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International Marketing Research
Ethical Issues in International Marketing is a valuable resource for readers’increasing need for
knowledge of this important area. In recent years, ethical issues in international marketing
have come to the forefront due to publicity and controversy generated from several
international cases of questionable ethics. To date, little research has been conducted in the
area of international marketing ethics. Delener's book comes at an important time to alert
readers to the growing concern for greater ethical behavior in the international marketing
arena. It provides illustrations to give readers hands-on experiences that can transfer directly
into the marketing world. Delener and his contributing authors identify the unique importance of
ethics and corporate social responsibility in global markets. Ethical Issues in International
Marketing was conceived to allow researchers the liberty to explore the topic in the context of
an environment supportive of the difficulties associated with this type of research. The
contributing authors discuss these main topics: A social contract for analyzing and evaluating
the activities of transnational corporations in developing countries The relationship of
marketing ethics to gray markets for consumer goods How moral commitment is shaped by
socialization and role of culture in Turkey The relationship between Egyptian
consumers’ideology and theirperceptions of ethical behavior Readers who desire to make
steps toward better global decisionmaking will find this a compelling book. The authors make
readers realize that conducting business transactions efficiently and effectively in a mere
technocratic sense is no longer sufficient. Ethical issues in the international marketing
environment are best addressed in learning more about the differences between cultures,
which this book begins to do.
Market research has never been more important. As organizations become increasingly
sophisticated, the need to profile customers, deliver customer satisfaction, target certain
audiences, develop their brands, optimize prices and more has grown. Lively and accessible,
Market Research in Practice is a practical introduction to market research tools, approaches
and issues. Providing a clear, step-by-step guide to the whole process - from planning and
executing a project through to analyzing and presenting the findings - it explains how to use
tools and methods effectively to obtain reliable results. This fully updated third edition of Market
Research in Practice has been revised to reflect the most recent trends in the industry. Ten
new chapters cover topical issues such as ethics in market research and qualitative and
quantitative research, plus key concepts such as international research, how to design and
scope a survey, how to create a questionnaire, how to choose a sample and how to carry out
interviews are covered in detail. Tips, and advice from the authors' own extensive experiences
are included throughout to ground the concepts in business reality. Accompanied by a range of
online tools, templates, surveys and guides, this is an invaluable guide for students of research
methods, researchers, marketers and users of market research. Online resources include a
range of tools, templates, surveys and guides.
This book of expert contributions provides a comprehensive analysis of contemporary global
marketing issues under different international business settings. It covers a wide array of key
areas of international marketing research such as cross-cultural consumer behavior, foreign
market entry modes, international entrepreneurship, international marketing strategy, countryof-origin effects, internationalization process, international buyer-seller relationships, corporate
social responsibility, and international marketing performance. With both theoretical and
empirical contributions by prominent researchers from all over the world, the book highlights
and advances extant knowledge on global marketing and offers recommendations for future
research. It builds a useful reference for scholars, doctoral researchers, and senior students in
international marketing/business.
A collection of original essays in international marketing. Both theoretical/conceptual and
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empirical contributions are included. While some authors focus on managerial issues in
international marketing, others take a public policy or comparative perspective.
The purpose of Marketing Research for Managers is to enable managers to become more
informed research users and buyers. The more managers know about how marketing research
works, the more effective they can be in using it as a management tool. This new edition of the
text includes: * The development of the "knowledge economy" * Analysis of customer
relationship management * Comprehensive discussion of electronic techniques * New and
updated case studies and examples
This new edition of a well-known book continues to discuss comprehensively the tools and
unique used for making research. The author uses theory and appropriate examples to help
students in developing concepts. This edition includes recent marketing research activities in
the Indian landscape (rural and retail market research).Apart from these new chapter, the
topics of brand positioning and brand segmentation have been discuses with the help of recent
examples. A new chapter on measurement and scaling has been added in this edition to make
it more useful. Abundance of in-text solved examples and end-of-chapter exercise is a
hallmark feature of the book.
Market information is critical for any organisation to meet their strategic goals, and this
textbook equips students with the necessary skills to undertake market research themselves or
manage and oversee research projects undertaken by others. Keeping digital data and internet
research at its heart, this textbook details the main stages of the research process with both
quantitative and qualitative methods and includes a plethora of international case studies and
examples. This accessible textbook is the ideal companion for students of marketing research
at diploma, undergraduate, postgraduate and MBA levels. This book is also written to support
The Market Research Society’s Diploma Module: Principles of Market and Social Research
and Information.

International Market Analysis: Theories and Methods is an indispensable book for
students and executives of international businesses who want to make sense of their
global market opportunities. The book gives readers a concise overview of the
theoretical foundations of international market analysis and practical guidance on how
to generate and disseminate knowledge about existing and new markets in order to
support executives' strategic responses to customer needs. The discussions are based
on tested concepts and frameworks in combination with the author's own professional
insights into global business situations. Highlights of the book include detailed
discussions of the relationships between market-orientation and market analysis,
concepts and types of international market knowledge, meta-theoretical foundations of
international market analysis, an integrative model for international market opportunity
identification, as well as specific tools for quantitative and qualitative data collection and
analyses.
Tenth in a series of annual reports comparing business regulations in 185 economies,
Doing Business 2013 measures regulations affecting 11 areas of everyday business
activity around the world.
This single-volume reference provides an alternative to traditional marketing research
methods handbooks, focusing entirely on the new and innovative methods and
technologies that are transforming marketing research and practice. Including original
contributions and case studies from leading global specialists, this handbook covers
many pioneering methods, such as: Methods for the analysis of user- and customergenerated data, including opinion mining and sentiment analysis Big data
Neuroscientific techniques and physiological measures Voice prints Human–computer
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interaction Emerging approaches such as shadowing, netnographies and
ethnographies Transcending the old divisions between qualitative and quantitative
research methods, this book is an essential tool for market researchers in academia
and practice.
For undergraduate marketing research courses. The “nuts and bolts” of marketing
research. Marketing Research gives students a “nuts and bolts” understanding of
marketing research and provides them with extensive information on how to use it.
Written at a level first-time marketing research students can understand, this text
provides the fundamentals of the statistical procedures used to analyze data without
dwelling on the more complex and intricate concepts.
This practical guide leads you through all the issues you will face in developing new
marketing opportunities in foreign markets. From initiating a project, to sampling and
analyzing data, to taking advantage of your knowledge by approaching the market; this
book is your guide to understanding and overcoming the most pressing issues that
international marketers face.
We are confident that the new edition of Marketing Research: An Aid to Decision
Making will dramatically improve students? knowledge of marketing research because
practitioners, academicians, and past users of the text recommended many of the
changes and new topics that we incorporated into this edition. The fact is, there have
been numerous changes in the research industry and global marketplace that warrant
special attention. When you consider how research organizations are consolidating,
economies are growing worldwide, and competition is intensifying, there is a
resounding plea for improved knowledge by decision-makers.
This is a basic text in International Marketing, a major knowledge area for students of
management studies. This book attempts to make learning of the nuances of the
subject easy and enjoyable for students. International trade, economic free trade zones,
embargoes on exports, and tariff and non-tariff barriers that the companies face
overseas form a major part of the book. In addition, the role of international
organizations under the guidance of the United Nations has been given its due
importance.
Master's Thesis from the year 2009 in the subject Business economics - Market
research, grade: 3.5, Mälardalen University (School of Sustainable Development of
Society and Technology), course: MS International Marketing, language: English,
abstract: The topic of this dissertation comes from these two areas: internationalization
of small and medium enterprises (SMEs) and international entrepreneurship. When
looking into SMEs internationalization research, there is lack of material about preinternationalization stage of SMEs. It is also very critical that firms should have
theoretical guidelines to follow in early internationalization stage when they have no or
very little international experience. SMEs are well known for their innovative and risk
taking approach. This study aims at providing them with a strategic framework or
method to analyze the marketability of their products or services and exploit
internationalization opportunities. It also focuses on helping them in reducing their risks
linked with cross border business opportunities. This research is performed through
case study method. A new conceptual model has been developed by integrating
relevant standard approaches within the field of research. This model has been further
explained by implementing it on case company. Internationalization of SMEs in general
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has become a very famous topic in the world. This is the area which is developing
further at present. Plenty of research has been performed from different perspectives
and angles. International Entrepreneurship is an emerging area when it is yet struggling
for standard definition. International entrepreneurship theory and SMEs are very much
connected areas. While making a study related to internationalization of SMEs, we
cannot neglect the importance of entrepreneurs, which is widely recognized as the main
variables in SMEs' internationalization. Developing theoretical and conceptual model by
integrating different existing theories is very usual in SMEs' internationalization
research area. This may be due the reason that there is lack of standard theories or
approaches in this area so there is an absolute need for such efforts. Motivated by
similar drive authors aimed to create customized theoretical framework for analysis with
the help of different standard approaches in the field.
This text presents marketing research concepts in a highly applied and managerial way.
This is the only Australian/New Zealand text which balances qualitative and quantitative
aspects within its field. The text is organized into 6 parts. The first 5 parts are based on
a 6 step framework for conducting market research. *Part 1 covers the first 2 steps:
problem definition and the nature and scope of research approaches to problems. *Part
2 covers the third step of research design and describes in detail exploratory,
descriptive and casual research designs. *Part 3 covers the 4th step of field work in a
practical and managerial orientated manner. *Part 4 covers the 5th step: data
preparation and analysis from basic to advanced techniques. The emphasis is on
explaining procedures, interpreting results and analyzing managerial implications. *Part
5 covers the 6th and final step: communicating the research by preparing and
presenting a formal report. *Part 6 is devoted to the complex processes of international
market research.
Electronic Inspection Copy available for instructors here - How is qualitative marketing
and consumer research conducted today? - What is rigorous research in this field? What are the new, cutting edge techniques? Written for students, scholars, and
marketing research practitioners, this book takes readers through the basics to an
advanced understanding of the latest developments in qualitative marketing and
consumer research. The book offers readers a practical guide to planning, conducting,
analyzing, and presenting research using both time-tested and new methods, skills and
technologies. With hands-on exercises that researchers can practice and apply, the
book leads readers step-by-step through developing qualitative researching skills, using
illustrations drawn from the best of recent and classic research. Whatever your
background, this book will help you become a better researcher and help your research
come alive for others.
A marketing first approach to exploring the inter-relatedness of the key components that
impact any international marketing venture – markets, the 4Ps, culture, language,
political, legal and economic systems, and infrastructure - to support an understanding
of the synergies between international marketing and international business. The book
covers the incorporation of sustainability and bottom-of-the-pyramid markets within
each chapter, along with ‘International Incident’ boxes encouraging the reader to
engage with the ethical and cultural dimensions of international marketing and decisionmaking. It is also supported by vivid, real-world case studies from a varied cross section
of international companies such as Alibaba.com, Best Buy, Facebook, DHL, Kikkoman,
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Tesco, McDonalds, Nintendo, KitKat in Japan, Mobile Communications in Africa,
India’s ArcelorMitall Steel, Wind Turbines in Finland, Uniqlo, and Banana Republic.
New to this edition: A more global focus through examples, case studies and the
experience brought by new co-author Barbara Czarnecka Chapter on “Culture and
Cross-Cultural Marketing”, featuring political unrest, the Syrian refugee crisis, the
recent return to nationalism (e.g. Brexit and the Trump presidency) and further
coverage of developing countries. Chapter feature, “Practitioner Insight”, which
provides applied insights from industry insiders. Coverage of digital advances and
social media. Updated theory and methods, including S-DL, CCT, and Netnography.
Additional videos supplementing the comprehensive online resource package for
students and lecturers. A wealth of online resources complement this book. These
include a test bank of 50-65 questions per chapter, PowerPoint slides, sample syllabi,
interactive maps, country fact sheets, flashcards, SAGE journal articles, and guidelines
for developing a marketing plan. Suitable reading for students of international or global
marketing modules on Marketing, International Business and Management degrees.
The Handbook of Marketing Research: Uses, Misuses, and Future Advances
comprehensively explores the approaches for delivering market insights for fact-based
decision making in a market-oriented firm. Divided into four parts, the Handbook
addresses (1) the different nuances of delivering insights; (2) quantitative, qualitative,
and online data gathering techniques; (3) basic and advanced data analysis methods;
and (4) the substantial marketing issues that clients are interested in resolving through
marketing research.
This volume includes the full proceedings from the 1990 Academy of Marketing Science
(AMS) Annual Conference held in New Orleans, Louisiana. The research and
presentations offered in this volume cover many aspects of marketing science including
marketing strategy, consumer behavior, international marketing, industrial marketing,
marketing education, among others. Founded in 1971, the Academy of Marketing
Science is an international organization dedicated to promoting timely explorations of
phenomena related to the science of marketing in theory, research, and practice.
Among its services to members and the community at large, the Academy offers
conferences, congresses and symposia that attract delegates from around the world.
Presentations from these events are published in this Proceedings series, which offers
a comprehensive archive of volumes reflecting the evolution of the field. Volumes
deliver cutting-edge research and insights, complimenting the Academy’s flagship
journals, Journal of the Academy of Marketing Science (JAMS) and AMS Review.
Volumes are edited by leading scholars and practitioners across a wide range of
subject areas in marketing science.
Offering a theoretical base supported by examples, this practical guide takes students
through all phases of developing and conducting international marketing research.
Provides global/international view of marketing and marketing research; how to conduct
research
This book takes as its perspective that the customer undoubtedly is positioned in the center of
the firm’s overall management activities. True understanding of the customer requires efficient
marketing research about the firm’s international business environment. As discussed in the
first chapters of the book, the firm’s business success depends in part on its ethical standards;
thus awareness of its environmental and social responsibility is required. The following
chapters concentrate on various aspects of culturally biased customer behavior and how the
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firm ensures sensitivity when planning and selecting its marketing strategies. The most efficient
techniques of international market segmentation, targeting, and strategic competitive
positioning are introduced. Furthermore, concepts of consumer loyalty programs and their
implementation in diversified international markets are presented. An important part is
dedicated to describing suitable mixes of marketing policies for firms operating in culturally
heterogeneous international markets. Finally, forecasting changes in consumer behavior as a
tool of planning international marketing activities is taken into consideration. Marketing control
mechanisms that seek to increase efficiency of selected marketing activities further contribute
to the valuable insights of this publication.
Essentials of Marketing Research: Putting Research into Practice, an exciting new practical
guide by Kenneth E. Clow and Karen E. James offers a hands-on, applied approach to
developing the fundamental data analysis skills necessary for making better management
decisions using marketing research results. Each chapter opens by describing an actual
research study related to the chapter content, with rich examples of contemporary research
practices skillfully drawn from interviews with marketing research professionals and published
practitioner studies. Clow and James explore the latest research techniques, including social
media and other online methodologies, and they examine current statistical methods of
analyzing data. With emphasis on how to interpret marketing research results and how to use
those findings to make effective management decisions, the authors offer a unique learning-bydoing approach to understanding data analysis, interpreting data, and applying results to
decision-making.
This book examines emerging theories, frameworks, and applications of global marketing for
the 21st century. It highlights how global marketing is changing in a globalized and digital
economy that is fast increasing in complexity and uncertainty. The traditional approach to
global marketing is no longer sufficient to address the emerging issues in global markets.
Global companies need to challenge traditional assumptions in global marketing in an era of
shifting political, cultural, economic, and technological changes. They need to take a fresh look
at the contemporary threats and opportunities in markets, institutions, and technology and how
they affect entry and expansion strategies through careful re-calibration of the marketing-mix.
This book offers new insights for global marketing that addresses these issues. This book
should be an ideal resource to both academic scholars and reflective practitioners globally
such as CEOs and chief marketing officers as well as government officials and policy makers
interested in formulating strategies/policies for global marketing activities in the face of a
globalized and digitized economy. This well-crafted research volume is an excellent addition to
the growing literature on new trends in international marketing. The authors present the latest
insight on the impact of phenomena such as cross-border e-commerce and digital markets,
and they discuss new tools for political risk assessment, international branding and more
broadly the reconfiguring of marketing-mix strategies – A powerful reminder that the new global
market remains a rugged landscape. - Alain Verbeke, McCaig Research Chair in Management
and Editor-in-Chief Journal of International Business Studies, University of Calgary, Canada.
Emerging trends in institutions, markets, and societies, along with new technological advances,
are redefining the scope and strategy in global marketing. Professors Agarwal and Wu have
assembled a remarkable collection of cutting-edge topics and issues that capture the shifting
paradigm and contemporary developments in the global marketing field. This is an informative
and timely resource that makes a valuable contribution, useful for both scholars and business
practitioners of global marketing. - Constantine S. Katsikeas, Arnold Ziff Endowed Research
Chair in Marketing & International Management, Editor-in-Chief Journal of International
Marketing, University of Leeds, UK. This book presents new and cutting-edge thinking at a
time when the traditional views of international marketing need to be scrapped. Convergence
forces are creating new opportunities as well as threats on a daily basis, and marketing
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practitioners as well as scholars must be forewarned as well as forearmed on how to deal with
these changes. The real growth is coming from the emerging nations, and the theories that
provided sufficient insights ten years ago have been completely outmoded by the everaccelerating rate of innovation and technological change as well as the pressures to address
the needs of all of the firm’s relevant stakeholders. The strategic insights provided here are
absolutely invaluable. Don’t miss an opportunity to read this book!! - John B. Ford, Professor
of Marketing & International Business, Eminent Scholar & Haislip-Rohrer Fellow, Editor-inChief, Journal of Advertising Research, Old Dominion University, USA.
A comprehensive guide to the issues involved in assessing export markets, key topics covered
include assessing market potential and making the selection decision, market research and
sources of information, and collecting and using market data.
The pharmaceutical industry is one of today’s most dynamic and complex industries, involving
commercialization of cutting-edge scientific research, a huge web of stakeholders (from
investors to doctors), multi-stage supply chains, fierce competition in the race to market, and a
challenging regulatory environment. The stakes are high, with each new product raising the
prospect of spectacular success—or failure. Worldwide revenues are approaching $1 trillion; in
the U.S. alone, marketing for pharmaceutical products is, itself, a multi-billion dollar industry. In
this volume, the editors showcase contributions from experts around the world to capture the
state of the art in research, analysis, and practice, and covering the full spectrum of topics
relating to innovation and marketing, including R&D, promotion, pricing, branding, competitive
strategy, and portfolio management. Chapters include such features as: · An extensive
literature review, including coverage of research from fields other than marketing · an overview
of how practitioners have addressed the topic · introduction of relevant analytical tools, such as
statistics and ethnographic studies · suggestions for further research by scholars and students
The result is a comprehensive, state-of-the-art resource that will be of interest to researchers,
policymakers, and practitioners, alike.
International Marketing ResearchWiley

Successfully combining cross-cultural management and business research methods,
this team of international authors provide much needed coverage of the implications
that should be considered when undertaking research across different cultures.
Addresses the impact on international marketing of major trends in the external and
internal environment of the firm: technology-enabled international marketing research,
global account management, procurement and international supplier networks,
internationalization of small and entrepreneurial firms, and outsourcing and offshoring.
Addresses issues pertaining to measurement and research methodology in an
international marketing context. This title also addresses a range of subjects including
response-bias in cross-cultural research, problems with cultural distance measures,
and construct specification. It focuses on the development and application of novel
research methods.
This book proposes a theoretical framework identifying external and internal factors that
influence internationalization strategy of Chinese brands and brand performance. It
explores several key strategies e.g. standardization versus adaptation, price leadership
versus branding, OBM export versus OEM export, and incremental versus leap-forward
internationalization model. The relationships are examined between various
international marketing mix e.g. distribution channel and pricing strategies, and brand
performance. Through case studies the text also analyses the internationalization of
contract-based firms.
The third edition of International Marketing Research is completely updated to reflect
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changes in both the structure and practice of international marketing research. Industry
consolidation of research firms has accelerated as they strive to better serve global
clients. The Internet has burst on to the scene as an alternative way to gather
information and conduct surveys rapidly. Increasingly research is being conducted in
developing countries as firms expand operations into markets such as India and China.
The coverage of research in developing markets has been expanded in the third
edition. In addition, to all the updates and changes, a chapter has been added that
deals with conceptual and methodological issues in designing and executing research.
A complete guide to modern international marketing research techniques by two
pioneers in the field. Authoritative coverage of all the latest electronic research
techniques.
This book considers problems which can be serious obstacles in international
marketing but which are much less difficult in domestic marketing, such as cultural
differences; the establishing and maintaining of relationships with customers' and the
special problems for firm strategy and organisation arising from the internationalisation
process.
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