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Marketing reasearch analysis collect, analyze, and interpret data to determine potential

sales of a product or service.  To this end they prepare reports and make

recommendations on subjects ranging from prefrences of prospective customers to

methods and costs of distribution and advertising.  They research available printed data

and accmulate new data through personal interviews and questionnaires.  Knowing what

customers want, why they want it, and what price they are willing to pay for it have

always been concerns of manufacturers and producers of goods and services.  With

growth in industry and increased competition for manufactured products, businesses

begian to use marlketing research to measure public opinion.  Emphasis on marketing

research did not really occur until after World War II.  From this point, however, new

knowledge of techniques and increased uses of the findings have developed at a rapid

pace.  


One area of marketing research is company service and products.  Here marketing

research analysts collect data on brand name, tradew mark, product design, or packaging

for current products or products in expiramental stage to measure consumer likes and

dislikes.  Also included.  Also oncluded in this aspect of marketing research are studies

of the services and products of competitors.  Another area of marlketing research issales

methods and policies.  Here, the marketing research analyst is concerned with detailed

studies of the firm’s sales records.  A firm’s international marketing program must

generally be modified and adapted to foreign markets. This international marketing

program uses strategies to accomplish its marketing goals. Within each foreign nation,

the firm is likely to find a combination of marketing environment and target markets that

are different from those of its own home country and other foreign countries. It is

important that in international marketing, product, pricing, distribution and promotional

strategies be adapted accordingly. In order for an international firm to function properly,

cultural, social, economic, and legal forces within the country must be clearly

understood. 


The task of International marketing is more difficult and risky than expected by

many firms. One of the most controlling factors of international marketing is

management. It is very important for managers to recognize the differences as well as

similarities in buyer behavior. Many mistakes can occur if managers fail to realize that

buyers differ from country to country. It is the international differences in buyer

behavior, rather than similarities, which cause problems in successful international

marketing. An international marketing manager is a manager responsible for facilitating

the exchange of products between the organization and its customers or clients.

Sometimes an international marketing manager will find difficulties in completing the

exchange of products. Many surprises in international business are undesirable human

mistakes. An international corporation must fully understand the foreign environment

before pursuing business matters. Problems constantly crop up and many times have

unexpected results. Sometimes these unexpected results are unavoidable. Other times

they are avoidable. To be sure those avoidable situations do not occur, international

marketing managers must be aware of cultural differences. 


Cultural differences take place among most nations of the world. Differences in

culture are one of the most significant factors in an international company. All

nationalities posses unique characteristics, which are unknown to many foreigners. Many

of the top international businesses are unaware of these cultural differences. It is very

important to understand these cultures in order to market a product successfully. As an

example, different nationalities have different beliefs on how business matters should

take place. Where some countries prefer to work with a deadline other countries can take

this as being offensive. Many countries feel it is an insult to be asked to work under a set

time period. A country may feel that a deadline is threatening and may feel backed into a

corner. On the other hand, other countries try to expedite matters by setting deadlines. To

be effective in a foreign market it is necessary to understand the local customs. Knowing

what to do in a foreign country is as important as knowing what not to do. Failure to

understand local customs can lead to serious misunderstandings between business

people. The simple rejection of a cup of coffee can lead to total confusion. The decline of

an invite is sometimes considered an affront. To avoid making blunders, a person must

be able to discern the difference between what is acceptable behavior and what is not

acceptable behavior. Violations of a local custom can be insulting, and can cause

uncomfortable situations. To be a successful manager of international marketing, one

must be able to discern the differences as to what must and must not be done. It is almost

impossible to attain complete knowledge and understanding of a foreign culture. As

established, culture plays an important role in the drama of international marketing. Of

all the cultural aspects, communication may be the most critical. It is certain that

communication has been involved in a number of cultural confusion. Good

communication linkages must be set between a company and its customers, suppliers, its

employees, and the governments of the countries where it performs business activities.

Poor communication can obviously cause various difficulties. 


One source of difficulty among starting companies is that of effective

communication with potential buyers. The problem is that there are many possible

communication barriers. Sometimes messages can be translated incorrectly, regulations

overlooked, and economic differences can be ignored. Other times when the message

does arrive, its ineffectiveness can cause it to be of no value. Every now and then a buyer

will receive the message, but to the companies disappointment, the message was sent

incorrect. It is normal in multinational businesses to send and receive messages on a

regular basis. Many well-known people have incapacitated public speech introductions

by using inaccurate titles and names. Not all communication problems are verbal. Some

serious problems have occurred as a result of non-verbal communication. Non-verbal

communication exist in numerous forms. Sometimes a person’s appearance can convey a

stronger message than intended. Untidy attire, for example, can be more offensive in

some nations than in others. The local people often are willing to overlook most of the

mistakes made by tourist. On the other hand, locals are less tolerant of the errors of

business people. It is very important to be able to interpret the different means of

communication in international marketing. In America, we sometimes take for granted

the display of products on the market. However, in other nations such product array and

selection do not always exist. It is important to understand that even if local customers

can afford a certain product, they may not always want it. If by chance are interested, it

may be only if it is substantially modified to fit their local preferences and taste. These

adaptations exist in the form of product and package. 


The alteration of a material product is sometimes required to match the product to

local taste and conditions. Adaptation of the package is often needed to attract customers

to the product. Many times adaptation is also used to maintain a product’s righteousness

in a unique environment. A firm is occasionally forced to modify both the product and

the package to create an appropriate product for the new market. Some products may

require more technical modification than others may. Measurement systems vary

between countries, and often components need to be adjusted to cleave to local

standards. The need for product adaptation has existed for many years. In 1857 England’s

East India Company possibly lost control of India because it failed to modify a product it

provided. A product may be well acceptable in markets, but may not sell if housed in an

inappropriate package. Packages promote the product and they protect it. International

packaging must be able to withstand the journey. Some countries have exported their

products only to witness the return of crushed and half-empty containers. Packaging can

sometimes bring embarrassment to a company. Medical containers made in the U.S.

drew unwanted attention because they carried the instructions &amp;quot;Take off top and push in

bottom.&amp;quot; These messages was harmless here in America, but were sexual and humorous

connotations to the British. Often the choice of package and product is difficult.

Sometimes companies have failed to sell their products overseas because of the

packaging of a product. Each firm must determine the area most appropriate for its

product. Determining the region where it is most appropriate to market a product is not

an easy task. Wherever the location of these places, they must be found because market

testing is essential in international marketing. 


Many countries maintain regulations concerning their products and packages.

Countries have expectations that foreign marketers will adhere to the rules. Failure to

abide by the rules of a country can prove to be very costly. The legal and political

atmosphere varies across national borders. Different countries have different legal

policies. There are laws to which a marketer must abide by when marketing

internationally. Some countries enact laws to protect consumers or to preserve a

competitive atmosphere in the marketplace. Since many countries maintain regulations

concerning their products and packages, the wording or color of a package can create

difficulties. In some countries giving gifts to authorities is a standard business procedure.

In other countries, such as the United States, these gifts would be considered as bribes or

payoffs and are strictly illegal. If an error occurs it can be costly, but with the appropriate

alterations it can be corrected.  Removing local laws can definitely make the

international work place easier, when it comes to the legal aspect. In the field of

marketing, a product promotion can be the most difficult. 


Timing is the most critical element in the launching of a new product. Most firms

understand this and also perceive that varied peoples hold different conceptions of time.

Since some nationalities are more conscious of time factors than others, extra time must

often be allocated to guarantee that everything is completed as schedule. An international

marketer can adopt several strategies regarding its product and promotion. Marketing a

product internationally through a single promotional message worldwide can be effective

for products that have standardized appeal for the majority of the people. Most times this

could be the least expensive strategy. When it is hard to translate promotional messages

or to adapt an overall promotion to local customs, companies market one product. This

promotion is designed to market one product but vary its promotions. Some products are

well known among the nation and need little advertising. The advertisement can be on

American influence located in China. If a theme works exceedingly well in one country,

then it naturally becomes very tempting for a firm to want to use it in another country.

There is a big risk involved in doing this, because admirable themes are culturally

oriented. For example, consider the very popular Marlboro advertisements. The Marlboro

man projects a strong masculine image in America and in Europe. In Hong Kong,

attempts to use this advertisement were unsuccessful because the urban people did not

identify with horseback riding in the countryside. Several firms have tried to use old,

reliable promotional methods in countries where they simply do not work. Billboard

advertisements, for example, are perfectly legal in most parts of the Middle East, but it

does not mean one should use them. In some cases companies have been know to

advertise in the wrong language. Such mistakes can cause major problems. It is often the

promotional strategy that creates mistakes. The perception of the product characteristics

plays an important role in the international marketing strategy. One must realize that the

importance’s of a certain product traits vary from country to country. Multinational

corporations, therefore, must consider varying promotional tactics. Adapting the product

but using the same promotional mix is a strategy used when a product will not appeal to

different local tastes. For example an American cheese company may need to use

different ingredients when making cream cheese for the markets of different countries.

The most expensive strategy is adapting to both the product and its promotion. This

strategy may be required when neither the existing product nor its promotion would

appeal to foreign markets. In some cases, the international firm may develop a

completely new product for a foreign market. It can be very costly to create a new

product line for a foreign market. The distribution strategy used sometimes depends on

the firm’s international organization. It does not matter if it is licensing, exporting, or

manufacturing in the host country. International marketers use existing distribution

channels for the most part. Distribution channels link the producer of a product to the

consumer or industrial user. This international marketing channel is sequence of

marketing organizations from nation to nation that directs the flow of products. Most

industrial products use shorter channels. One of the most basic levels of international

marketing is licensing. A license is a contractual agreement in which one firm permits

another to produce and market its product and use its brand name in return for a royalty

or other compensation. 
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