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5.6. Legal issues

Legal and privacy restrictions pose unique chal-lengesin
the international research arena. European countries with
strict privacy regulations can poten-tially shut down
marketing activities that profile or collect personal
information. Gaining access to specific respondents can
also be problematic in certain countries. Furthermore,
the Chinese are monitoring questionnaire construction and
even the approval of the final data. This is in direct
conflict with the American approach of non-disclosure of
proprietary client results (Meijer, 1999).
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