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A country´s political stability, cultural attributes, and geographical characteristics are some of the kinds of information not ordinarily gathered by domestic marketing research departments but which are required for a sound assessment of a foreign market. Marketing research is a critical part of such marketing decision making, it helps in improving management decision making by providing relevant, accurate and timely information. Every decision possesses unique needs for information, and relevant strategies can be developed based on the information gathered through marketing research in action. Marketing research alone, however, does not guarantee success; the intelligent use of market research is the key to business achievement.
The first thing to consider is that the principal tasks of market analysis is the determination of market size, market dynamics evaluation, research its viability, analysis of distribution systems and market prediction for the future. This is especially true at the entrances to foreign markets.

The scope of international marketing research covers a wide range of marketing and environmental factors that can affect a product‘s success in a foreign market. These factors can be broadly classified as:

1. Socio-economic and political profile of the country.
2. Size and trend of the market.
3. Structure of competition.
4. Rules and regulations.
In addition, international marketing research involves two additional complications. First, information must be communicated across cultural boundaries. That is, executives in Bratislava must be able to translate their research questions into terms that consumers in Poland can understand. Then the Poland answers must be put into terms that Slovak managers can comprehend. Second, the environments within which the research tools are applied are often different in foreign markets. Rather than acquire new and statistics methods of research, the information marketing researcher must develop the ability for imaginative and deft application of tried and tested techniques in sometimes totally strange milieus[1, p.107].

International marketing research can be defined as market research conducted either simultaneously or sequentially to facilitate marketing decisions in more than one country. The process calls for studying the various market characteristics for facilitating marketing decisions that can be taken across countries. The studies deal with tracing the various components that are responsible for the marketing the product.

Moreover, marketing research combines consumers, customers and the public with marketing professionals through information used to identify and determine the marketing opportunities and problem, generates, evidences and evaluates marketing actions, improves understanding of marketing and helps to effective and specific marketing campaigns. The role of research in international marketing is to provide information on decision and solve problems in management and implementation.

Market research can be conducted in two different ways. First, a company may design and implement a study with in-house staff. Alternatively, it may use an outside firm specializing in market research. In global marketing, a combination of in-house and outside research efforts is often advisable [2, p. 205].

Although the steps in a research program are similar for all countries, variations and problems in implementation occur because of differences in cultural and economic development.

Step 1. Marketing research project may have one of the three types of objectives. The firsts step in the international marketing research process frequently incorporates a preliminary phase of assessing information needs and availability. There´s the key steps in research such a determining key research questions and choosing of academic research.

Step 2. Once research objectives are properly defined the marketer/researcher should then develop the detailed plan for conducting the research. 

Step 3. Implementing the research plan by data collection phase is generally the most expensive.

Step 4. Researchers and managers must work together at this stage – researchers know methodology better while managers understand problems and possible management solutions better [3, p.98].
To sum up, International Marketing Research thus links the organization with its future markets. It includes activities such as specification, gathering, analysis, and interpretation of information to help the management understand a particular market, identify the market specific problems and opportunities, and develop courses of marketing action. The research activity must recognize the country specific diversity in terms of culture, demographics, economy, etc. to yield a marketing strategy that will be both applicable and successful.
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