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Zara Company in Saudi Arabia
Internalization Potential Analysis
Zara Company in Saudi Arabia is the world’s leading fast fashion store. Its internalization patterns are characterized by its scope, pace and measures to enter the international market. Its market potential to expand can be described as a cautious and aggressive undertaking. The Company has different devised different techniques of venturing into the international market: franchising, wholly owned branches, and joint venture. It used subsidiaries to get into the European countries and enter America. Gaining entry in both areas was taken to be less risky and depicted a high market potential. It later expanded into Europe after the European Union expanded its boundaries hence eliminating problems with entry. Notwithstanding psychic space and geography, Zara stores put up its private firms mostly in all countries in America. They viewed the region to have low risk in business and a great growth potential. At the initial stages of gaining entry into the markets, it can be noticed that the Company preferred to establish its private stores hence fully controlling foreign operations. The entity has a great international potential and can thus venture into a number of other markets in the world. 
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Today's market atmosphere does not assure one of viable growth and profit due to technological and scientific developments that cut short the life cycle of products and services. In every dawn, new business models come up and new competitors emerge. Business people, therefore, seek other opportunities due to the constant instability in the business environment (Griffin, 2013).
The following are the methods I would use to estimate the market potential for Zara Company in Saudi Arabia:
Consumer Segmentation
Consumer segments would aid in knowing demand. Customers are grouped into their demographic characteristics to know them better in accordance with their needs. The characteristics that are considered include age, gender, education level, and their places of residence, occupation and income level. Demographic features are the hard variables that used. The other variables used are soft. These include a client’s attitude, lifestyle, purchasing motivations and values. To know the number of potential customers, hard variables used.
Analysing the purchasing situation
Another method of estimating market potential is analyzing the buying situation. Key questions are asked when using this method:
· When do customers buy our product or service?
· Do they buy the product or service when they need it?
·  Which places do they do their shopping?
· How is their purchasing potential?
An examination of the channels of distribution, payment procedures and all its circumstances helps an entrepreneur know how clients buy and therefore be in a good position of setting the products and services appropriately.
Analysing Direct Competition
It is important to know all the existing players in the business. The following questions are key:
· What is the value proposition?
· Which products and services have a higher growth and why is it so?
· What is the Company’s competition advantage?
Analysing indirect competition
This entails knowing opportunities in other substitute companies. It helps in the establishment of competitive advantage alongside indirect competitors and gives insights for more areas of growth.
Examination of complementary products and services
It is important for business people to monitor what other businesses offer for it can complement their business. When making investment decisions, companies should analyze trends in complementary markets.
Analysing other industries
While in operation, companies sometimes have the objective of expanding a particular business model or idea. In any case, venturing into a new business, one has to know about the competition: market shares and size, the rate of growth, sales and positioning of the brand.
Analysing Foreign Markets
[bookmark: _GoBack]Exploring other countries in the international community helps to add more business prospects. Business in different grows at different rates for different reasons such as gaps in economic developments and local habits. Knowledge of evolution on the use of a certain product or service in a given nation can act as an indicator of the growth of the product. Information on market sizes of different countries helps in estimating market potential.
Analysing changes in the environment
It is easy to identify new business opportunities by analyzing changes in the environment. The process is usually aided by advances in technology and science. In the event a country changes its regulatory framework, this can lead to more business prospects.  Aspects such as climate change, transformations in financial markets and geopolitical movements in the environment can have an impact on business opportunities.  Market research helps in gaining insights on trends in the business environment helping entrepreneurs in flourishing their business advances.
Data resources for Sampling
Sampling is a sure way of getting opinions from a wide range of public who are nominated from a certain cohort, with an aim of getting more insights on the entire group. It is a market research tool used by many business people. Studying an entire population can be quite cumbersome and costly, so sampling their demographics can give a precise representation of your target market (Brown, 1946). The following are the data resources for sampling to employ in analyzing international market potential:
Sample designs
A sample design provides an environment of gathering all the required information and the process through which the data is collected. It inculcates the selection procedures, sample organization, analysis and interpretation of the obtained data. Most sample designs are embodied within the idea of random selection. This helps eliminate any possible bias.
Sample sizes
The required sample size is driven by a number of factors.
· Any estimate taken doesn’t have to be an exact number. There will be room for minor estimation error based on sample outcomes.
· A greater sample size will be chosen to reduce any possible errors.
· Statisticians prefer a confidence level of 95% for it dictates the final results.
Sampling techniques to examine customers
Cluster sampling
Specific demographics of people or clusters can be selected to represent a target audience. It is a fast sampling method for it does not involve the whole population. Nevertheless, it can be costly if the selected clusters are big and it can have a high risk of errors in sampling.
Convenience sampling
It is the easiest way of collecting samples. It makes use of people willing to volunteer their services. However, the sample is not a representative of the entire population hence bias risks on the results.
Judgment sampling
It is a deliberate and selective undertaking to understand your target customers. Nonetheless, this sampling technique is at risk of bias. The samples are often smaller compared to other forms of sampling deeming it hard to have a real extrapolation of reliable comprehensions.
Quota sampling
The main aim of this sampling method is to collect a sample that represents the whole target audience. The entire population is divided based on certain variables and a sample is drawn from each classification. It takes much time to understand the whole population to stand a good chance of categorizing it into different characteristics.


Pure random sampling
Every individual in the target audience is included in the process of sampling. It is easy to know both the sampling error and estimate of the population. It is not logistically possible for it is quite costly and involving.
Systematic sampling
It is a type of probability sampling. Samples are selected from a bigger audience randomly from a certain start to a fixed point. This method of sampling ensures that the sample is spread in the whole target audience. It can be quite expensive and involving.
Conclusion
Conclusively, knowing your market and taking advantage of the opportunities that arise is the key to long-term market growth. Perform a market research analysis to stand a good chance of knowing your customer better. Business growth opportunities come up every moment, but knowing the areas where to expand is important. The success of a business can be driven by certain factors such as environmental changes, knowing your customer well, consumer satisfaction, and competition in the market among others. However, market growth potential can vary in many countries, so it is prudent to perform market research.
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