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From the last lecture

▪ Discussing the history of trade and key international institutions.

▪ Some key terms that we should know if we trade internationally.

▪ Challenges , and differences between domestic and international 
marketing.

▪ The entire internationalisation process.



What is in this lecture?



Market Attractiveness : The first step.▪ The first question is ‘which market to enter?’. We are interested 
to enter the most attractive markets. So how should this be 
assessed?

▪ You will learn some techniques and approaches in estimating 
the market size.

▪ This is also very important to apply in the Country Manager.



Selling 
Sunglasses in 
South Korea

Selling Bathing 
Suite in Brasil

Selling semi-
conductor in 
China



The Funnel Approach

Start by broad data: i.e., total population

Reduce by target demographics

(Total Accessible Market)

What % needs your product?

Reduce by alternatives or substitutes 
products

Preliminary market size

Total Addressable Market



TAM for selling bathing suite in Brasil

Total Accessible Market (TAM) 

▪ Start by population in Brasil (Quickly done in Google search)

▪ What is our targeting strategy? If we target 15-49 years olds, what is 
their population? (possible source: secondary data , Market Research 
Agencies, census data).

Total Addressable Market 

▪ What percentage need our product?

▪ Is there any substitute product for bathing suite?



TAM Calculation
▪ Brasil Population (209m)

▪ Population (14-49) is about 106m. (This is Total Accessible Market)

▪ 70 % of Brasilians live in coastal states (that means 30% don’t !)

▪ 75% of population go to beach regularly (that means 25 % don’t !)

▪ 106 - (106 * 30%) = 74.2 m

▪ 74.2 – (74.2 * 25%) = 55.6 m is our Total Addressable Market

▪ Potential Market Value = Price * Total Addressable Market



Potential determinants of the firm’s choice of foreign markets (Hollensen,2017, extracted from Uppsala 
school) 9



International Market Segmentation Steps
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Assessing the political risks

▪ www.fitchsolutions.com/bmi-research
(Business Monitor International)

▪ www.eiu.com (Economist Intelligence Unit)

http://www.fitchsolutions.com/bmi-research
http://www.eiu.com/


International market segmentation for Bosch Security System: Fire 
Detection Systems in the Middle East

▪ In 2006, Bosch Security Systems decided to increase its 
market share in the Middle East for fire detection products. 

▪ Smoke and heat detection, signalling devices, fire sound 
alarms, manual calling points, fire paging systems. LED 
indicators for emergency exits. 

▪ Countries: Egypt, Iran, Kuwait, Oman, Jordan, Saudi Arabia, 
UAE, Qatar



Classification variables in the MACS model

Bosch Security Systems: IMS in the Middle East for fire 
detection systems (Continued)



Figure 8.9  International market segmentation for Bosch Security System: Fire Detection Systems in the Middle 
East

Exhibit 8.1  Bosch Security Systems: IMS in the Middle East for fire detection 
systems



Table 8.4 Measurement/evaluation of screening variables

Exhibit 8.1  Bosch Security Systems: IMS in the Middle East for fire detection systems 
(Continued)



Table 8.4 Measurement/evaluation of screening variables (Continued)

Exhibit 8.1  Bosch Security Systems: IMS in the Middle East for fire 
detection systems (Continued)



Figure 8.10 Bosch Fire Detection Systems MACS matrix

Exhibit 8.1  Bosch Security Systems: IMS in the Middle East for fire detection 
systems (Continued)



The market attractiveness/competitive strength matrix



Dimensions of market/country attractiveness and competitive strength



Underlying questionnaire for locating countries on a market attractiveness/competitive strength matrix



Summary

▪ We discussed these in today’s lecture:

▪ How should we assess the markets

▪ The TAM technique

▪ The international market selection approach, using some 
examples

▪ Market attractiveness tools


