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Topic 2: International Market Research



Definition
Market research – the systematic  gathering , 
recording and analyzing  of data  to provide 
information useful in marketing decision making.



Why is International Market Research 
so important ?
International Market Research shall identify new business 

opportunities and help assure a so-called area strategy which 
defines which geographical hemisphere needs to be covered.

Generally, market research intends to provide new ideas, 
comparisons, and control information for marketing deciders. 
These deciders are found not only in Marketing and Sales, Import 
and Export positions, but also in New Business Development, in a 
Strategy staff, in Corporate Planning departments and of course, 
within top management.

International Market Research provides an information base for 
strategic decisions. Here, competitive information needs to be 
available early, fast, and with the right filter.



What needs to be considered when 
executing International Market Research?

Strategic decision-making requires an outstandingly high quality information 
base. Therefore, international market research projects have to consider the 
following:

globalization experts are featured by product and industry knowledge, 
industry-specific experiences, methodological know-how like research 
methods, information access (e.g. to specialising commercial data bases), 
reputation (e.g. experts with door-opener-quality) and international 
experience, language skills, and others more

competitive information needs the right focus, but also needs to be 
provided fastly, and early enough in order to be effective.

 information should be retrieved exclusively for your company – if all the 
industry enjoys the information there will not be any competitive gain

procurement of information may be done by internal staff (“make”, e.g. 
sales force, internal research department), but also by such type of 
external market intelligence specialist who are working in the 
international field.



Research topics 
development of customer needs and customer desires

customer´s perception of the company, compared to 
competitor companies

performance and adequacy of marketing tools such as product 
and services, branding, direct sales and distribution channels, 
communications including internet marketing, pricing – all this 
being challenged by standardisation (“world product”) or 
country-specific features (local speciality).

marketing innovation: new business models and billing 
schemes, new variations of marketing tools, new technology 
applications

service quality of business relations between customers and 
sales persons or service technicians, to be examined by 
mystery shopping

openness for and acceptance of new technology applications



Complications 
International Market Research(IRM)- usually implies two 
additional complications:

1. Information must be communicated across boundaries.  

There is a number of internal or external staff that  is quite 
experienced  in Cross-cultural communication, they could help 
marketers to translate their research questions and answers of 
respondents  in terms  to avoid misunderstandings and 
misinterpretations.

2. Environment in which different tools are applied.

Due to the different environment in which the research tools are 
applied the researcher doesn’t have to invent new techniques or 
tools he has to develop the imagination and try to adapt already 
tried and tested techniques to the peculiarities of the new 
market.



Information
the key component in developing successful marketing 

strategies and avoiding market blunders.

Information could be bought from  trusted research vendors 
but sometimes even the highest level of executive management 
have to get involved in gathering it. 

There is a big difference between the information ideally 
needed and that collectible and used.

Critical elements for gathering info: costs, time and human 
resources



Breadth and scope of IMR
The difference between the domestic and foreign market 
research is the boarder scope needed for foreign research.

We have 3 main types of informational research:

1. General info about the country  and the market

2. Info needed for forecasting  future marketing requirements 
by anticipating  social, economic, consumer and industry 
needs within a specific market.

3. Specific market information  used to make decisions 
concerning  product, price, promotion, distribution and to 
develop marketing plans 



Information needed for IMR
Economic – data on economic growth, inflation, business 

cycles, income; profitability analysis  for the specific products, 
study of specific industries and key economic  indicators.   

Sociological and political climate – noneconomic conditions 
that can affect the business – ecology, safety, leisure time and 
other.

Overview of market conditions – the detailed analysis of 
market segment. 

Summary of technological environment – the division of 
businesses carefully  broken by product segments.

Competitive situation- the amount of competitors, their sales 
revenue, methods of market segmentation, products and 
apparent international strategies.



The research process

The research study is always compromised by the limits of time, cost 
and the present state of art (technological development). 

A key to successful research is a systematic and orderly approach to 
the collection and analysis  of data.

The Research process steps:

1. Define the research problem and establish the research 
objectives

2. Determine the sources of information

3. Consider the costs and benefits of research effort

4. Gather the relevant data from primary or secondary data

5. Analyze, interpret and summarize the results

6. Communicate the result to the decision maker. 



1. Define the research problem.

Is the most critical step and have some Complications:

1. Researcher may fail to anticipate  the influence of local 
culture and environment.

2. Self-reference criterion- the researcher may treat the 
problem definition as home environment problem.

3. Setting problem limits broadly enough  to include all 
relevant variables

Asking right question is a crucial matter in IMR.



Hot milk drinks selling research

Consumption patterns and the attitude toward hot milk drinks.

UK – milk based drinks have sleep-inducing , restful and relaxing 
properties. Traditionally consumed prior bed time.

Thailand – invigorating, energy giving and stimulating. They are 
consuming in the morning on the way to work.

US – the hot milk drinks are associated with cold weather and 
consumed for different reasons at every time of the day or 
evening.

The definition of problem should be enough broad to cover full 
range of answers.



2. Determine the sources of information

Once the problem is adequately  defined and the research 
objectives are established, the researcher  must determine 

the availability of information.



Problems of Availability and use of 
Secondary data.

The quantity and the quality of available data in one country is 
not suitable for the market research in another country .

There are a lot of secondary sources that offer information 
about the state of economy, commercial matters like trading 
houses, Chambers of commerce, governments,  special research 
companies.

Unfortunately the quantity and quality of data can’t have the 
same  level of trust and is not available to all.

There are some international organizations that try to provide, 
real, suitable and updated information.



International Secondary sources  of data



Problems for Secondary data 

Availability of data – most of the data  that are done for internal 
markets(number of retailers, numbers of companies, 
manufacturers and other ) are not available for external research.

Reliability of data – outdated , too optimistic data , different tax 
structures(income, prices). 

Comparability of data - outdated, collected at irregular base and 
unpredictable schedule, no historical series to which compare the 
data .  The manner in which data is collected and reported 
(different categories or too broad categories).

(Ex. The different concept of a term “Supermarket ” in different 
countries)

Validating  the secondary data : 



Validating the secondary data.

To judge the secondary data reliability ask  :

1. Who collect the data? Have they reasons to misrepresent them?

2. For what purpose? 

3. How and when were the data collected(methodology,  time 
period)?

4. Are the data consistent and logical in terms of known data 
sources  or market factors?(needed to compare the related data)



Primary data sources.
Data collected for a specific purpose, project by the researcher.

Methods of colleting data :

Quantitative research – respondents are asked to  answer 
question verbally or in written form to structured questions by a 
specific response format(yes/no).

Such research covers: behavior intentions attitudes, motives, and 
demographics.  Responses can be presented with precise 
estimation.

Generally used to draw conclusions — tests a specific hypothesis -
uses random sampling techniques so as to infer from the sample to 
the population — involves a large number of respondents —
examples include surveys and questionnaires. Techniques 
include choice modeling, maximum difference preference scaling.



Primary data sources.
Qualitative  research – Open-ended or in-depth questions, 

unstructured responses that reflects the consumers feelings 
thoughts on the subject. 

Generally used for exploratory purposes — small number of 
respondents — not generalizable to the whole population —
statistical significance and confidence not calculated —
examples include focus groups, in-depth interviews, 
and projective techniques.

A focus group a form of research in which a group of people are 
asked about their perceptions, opinions, beliefs, and attitudes 
towards a product, service, concept, advertisement, idea, or 
packaging. Questions are asked in an interactive group setting 
where participants are free to talk with other group members



Problems of gathering primary data. 

Ability to communicate options

Willingness to respond

Sampling

Language and comprehension



Problems of gathering primary data. 

Ability to communicate options
The ability to express  attitudes and opinions about a concept, a 
product depends on the respondent’s ability to recognize it 
usefulness and its value. 

It is difficult to express attitude toward a product that a person 
never seen or used.(computers, hear dryers, some software)



Problems of gathering primary data. 

Willingness to respond
Cultural differences often explain the unwillingness to respond.

Factors:

– the role of man in the family

- The religion  

- the formulation of questions

- the private space

- lack of time 

- other.  



Problems of gathering primary data. 

Sampling
The biggest problem is the lack of demographic data, 

the availability of updated phone or address directories, 

The lack of street maps

The outdated censuses

The lack of houses number(in Asian metropolitans)

Inadequate mailing lists.



Problems of gathering primary data. 

Language and comprehension
The most universal survey problem  in  a foreign country. The 
questions may not be correctly understood.

Low level of literacy – no written questionnaires

Level of technology – no electronic questionnaires

Language can be a problem for interviewers – also mistranslation 
or insufficient knowledge about the meanings of different 
concepts.



Problems of gathering primary data. 

Language and comprehension
Techniques of translation:

Back translation 

Parallel translation

Decentering 

The perfect use of local language is crucial for a reliable result



Assignment


