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Week 1 Discussion: Marketing Research Process for Domestic versus Foreign Country Markets
Marketing research is mainly aimed at collecting and utilizing relevant information regarding consumers and their requirements to design marketing projects (Aaker et al., 2015). While domestic marketing research is essential for businesses within a certain country, the recent acceleration in the globalization of business necessitates foreign marketing research, especially for multinational businesses. In both international and domestic marketing research, the researcher should begin by using the appropriate information systems to recognize unaddressed gaps in the market and the available alternatives for exploiting them, followed by clarifying the research objectives (Aaker et al., 2015). Subsequently, in both forms of marketing research, the value of the information to be collected from the research is evaluated, and if it is pertinent, the research is designed, data is collected and analyzed, and the results are reported alongside the recommendations for future marketing procedures (Aaker et al, 2015). Nonetheless, domestic research only requires adhering to the domestic regulations in place, unlike foreign marketing research where one has to consider international guidelines or those of the foreign country (Douglas & Craig, 2006).
Also, foreign marketing research is more complex since one is required to profile their target customers, hire local researchers who have a better understanding of the local market, and combine various qualitative and quantitative techniques to acquire in-depth information regarding the market (Aaker et al., 2015). Moreover, foreign marketing research requires an adequate analysis of the data collected regarding the foreign markets to identify what should be done differently compared to the domestic marketing activities (Aaker et al., 2015). Foreign marketing research also poses additional problems which include the additional cost of researching in various countries, difficulties in defining the relevant unit of analysis, as well as the language barrier (Aaker et al, 2015). Moreover, one can easily misinterpret multinational data since countries differ based on local market conditions, the maturity of the market, and the local competitive framework (Aaker et al., 2015).
In conducting foreign marketing research in China, for instance, the language differences may diminish the quality of translations, and there are differences in measurement equivalence, such as the use of miles in the U.S. and kilometers in China (Aaker et al., 2015). Additionally, the Chinese are less likely to freely share information due to an overall distrust of their authorities, and the country is significantly large, hence adequate research may consume a lot of time and financial resources (Sinkovics et al., 2016). This is apart from the biased and inaccurate web sources influenced by fear of the dictatorship in China, cultural differences which result in fear of confrontation and desire to please, the role of women in this society, and fear and distrust of “foreigners”.
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