· Erica Sampson
From our research, we learn market research is beneficial for assisting organizations in formulating informed business decisions by collecting insights and using data. Market research can allow companies to identify possible growth opportunities and learn more about risk factors as well. International Marketing Research (IRM) helps companies further learn about cultures and challenges within various countries. "While conducting IMR, one should be aware of the complicated cultural differences in differing regions of the world" (Aaker, 2015, p. 60). China and America's marketing strategy focus is different. Chinese marketing is still maturing while the US focuses on consumer loyalty and customer satisfaction. 
 
I chose to research the topic of women's role in China to understand better how it would correlate to marketing strategy. The women in the country are viewed under the lens of three stages: a girl, a wife, and a mother. Having a daughter isn't welcomed as much as a son. When families had a son, it's perceived as "big happiness," and if they had a daughter its looked like "small happiness". "Daughters were goods on which one lost money. They could contribute little or nothing to their natal families in the way of enhancing their status, increasing their wealth, or providing for their care in their old age"  (Gao, 2003, p. 2). There is already a division the minute they leave the womb. Suppose the international market wants to break this stigma and barrier and attract more women to their products and services. They should produce various marketing strategies and promotional campaigns that are tailored to women. Consider who is watching their ads, and maybe include more women in it doing different roles than what their country views them doing, such as being at home, being the mother and wife. Representation matter, and if you see only specific narrative, you may believe that's all your capable of. 
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The marketing research process for foreign and domestic markets varies in that there are more considerations to make for international research. Domestic researchers are not necessarily skilled in all aspects of the culture in which they are performing their research which necessitates extra care and attention. As mentioned by Fitzgerald et al. (2012), an important aspect of the process is to find a homogenous sample for the research. Which will require more focus as the researcher is likely not familiar with the nuances of the population.
Some of the concerns I would expect to run into while completing marketing research in China would be regarding cultural sensitivities, respect for traditions, family dynamics, religious considerations, different tastes and preferences, and communication styles. Bell and Shelma (as cited in Aaker et al., 2015, p. 23) explained the process that KFC took to enter the China market which involved redesigning their business from fast food to a more conventional restaurant style offering some traditional meals that would draw in local customers. This speaks to the preferences of the region, where Americans tend to love fast food, the people of China are more interested in a different type of experience. There was a research conducted by Li, Yoon, and Petit (2020) which speaks to the importance of knowing your audience. This research indicates that Chinese people are more likely to avoid extreme opinions, so researchers looking to gain better insight in China are better served by offering a 9-point scale than a 3-point scale, which provides greater options and more nuanced results.
While ultimately domestic researchers and international researchers aim for the same goal, there are many additional items to consider when researching internationally. To ensure the research being conducted results in beneficial findings, it is important that the researcher take additional steps to consider cultural sensitivities, respect for traditions, family dynamics, religious impacts, different tastes and preferences, communication styles and more.
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