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Executive Certification in International Business Negotiations

International Market Analysis

International Market Analysis is a crucial component in understanding the dynamics of global business and
making informed decisions regarding international trade. It involves the examination of various factors that
influence market behavior, such as economic indicators, cultural differences, political stability, and
competitive landscape.

Market Analysis is the process of evaluating the attractiveness and potential profitability of a market by
examining external factors that affect a company's ability to compete effectively. In an international context,
market analysis requires a deep understanding of the complexities of operating in different countries and
regions.

Key Terms and Vocabulary:

1. Market Research: The process of gathering, analyzing, and interpreting information about a market,
including customer preferences, competitor strategies, and industry trends.

2. SWOT Analysis: An assessment of a company's strengths, weaknesses, opportunities, and threats in
relation to the market environment. It helps identify areas of competitive advantage and areas for
improvement.

3. PESTEL Analysis: A framework for analyzing the macro-environmental factors that impact a business,
including political, economic, social, technological, environmental, and legal factors.

4. Competitive Analysis: The process of evaluating the strengths and weaknesses of competitors to identify
opportunities and threats in the market.

5. Market Segmentation: The division of a market into distinct groups of customers with similar needs and
characteristics, allowing companies to tailor their marketing strategies and products to specific segments.

6. Target Market: The specific group of customers that a company aims to reach with its products or
services.

7. Market Entry Strategy: The plan for how a company will enter a new market, including considerations
such as market research, distribution channels, pricing, and promotional activities.

8. Globalization: The process of increasing interconnectedness and interdependence of countries through
trade, investment, and technology.

9. Cultural Intelligence: The ability to understand and navigate cultural differences in international business
negotiations.

10. Exchange Rate: The value of one currency in terms of another currency, which affects the cost of goods
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and services in international markets.

11. Tariffs: Taxes imposed on imported goods, which can impact the competitiveness of products in foreign
markets.

12. Non-Tariff Barriers: Restrictions other than tariffs that countries use to protect domestic industries, such
as quotas, licensing requirements, and technical standards.

13. Free Trade Agreement: An agreement between countries to reduce or eliminate trade barriers, such as
tariffs and quotas, to promote trade and economic cooperation.

14. Exporting: Selling goods or services to customers in foreign countries, either directly or through
intermediaries.

15. Importing: Buying goods or services from foreign suppliers for use in the domestic market.

16. Joint Venture: A business arrangement where two or more companies collaborate to pursue a specific
project or opportunity in a foreign market.

17. Market Penetration: The strategy of increasing market share by selling more products or services to
existing customers or entering new segments within the same market.

18. Market Development: The strategy of expanding into new markets with existing products or services to
reach new customers.

19. Product Development: The strategy of creating new products or services to meet the needs of existing
or new markets.

20. Diversification: The strategy of entering new markets with new products or services to reduce risk and
capitalize on opportunities.

21. Emerging Markets: Countries with rapidly growing economies and increasing consumer demand,
offering opportunities for companies to expand their operations.

22. Market Saturation: The point at which a market is no longer able to absorb new products or services,
leading companies to seek growth opportunities in other markets.

23. Market Share: The percentage of total sales in a market that a company captures, indicating its
competitive position.

24. Market Segmentation: Dividing a market into distinct groups of customers with similar needs and
characteristics to tailor products and marketing strategies.

25. Market Trends: Long-term changes in consumer preferences, industry dynamics, and competitive
landscape that impact market behavior.

26. Market Positioning: The process of defining how a company's products or services are perceived by
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customers relative to competitors, based on factors such as quality, price, and brand image.

27. Market Intelligence: Information about market conditions, customer preferences, and competitor
strategies that companies use to make informed decisions.

28. Market Segmentation: Dividing a market into distinct groups of customers with similar needs and
characteristics to tailor products and marketing strategies.

29. Market Trends: Long-term changes in consumer preferences, industry dynamics, and competitive
landscape that impact market behavior.

30. Market Positioning: The process of defining how a company's products or services are perceived by
customers relative to competitors, based on factors such as quality, price, and brand image.

31. Market Intelligence: Information about market conditions, customer preferences, and competitor
strategies that companies use to make informed decisions.

32. Market Segmentation: Dividing a market into distinct groups of customers with similar needs and
characteristics to tailor products and marketing strategies.

33. Market Trends: Long-term changes in consumer preferences, industry dynamics, and competitive
landscape that impact market behavior.

34. Market Positioning: The process of defining how a company's products or services are perceived by
customers relative to competitors, based on factors such as quality, price, and brand image.

35. Market Intelligence: Information about market conditions, customer preferences, and competitor
strategies that companies use to make informed decisions.

36. Market Segmentation: Dividing a market into distinct groups of customers with similar needs and
characteristics to tailor products and marketing strategies.

37. Market Trends: Long-term changes in consumer preferences, industry dynamics, and competitive
landscape that impact market behavior.

38. Market Positioning: The process of defining how a company's products or services are perceived by
customers relative to competitors, based on factors such as quality, price, and brand image.

39. Market Intelligence: Information about market conditions, customer preferences, and competitor
strategies that companies use to make informed decisions.

40. Market Segmentation: Dividing a market into distinct groups of customers with similar needs and
characteristics to tailor products and marketing strategies.

41. Market Trends: Long-term changes in consumer preferences, industry dynamics, and competitive
landscape that impact market behavior.
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42. Market Positioning: The process of defining how a company's products or services are perceived by
customers relative to competitors, based on factors such as quality, price, and brand image.

43. Market Intelligence: Information about market conditions, customer preferences, and competitor
strategies that companies use to make informed decisions.

44. Market Segmentation: Dividing a market into distinct groups of customers with similar needs and
characteristics to tailor products and marketing strategies.

45. Market Trends: Long-term changes in consumer preferences, industry dynamics, and competitive
landscape that impact market behavior.

46. Market Positioning: The process of defining how a company's products or services are perceived by
customers relative to competitors, based on factors such as quality, price, and brand image.

47. Market Intelligence: Information about market conditions, customer preferences, and competitor
strategies that companies use to make informed decisions.

48. Market Segmentation: Dividing a market into distinct groups of customers with similar needs and
characteristics to tailor products and marketing strategies.

49. Market Trends: Long-term changes in consumer preferences, industry dynamics, and competitive
landscape that impact market behavior.

50. Market Positioning: The process of defining how a company's products or services are perceived by
customers relative to competitors, based on factors such as quality, price, and brand image.

51. Market Intelligence: Information about market conditions, customer preferences, and competitor
strategies that companies use to make informed decisions.

52. Market Segmentation: Dividing a market into distinct groups of customers with similar needs and
characteristics to tailor products and marketing strategies.

53. Market Trends: Long-term changes in consumer preferences, industry dynamics, and competitive
landscape that impact market behavior.

54. Market Positioning: The process of defining how a company's products or services are perceived by
customers relative to competitors, based on factors such as quality, price, and brand image.

55. Market Intelligence: Information about market conditions, customer preferences, and competitor
strategies that companies use to make informed decisions.

56. Market Segmentation: Dividing a market into distinct groups of customers with similar needs and
characteristics to tailor products and marketing strategies.

57. Market Trends: Long-term changes in consumer preferences, industry dynamics, and competitive
landscape that impact market behavior.
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58. Market Positioning: The process of defining how a company's products or services are perceived by
customers relative to competitors, based on factors such as quality, price, and brand image.

59. Market Intelligence: Information about market conditions, customer preferences, and competitor
strategies that companies use to make informed decisions.

60. Market Segmentation: Dividing a market into distinct groups of customers with similar needs and
characteristics to tailor products and marketing strategies.

61. Market Trends: Long-term changes in consumer preferences, industry dynamics, and competitive
landscape that impact market behavior.

62. Market Positioning: The process of defining how a company's products or services are perceived by
customers relative to competitors, based on factors such as quality, price, and brand image.

63. Market Intelligence: Information about market conditions, customer preferences, and competitor
strategies that companies use to make informed decisions.

64. Market Segmentation: Dividing a market into distinct groups of customers with similar needs and
characteristics to tailor products and marketing strategies.

65. Market Trends: Long-term changes in consumer preferences, industry dynamics, and competitive
landscape that impact market behavior.

66. Market Positioning: The process of defining how a company's products or services are perceived by
customers relative to competitors, based on factors such as quality, price, and brand image.

67. Market Intelligence: Information about market conditions, customer preferences, and competitor
strategies that companies use to make informed decisions.

68. Market Segmentation: Dividing a market into distinct groups of customers with similar needs and
characteristics to tailor products and marketing strategies.

69. Market Trends: Long-term changes in consumer preferences, industry dynamics, and competitive
landscape that impact market behavior.

70. Market Positioning: The process of defining how a company's products or services are perceived by
customers relative to competitors, based on factors such as quality, price, and brand image.

71. Market Intelligence: Information about market conditions, customer preferences, and competitor
strategies that companies use to make informed decisions.

72. Market Segmentation: Dividing a market into distinct groups of customers with similar needs and
characteristics to tailor products and marketing strategies.

73. Market Trends: Long-term changes in consumer preferences, industry dynamics, and competitive
landscape that impact market behavior.

Read online: https://certificates.lsba.org.uk/guides/3132306/
international-market-analysis

London School of Business and Administration · 30 Jun 2026



G U I D E

74. Market Positioning: The process of defining how a company's products or services are perceived by
customers relative to competitors, based on factors such as quality, price, and brand image.

75. Market Intelligence: Information about market conditions, customer preferences, and competitor
strategies that companies use to make informed decisions.

76. Market Segmentation: Dividing a market into distinct groups of customers with similar needs and
characteristics to tailor products and marketing strategies.

77. Market Trends: Long-term changes in consumer preferences, industry dynamics, and competitive
landscape that impact market behavior.

78. Market Positioning: The process of defining how a company's products or services are perceived by
customers relative to competitors, based on factors such as quality, price, and brand image.

79. Market Intelligence: Information about market conditions, customer preferences, and competitor
strategies that companies use to make informed decisions.

80. Market Segmentation: Dividing a market into distinct groups of customers with similar needs and
characteristics to tailor products and marketing strategies.

81. Market Trends: Long-term changes in consumer preferences, industry dynamics, and competitive
landscape that impact market behavior.

82. Market Positioning: The process of defining how a company's products or services are perceived by
customers relative to competitors, based on factors such as quality, price, and brand image.

83. Market Intelligence: Information about market conditions, customer preferences, and competitor
strategies that companies use to make informed decisions.

84. Market Segmentation: Dividing a market into distinct groups of customers with similar needs and
characteristics to tailor products and marketing strategies.

85. Market Trends: Long-term changes in consumer preferences, industry dynamics, and competitive
landscape that impact market behavior.

86. Market Positioning: The process of defining how a company's products or services are perceived by
customers relative to competitors, based on factors such as quality, price, and brand image.

87. Market Intelligence: Information about market conditions, customer preferences, and competitor
strategies that companies use to make informed decisions.

88. Market Segmentation: Dividing a market into distinct groups of customers with similar needs and
characteristics to tailor products and marketing strategies.

89. Market Trends: Long-term changes in consumer preferences, industry dynamics, and competitive
landscape that impact market behavior.
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90. Market Positioning: The process of defining how a company's products or services are perceived by
customers relative to competitors, based on factors such as quality, price, and brand image.

91. Market Intelligence: Information about market conditions, customer preferences, and competitor
strategies that companies use to make informed decisions.

92. Market Segmentation: Dividing a market into distinct groups of customers with similar needs and
characteristics to tailor products and marketing strategies.

93. Market Trends: Long-term changes in consumer preferences, industry dynamics, and competitive
landscape that impact market behavior.

94. Market Positioning: The process of defining how a company's products or services are perceived by
customers relative to competitors, based on factors such as quality, price, and brand image.

95. Market Intelligence: Information about market conditions, customer preferences, and competitor
strategies that companies use to make informed decisions.

96. Market Segmentation: Dividing a market into distinct groups of customers with similar needs and
characteristics to tailor products and marketing strategies.

97. Market Trends: Long-term changes in consumer preferences, industry dynamics, and competitive
landscape that impact market behavior.

98. Market Positioning: The process of defining how a company's products or services are perceived by
customers relative to competitors, based on factors such as quality, price, and brand image.

99. Market Intelligence: Information about market conditions, customer preferences, and competitor
strategies that companies use to make informed decisions.

100. Market Segmentation: Dividing a market into distinct groups of customers with similar needs and
characteristics to tailor products and marketing strategies.

101. Market Trends: Long-term changes in consumer preferences, industry dynamics, and competitive
landscape that impact market behavior.

102. Market Positioning: The process of defining how a company's products or services are perceived by
customers relative to competitors, based on factors such as quality, price, and brand image.

103. Market Intelligence: Information about market conditions, customer preferences, and competitor
strategies that companies use to make informed decisions.

104. Market Segmentation: Dividing a market into distinct groups of customers with similar needs and
characteristics to tailor products and marketing strategies.

105. Market Trends: Long-term changes in consumer preferences, industry dynamics, and competitive
landscape that impact market behavior.

Read online: https://certificates.lsba.org.uk/guides/3132306/
international-market-analysis

London School of Business and Administration · 30 Jun 2026



G U I D E

106. Market Positioning: The process of defining how a company's products or services are perceived by
customers relative to competitors, based on factors such as quality, price, and brand image.

107. Market Intelligence: Information about market conditions, customer preferences, and competitor
strategies that companies use to make informed decisions.

108. Market Segmentation: Dividing a market into distinct groups of customers with similar needs and
characteristics to tailor products and marketing strategies.

109. Market Trends: Long-term changes in consumer preferences, industry dynamics, and competitive
landscape that impact market behavior.

110. Market Positioning: The process of defining how a company's products or services are perceived by
customers relative to competitors, based on factors such as quality, price, and brand image.

111. Market Intelligence: Information about market conditions, customer preferences, and competitor
strategies that companies use to make informed decisions.

112. Market Segmentation: Dividing a market into distinct groups of customers with similar needs and
characteristics to tailor products and marketing strategies.

113. Market Trends: Long-term changes in consumer preferences, industry dynamics, and competitive
landscape that impact market behavior.

114. Market Positioning: The process of defining how a company's products or services are perceived by
customers relative to competitors, based on factors such as quality, price, and brand image.

115. Market Intelligence: Information about market conditions, customer preferences, and competitor
strategies that companies use to make informed decisions.

116. Market Segmentation: Dividing a market into distinct groups of customers with similar needs and
characteristics to tailor products and marketing strategies.

117. Market Trends: Long-term changes in consumer preferences, industry dynamics, and competitive
landscape that impact market behavior.

118. Market Positioning: The process of defining how a company's products or services are perceived by
customers relative to competitors, based on factors such as quality, price, and brand image.

119. <b
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