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Goals of the LectureGoals of the Lecture

̶ To explain the importance of having a carefully designed international information system

̶ To link global marketing research to the decision-making process

̶

̶

̶

̶ To discuss the key problems in gathering and using international market data

̶ To distinguish between different research approaches, data sources and data types

̶ To discuss opportunities and problems with qualitative market research methods

̶

̶

̶ To discuss opportunities and problems with qualitative market research methods

̶ To understand how online surveys are carried out

̶ To understand the relevance of the WWW as an important data source

̶

̶ To understand the relevance of the WWW as an important data source
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IntroductionIntroduction

• Unfamiliarity with the foreign environment• Unfamiliarity with the foreign environment

• Setting up the research on international level as a major challenge

• Two paramount concerns to the marketer:

• Consistency of behavioral/attitudinal patterns• Consistency of behavioral/attitudinal patterns

• Equivalence of the samples

• Lack of familiarity with customers, competitors etc.

•• Well defined problem

• Interrelation with DSS and MIS

• Proactive risk reduction and mitigation• Proactive risk reduction and mitigation

• Overall emergence of researchers into decision-making process
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IntroductionIntroduction

• Steps in conducting international marketing research:

• Define research problem

• Develop a research design

• Determine information needs• Determine information needs

• Collect the data (secondary and primary)

• Analyze the data and interpret results• Analyze the data and interpret results

• Report and present the findings of the study
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IntroductionIntroduction

• Major difficulties in conducting international research:

• Diverse research projects due to language, religion, race etc.

• Unknown market conditions

• Data collection methods• Data collection methods

• Longer time to complete the research

• Higher costs• Higher costs

• Restrictive laws in foreign market
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Marketing Research and Decision MakingMarketing Research and Decision Making

• Linkage between research and decision making is a must

• Most of SMEs do not perform profound research

• Most of SMEs do not do continuously marketing researches

• Lack of sensitivity for cross-cultural differences in tastes and preferences

• Sequence of researches

• Internal and external data

• Primary and secondary data
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Secondary Research

• Desk research

Secondary Research

• Desk research

• Based on secondary data

• Advantages

• Less expansive

• Less time-consuming

• Disadvantages

• Availability of data

• Reliability of data and data classification• Reliability of data and data classification

• Comparability of data

• Internal sources (e.g. total sales, sales by country, sales by product, various reports…)

• External sources (e.g. public library, university library, statistical offices…)• External sources (e.g. public library, university library, statistical offices…)

• Secondary data used for estimation of market potential:

• Lead-leg analysis

• Estimation by analogy

10

• Estimation by analogy
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Secondary ResearchSecondary Research

Population size in the United Kingdom: 60 million

Population size in Germany: 82 millionPopulation size in Germany: 82 million

We know that the number of refrigerators sold in the United Kingdom in 2002 was 1.1 million 

By analogy we estimate the sales to be the following in Germany:By analogy we estimate the sales to be the following in Germany:

(82/60) × 1.1 million units = 1.5 million units
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Questions?Questions?
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Primary ResearchPrimary Research

• Quantitative and Qualitative research• Quantitative and Qualitative research

• Triangulation

• Measurement (validity vs reliability)

• Problems:• Problems:

• Sampling in field surveys

• No official census

• No accurate maps• No accurate maps

• Non-response

• Inability to reach elements in a sample frame (not being at home, refusal to respond)

• Language barriers• Language barriers

• Difficulties of exact translation

• Must be reviewed and pretested
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Primary Research – Common MistakesPrimary Research – Common Mistakes

• Asking the wrong people 

• Asking the wrong questions • Asking the wrong questions 

• Not being clear about the objectives 

•• Underestimate time and budget 

• Not trusting the results 

• Not to know what to do with the results 
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Online Research MethodsOnline Research Methods

• Internet - medium for masses

• Email and web-based surveys

• Advantages• Advantages

• Low resource implications

• Short response time

• Saves time with data collection and analysis• Saves time with data collection and analysis

• Visual stimuli

• Disadvantages

• No psychical address• No psychical address

• Respondents anonymity

• Broadband connections
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Other Types of Studies

• Ad hoc research (at a point in time)

Other Types of Studies

• Ad hoc research (at a point in time)

• Custom-designed studies (specific needs of a client)

• Multiclient studies

• Independent studies• Independent studies

• Omnibus studies

• Delphi studies

• Continuous studies (longitudinal)• Continuous studies (longitudinal)

• Consumer panels

• Retailer panels

• Sales forecasting (short-term, medium-term, long-term)• Sales forecasting (short-term, medium-term, long-term)

• Scenario planning (divergent and convergent factors)

20 Other Study Types - 09.11.2020 



Setting up an International MIS

• Productivity of marketing researches

Setting up an International MIS

• Productivity of marketing researches
• Importance of timely and comprehensive information
• Organization of people, processes, systems
• Continuous flow of relevant information•
• Three sources:
• Micro-environment

• Macro-environment
• Firm’s functional areas• Firm’s functional areas

• Four stage process:
• Locating information
• Gathering information• Gathering information

• Processing information
• Utilizing information

21 Setting up an International MIS - 09.11.2020 



22 Setting up an International MIS - 09.11.2020 



Questions?Questions?
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Home-readings for Next WeekHome-readings for Next Week

̶ Reading for next lecture:̶ Reading for next lecture:

• Market Entry Modes Strategies

• Hollensen – Essentials of Global Marketing. Chapter 8 and 9• Hollensen – Essentials of Global Marketing. Chapter 8 and 9

̶ Case Study̶

• Lysholm Linie Aquavit: International marketing of the Norwegian Aquavit brand (p. 257)

̶ More details available in Interactive Syllabus.
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Thank you for your attentionThank you for your attention
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