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Task 1 – Research Question
Produce a written statement of 1,000 words that considers the following:

• A Research Question that has been formulated because of identifying an issue / problem that you would like to investigate that is appropriate to your programme of study. Within your summary you should express the Value that your research could create for the field being researched. 600
The research question I choose was the difficulties when merging into new markets. I have chosen this as my research question because was curious as to how businesses found merging into new markets, I was also curious to finds out how they merge into new markets and what challenges they faced while doing so, furthermore I wanted to see if they considered it a problem or if they found it easy as business find it very difficult to merge into unfamiliar markets because of a lot of different aspects such as cultural differences, markets saturation and even local competition all these aspects make it difficult for other businesses to get a foot in the door when it comes to new markets. To achieve this, I will be making a questionnaire and giving it to 3 different people who own businesses to answer them so can determine if different business have different ways when it comes to merging into new markets. Harper James Solicitors define a merger as “A market-extension merger involves a combination of two companies that sell the same products in different markets.”
Because it tackles a crucial problem for companies becoming worldwide, the study question on the challenges of merging into new markets is valuable. Understanding all the complex difficulties that businesses encounter, like cultural disparities, legal restrictions, and regional rivalry, is essential for a successful market debut. The question is applicable to all sectors and geographical areas, and it provides useful answers that can help companies create winning plans. By assisting businesses in overcoming obstacles to market entry and guaranteeing successful expansion, it also offers chances for multidisciplinary research and promotes long-term corporate sustainability. Business seeks mergers to “gain access to a larger market and customer base, reduce competition, and achieve economies of scale “As stated by corporate research institution.  this helps business expand their brand and increase their profits and hopefully reduce any losses. 
The research that I will do will provide information for business that are trying to expand into new markets. By looking at the main aspects and problems that businesses face when trying to merge into new markets, my research will offer practical solutions and or strategies to get around the challenges, hopefully increasing the likelihood of successful market entry and expansion. My findings could also contribute to the development of business and the creation of new strategies to enter markets, helping businesses reduce the risk and enhance their competitive advantage over other businesses. The research I will conduct into the difficulties when merging into new markets will help enhance a company's competative advantage by helping them navigate complex markets dynamics and improve their chances of a long term success by finding out markets patterns and adapting to local cultures and aligning their views and operations effectively, and getting strong partnerships eventually leading to sustainable growth into new markets. Indeed, say it is important to learn about culture as it “Improve communication with your target audience. Build rapport with customers and increase brand loyalty. Identify unique opportunities to innovate your products or services”
Research into new markets helps businesses find new revenue opportunities, it also helps them gain a competitive edge over other businesses and stay ahead of trends. It will also help reduce the risk and offers strategic growth and decision making. Research will help businesses understand cultural preferences and differences enabling businesses to thrive in new regions. 


• Your chosen Research Approach (deductive / inductive / abductive) (qualitative / 
quantitative / mixed methods).200
My chosen research approach is a questionnaire about the difficulties when merging into new markets, the university of Nottingham state that  “The quantitative questions might take the form of yes/no, or rating scale (1 to 5), whereas the qualitative questions would present a box where people can write in their own words.” the chosen questionnaire that I will be doing will be a qualitative questionnaire where I will have the people i ask to answer write their own answers to my questions so I can get a feel of all the different aspect businesses undergo when trying to merge into a new market and the difficulties that they face. The questionnaire I will be doing will be a deductive questionnaire as “A deductive reasoning test assesses your ability to draw specific conclusions from provided general principles or premises.” according to gratitude first this is the type of questionnaire that will help me determine what business struggle most with when margining into new markets and also see the benefits that they will get from doing so. 

• Your Data Collection Method(s) (primary / secondary methods).200
Research.com defines primary and secondary methods as “While primary research involves active participation from the researcher themselves, secondary research involves the summary or synthesis of data and literature that has been organized and published by others. When doing secondary research, researchers use and analyse data from primary research sources. “The data collection method I will be using is primary research as I will be doing a questionnaire as I will be creating questions and will be getting people to answer them so I can get an idea on why business have a difficult time when trying to merge into new markets, I picked this the data collection method because I believe it is better to get responses from multiple people of different backgrounds, cultures and businesses as I want to find out exactly what difficulties or hardships that they face when trying to get a foot into a new market and what they must do to ensure that they succeed when attempting to break into new markets.

• Your Sampling Method & Sample Size.200
[bookmark: _Int_2wHWW0Wk]Scribbr defines sampling method and sample size as being “A sample is a subset of individuals from a larger population. Sampling means selecting the group that you will actually collect data from in your research. For example, if you are researching the opinions of students in your university, you could survey a sample of 100 students.” my sample size will be 3 people, and my sampling method i will send my questionnaire to lots of business owners throughout different businesses and try and get 3 of them to answer and the ones with the moist clear and defined answers will be the ones i use for my research. 















Task 2 – Primary and Secondary Research Techniques
In no more than 300 words, select an appropriate research technique and conduct Primary and Secondary Research based on your chosen research approach from Task 1.
For my primary research i will be conducting a questionnaire which I will then proceed to give to business owners and try to understand what difficulties that they face when trying to merge into a new market I will then create data which I can present to why  think businesses have a difficult time when entering into new markets. Both closed-ended and open-ended questions about issues including cultural differences, legal restrictions, market rivalry, and consumer behaviour will be included in the questionnaire.
Then for my secondary data I would look at previous studies, publications, and industry reports on market entry difficulties as secondary research. Literature frequently draws attention to important topics like:
Cultural Barriers: Brand acceptability may be hampered by a lack of knowledge about local consumer preferences or communication approaches.
Regulatory Challenges: One of the most frequently mentioned major obstacles is adjusting to local laws and trade restrictions.
Market Competition: It may be more challenging to enter a market if established competitors hold a dominant position.
Operational Costs: Large upfront expenditures for local alliances, marketing, and infrastructure can put a strain on available funds.


Interview Questions
 Questions:
1. What were the primary barriers you faced when entering a new market? (Cultural differences, legal challenges, competition, consumer preferences)
2. How did you overcome regulatory or legal obstacles in the new market?
3. What cultural factors did you have to adapt to when launching in the new market?
4. On a scale of 1-5, how challenging was customer acquisition in the new market?



Answers person 1 -
 1. What were the primary barriers you faced when entering a new market?
The primary barriers we faced when entering a new market were cultural differences and competition. Understanding the local culture and consumer behavior was crucial for adapting our products and marketing strategies. We also had to deal with intense competition, as the new market already had established players, making it difficult to differentiate our brand. Additionally, there were legal challenges such as navigating local regulations and ensuring compliance with industry-specific laws, which added complexity to the entry process.
2. How did you overcome regulatory or legal obstacles in the new market?
To overcome regulatory and legal obstacles, we partnered with local legal experts and consultants who had a deep understanding of the market’s regulatory landscape. They helped us ensure that our business complied with all local laws, including labor laws, tax regulations, and product standards. We also closely monitored changes in local legislation to stay ahead of any potential challenges. By setting up a strong legal foundation early, we were able to mitigate risks and avoid costly delays.
3. What cultural factors did you have to adapt to when launching in the new market?
We had to adapt to several cultural factors, including consumer preferences, communication styles, and local traditions. For example, in some markets, certain colors or symbols in our branding were perceived differently, so we had to adjust our marketing materials to resonate with local sensibilities. Additionally, we made sure that our products aligned with local tastes and needs. We also adapted our customer service approach to fit the local communication style, which is more relationship-driven in some cultures.
4. On a scale of 1-5, how challenging was customer acquisition in the new market?
I would rate customer acquisition in the new market as 4/5. It was quite challenging, especially in the early stages, due to the strong competition and the need to build brand awareness from scratch. However, once we refined our value proposition and tailored our marketing efforts to local preferences, we started to see traction. It required a significant investment in market research and strategic partnerships to build trust and credibility with potential customers.

Person 2 -
1. What were the primary barriers you faced when entering a new market?
When entering a new market, the primary barriers we faced were competition, cultural differences, and consumer preferences. The market was already saturated with well-established competitors, making it challenging to differentiate our brand. Additionally, understanding and adapting to the local culture was crucial. We had to ensure that our marketing, products, and services resonated with local values and norms, which often differed from our home market. Moreover, consumer preferences were not always aligned with our offerings, meaning we had to adjust our product mix to cater to local tastes and needs.

2. How did you overcome regulatory or legal obstacles in the new market?
To overcome regulatory and legal obstacles, we established a local legal team to guide us through the process of market entry. They ensured we adhered to all local regulations regarding taxes, labor laws, product safety standards, and environmental policies. We also partnered with local businesses and consultants who were familiar with the legal landscape to navigate complex import/export laws and certifications. Staying in constant communication with government authorities helped us address any potential issues before they became obstacles, ensuring smooth and compliant operations.

3. What cultural factors did you have to adapt to when launching in the new market?
Cultural adaptation was one of the most significant challenges. We had to adjust our marketing strategy to align with the local culture, which involved understanding consumer behavior, communication styles, and purchasing habits. For example, in some cultures, consumers prefer face-to-face interactions and building personal relationships, so we adapted our sales approach to incorporate this. Additionally, certain colors, symbols, and language needed to be modified to avoid any cultural missteps. We also adapted our product offerings to cater to local preferences, whether in taste, functionality, or design, to ensure we connected with the market authentically.

4. On a scale of 1-5, how challenging was customer acquisition in the new market?
I would rate customer acquisition at 4/5. It was a challenging process, particularly in the beginning, due to the strong competition and brand loyalty in the market. We had to invest significantly in brand awareness campaigns, local partnerships, and tailored promotions to build trust and credibility. While it took time to gain customer confidence and loyalty, once we aligned our offerings with local preferences and built relationships with key influencers and partners, the process became easier.
Person 3 -
1. What were the primary barriers you faced when entering a new market?
As a local business entering a new market, the primary barriers I faced were competition, consumer preferences, and cultural differences. The market I entered was already quite competitive, with well-established businesses that had built strong customer loyalty over the years. Consumer preferences were also different from what we were accustomed to, requiring adjustments to our product offerings to match local needs and tastes. Additionally, there were cultural differences in the way people interacted with brands, which meant that our usual marketing strategies and customer service approaches needed to be rethought to resonate better with the new audience.

2. How did you overcome regulatory or legal obstacles in the new market?
To overcome regulatory and legal obstacles, I partnered with a local consultant who understood the intricacies of the market’s laws and regulations. They guided me through the necessary steps to comply with local business registration, tax laws, and health and safety regulations. I also worked closely with the local chamber of commerce to ensure I was aware of any industry-specific regulations. Having a legal expert familiar with the region was key to ensuring that we stayed compliant and avoided any costly setbacks or penalties.

3. What cultural factors did you have to adapt to when launching in the new market?
Cultural adaptation was essential for success. One of the main cultural factors I had to adapt to be the local communication style—in some areas, a more formal and respectful approach was expected, while in others, a casual tone was preferred. I also had to adjust my marketing materials to reflect local values and sensitivities, including things like language, colours, and symbols, which could have different meanings. Additionally, I made sure to understand the local customs around business interactions, ensuring we were polite, respectful, and aware of specific traditions that could impact our business dealings.

4. On a scale of 1-5, how challenging was customer acquisition in the new market?
I would rate customer acquisition as 3/5. While it wasn’t the most difficult challenge, it certainly took effort. The competition was fierce, and getting customers to trust and try our product was initially slow. However, by focusing on local community engagement, offering promotions, and fine-tuning our product to suit local tastes, we gradually built a loyal customer base. Once we had a foothold, word-of-mouth and repeat business helped propel our growth, but it took time to get there.


Secondary research 

According to fibonatix a “challenge of entering a new market is appealing to new cultures. Different regions have different cultural values, attitudes and norms. You may discover features of the region’s culture that require you to adapt your marketing tactics and sales approaches.” this plays a big role when businesses enter a new market as it can hinder a business's ability to align its views and goals with the customers or staff that have different views. 
Linked in state that “Another challenge when entering a new market is to establish a strong and distinctive market position. You need to differentiate yourself from your competitors and communicate your unique value proposition to your target customers.” this will play a big role as it will set that business apart from the rest and makes the customers see that you have a clear aim and goal. Furthermore, SFE partners “The first mistake businesses often make in new market entry lies in a lack of research. Understanding your new target audience is crucial not just for marketing, but for sales as well.” this is basically saying if you don't understand the customers then you won't be able to get into any new markets because your views and what the business thinks the people want are very different where as local competitors will get more customers than larger businesses who are new to the market. Which is backed up again by Toptal who state that “Understanding market dynamics is key. Often, there may be market entry strategies that enable a new entrant to overcome challenges, but first, these challenges must be known precisely.”


























Task 3 – Present Your Ideas
· Produce a 3-minute video elevator pitch that presents your area of research to identified stakeholders

· obtain feedback that should be reflected upon in no more than 200 words.
https://youtu.be/9SYCGgt-Yb4
[image: ]
 The feedback I received was that it felt a bit rushed at times and i struggled to find my feet when presenting my poster. I was told that i gave some good information, but it could have been better. 
To solve this problem, I plan to keep doing more presentation to try and get my “feet” I will try and talk more clearly and slowly to make sure all my points come across well furthermore I will try and memorise some of the information that i am planning to speak about as to not mess up and stutter when presenting also it will help me make more eye contact and not just rely on reading from the slide!























Task 4 – Data Analysis 
In no more than 500 words create a conference poster that demonstrates the initial analysis of your findings and highlights key conclusions drawn from your research
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