
Market Selection
The international market selection process requires segmentation and market

target strategies. This process of dividing a market into distinct subsets

(segments) of consumers with common needs. Segmentation can be demographic,

psychographic, geographic, and benefit segmentation. During segmentation, an

organization should consider measurability (the degree to which the size,

purchasing power of a market segment can be measured), Accessibility (the

degree to which a market segment can be reached and served),

Substantiality/profitability (the degree to which a market segment is

sufficiently large or profitable) and actionability (the degree to which

effective programs can be designed for attracting and servicing a given market

segment).
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