Chapter 7
The single most important cause of failure in the global marketplace is insufficient preparation and information. 
2 forms of research
Primary: data collected for specific research purposes
Secondary: data that already exists 
The American Marketing Association defines marketing research as The function that links the customer, consumer and public to the marketer through info-info used to ID and define marketing opportunities and problems; generate, refine, and evaluate marketing actions; monitor marketing performance; and improve understanding of marketing as a process. 
Marketing research is the systematic and objective ID, collection, analysis, and dissemination of info for the purpose of improving decision making related to the ID and solution of problems and opportunities in marketing. 
Global mkt research will generally fall into on of the following categories
· Research that involves collecting data and making inferences in two of more countries within the context of the same project 
· Research on a single country cconducted by a researcher from another country with a view to understanding similarities and differences vis a versa the researchers home country market 
· Research that involves work on immigrant populations to better understand attitudes and behaviours when people from one culture move to another culture
Global marketing research must take into consideration:
· New parameters-duties, foreign currencies, and changes in their value, global logistics, international documentation, and port facilities. 
· New Enviorments- culture of host country, understand its political system, determine its stability, and appreciate the differences in societal structures and language.  Legal crap etc  technological levels, economic enviorment 
· Increased number of factors involved- 
· Broader definition of competition- 
The importance of GlobalMKT Research 
1. provides sensitivity to geographic differences-need to research to reduce the potential for costly errors due to geo insensitivity. 
2. Provides an understanding of cultural change- trends in the structure of consumption, brand choices, lifestyles, and media influences. 
3. Identifies appropriate advertising appeals.
4. Assesses translation errors
5. Correctly position products
6. Avoid formulation errors 
The process of Global MKT Research
1. Define the research problem-The job of the global marketing researcher is to translate the firm’s business problems into research questions that are amenable to analysis

2. Determine info needs-to support strategic or tactical decisions

3. Develop research design
4. Data collection
5. Data analysis 
6. Presentation of research findings 

Step 3 –Develop the research resign
· Unit of analysis
· Info sources-prior research: prior research published by academics 
· Secondary data-Gov, international org’s, service org’s, trade associations, directories and newsletters, electronic info services 
· Primary data-Surveys, focus groups, interviews, observation 
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