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INTRODUCTION
As you seek to expand your business internationally, it’s not enough to consider global markets exclusively in terms of their attractiveness. 

You must also consider how easy they are to serve. You can build a matrix to help inform your selection of expansion-worthy global markets. 

On one axis: the Attractiveness of a market. And on the other, the Accessibility of the market.

Figuring out how to approach market Attractiveness and Accessibility for your company is more art than science. You’ll need to collect 

and evaluate a mixture of quantitative and qualitative information to make your decision. Read on to get more guidance on additional 

questions you can explore with your teams to gather the input you’ll need to expand to the right markets, at the right time.

ACCESSIBILITY
To determine the Accessibility of a market, 
the questions are more in line with: 

Is it feasible for me to expand here? 

Do regulations prevent me from 
going there? 

Do I have the logistical  
infrastructure to go there?

ATTRACTIVENESS
To determine a market’s Attractiveness, 
you’ll likely consider questions such as: 

Is this a profitable market for me?

Will customers like my brand?

Are they willing to pay for my goods?

Will costs be low for me to profit on 
sales? Is the market big enough? 
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INFORMING ATTRACTIVENESS & ACCESSIBILITY
The Attractiveness of a market is defined by how likely you are to be successful in that market in the long term, and how valuable it 

can be to your overall business goals. To determine how attractive a market can be for your company, you’ll want to determine:

What is the size of the addressable market?
Your teams may have already conducted research on this, but other resources include doing a “top down” 

analysis informed by analyst data that examines those global markets and evaluates their size and makeup. 

You can also look at a “bottom up” analysis by using data from early selling efforts in the market, and 

extrapolating for what a larger sales potential might look like.

How much of the addressable market can we expect to serve?
Evaluate competitor data and market share against your information on addressable market size—as well 

as your company’s average close rate for new opportunities. With that information, you can approximate 

whether there’s enough “green field” to make entering this new market lucrative for your business.

Can the average deal size in this market be attractive?
Different markets have different tolerances for the kinds of goods and services they’ll purchase, and at what price points they’re willing to pay. 

Look at what comparable services are selling for in these markets to determine whether or not the market will welcome your offerings and your 

pricing. Some markets may be interesting because they present potential for many small deals. Other markets may promise fewer small deals, 

but several large ones. Hedge your bets.  Don’t select all markets of the same kind.
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Can I build the right relationships with this customer base?
Whether you’re a volume business—say, having 20,000 customers who make $10,000 purchases—or a 

business that has fewer customers with larger, more complex deals, you’ll want to understand whether 

the potential exists for doing the right deals with the right number of customers.

Can we have repeat relationships with customers in this market?
Acquiring new customers is often more expensive than serving your existing customer base. Does this 

new market offer opportunities to have customers re-purchase your offerings in the future, or are they 

likely to purchase other goods and services that you offer? 

Are there significant legal obstacles to 
establishing a business in this market?
Whether it’s regulatory concerns, government oversight or logistics 

challenges (like getting goods to an island, for example), every market 

has its hurdles. You’ll want to carefully study the market’s local laws, 

governing authorities and operations of successful businesses to 

understand where your challenges will be—and whether they’re easy   

to surmount with the business you’ve built.

Is the language barrier easy to manage?
When you’re establishing a business in a new international market,  

you’ll want to determine your capability to do business in new 

languages and within new cultural norms. If you’re doing business in a 

parallel language market—like Colombia, for example, if you’re already 

established in Argentina—or a totally new one, you’ll want to evaluate 

your capacity for working in that new language. There may be cultural 

barriers you might need to consider.

The Accessibility of a market is about how logistically complex and potentially expensive (or not) a market will be to serve. Some key questions to ask:
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Can we afford to work in this market?
In some markets, long delays in government approval processes can require ongoing 

investments before you ever earn a dollar. In others, laws require a local, in-market partner 

to work with new businesses. These in-market partners can be entitled to an equal share 

of profits from the business, or their governments require a minimum investment in the 

country before foreign businesses can establish operations. Carefully evaluate the capital 

investments you’ll need to make in order to establish a business in a new market, and 

any ramp time you’ll need to consider to accommodate licensing, laws or partnership 

requirements. In addition, understand the proper tax and financial structure you’ll need to 

adhere to local policy and procedures. This may require establishing relationships with tax, 

payroll and banking providers in the area to leverage their expertise.

What will my infrastructure requirements look like?
Most companies can’t establish operations in a new market without significant overhead 

investments in the business itself. You might need everything from new warehouses to 

new technologies. You may also need in-market teams to serve customers—from sales 

to marketing to customer service. Again, local partners can be helpful for navigating 

distribution needs, third-party providers and vendors to help you be as prepared as possible.
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BEYOND ATTRACTIVENESS & ACCESSIBILITY: 4 KEY QUESTIONS
Once you’ve established a baseline viability for your business in a global market by evaluating how attractive it can be as well as how 

easy or difficult it might be to do business there, you’ll want to dive into market research at a deeper level. A few more advanced 

questions to ask as you evaluate a new market:

WHAT IS THE PROFILE OF YOUR IDEAL CUSTOMER? 
No one knows your customers like you do. If you’re successful in other global markets, take a 
look at what makes those markets viable for you, and what those customers have in common. 
Are they in specific industries or roles? Do you find that you’re a great fit for a certain size of 
company but maybe not others?

For example, take a close look at your website traffic. Are you seeing a lot of visitors from Latin 
American countries? Asia? Is the site performing well in those markets? By optimizing and 
localizing your site for different languages, you might better serve your existing users and test 
the viability of new markets.

Even if this is your first foray into an international market, you can learn a lot by evaluating the profile and behaviors of your ideal customers, and 
determining whether those same characteristics can be found in customers in a new market.  Compiling and evaluating detailed ideal customer 
profiles can ensure you not only understand the customers you have, but know where to find them in new countries, cities and global markets.
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WHERE ARE COMPETITORS DOING BUSINESS? 
Competitive intelligence can be a very informative tool when you’re 
entering new markets. Examine how your competitors are positioning 
themselves in other countries. This can help you determine which 
markets may be over-saturated or ultra-competitive.

For example, if competitors are establishing operations in Southeast 
Asia, does that mean you can dive in and provide healthy competition... 
or will you be edged out in an already crowded market?

A lack of competitor activity can also highlight underserved markets 
and unmet customer needs. This can help you pinpoint burgeoning 
markets where rich opportunities may exist.

And don’t forget to look at markets where there is no competition. 
Sometimes, this can mean opportunities are waiting for you. However, 
it can also be a sign that a market isn’t ready or willing to invest in the 
products and services in your category yet. 
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SHOULD I PAY ATTENTION TO 
TECHNOLOGY TRENDS AND INFLUENCES? 
When you’re planning to enter a new market, it’s important to have 
a handle on both current technology advancements and future 
influences that can affect your potential success.

For example, the United States was once a major importer of crude 
oil. Then, technology and engineering breakthroughs that improved 
the ability to mine and extract oil. Production within U.S. borders 
soared. Now the U.S. is a significant exporter of this resource.

Are there key technology trends that are affecting how you 
might serve different global markets? From artificial intelligence 
to machine learning and advances in medical research, 
nanotechnology, environmental technologies and more, global 
markets are constantly influenced by the role that innovation plays. 
Can your company capitalize on these advances, or will they 
render your offerings obsolete?

Understanding the impact of innovation can help you find markets 
where your offerings can enhance, build upon, and leverage 
advancements in the market to better serve local customers.

HOW DO I PLAN FOR THE FUTURE?
Everyone knows that change is the one constant in a modern 
business. The markets you want to serve may look a certain way today, 
but they’ll almost certainly look and behave differently tomorrow.

What economic, political or sociological changes might affect your 
business in a year? Five years?

Maybe there are upcoming elections that could dramatically turn the 
tide—in your favor or not—for bringing more business into a country. 
Consider Brexit and its implications for UK-based businesses today.

Changes in laws and regulations can make business easier for 
some and more difficult, if not impossible, for others. Marketers, for 
example, must look carefully at the recent General Data Protection 
Regulation (GDPR) regulations in the EU and ensure that their 
customer data practices are compliant.

Industrial trends and indicators from economists, journalists and 
analysts can also help you plan for a number of variables that can 
impact your business both in the short term and in the long run.
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TEST, TEST, AND TEST SOME MORE
Now that you have your global map, your Attractiveness/Accessibility matrix and information about 

what markets might work for you, the best investment you can make is to test those markets through 

cost-effective, low-risk initiatives that can inform your next steps.

Start by evaluating your online presence, and looking for opportunities to localize your existing 

marketing efforts to address global markets. Consider the low-cost, low-risk act of translating 

your website and digital content channels—such as email and social media—to provide                      

content in the local languages of the markets you’ve targeted. Evaluating site and content 

performance and customer feedback can provide important intelligence about these markets     

before you spend significant capital. It can help you make key decisions about how to go to market   

in new countries, too.

Or consider establishing distribution partnerships with local partners or wholesalers—or even popular 

virtual marketplaces—to test product sales in specific countries. By providing them with accurately 

and comprehensively translated content, you can speed your time to market and get feedback, fast.

The best website translation solutions can help you localize your website and omnichannel      

content, as well as provide advanced technologies like APIs to integrate your content into                    

third-party systems and marketplaces. This can deliver seamless launches in new markets, and 

effortless content updates.
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CONCLUSION
Going global is a big commitment for your business. But it’s a challenge you can overcome with careful analysis, planning and smart 

testing. By carefully evaluating the markets you’ve targeted, looking critically at your own business and competition, and testing the 

waters of new markets through a comprehensive, localized digital presence and marketing, you’ll be well-prepared to evaluate what 

international markets can be beneficial and lucrative for your business.

ABOUT MOTIONPOINT
MotionPoint solves the operational complexity and cost of 

website localization. Unlike all other approaches, our technology 

and turn-key solution are built specifically for this purpose. 

We translate, deploy, and operate multilingual websites, 
optimizing the customer experience across all channels.



MotionPoint Corporation
info@motionpoint.com
www.motionpoint.com
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