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Abstract

Organizations utilize global market research technique as a crucial foundation to comprehend
various marketplaces and customer behaviors in disparate geographic locations. By offering an
organized technique for gathering and evaluating data, this methodology helps companies
make strategic decisions that are well-informed. Establishing precise research objectives that
support the organization's objectives—whether they have to do with product development,
brand positioning, or market entry—is the first step in the process. The next step is for
researchers to select suitable study designs, which are roughly divided into quantitative and
qualitative approaches.

. Qualitative techniques, like focus groups and interviews, provide more insights into the
motives and preferences of consumers, while quantitative techniques, like surveys and
structured questionnaires, produce numerical data that can be statistically examined. Sampling
strategies are essential for guaranteeing that data are representative. Scholars can employ
convenience, stratified, or random sampling techniques to collect data from diverse geographic
and demographic groups. To offer a complete picture of the market landscape, data collecting
incorporates secondary sources like industry reports and scholarly literature with primary ones
like personal surveys.

Global market research

"Global market research" refers to the process by which businesses gather and examine data
from markets other than their own. This include planning the investigation, doing the
fieldwork, assessing the information, and summarizing the findings. It might include
everything from product development research to customer information. It is distinct from
domestic market research in that its implementation necessitates cultural sensitivity.

Global market research important

There are several key benefits of conducting global market research. It aids businesses in
comprehending their prospective or existing clients in global marketplaces. These
marketplaces, and the traders that operate in them, may differ greatly from your own market

in a number of important ways. For organizations, it may be quite expensive to make the
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simple mistake of not fully comprehending the small variances across many global
marketplaces prior to selling a product. Market research in the international marketplaces
where you now do business is equally crucial. Here, it lets businesses test out possible new
product releases and marketing campaigns, see how various aspects of those industries may
have altered since their previous research study, and gain a deeper understanding of the views
of theirglobal clientele.
The following justifies giving top importance to global market research:

Functions well at home might not work overseas

Starbucks may be familiar to you. It is one of the most successful businesses in its home

industry in the United States and is well-liked by customers in a number of other countries.

There's a Starbucks on almost every corner in several cities throughout the world.

But in Italy. This is due to the sharp contrasts between Italian coffee culture and Starbucks'

product offers, as well as the Italian customer base's lack of excitement for the brand.

Starbucks' success in the region is astounding in and of itself, and it was only made feasible

by a significant shift in its product range brought about by close collaboration with

surrounding businesses and thorough market research.

It enables cost savings and operational improvement.

By performing market research, you may have a deeper understanding of your new markets

as well as the operational and logistical procedures necessary to operate there.

By doing things correctly the first time and avoiding expensive mistakes and delays, you

may minimize the process and raise your chances of success overall.

It helps you understand your competition and what you’re getting into.
Competition plays a vital influence in breaking into new international markets and cultural
realms. By conducting market research, you may better understand your rivals and prevent
your brand from completely displacing more well-known ones.
In less than five years following its catastrophic demise, Best Buy closed every store
throughout the country. Why did this attempt not turn out as planned? Ultimately, it was due
to rivalry between regions.
Local, smaller Chinese electronics businesses were able to provide equivalent items at a far
lower price by paying staff less and offering fewer perks. They catered to a clientele that was
less interested in driving and more interested in riding bicycles by putting their businesses in
more accessible areas

It allows you to identify new opportunities you may not have otherwise considered.
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Research may provide you a better understanding of your market, which will enable you to
find opportunities for growth, develop novel strategies and products, and innovate in a way
that will increase your chances of success.

Get regular insights

Sign up for our free monthly email to receive updates on all business news and the latest
research results.

The challenges of global market research

Doing market research internationally involves a lot more considerations and variables than
it does locally, and it may be much more challenging. Much of your market research will
include speaking with customers in markets other than your own. There are several reasons
why this may be difficult:

Cultural

There will be international markets with cultures that diverge significantly from your home
market. As a result, research may become difficult. When designing your research approach
and evaluating the results, it is essential to take cultural norms into consideration and respect
them.

People in some cultures, such as China, could be less likely to speak up in front of others
when they are in a group. This could make it harder, for instance, to get to the core of a
problem in a focus group. Knowing this can assist you in selecting the best course of action,
determining whether to go deeper, and knowing what to look for when analyzing the data.
Linguistic

Linguistic difficulties are a common issue when conducting focus groups, consumer surveys,
or any other interview-based research in international markets. This makes doing research
abroad extremely difficult. You will need to be able to communicate with respondents in
the local language and comprehend their viewpoints. It is vital to recognize nuances and
ensure that significant material is not mistranslated; therefore, it is beneficial to collaborate
with local speakers to help resolve these issues.

Logistical

Finding suitable research facilities in a foreign market might be difficult, particularly if
you're working on logistically challenging projects like central location studies or taste tests
where you also need to think about how to convey items for in-person consumer testing.
You must prepare ahead of time for this in order to account for any issues and delays that

might not arise in your local market.
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Legal
Remember that various regions of the world have different laws and customs while planning
your study schedule. Take the PDPA in Singapore or the GDPR in Europe, for instance.
How to do worldwide market research properly
Get as much knowledge as you can about the areas you're aiming for.
Before you start really speaking with individuals and obtaining industry data, it is imperative
that you have a firm understanding of the field in which you will be operating. Many of the
language and cultural challenges that were previously mentioned are prevented or at least
lessened by this. Get as much knowledge as you can about the locals in the place you have
chosen, including their laws, habits, language, and way of life. Publicly available resources
can help with this. You might have access to government data or studies that offer a detailed
picture of the business climate in your target market and the activities of other organizations.
This might provide you a fantastic beginning point for your research before you even start
talking to your target audience.
Create a successful research strategy based on your comprehension of the market.
You need to design a research plan that works within the constraints of the sector. Every
region in the world is different from your local market, frequently in quite surprising ways.
It is imperative that you make sure your study design considers it.
It is important to remember this while selecting a strategy. For instance, if you're performing
online research there, you should make sure the platform is mobile-first due to the nation's
technological leapfrog. It's also vital to take into mind during sampling. For example, it's
crucial to comprehend the significant cultural distinctions between North and South
Vietnam when studying there. People in the South are frequently more receptive to new
experiences, whilst people in the North typically choose well-known businesses. Remember
that these differences do exist if you are doing research on a whole nation, and make sure
you choose your subjects wisely right from the beginning.
Working with a company that has offices and employees on the ground in the place you
wish to visit is one of the finest methods to fully immerse yourself. As a result, you may
create a research plan specifically for your new market.

Gather information, assess it, and apply cultural sensitivity to the findings.

You're prepared to start the actual research after you've created your strategy.

» several options on how to proceed, including:

» Focus groups
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» online surveys
» In-person interviews
» Research via mobile or online
Each method has benefits and drawbacks of its own, and the best research strategies will blend
many methods together. Again, in this case, cultural awareness is essential.
This might influence how you approach every stage of the study procedure. For example, while
draughting a questionnaire in Japan, it's important to consider the cultural reticence to deliver
critical feedback. In this instance, responses are probably going to sit in the middle of a typical
5-point Likert scale, which will lead to an unsatisfactory result. Try employing a 4-point scale
in place of the other to give a clear sense of attitudes or goal.
The following stage is analysis, where a thorough grasp of the market is once more
necessary for precise interpretation of the findings and cross-national comparisons. For
example, when asked if they would be likely to purchase a product, Vietnamese respondents
frequently express a lot of interest. These answers aren't always helpful, though, as many
Vietnamese people excitedly declare their want to purchase a product even when they don't
have the necessary money. To acquire a more dependable outcome, cross-referencing these
results with other market data is crucial. Now, in order to guarantee success, don't forget to
factor in translation or dealing with native speakers.
Seeking to start a project involving international market research?
Conducting global market research is essential for any company looking to expand into new
markets or improve its standing in existing ones abroad. It enables you to expand into new
markets and increase your chances of success while doing so, some of which may differ
significantly from your home market. Additionally, it enables you to have a deeper
understanding of those markets, which enhances your capacity to provide customer service
there. A number of problems might make research for projects needing worldwide market
research more difficult. Before starting your investigation, you must make the time to
familiarize yourself with your new market.
On the other hand, the start of a successful product launch, marketing campaign, or effort to
enter a new market may need the completion of global market research. This could enable
you to build your brand globally and achieve completely new heights of achievement.
At Kadence, we provide comprehensive, locally relevant research to assist businesses
worldwide in breaking into new international markets. Get in touch with us to learn more

about how we can support you in achieving the same goals.
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