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CHAPTER IV

METHODOLOGY

Introduction

The purpose of this study was to: (1) identify the skills needed to be

effective in international marketing; (2) identify the level of importance of each of

these skills; (3) identify the degree to which these skills are present in

employees of exporting companies; and (4) describe the gap between the skills

these employees have and the skills they need.

Kind of Design

This study used the descriptive design, as it was not intended to develop

or defend any particular hypothesis.  Descriptive research involves describing

"systematically the facts and characteristics of . . . [an] area of interest, factually

and accurately" (Isaac and Michael 1984, 46).  Furthermore, this study was

designed to question the current status of conventional wisdom concerning the

research subject, which is one of the primary purposes for descriptive research

according to Gay (1981).  To accomplish this purpose, assessments of expert

and practitioner opinions and perceptions were utilized to describe

systematically: (1) what skills are needed to be effective in international

marketing; (2) what level of importance is attached to these skills; (3) the
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degree to which these skills are present in employees of exporting companies;

and (4) the gap between the skills these employees have and the skills they

need.

The conventional Delphi process was utilized as the method for data

collection to answer research questions one and two.  This process is defined as

"a combination of a polling procedure and a conference procedure" (Linstone

and Turoff 1975, 5).  The Delphi was considered appropriate because the

problem could benefit from subjective judgments on a collective basis from an

expert panel, and the panel members represented diverse backgrounds with

respect to expertise (Linstone and Turoff 1975).

This descriptive study also utilized a structured telephone questionnaire.

Rationale for use of the telephone survey was to increase the response rate.

Questionnaires mailed to the business community are commonly plagued by

small response rates, especially when responses may involve what may be

considered to be proprietary company knowledge.

Population and Sample

Two samples were selected for this study.  The first was an expert panel

which completed the tasks of: (1) identifying what skills are needed to be

effective in international marketing; and (2) attaching a level of importance to

each of these skills.  The second sample was international marketing
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practitioners who completed the task of identifying the degree to which these

skills were present in employees of exporting companies.

The panel was a nonprobability expert sample which had both applied

and theoretical expertise; that is, it was a mixture of accomplished international

marketing practitioners and academic international marketing experts.  The

rationale for using representation of practitioners and academicians was to

emphasize that a mixture of applied and theoretical expertise was sought.

To be included in this panel, practitioner members needed to meet the

following criteria:

1.  A minimum of ten years business experience in the international

marketing field; a minimum of ten years experience providing consulting services

relative to international marketing; or a minimum of ten years experience as a

combination of above

2.  Membership on the United States Southern California District Export

Council (DEC).  The DEC began in 1974 when "business and trade experts were

appointed" by the Secretary of Commerce (USDOC 1995a, 3).  The DEC

membership works alongside the U.S. Department of Commerce, International

Trade Administration, and consists of "the nation’s top private sector

representatives to advise exporters" (USDOC 1994, 2).  To become a member of

DEC, the expert must receive a nomination from the United States Secretary of

Commerce.  Membership in this group signifies expert status as "leaders whose
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knowledge of international business provide a source of professional advice to

companies seeking to expand international sales" (USDOC 1995a, 3)

3.  A willingness to participate in this study

To be included in this panel, academician members needed to meet the

following criteria:

1.  A minimum of ten years experience teaching international marketing at

the postsecondary level

2.  Having published in scholarly literature at least one article on a topic in

the field of international marketing

3.  A willingness to participate in this study

The size of the expert panel was thirty, which consisted of a minimum of

ten practitioners and ten academicians.  The stringent screening criteria for

expert panelists ensured that they were a proper representation of experts—this

controlled for external validity.  A snapshot of participant profiles is included in

appendix A.

The international marketing practitioner sample was made up of a

nonprobability purposive, stratified group, equal-size population.  The rationale

for using a purposive sample was that, in order to measure the degree to which

skills needed for effective international marketing were present in employees of

companies, it was necessary to choose from a sampling of companies which

were involved in exporting activities.  This ensured that the sample was involved
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in international marketing activities.  The rationale for using a stratified group,

equal-size population was that sample firms represented an array of sizes, in

terms of annual export sales volume.  Additional rationale for use of small and

medium-sized businesses was because, according to John Bohn, President of

the United States Export-Import Bank, "The future competitiveness of the United

States and our success at diminishing the trade deficit depend in large part on

the international competitiveness of America’s small and medium-sized

businesses" (Ali and Swiercz 1991, 71).

To be included in this purposive sample, companies needed to meet

selection criteria as follows:

1.  Companies must be considered small or medium-sized exporting

businesses—they must have had an annual export sales volume of greater than

or equal to $500,000 and less than $50 million.  According to Ali and Swiercz

(1991), to be considered a small business the firm would have had export sales

of less than $5 million, while medium-sized businesses would have had export

sales between $5 and $50 million.

2.  Companies must be located in the Los Angeles Customs District

region.  As rationale for this geographic limitation, the Los Angeles Customs

District’s 1994 export activity ($55.8 billion) represented nearly 70 percent of the

California total ($81.2 billion), and, according to the California Trade and
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Commerce Agency (1995), nearly equaled the volume of the second largest

exporting state (Texas $ 59.9 billion) in the nation.

3.  Companies must have been willing to participate in this study.

Research utilizing the Journal of Commerce’s Port Import Export

Reporting Service (PIERS) CD-ROM database (December 1995) resulted in the

identification of thirty-eight small businesses and thirty-eight medium-sized

businesses which potentially met the criteria standards.

Instrumentation

This study required the use of Delphi Instruments, through three rounds.

The first was designed to identify what skills were needed to be effective in

international marketing (appendix B).  Content validity for this instrument was

begun through the use of an extensive review of the literature, by the author of

this study.  As rationale, this author has had eight years of experience, as an

international marketing practitioner, and five years of training in the field of

international marketing.  The literature review produced a list of twenty-four skills

needed to be effective in international marketing.  The round one Delphi

Instrument contained this list.  Six additional skills, considered by the author of

this study to be of controversial importance to international marketing

effectiveness, were added to the instrument, in an attempt to test the Delphi

panel regarding diversity of opinion and ability to move toward consensus.

Delphi panel participants were encouraged to add their own skills to the original
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thirty as presented on the Delphi Instrument.  The potential for significant study

bias by the instrument designer was low, because the participants received

clarification about any unclear terms and were encouraged to recommend new

skills for inclusion.

The round two Delphi Instrument measured participant perceptions

regarding the degree of importance for each skill (appendix C).  Ratings were

based on an eight-point Likert scale, whereby a rating of one represented

"unimportant," and a rating of eight represented "very important."  This

instrument was pretested with a panel of experts to complete content validity—

make sure that the instrument measured what it purported to measure, in a clear

and precise way.

The third round Delphi Instrument (appendix D), revealed for each of the

skills: (1) the average rating from all panelists; (2) each panelist’s individual

rating; and (3) the innerquartile range.  This was the feedback round, with one

iteration, which identified the ratings of all panelists and then asked participants

if they wanted to change any of their ratings based on this knowledge.  The third

round Delphi Instrument was pretested with a panel of experts.  The rationale for

the pretest task was to complete the process of establishing content validity—

make sure that that the instrument measured what it purported to measure, in a

clear and concise way.
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The Practitioner Questionnaire collected data from the practitioner sample

(appendix E). This survey measured the degree to which employees possessed

each of the identified skills.  Ratings were based on an eight-point Likert scale,

where a rating of one represented "Do not possess," and a rating of eight

represented "strongly possess."

Directions for the Practitioner Questionnaire were worded in such a way

as to "avoid questions in which the respondent indicts himself/herself with a

negative response" (Cox 1995, 7).  The directions included the statement:

Multiple skills are involved in the international marketing process.  Because
of limited time and resources, employees within your firm probably possess
some but not all of these skills.  Your firm may contract out to obtain those
skills not possessed by employees (i.e., your foreign distributor possesses
the skill and performs the function on your firm's behalf).  Please indicate to
what degree employees within your firm personally possess these skills.
(See appendix E, Directions)

The Practitioner Questionnaire was pretested with a panel of experts to

establish content validity—make sure that that the instrument measured what it

purported to measure, in a clear and concise manner.

Data Collection Procedures

The expert panel completed three rounds of Delphi Instruments.  The

Delphi procedure focused on the tasks of: (1) identifying what skills are needed

to be effective in international marketing; and (2) attaching a level of importance

to each of these skills.  An extensive review of the literature produced an initial

list of skills needed to be effective in international marketing.  These skills were
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organized into five categories, which constituted skill clusters, to simplify the

task of Delphi response.  The first Delphi round was designed to obtain panel

additions to the skill list.  The second Delphi round asked participants to attach a

rating of importance to each.  The third Delphi round gave participants feedback

on other panelists’ ratings, and was designed to give them the opportunity to

modify their ratings.

Each of the Delphi Instruments was field-tested by a panel of experts on

two occasions, three days apart.  They were instructed of the purpose for the

field-test—that it measured response consistency.  This process established

instrument reliability over time.

The Delphi process was administered personally, by facsimile, electronic

mail, and by mail.  The first round of the Delphi process asked participants to

recommend skills for inclusion on the Delphi Instrument.  A cover letter with

specific instructions explained the following: (1) purpose of the research;

(2) data collection process; (3) use of the Likert scale; (4) confidentiality of

response; and (5) thanking them for their time, and offering to share study

findings with them.  Delphi round one took place personally at a quarterly District

Export Council (DEC) meeting, with all participants located in the same room.

The author of this study led a discussion to clarify uncertainties about the skill

list, and explain the data collection procedures.  Each participant indicated

whether he or she preferred to correspond via facsimile or via mail for Delphi
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rounds two and three.  Delphi round one was also administered electronically via

the Internet, utilizing GINLIST, the Global Interact Network mailing LIST, a

project of the Global Marketing Division of the American Marketing Association

and the Center for International Business Education and Research (CIBER) at

Michigan State University.

The second Delphi round was administered three months after round one.

This gave the author of this study sufficient time to edit and collapse, when

necessary, the additional skills supplied by the panel and incorporate them into

the round two Delphi Instrument.  It queried panel participants regarding degrees

of importance for each of the skills.  This round of the Delphi procedure was

administered via facsimile, electronic mail, or mail, according to participant

preference.  Round two Delphi Instrument instructions explained how to use the

Likert scale and assured participants of confidentiality.  A reminder letter was

faxed one and a half weeks after administration, and was followed by a

telephone call three days later to ensure a 100 percent response rate.

The third Delphi round was administered one month after round two.  This

gave the author of this study sufficient time to collect and assimilate responses

and administer the next round.  The third Delphi round provided feedback to

each participant.  Instructions explained that, for each skill, this Delphi

Instrument provided: (1) the mean rating from all panelists; (2) each panelist’s

individual rating; and (3) the innerquartile range.  Instrument instructions further
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explained that these data were provided in an effort to seek consensus ratings,

and asked participants if they wanted to change any of their ratings based on

this knowledge.  A reminder letter was faxed one and a half weeks after

administration, and was followed by a telephone call three days later to ensure a

100 percent response rate.

A structured telephone questionnaire, void of judgment during collection

procedures, was used for the practitioner sample. The type of telephone survey

used during this study was "akin to the live administration of a questionnaire"

(Popham 1993, 101); therefore, a check for interrater reliability was not

necessary—the administration did not involve judgment.  This questionnaire

measured the degree to which employees of the practitioner sample were

perceived to possess the identified skills.

Potential participants from the practitioner sample, having met the first

three selection criteria, were telephoned to determine their willingness to

participate in this study.  Those who expressed interest were sent or faxed a

copy of the Practitioner Questionnaire.  The author of this study administered the

telephone questionnaires over a period of one month, between the hours of 8:00

A.M. and 5:00 P.M.  This timeframe allowed for scheduling difficulties, which

were due to high levels of international travel—common to international

marketing practitioners.  The telephone questionnaire procedure required a

minimum response rate of 60 percent.
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Statistical Analysis

Data were gathered from an expert panel to identify which skills are

needed for effective international marketing.  The initial list of skills, developed

through a review of the literature, was appended with skills recommended by the

panel, therefore, no statistical analysis was required.  The refined list of skills

answered research question number one.

Additional data were collected from the expert panel, during Delphi round

two, regarding the level of importance attached to each of the skills.  Ratings

were collected across an eight-point Likert scale.  During Delphi round three,

feedback was provided to participants regarding mean ratings and the

innerquartile range for each skill; participants then had the opportunity to modify

their original ratings.  A description of these data answered research question

number two.

Data were collected from international marketing practitioners regarding

the degree that employees possessed the identified skills.  Ratings were

collected across an eight-point Likert scale and answered research question

number three.

Data collected from the expert panel, which attached levels of importance

to each skill, were compared across data collected from practitioners, which

assessed the degree to which employees possessed these skills.  The priority

matrix structuring device (Harvey, Bearley, and Corkrum 1995) most logically
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displayed these data in a way that allowed the author of this study to prioritize

topical areas for training programs.  The priority matrix is illustrated in figure 1.

Degree of Possession
Low Medium High

High

1

Areas of High
Training Need

2 4

Degree of
Importance

Medium

3 5 7

Low

6 8 9

Figure 1.  Priority Matrix Displaying Degree of Possession Across Degree of Importance to
Reveal Areas of High Training Need (shaded).

The priority matrix arranged the skills according to perceived levels of

importance, and compared them to perceived levels of possession.  Skills were

prioritized for training programs based on matrix results.  Top training priority

was placed on skills which were low possession and high importance, medium

possession and high importance, and low possession and medium importance.
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