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Decipher Survey Methodology & Analysis

East of England 
Aims:

The project aims to raise the competitiveness of SMEs in the partner regions through the development of cultural expertise and resource. Activity conducted by projects in the East of England has highlighted the need for support in skills development relating to international business culture, in order to improve the ability of SME staff, and particularly managers, to communicate more effectively when interacting with overseas clients or contacts. To aid this development, both culture resource information and the sharing of experience amongst SME managers to inform this information have been of distinct value to this target group.

These resources (in the form of field culture reports) have been developed by RLN East (UKTI-EEDA), yet many remain untranslated and lacking the broader input of European colleagues. It also aims to identify current gaps in vocational culture training resource and respond to these by developing new resources for new markets using the same methodology (such as the Middle East, notably Saudi Arabia). The reports are unique in that they have been developed through engagement with SMEs and business support organisations around the world, and monthly in the UK alone 3000-5000 copies are downloaded.
A further aim of the project is to test the suitability of these resources in vocational training sessions for SMEs. To this end a needs analysis survey was conducted in the East of England, with a specific question on willingness to participate in planned workshops.
Phase 1: Initial Research
RLN East is in regular contact with SMEs across the East of England, primarily by face-to-face meeting through company visits and workshops, supported by telephone and e-mail communication. This gives it the advantage that it is generally aware of both language & culture business need and the commercial context within which this takes place. The survey was an opportunity to consolidate this knowledge in-sector and support planning of future activity & funding. During the application stage for the Decipher project initial research was conducted with companies to determine whether there would be a need for this type of support.

As a result of raising expectations (as there was indeed an overwhelming need) a culture workshop was run early in the project (November 2009) to meet the urgent demand for resource & culture information relating to the Gulf, and Saudi Arabia in particular. At this workshop companies were informed of the forthcoming survey, and this was followed up by a personalized e-mail from the RLN East Director. Therefore by the time the projects co-coordinator started the surveys the companies had already been ‘warmed up’ and were expecting the call.

Specific dates & times for an in-depth conversation were then fixed between company and coordinator. In addition to the survey data, which was transferred onto the project’s V12 reporting system, a separate spreadsheet of qualitative feedback was maintained by the coordinator. This was mainly because companies provided far more information than required  by the survey, and we were able to capture this additional data to inform future support.   
Furthermore, contact with these companies was maintained during the survey period through activity carried out as part of other projects.

Phase 2: Detailed Survey
Phase 2 was the needs analysis conducted by telephone and included some company visits, with support from e-mail correspondence. A total of 27 companies were spoken directly with for up to 30 minutes each, during which time they were able to express their Culture and Language needs and target markets for doing business in 2010/11. A concrete interest in receiving language and culture training materials was indicated by all 27 interviewed companies as well as a strong desire to attend any planned culture workshops that would be run in the East of England 2010 /11. The vast majority of the 27 companies surveyed were from within the target sectors of Advanced Manufacturing, ICT and Telecommunications and Aerospace/Aviation. The analysis is based on input from these 27 companies and their electronically submitted responses. The companies were from the following sectors, 15 advanced manufacturing, 6 aerospace/aviation, 4 ICT and Telecommunications and 3 from other priority sectors (1 healthcare, 1 agrifood & 1 creative). 

The survey gathered data on a list of international country markets that businesses in the East of England are currently engaged in doing business with successfully against a companies requirements/needs for cultural or language training and resources. It consisted of 13 questions asking companies to clarify their preferences on a number of issues, such as their individual linguistic ability and then at a business level establishing the type of interaction(s), that would occur in another language and the demand for language training. This was then followed by a series of questions surrounding culture information or training that they had received and their knowledge as to where to locate culture reports and language training resources. The survey established where the needs were, whether in language training requirements or cultural information and training. 

Companies were also advised that the survey’s purpose was to capture what their business priorities are and where they feel they need additional language or cultural workshops or resources made available for their use. Companies were also introduced to the ESF-funded scheme Beyond 2010, whereby they could apply for a match fund of 50% for any language training or management training for their business.  It was assumed that most of the companies contacted were aware of UKTI and RLN and had received some cultural or language training information or help from these organizations in the past. 

The survey captured and successfully identified new or existing markets and country priorities. It highlighted the priorities for cultural information by Country and linked this directly to their impact in aiding these SMEs to successfully do business overseas. The survey also tracked any company language training needs and what training they have previously received, in addition to which new or emerging markets highlighted new language requirements for the company in question. This was in particular regards to any plans to develop digital /print marketing materials and internationalizing of websites. It also captured the best time of day for companies to attend a cultural workshop, and who had benefited from prior cultural or language training and materials. The survey also highlighted areas where language or culture information was required on specific markets.

It was important to distinguish between SMEs simply requesting culture information and those requiring more in-depth training. The companies were therefore given a list of countries which they could select as a need for them to receive cultural training materials. This component captured the level of interest in attending a cultural workshop in the same markets, and in some cases reflected specific new market interest and target markets for business in 2010/11. The workshop statistic therefore also provided sufficient data to rank the key markets for business for the 27 companies who were surveyed.
 The companies were asked what time of day would be best for them to be able to attend a workshop, and it was found that the morning was the best time for cultural training activities, as it would interfere less with their business day. 49% of companies requested training take place in the morning to guarantee better attendance. 
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Fig1
During the survey companies were asked in which situations they used a foreign language when doing business. This was to understand what area of communication was used most to conduct business in a foreign language. The results indicated that welcoming visitors, trade fairs/exhibitions and speaking on the phone was the three main areas which a foreign language was required. It was recognised that the ability to make introductions was greatly appreciated by overseas customers and aided closing business deals. This, coupled with a clear need for a cultural understanding of how to behave and conduct business conversation with another culture in these situations, was clearly needed. 
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Fig 2
Companies were asked about their plans to produce any written materials in a foreign language. There was a clear reporting from companies that there are future plans to produce materials over the 2010-12 period identifying that the use of a foreign language and cultural insight would be required when producing the items listed below. (Please refer to the figure 3).
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fig 4
There was a clear need for cultural information on 18 specific target markets, with an average of 10 out of the 27 Surveyed companies requesting China, France, India, Germany, Italy and Spain. 
The results found that companies were requesting cultural information on a specific business culture either to refresh their knowledge of a market or, out of interest, to assist the establishment of new target markets and to gain insight into how to enter a new market advise. (Fig 4). In order to be certain of which training workshops to run later in the project, the question concerning need for resource/training & participation in training workshops was asked in 2 different ways (see figs 4 & 6) and cross-referenced.
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Fig 5
There is a clear link between the most requested markets for cultural information and those where there is a demand for a cultural workshop to be run. Figures 4, 5 and 6 visually echo the symmetry to the data captured. The coupling of request for information, and the desire to participate in a cultural workshop tally with the statistical analysis. 
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Fig 6
Every surveyed company therefore clearly recognized that it is crucial to their business to have language and cultural training and information as a resource to assist in the successful business development with international markets. Culture training was identified by the companies as being crucial to their business, with 100% of those surveyed requesting training in at least 5 countries. The number of companies responding positively increased in fig 6 as they responded to a concrete offer (ie: the opportunity to participate in a workshop). 
There is a clear need for cultural training amongst all 27 companies, indicating a minimum of 5 countries for which, if a workshop was run, they would attend. From the 27 surveyed companies a top 8 target markets were identified as the key countries for which to run business cultural workshops. The most demanded was China, with 48% of companies surveyed being interested in participating in a cultural workshop on China. This was followed closely by Germany, Italy and Japan taking 44%, as these were the next markets the companies felt attendance at a workshop would help them improve their business dealings, as it would provide them with a greater cultural understanding of these markets. The results show that 40% of companies requested attending workshop on the Spanish, French and Middle Eastern markets.
 Interesting to note here is that Middle East was in ‘other’ on the survey and was named specifically by 11/27 companies as a specific market that they would be willing to attend a workshop on and most companies had already attended a workshop on the Middle East in November 2009 and still wanted more training.  All companies commented that they would be happy to receive information about any cultural workshops that were planned, as some companies have to respond to new interest from overseas markets so their cultural priorities may change as new opportunities arise. 
It is clear from the statistic collected that companies understand the value of language training, and it is recognized that  73% of companies know where to get language training support as/when required. Interestingly, 63% of companies have not received language training, identifying a clear gap of need for business language.
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fig 7 and 8
When surveyed, 52% of companies reported they had already received some form of cultural training, whether through attendance at a workshop, or through receiving resource materials and cultural reports. This was coupled with 59% of companies knowing where to obtain cultural information. 48% of the companies were unsure of whether they had received cultural training or said they hadn’t, however they were all  aware that as a business they lacked cultural understanding when doing business, yet all companies surveyed stated that they did business in at least 5 foreign markets.
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fig 9 and 10
In summary,  all 27 companies made it very clear that they would be willing to attend cultural workshops, and were equally keen to receive any cultural resources that would be produced with up to date market information. The decision was therefore made to develop a series of cultural workshops based on those most in demand. When cross-referencing the data from figs 4 & 6, those most in demand are (in rank order): China, Middle East (Saudi Arabia, UAE), France, Germany, Italy & India. There was also sufficient interest to merit additional workshops on Spain, Japan & Poland.
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