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We work in over 30 different countries, on 6 
continents, and in over 25 languages to help 
inform global strategy and positioning for brands 
like Google, Harley-Davidson, Amazon, Uber, 
Pfizer, Blackrock, and GE.  

To help the brands we partner with achieve 
success on a global scale, we rely on 
experience-tested principles, innovative 
methodologies, and market-specific knowledge. In 
this guide, we’ll share our expertise to bolster your 
global insights and growth strategy, including:

· The 4 secrets to global success
· How to conduct remote fieldwork in the wake 

of COVID-19
· Cultural context considerations for 11 major 

countries

Kelton Global, a Material Company, is a consumer insights 
and brand strategy consultancy that helps businesses grow 
and thrive. They combine market research with creativity to 
help companies all over the world answer the question: 
what comes next?
Want to learn more about how Kelton can help take your 
brand’s global insights and growth strategy to the next 
level? Drop us a line.

https://www.keltonglobal.com/studies/uber-2/
https://www.keltonglobal.com/contact/
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Strong relationships with the best global 
partners in the industry ensure local 
market expertise and provide a quality of 
work that you can count on.

TRUSTED
PARTNERSHIPS

In-house teams that can directly liaise 
with global partners are key in guiding 
the research process — leading 
alignment calls, reviewing discussion 
guides, conducting post-fieldwork recaps, 
and providing clear guides and 
expectations for deliverable inputs.

With so many moving pieces across time 
zones, languages, and cultural differences, 
international research requires proactivity 
and flexibility. A centralized team helps 
organize the process and create back-up 
plans so you can effectively navigate any 
changes that may occur when fielding 
research. 

THE FOUR 
SECRETS TO 
GLOBAL 
SUCCESS

CENTRALIZED
HUB

Our global insights and strategy work has led us to four 
core drivers of success. They form the backbone of our 
strategy — and they should do the same for yours.
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The goal of any global research project is ultimately enabling localized activation. You can ensure a 
market agnostic research approach that will still have localized results by:

Eliminating cultural response bias. Ensure question types  don’t have too much reliance on 
methodology or scales, so results can be reliably compared during analysis.

Quantitative Research Example: Some cultures are less likely to select the extreme end of scales, 
while respondents from others tend to use the top half of the scale exclusively, which means you 
can’t compare results apples to apples.
Qualitative Research Example: There are advantages to choosing either group or one-on-one 
interviews depending on the cultural dynamics of group conversations, but doing a mix of both for 
the same project can lead to data sets that include potential groupthink bias vs. individual data sets.

Fielding in your home market first when you can. Let your team get a handle on the initial wave 
of data in a language and context everyone is familiar with before replicating in other markets. 

MULTI-MARKET RESEARCH 
DESIGN PRINCIPLES
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Carefully consider all relevant cultural nuances in your 
approach, leveraging local teams and trusted partners 
on the ground in each market, to ensure you’re asking 
culturally-appropriate lines of questioning and 
interpreting results within the current cultural climate . 

There are 3 key facets of cultural context that we 
consider:

Planning
Holidays, when respondents are unavailable and our 
global partners are out of office; infrastructure 
limitations for digital methodologies; GDPR/privacy 
regulations requiring attention; 
brands/companies/products available to measure 
against, etc.

Translation and Localization
Translation is all about capturing the essence of what 
consumers say during research, and is at its best when 
it can take turns of phrase in a local language and make 
sure the meaning is captured in your native language so 
key insights aren’t lost in the process. Localization, 
meanwhile, is all about making sure stimuli, concepts, 
prototypes, questionnaires, and discussion guides are 
appropriate for each market, and that data is analyzed 
through the lens of that market’s specifics.

In-Person Experience
Optimize for the safety and engagement of the traveling 
team and for showing empathy for local customs that 
might impact face-to-face research.

In addition to the info we’ve provided, travelers should 
always refer to the Center for Disease Control and Preven-
tion website for government advice on vaccinations as well 
as the country’s consulate or embassy for information on 
visas or other documentation required to enter the country 
based on the traveler’s nationality.

CULTURAL
CONTEXT
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Given ongoing public health concerns created by the COVID-19 pandemic, some brands 
have pressed pause on their qualitative research plans — but now is still a great time to 
conduct qual research, even at a global level. We’ve actually found some key benefits to 
doing so in these strange times: 

Natural Environment
What we’re learning in a COVID-19 world via remote focus groups is as powerful — if not 
more so — than groups conducted at a facility or out in the field. With this format, you 
have a unique chance to see a close-up, in-context view of your consumers. By losing the 
sterile environment of a focus group, you can engage in rich conversations with 
consumers where they’re most comfortable. 

Greater Flexibility
When you don’t have to plan around travel schedules, you can recruit country-wide 
samples for greater geographical and cultural diversity, and let local partners dictate the 
schedules that they recommend will lead to the best possible recruits.
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While the time is still right for research, as we 
shared in our Step-by-Step Guide to 
Qualitative Research and Remote Workshops 
During a Pandemic, how to execute 
qualitative research these days does require 
new tools, workflows, and creative thinking 
— all of which you can read within that guide. 
When it comes to global qual specifically, 
here are the key adaptations to keep in mind:

Technology
If you know of a one-size-fits-all platform solution out 
there that we haven’t discovered yet, let’s talk! In the 
meantime, you’ll need work with your partners to 
think creatively about stitching different tools 
together to accomplish research tasks.

· Pick a platform
Partners use different platforms depending on the 
region, connectivity/bandwidth requirements, etc. 
This can require a bit more learning on your end, 
but the good news is that a lot of them are quite 
similar, and you shouldn’t have to reinvent your 
research plan or discussion guide for each 
platform.

· Consider accessibility & usability
When going digital, having a UX mindset is a way 
to show empathy for your participants and 
stakeholders. Is the platform easy to use? Are your 
questions and instructions clear? Test your plans 
and platforms with your partners and consider 
doing dry runs to pressure test bandwidth and 
system nuances. If you’re working with 
participants with different physical or cognitive 
abilities, make sure your activities adhere to 
Section 508 web design compliance so all can 
participate from afar.

Methods
While there is no better time for digital methods like 
online communities and UX testing, adapting 
in-person methods to the digital sphere (e.g. focus 
groups and in-depth interviews) ensures a positive 
experience for participants and research teams alike.

· Keep interviews intimate
It’s harder to read the room and manage dynamics 
in larger groups online. Conducting one-on-one 
interviews and/or keeping groups smaller (4 
people max) helps moderators better connect with 
respondents and come away with richer findings.

https://www.keltonglobal.com/perspectives/a-step-by-step-guide-to-qualitative-research-remote-workshops-during-a-pandemic/
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· Mind the time
It’s no surprise by now that video chat fatigue is real. 
In order to hold participants’ attention and avoid 
burnout, limit groups and interviews to 90 minutes 
max. 

· Assign intentional homework
When possible, it helps to break your research 
questions down into different phases by using pre- 
or post-tasks. This can serve to help gather context 
about participants before meeting with them, or 
probe into lingering questions afterwards — 
allowing you to make the most of the precious time 
you have with them.

· Don’t skimp on over recruits
Resist the urge to cut back on over recruits — as we 
are well aware, plans change and conflicts arise, 
even when joining research from home. Always 
have backups in place, and work with your local 
research partner to figure out how many.

Logistics
Since it’s possible that your international research team 
will be off and running in one time zone while local 
teammates are asleep in another, it’s crucial to make 
sure everyone is set up for success a couple days 
before research begins. Here are some ways to ensure 
that everyone knows how to successfully facilitate, 
participate, or listen in on research when the time 
comes.

· Locate your stakeholders
Conducting research digitally opens up more 
potential for teammates across the globe to join the 
fieldwork and participate in debrief and analysis 
sessions. But with this comes more time zones and 
languages to reconcile. Be sure to understand who 
wants to attend, and from where, so you can plan 
for scheduling and translation needs. Lastly, 
designate a key contact per market so that if others 
in that market have questions or needs they know 
who to contact during their working hours.  

· Don’t log in cold
Set up a dry run with your platform provider to 
make sure everyone is comfortable logging in and 
using the software. Give your team clear direction 
on how to log onto and get acclimated with the 
platform. Confirm who is responsible for conducting 
tech checks with participants — your team, your 
recruiter, or the platform’s tech support team.
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While the basic principles for in-person and remote international 
research hold true across the globe, there are nuances to consider 
depending on the market — and we’re not just talking about those 
acronyms such as APAC, EMEA, and LATAM. The countries that make 
up these regions are certainly not homogenous, and shouldn’t be 
treated as such when you’re planning research. 

We’ve broken out some of the key markets we work in, and specific 
considerations for your own “check list” of Cultural Context 
Considerations when planning research there. 

Curious about a country not listed here? Chances are we have more to 
share. Drop us a line if you’d like to chat!

https://www.keltonglobal.com/contact/
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EUROPE

ENGLAND

Planning

· Recommended markets are… Tier 1: London, the 
capital of England and the United Kingdom; Tier 2: 
Manchester, a major city with spending power in the 
northwest. 

· The UK’s Data Protection Act 2018 came into force in 
May 2018. It overlaps with GDPR rules, but the two 
must be considered in tandem.

· The impacts of Brexit are yet to be fully seen, but have 
caused uncertainty as consumers don’t quite know 
what the impact will be on the economy and their 
position in it .

Localization/Translation

· Don’t forget to have your research materials 
translated into localised (see what we did there?) 
British English. If using an American moderator in the 
UK, asking for a local’s eye on analysis of responses is 
also wise. While spelling differences are less likely to 
impact research outcomes, subtleties in word 

differences across languages may be less obvious, 
and change the meaning of results.

· Consumers tend to prefer tongue-and-cheek humor 
and are over-sensitive to patronizing messaging and 
communications. 

In-Person Experience

· Consider taking the tube (subway) vs. hiring a car to 
avoid traffic and ensure predictable travel times; you 
may want to avoid driving there altogether if you’re 
used to driving on the right side of the street.

· The train is the best option for intercity travel. 
Consider the Paddington Express train from London 
Heathrow airport to avoid traffic into London. 

· The Eurostar train is a good option for traveling 
between London and Paris in about 2.5 hours 
(without the hassle of going to the airport!)

Capital
London

Official Language
English

Currency
Pound Sterling (GBP, £)
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EUROPE

FRANCE    
Planning

· Recommended markets are… Tier 1: Paris, the capital 
of France; Tier 2: Lyon, the second richest city in 
France and the third largest, well known for banking, 
transportation, digital entertainment (gaming, movies, 
audio-visual, interactive media), automotive, aircraft, 
and food processing.

· Relaxed attitude with timing/punctuality — be clear 
with cut-offs for receiving incentives and and do not be 
offended if someone is late. Build in extra time to 
account for potential tardiness.

· When possible, it is best to avoid conducting research 
in France in July and especially August when the 
country, aside from tourism, basically shuts down.

· GDPR compliance is required.

Localization/Translation

· Tend to be more emotionally expressive than other EU 
markets and use more colorful language or metaphors 
that can be less straight-forward to translate.

· Don’t be offended if you receive more negative 
feedback in this market. Due to their education system, 
French participants tend to be more critical and 
comfortable with debate than other markets. 

· In quantitative research specifically, much less 
frequently commit to top-box responses in scales, and 
are most likely to reserve those responses for genuine 
excitement and enthusiasm.

In-Person Experience

· When working in person, it is considered polite to 
openly acknowledge (and even apologize) if you don’t 
speak French.

· It is best to make appointments, even for social 
meet-ups, and to do so at least 1 week in advance. Last 
minute meetings are less common than in the U.S. 

· The Eurostar train is a good option for traveling 
between Paris and London in about 2.5 hours (without 
the hassle of going to the airport!)

Capital
Paris

Official Language
French

Currency
Euro
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EUROPE

GERMANY

Planning

· Recommended markets are... Berlin: the capital and 
largest city in Germany, seat of government, ethnically 
+ culturally diverse, and an international center for 
entrepreneurs . Munich: the capital of Bavaria. 
Economically successful, high standard of living. 
Hamburg: second largest city in Germany after Berlin 
and major port city in the north.

· GDPR compliance is required.

Localization/Translation

· German respondents are slightly less likely to select 
the extreme end of scales than in the U.S., but not to 
the same degree as many Asian markets. 

· Tend to be direct communicators and may be less 
emotionally expressive than other EU countries. Keep 
in mind when designing projective activities and 
comparing data sets across cultures.

In-Person Experience

· Tend to take some time to warm up and build rapport 
before they are completely open and forthcoming 
with opinions (which will be honest with minimal 
sugar coating); they sometimes want more detail to 
fully consider their response.

· Be mindful of fielding research around Oktoberfest, 
which takes place in September, because travel is 
more expensive.

Capital
Berlin

Official Language
German

Currency
Euro
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ASIA-PACIFIC

RUSSIA

Planning

· Recommended markets are… Moscow: biggest city 
and political capital of Russia; St. Petersburg: second 
biggest city and known as the “cultural capital” of 
Russia.

· There are 11 different time zones in Russia! Make sure 
you set deadlines according to the appropriate one.

· Russia celebrates pagan, Orthodox, Soviet, and 
Russian holidays — and the state and church use two 
different calendars: the Gregorian and the Julian. Be 
sure to check dates for Orthodox Christmas day, as 
well as the week-long New Year Holiday to avoid 
fielding research during those times. 

· Russians value building relationships before 
conducting business, so keep in mind when preparing 
for a meeting with your research partners or 
designing a discussion guide in English not to skimp 
on introductions at the beginning of a meeting or an 
interview.

Localization/Translation

· When conducting research in Russia, you should use 
Russian. However, keep in mind that various states 
within the Russian Federation use 27 other official 
languages.

· There are two words for addressing others as “you” — 
using the formal form of “vy” and the informal one 
“ty.” Use “vy” with business contacts and participants 
you don’t know or have just met.

In-Person Experience

· Because relationship-building is so important to 
Russians, it’s common for your local team in Russia to 
show hospitality when you visit in person. It’s 
common to exchange gifts for all kinds of occasions, 
so consider bringing a small gift with you to exchange 
with the local team.

· Punctuality is important for business visitors. 
Re-confirm meeting times a day or two in advance.

Capital
Moscow

Official Language
Russian

Currency
Russian ruble or rouble (RUB)
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ASIA-PACIFIC

INDIA

Capital
New Delhi

Official Language
Hindi and English (associate 
official language)

Currency
Indian rupee

Planning

· Recommended markets are... New Delhi, the nation’s 
capital — is extremely diverse and known for its 
banking/financial services, agriculture, food processing 
and IT; Mumbai, the entertainment and fashion center 
of India — businesses focused on film, automotive 
parts, and textiles tend to thrive there.

· If you have a choice, in-person methodologies are 
usually preferred over digital ones to avoid any 
challenges with digital infrastructure.

· India is composed of a great variety of religions, the 
most prominent being Hinduism, which means that 
holidays are common and of varying length. Consider 
both national holidays along with any local holidays that 
are more commonly celebrated in different parts of the 
country. The 3 biggest national holidays in India are 
Republic Day (Jan 26), Independence Day (Aug 15) and 
Gandhi Jayanti (Gandhi’s Birthday, Oct 2).

Localization/Translation

· If relevant and appropriate for your brand, fieldwork 
can be conducted in English in Mumbai, where English 
is more widely spoken than other Indian markets.

· More broadly, it’s fair to expect that those in the middle 
and upper classes can speak and read english well. 

· Within a group, it’s common to get a dynamic 
conversation mixing many languages at once, so having 
local or Hindi-speaking moderator even when 
conducting research in English is recommended.

In-Person Experience

· Primarily because of religious regions, gender dynamics 
and appropriate physical etiquette are important to 
recognize and respect. Handshaking is not common, so 
it is best to say “hello” or an even more respectful 
“namaste” without extending your hand. 

· Be prepared for more dynamic timelines, including 
last-minute schedule changes. It is best to schedule 
meetings as early as possible before the meetings need 
to happen. 

· October through March are when the weather is least 
likely to be extremely hot or in monsoon season.
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ASIA-PACIFIC

CHINA

Capital
Beijing

Official Language
Mandarin

Currency
Renminbi (RMB, ¥)     

Planning

· Recommended markets are… Tier 1: Beijing, the 
capital, reflects a more traditional, homogeneous 
culture; Shanghai, China’s most populous city, offers 
a bit more cultural and financial diversity. Tier 2: 
Chengdu offers geographic diversity from Shanghai 
and Beijing (more western, inland) while still having 
consumers with high spending power; Hangzhou is 
generally more tech savvy, influenced by internet 
giants based there; consumers in Shenzhen are more 
influenced by Hong Kong due to proximity and might 
not be as representative of the Chinese consumer 
mindset.

· Avoid fielding during the Golden Week (October) and 
Chinese New Year (typically January/February) 
holidays, dates for which vary year by year. 

· Be aware of firewall restrictions when using digital 
methodologies (as always, ask your research partner 
for their recommended platform); keep in mind that 
major websites and apps such as Google, 
Facebook/Instagram, etc. are blocked as well.

· There are barriers to conducting authentic 
Shop-Alongs due to sensitivity about judging other 
brands in store.

Localization/Translation

· Simplified Chinese is the standard written form of 
Chinese and is most commonly used in Mainland 
China and Singapore. Mandarin is the spoken form 
and is used in China, Singapore and Taiwan.

· Traditional Chinese is the written form of Chinese 
used in regions such as Hong Kong, Macau, Taiwan 
and Malaysia. Cantonese is the spoken form used in 
these regions except for Taiwan (where Mandarin is 
spoken).

In-Person Experience

· Download VPN to use Google Suite and other blocked 
websites/apps. WeChat is common for 
communication.

· It’s important to understand and show regard for local 
customs and etiquette in order to “save and/or gain 
face.” This helps one build “guanxi,” or social 
connections and capital in both business and personal 
relationships.

· It can be hard to get around by public transport or 
even taxi for non-Chinese speakers. Pre-arrange 
transport for groups and a car for the day for in-home 
interviews, leaving sufficient time between them. 
Always have the address of where you are going 
written out in Chinese characters to show your driver.
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ASIA-PACIFIC

JAPAN

Capital
Toyko

Official Language
Japanese

Currency
Japanese yen

Planning

· Recommended markets are… Tokyo, the capital of 
Japan and one of the most densely populated urban 
environments in the entire world. The center of 
Japan’s massive startup scene, with a strong focus on 
innovation and technology, it has strong 
representation in the robotics, financial tech, service, 
and digital manufacturing industries. Kyoto, the 
headquarters of Nintendo and other major game 
developers is the technology hub of Japan. The city's IT 
industry has taken off and become a hotspot for tech 
startups. Osaka, a key economic hub of Japan and the 
location for the next World Expo in 2025. With over 
180,000 businesses within their city limits, the biggest 
industries are manufacturing, retail/wholesale, real 
estate, health and sanitation, and transportation. 

· Recommend smaller format interviews (e.g. 
one-on-one IDIs, dyads, friendship pairs) to avoid 
sensitivities that come with sharing opinions in groups 
of strangers.

· There is a strict and high-pressure work culture, so 
both respondents and local partners are scheduled 
and guarding of their time . Evening and weekend 
research tends to work better for fitting into 
participants’ busy schedules, and be sure to schedule 
meetings and debriefs with your local research team 
well in advance.

Localization/Translation

· The complexity of the Japanese language requires a bit 
of extra time to ensure quality translations are not 
rushed. It is important to back-translate after the 
initial translations are done to ensure the correct 
message is coming across in either language — 
especially for industries/fields where there are terms 
of art that might not have an exact word-for-word 
translation.

· In quantitative research, Japanese tend to use the 
middle responses in scales and are hesitant to firmly 
commit to a top-box stance unless they truly stand 
behind their opinion. Trade-off questions are much 
preferred to scales. Question types like bi-polars and 
MaxDiff will be especially useful in quant studies to 
help tease out true differentiation and allow for 
market comparability. 

In-Person Experience

· Japanese homes are not always set up for hosting — 
be prepared for small spaces and minimal seating if 
doing in-home interviews. Always take off your shoes 
out of respect, and come prepared with socks!

· Travelers have mixed success using phone plans from 
foreign cell phone service providers. Rent a pocket wifi 
device to ensure you have reliable access to the 
internet (and maps!) on the go — especially important 
if you’re going to be navigating public transportation 
on your own.

· Japan respects hierarchy in business organizations, 
and prefers the most senior members of a team to 
drive business discussions. 

· Business card culture is prominent. It is common 
practice to exchange business cards when meeting for 
the first time in person. In these situations, it is polite 
to accept the cars with both hands, and to fully read 
both the front and back of the card on the spot.

· Bowing is an important part of everyday life. When 
meeting someone, it is customary to bow.
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ASIA-PACIFIC

Planning

· Recommended markets are... Sydney, the country’s 
most populous city and the country’s economic 
center. Melbourne, a major hub for culture, arts, 
sports, music, and theater, and home to some of 
Australia’s top corporations with a focus in investing, 
finance, technology, healthcare, and logistics. 
Brisbane, known for its strengths in IT, 
electronics/tech, manufacturing, and tourism. Perth, a 
hub for manufacturing, mining, agriculture, retail, and 
finance. Adelaide, best suited for business involving 
defense, manufacturing, technology, electronics, 
government, and viticulture. 

Localization/Translation

· Don’t forget to have your research materials reviewed 
for localized English/lingo.

In-Person Experience

· The country has notably strict health restrictions for 
entrance at the border, so visitors from some 
countries will require a specific health screening in 
addition to having a visa, which is required for all 
visitors. Check the vaccines and medicines list and 
visit your doctor at least a month before your trip to 
get vaccines or medicines you may need; your doctor 
may also recommend some that are not required for 
entry. 

AUSTRALIA

Capital
Canberra

Official Language
English

Currency
Australian Dollar (AUD)   
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AMERICAS

Planning

· Recommended markets are… Toronto, Ontario: we 
hear similar themes and observe similar behaviors in 
Toronto as in major US cities ; Barrie, Ontario: a 
smaller, more suburban market in contrast to 
Toronto; Montréal, Québec: is seen as a progressive, 
cosmopolitan hub for the Francophonie globally.

Localization/Translation

· Don’t forget to have your research materials reviewed 
for localized English.

· Research in the province of Québec requires 
French-speaking moderator and translations .

In-Person Experience

· Barrie is a 1.5 hour drive to/from Toronto; suggest 
flying from TOR and renting a car to drive between. 

CANADA

Capital
Canada has 10 provinces and 
three territories, each with their 
own capitals

Official Language
English (localized), Canadian 
French

Currency
Canadian Dollar (CAD; $)
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AMERICAS

Planning

· Recommended markets are... Mexico City, the capital 
and largest city of Mexico; Monterrey, the capital and 
largest city of the northeastern state of Nuevo León, 
known for its strong economy which has grown 
significantly in the last years. 

· In addition to the Christmas and Easter holidays, avoid 
fielding research during the following national holidays 
in Mexico: Constitution Day, first Monday of February; 
Benito Juarez’s Birthday, third Monday in March; 
Independence Day, September 16; Revolution Day, 
third Monday of November. 

Localization/Translation

· While many different indigenous languages are spoken 
in Mexico, Spanish is the most widespread and typically 
used for research.

· There are differences in pronunciation/accent, 
grammar, and vocabulary between Spanish speakers in 
Mexico and Spanish speakers in Spain, and even 
between Mexican Spanish speakers of different regions 
in Mexico.

· Keep in mind that there are two words for “you” in 
Spanish: Usted for formal situations, and tú for 
informal ones. This should be reflected in your 
research and brand communications, both written and 
verbal.

In-Person Experience

· Hire a car when fielding in-home interviews to get 
around these sprawling cities; Ubers are also safe, 
readily available, and inexpensive.

· While not a national holiday, be mindful of traveling at 
the beginning of November, around Day of the Dead 
festivities, as there may be more tourism and traffic.

MEXICO

Capital
Mexico City

Official Language
Spanish

Currency
Peso (MXN, $)   
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AMERICAS

Planning

· Recommended markets are... Brasilia is the capital 
city, but qualitative research is more typically 
conducted in São Paulo due to its ethnic diversity. 

· Brazil’s first comprehensive general data privacy law 
(Lei Geral de Proteção de Dados Pessoais or “LGPD”) 
went into effect in August of 2020.

· Taking the time upfront to build rapport with both 
respondents and local partners is important, so be 
sure to devote enough time for casual conversation at 
the start of an interview or meeting.

· Pace of conversation can be more relaxed than in 
other markets, so we like to keep discussion guides 
lean and skew towards smaller format groups (IDIs, 
ethnos, dyads) to ensure we have enough time to 
answer key research questions.

Localization/Translation

· There isn’t a “standard” Portuguese that is spoken 
around the world; there are differences in 
pronunciation/accent, spelling and vocabulary 
between Brazilian Portuguese and Portuguese spoken 
in Portugal. Ensure that you have a moderator and 
simultaneous translator that are localized to Brazil.

· While there are two words for “you” in Portuguese, 
Brazilians will typically use the same word, “voce,” for 
both formal and informal situations.

In-Person Experience

· Be mindful of traveling around Carnival, occurring 
annually just before Ash Wednesday, as traveling can 
be more expensive with the influx of tourists.

· Be cautious of favelas, and like when traveling in any 
foreign country, avoid back roads and alleys . We 
recommend hiring a car when traveling between 
in-home interviews or focus groups.

BRAZIL

Capital
Brasilia

Official Language
Portuguese

Currency
Real (BRL, R$)   
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