable. This will make it possible to measure answers consistently across all subjects (Nicolescu, 2022). Using these tools, the study will be able to measure how much cultural taboos affect marketing and product strategies. This will make it simpler to compare strategies in different settings. This method will help to gather information and analyze . 

Secondary Data Collection: 
A thorough study of all the available literature on culture taboos and how they affect foreign marketing were used to gather were secondary data. To get a good view  of how cultural taboos affect product design and marketing strategies in different cultural settings, we were required to  look at different sources, such as research papers and case studies.Theories have been used to analyze how these taboos affect market results (Maheswaran & Shavitt, 2018). Case studies will show how cultural taboos are used and the problems companies face in the real world, showing what works and what doesn't when it comes to tactics. By laying these sources together, the secondary data will back up and explain the main research results, which will help to confirm and improve the study's conclusions and suggestions.
[bookmark: _heading=h.y1cpnvkw1jrp]










[bookmark: _heading=h.1xb01owkw472]Sampling Method & Sample Size
Sampling Method:

Stratified random sampling was used to make sure that the sample is a good representation of the wide range of industries and areas that are important to the study on how cultural taboos affect product design and marketing strategies. In a stratified sample, researchers split a population into homogeneous subpopulations known as strata (plural of stratum) depending on specified criteria (for example, race, gender identity, locality). Every member of the population being researched should belong to only one stratum. Each stratum is then sampled using a different probability sampling approach, such as cluster sampling or simple random sampling, allowing researchers to calculate statistical metrics for each subpopulation.


Sample Size: 

Choosing the perfect sample size is an essential part of quantitative research because it facilitate to make sure that the results are statistically significant .For this study, I have gathered 30 replies as it can be used for statistical analysis. Using different statistical methods, like regression analysis and hypothesis testing, on this sample size lets us find important trends and links between cultural taboos and product design and marketing strategies. The study's ability to disperse its results across different settings and businesses is improved by getting responses from at least 30 people. This gives a more accurate picture of how cultural taboos affect product performance and marketing success. By using this method, sampling error is reduced and the results are demonstrate to be precise.(Sloan, Bowe, & Terras, 2020).
[bookmark: _heading=h.8s2hhve686cj]






Task 2 - Primary and Secondary Research Techniques
Primary Research Technique: 
Surveys will be the main way that quanitfiable data on how cultural taboos affect product design and marketing strategies in different foreign markets is gathered. Using this method includes creating a poll for marketing and product .The poll has been put together with a variety of questions on how cultural taboos affect choices about how to create products and how to sell them. Some important things that will be looked at are what common culture taboos are, what changes are made to strategies to deal with these taboos, and how well these changes work to improve product acceptance and marketing success. Respondents will be asked to rate in numbers different aspects, such as how much cultural taboos affect the process of making new products, how well different marketing strategies work at reducing cultural conflicts, and how these factors affect the general performance of the market. Standardised Likert scales and multiple-choice questions will make it easier for the poll to collect data that is consistent and easy to compare. This will allow for strong statistical analysis to find trends and connections. This quantitative method will give real-world examples of how cultural taboos affect product and marketing strategies. This will give businesses that work in mixed settings useful information they can use.

Secondary Research Technique: 

As part of the secondary research for this study, a lot of existing literature will be carefully and methodically looked over to get a full picture of how cultural taboos affect foreign marketing. To do this, different types of sources like academic journal articles, case studies, and industry reports will need to be looked at to find common themes, patterns, and ideas about cultural taboos in various markets. The main focus of the review will be on actual studies that show how cultural taboos have affected marketing strategies and product design, pointing out both good changes and major setbacks. The study aims to give a fuller and more detailed picture of the subject by putting the poll data into context and supporting it with results from these other sources. This secondary research will help find gaps in what is already known, make research questions better, and put main data into a bigger theory and practical context (Chung & Tung, 2022). By looking at a lot of secondary data, the study's results will be more solid and in-depth. This will help businesses that want to do well in foreign markets where cultural sensitivity is a problem.
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Conclusion

In conclusion, this study emphasises the importance of cultural taboos in determining the efficiency of product design and marketing techniques in international markets. Both primary and secondary were used to identify the  perception and how it has influence on customer perception, product acceptability, and overall market success. The quantitative study, which includes structured questionnaires to  understand and resolve cultural taboos as it allows organisations to better customise their goods and marketing tactics to the demands and tastes of varied worldwide markets, resulting in greater brand image, customer loyalty, and financial success. 

Ignoring cultural taboos is seen to have a modest impact on the perceived quality of a product, and while opinions differed on the need of altering marketing methods to respect these taboos, it is obvious that doing so is required. According to the report, cultural taboos frequently cause issues for firms, and existing techniques for overcoming these challenges are only somewhat successful. As a result, including cultural taboos into the product development cycle for global markets should be addressed with caution, with the goal of balancing cultural sensitivity with other development goals.






























References
· Bai, H., & McDonnell, P. (2020). Cultural sensitivity in international marketing: The case of Dolce & Gabbana in China. Journal of International Marketing, 28(4), 33-47. https://www.researchgate.net/publication/344169174_Culture_in_communication_Dolce_Gabbana's_Chopsticks_Backlash
· Chung, H., & Tung, R. L. (2022). Cross-cultural marketing: Understanding cultural differences in global markets. International Business Review, 31(1), 101852. https://www.researchgate.net/publication/377324131_Cross-Cultural_Marketing_Communication_A_Comparative_Analysis_of_Strategies_in_Global_Campaigns/fulltext/659feb4fbc30165e6e330624/Cross-Cultural-Marketing-Communication-A-Comparative-Analysis-of-Strategies-in-Global-Campaigns.pdf
· Etikan, I., & Bala, K. (2017). Sampling and sampling methods. Biometrics & Biostatistics International Journal, 5(6), 149-150. https://medcraveonline.com/BBIJ/sampling-and-sampling-methods.html
· Huang, X., & Crotts, J. C. (2019). Examining the influence of cultural taboos on product design and marketing: A case study approach. Journal of Business Research, 104, 239-249. https://doi.org/10.1016/j.jbusres.2019.08.029
· Kim, Y., & Jang, S. (2022). Cultural adaptation in global marketing: A framework for navigating cultural sensitivities. Journal of Marketing Theory and Practice, 30(1), 101-116. https://www.researchgate.net/publication/355483108_Culture's_Influence_on_the_Design_and_Delivery_of_the_Marketing_Mix_Elements_in_Tourism_and_Hospitality
· Kittler, M. G., Rygl, D., & Mackinnon, A. (2021). The role of cultural taboos in international marketing: A review and research agenda. International Marketing Review, 38(4), 712-737. https://www.researchgate.net/publication/315716417_The_role_of_national_culture_in_international_marketing_research
· Lee, J., Zhou, L., & Chen, W. (2020). The impact of cultural taboos on consumer behavior: Evidence from East Asia. Asia Pacific Journal of Marketing and Logistics, 32(5), 1019-1036. https://www.researchgate.net/publication/281359755_Chinese_consumer_behavior_The_effects_of_content_process_and_language
· Maheswaran, D., & Shavitt, S. (2018). Cross-cultural consumer behavior: Understanding the impact of cultural taboos. Journal of Consumer Psychology, 28(3), 417-433. https://www.researchgate.net/publication/327133727_Cross-Cultural_Psychology_of_Consumer_Behavior
· Magnusson, P., Wilson, R. T., Zdravkovic, S., Zhou, J. X., & Westjohn, S. A. (2018). Navigating cultural taboos in global marketing: An empirical investigation. Journal of International Business Studies, 49(7), 1001-1022. https://www.researchgate.net/publication/232614421_Breaking_through_the_cultural_clutter_A_comparative_assessment_of_multiple_cultural_and_institutional_frameworks
· Nguyen, T. T., & Trinh, V. Q. (2021). Cultural taboos in advertising: A cross-cultural study in Southeast Asia. Journal of International Consumer Marketing, 33(4), 325-338. https://www.researchgate.net/publication/326514568_Cultural_Taboo_in_Advertising_Differences_in_the_Transmissions_of_Audiovisual_Advertising_in_American_and_Hindu_Market














2


image3.jpg
VALUES

+  Data-Driven Insights: The study highlights how
cultural taboos influence product design and
marketing strategies, offering valuable insights for
businesses operating across borders.
Cultural Awareness: By understanding cultural
differences, businesses can create more culturally
sensitive and locally appealing products and
marketing strategies.
+ Improved Brand Image: Addressing cultural taboos
leads to a stronger brand image and increased

customer loyalty in diverse markets.

How important is it fo adapt marketing
strategies fo respect cultural taboos when
entering a new international market?

\ 4

To what degree do you think cultural faboos

To what extent do cultural taboos impact
customer satisfaction with products in
international markets?

DATA COLLECTION METHOD

+ Primary Method: The study will conduct a quantitative
analysis using statistical techniques such as hypothesis
testing, t-tests, ANOVA, and correlation analysis to
evaluate the impact of cultural taboos on product
design, marketing strategies, and key performance
indicators.
+  Secondary Method: The study will analyze existing
literature and case studies to provide context and
support the quantitative findings, helping to identify
patterns and trends related to cultural taboos in

international business.

To what extent do you believe cultural
taboos impact the acceptance of new
products in international markets?

How frequently do businesses encounter
problems related to cultural faboos in their
markefing sirategies in infemational
markets?

How well do you think companies currently

should be infegrated into the product
development cycle for global markets?

How often do cultural taboos need to be
considered when designing products for
international markets?

*

understand and address cultural taboos in
thelr product design processes?

)/
&

RESEARCH APPROACH

« Quantitative Analysis Approach**: The
study will use statistical methods like
hypothesis testing, t-tests, ANOVA,
and correlation analysis to quantify
how cultural taboos impact product
creation, marketing strategies, and key
performance indicators, providing a

data-driven understanding of cultural

sensitivity's effects.

How significant do you think the impact of
cultural faboos is on the success of

markefing campaigns in different cultures?

How effective are current strategies in
overcoming the challenges posed by cultural
taboos i product design for intemational
markets?

In your opinion, how much does ignoring
cultural taboos affect the perceived quality
of a product in a foreign market?

PRIMARY

Survey

Data Collection

SECONDARY

Literature Review

Contextual Analysis
SAMPLING METHOD

Stratified random sampling

SAMPLE SIZE : 30

RESEARCH QUESTION
Cultural Taboos Impact: Cultural taboos, deeply rooted in
social or religious beliefs, vary greatly between societies and
can significantly affect consumer behavior and market
dynamics.

Product Design & Marketing: A product or marketing
strategy deemed acceptable in one culture might be offensive
in another due to these taboos.

Globalization & Adaptation: As globalization increases,
businesses must tailor their products and marketing
strategies to suit diverse global markets.

Study Focus: The study investigates the link between cultural
taboos and key performance factors like product reception,
marketing effectiveness, and customer satisfaction.
Contribution to International Marketing: The study offers
data-driven recommendations for adapting strategies to
cultural taboos, helping businesses succeed in new markets
and enhancing cross-cultural interactions.

CONCLUSION
Cultural taboos moderately but significantly impact product
success and customer satisfaction in international markets,
necessitating a balanced integration of cultural sensitivity in
product development and marketing strategies.
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