PROFESSOR
Hi Lanina,
Very well stated post!  Nice job discussing how complex the foreign market can be.  I'm glad you touched on language and communication as it is very important for anyone doing business with a foreign country to consider not only the literal word/s, but also the interpretation and/or meaning of the words chosen.  Even something as simple as using a slang phrase of "cool," or "bad," which here mean good things, may not be translated well in another language and/or culture.
In addition, Chinese are known for being a collectivist culture, so the good of the whole is considered more important than that of the individual (like it is here in the United States).  This means that the way we look to attract their attention in marketing should take into consideration what their cultural values are.  Any actions taken from that point would need to show that those values are respected, otherwise any business endeavor may be thwarted.  Understanding who we are marketing to will then help us to know both what it is they need, want, and how to collect, and interpret any related research.  Thus, we have a much higher chance of creating value for our target customers (Kotler & Keller, 2016).
Question:  Let's take this same example, but look at a Chinese-American.  How might taking into consideration that person's experience and/or preferences in their new chosen home country change the research we might plan on doing?  i.e., most of us here (unless we are a Native American Indian), come from another country of origin.  Do we speak to all as "Americans" as a whole?  Or do we separate this to consider the country of origin or subcultures?  Any thoughts are welcomed!  
Thanks in advance.
~ Dr. M
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