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Abstract

This paper looks at potential research methodologies for marketing strategies in China. Specifically, the author chose the matrix marketing analysis tool (name?) for analyzing the top-selling products in China. The purpose of this analysis is to exploit opportunities as well as identify risk drivers such as: Social/Cultural, Political/Legal, Demographics, Economics, Technology/Infrastructure and meeting or completing the study under budget. In conclusion, this analysis effectively meets the goals for analyzing the market in China. 

Research Methodologies for Marketing Strategies in China


In today’s society, there are many cultures that are well established and maintain a high economic, health, and social status.  China is indeed becoming one of the most prestigious countries of the world and open to new markets.  Industry is largely based on state and joint ownership, noticeable by growing technological advancements and productivity. Indeed, China’s complex political, legal, cultural and religious structure needs to be considered in the overall marketing analysis. This paper examines the effective use of marketing methodology to help navigate the bureaucratic waters, expedite the process of government approvals, and gain critical market information. Research also enables us to multiply access to opportunities and greatly enhance our China expansion efforts. However, there are many potential research methodologies and tools to consider for research on country analysis.   One example is Automated Country Analysis Tools and services—Commercial off The Shelf (COTS) or service provides (i.e. Datamonitor) offers in-depth data and analysis covering various industries. It includes detailed data on market size and segmentation, textual analysis of the key trends and competitive landscape, and profiles of the leading companies. This incisive report provides expert analysis on a global, regional and country basis


Risk Analysis Matrix is another tool used to list parameters of risk and opportunities. This tool identifies several Driving Factors (Social/Cultural, Political/Legal, Demographic, Economics, and Technology/Infrastructure) as well as several categories (Business Investments, Business Development, and Business Operations). 


Qualitative Research focuses on groups and in-depth interviews have been used in one-off projects commissioned by guideline development groups to find out more about the views and experiences of the targeted group. In contrast, quantitative research generates numerical data or data that can be converted into numbers, for example, the National Census, which counts people and households.


Another research tool is the Risk Based Decision-Making (RBDM). Although defined as a process, it can be used as a tool for decision- making for risk assessment. RBDM organizes information about the possibility for one or more unwanted outcomes into a broad, orderly structure that helps decision makers make more informed management choices (Risk Based Decision-Making Guideline, date). 


Finally, Decision Trees are tools for helping to choose between several courses of action. They provide a highly effective structure within which can lay out options and investigate the possible outcomes of choosing those options. They also help you to form a balanced picture of the risks and rewards associated with each possible course of action (Mindtools, 2005) 


However, I have chosen the following research analysis tool for products in China. The purpose of this analysis is to exploit opportunities as well as identify risk drivers such as: Social/Cultural, Political/Legal, Demographics, Economics, Technology/Infrastructure and meeting or completing the study under budget.


For each driving force and category below, identify the key risks and opportunities. 
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Thus, in the above matrix form, the following factors will be studied: 

· Economic Factor: One has to monitor the economic trends in China like GDP trends, interest rates, money supply, inflation rates, unemployment levels, and disposable income.

· Technological Forces: Impact of following factors:

· Efficiency of China’s infrastructure, including roads, ports airports, rolling stock, hospitals, education, healthcare, communication.
· Industrial productivity.

· Political Legal regulations: One should also be aware of China’s foreign trade regulations, attitude towards foreign companies, as Pfizer wants to aspire to be a multinational company. It has to consider following factors:

     * Political climate - amount of government activity

    * Political stability and risk

    * Government debt

    * Budget deficit or surplus

    * Corporate and personal tax laws

    * Other economic laws

· Societal Trends also need to be analyzed and considered, including 

* Demographic factors such as:

          o population size and distribution

          o age distribution

          o education levels

          o income levels

          o ethnic origins

          o religious affiliations

    * Attitudes towards:

          o materialism, capitalism, free enterprise

          o individualism, role of family, role of government, collectivism

          o role of church and religion

          o consumerism

          o environmentalism

          o importance of work, pride of accomplishment

    (Wikipedia. 2006)



China is indeed becoming one of the most prestigious countries of the world and opens to new markets.  In fact, industry is largely based on state and joint ownership, noticeable by growing technological advancements and productivity.  Major industrial centers are located in Beijing-Tianjin- Tangshan area, Liaoning Province, Wuhan and Shanghai. Chinese currency is called Renminbi, which means "People's Currency."  The popular unit of Renminbi is Yuan.    Agriculture dominates in this huge area, usually favored by a mild or sub-tropical climate.  The culture is indeed one of the world's oldest and most complex civilizations. Furthermore, in China, the relationship comes first, group agreement or group consensus comes second, and finally, the business deal is last (Interliance, n.d.).  Thus, the above matrix can effectively collect data on these important economic and cultural factors that impact marketing strategy.


Further, China has a history with over 5,000 years of artistic, philosophical, and political advancement. Even though regions differ, they still provide a sense of diversity, but similarities in language and religion that is notable of common important contributions as Confucianism.  Confucianism is known for shaping much of Chinese thought and was the official philosophy throughout most of China's history.  These variable impact marketing and the above marketing research tool (name the tool) can effectively collect data on these social/cultural variables. China will be very attractive business destination because of huge growth as it is in the transition phase. One has to be aware of the local Chinese culture. It encourages a more distant managing style than American.  It is having high context cultures managers prefer slow negotiations and trust building meetings, which tend to frustrate low context Americans who prefer to get right down to business. 

Conclusion


Thus, our marketing campaign should first be concentrated on the main cities of China and the promotion strategy should be based on the above cultural factors of the China. Moreover, it should adhere to the political and legal laws of the China. Therefore, one has to be aware of these factors through effective marketing research to develop the mutually rewarding relationship with them and effective marketing campaign for the product. 
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