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 This paper presents an empirical investigation to determine important factors influencing on 
selection of petrochemical market. The survey has accomplished among 97 randomly selected 
experts in petrochemical industry in Iran. The survey designs a questionnaire and distributes it 
among some experts and using binomial test; it has confirmed that except one factor, cultural 
affairs, other issues including political, cultural, regulations, economic, infrastructure, market 
potential, buyers’ potentials and buyer’s positions influence on market development. The 
implementation of Freedman test has indicated that Buyers’ positions are number one priority 
followed by buyers’ potentials, rules and regulations.  
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1. Introduction 

 

 

The choice of which country or countries to enter plays essential role on making appropriate 
decisions on market development (Smith, 1956; Edwards et al., 1973). Initial market entry decisions 
have typically concentrated on country evaluations based on macro-economic data (Cavusgil et al., 
2003; Hawkins & Mothersbaugh, 2010). While suitable in providing an initial screening of countries, 
other issues may also provide important insights in assessing international market opportunities 
(Keegan, 1982; Reeder, 1987; Cavusgil, 1997). Douglas and Craig (2001) reported that a wide range 
of contextual factors exert may impact on consumption choices and contribute to within-country 
heterogeneity. Market segmentation is one of the most popular techniques for choosing appropriate 
market (Arndt, 1974; Wind & Cardozo, 1974; Bonomo & Shapiro, 1983, 1984).  In fact, an 
appropriate market segmentation improves market share for business organizations (Sudharshan & 
Winter, 1998). Abratt (1993) determined the variables used in segmenting markets, the criteria used 
to form segments, the criteria implemented to select target segments, and the marketing actions 
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applied to reach the chosen segments. Hassan and Craft (2005) provided some support for existing 
link between global market segmentation decisions and strategic positioning options. 
Freytag and Clarke (2001) investigated the characteristics of industrial markets in association with 
some of the major industrial market segmentation techniques (Kamakura & Russell, 1989). To shed 
light on different market circumstances, they described a scale with simple market transactions at one 
end and complex relationship management at the other, recommending that the segmentation 
approach must be different for each end of the spectrum. They presented a general industrial 
segmentation model directed towards situations. The model stressed the relative importance of having 
a deep understanding of the customers' characteristics, requirements, future directions, as well as 
identification of what type of overall relationship could be required by the customer (Dwight & 
Baptista, 1995).  
 
During the past few years, there have been tremendous changes on ecommerce and many business 
owners try to offer their products and services through internet (Brennan et al., 2007; Sousa & Lages, 
2011).  Freytag and  Clarke (2001) investigated the characteristics of industrial markets in association 
with some of the major industrial market segmentation models. To understand the various market 
characteristics, they explained a scale with simple market transactions at one end and complex 
relationship management at the other, implying that the segmentation method must be different for 
each end of the spectrum. They presented a general industrial segmentation model directed towards 
situations characterized by relationships and networks. The model emphasized the relative 
importance of having a deep insight of the customers' characteristics, requirements, future directions, 
as well as identification of what type of overall relationship is needed by the customer. Simkin (2008) 
reported that good market segmentation plays essential role on business to business market 
development. 
 
Sheng and Mullen (2011) proposed a new model for export market opportunity analysis by 
integrating the marketing-based overall market opportunity index (OMOI) (Hass, 1995) with the 
economic-based gravity framework in order to evaluate export market potential, in total and for 
specific industries. They reported that market size, economic intensity, geographic and language 
distance, and regional trade agreements were predictors of export market attractiveness from a US 
firm's perspective. Sakarya et al. (2007) presented a tool composed of four criteria specific to the 
preliminary assessment of emerging markets (EM) as international expansion opportunities. They 
reported that case application exposed strong future market potential, manageable level of cultural 
distance, supportive and developing local industry and positive customer receptiveness for foreign 
products and business.  
 
Market entrance is another important component of business development and it must receive special attention 
when a business model is formed (Hutt, 1995; Hutt & Speh, 2010; Ojala & Tyrväinen, 2008; Kumar, 
2004).  
 
2. The proposed study  
 
In this paper, we propose an empirical investigation to determine important factors influencing on 
selection of petrochemical market more specifically PVC market. The proposed study considers the 
following eight hypotheses, 
 

1. Infrastructure issues influence on selection of petrochemical target market. 
2. Potentials of having good market influence on selection of petrochemical target market. 
3. Rules and regulations influence on selection of petrochemical target market. 
4. Political issues influence on selection of petrochemical target market. 
5. Economic factors influence on selection of petrochemical target market. 
6. Cultural factors influence on selection of petrochemical target market. 
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7. Purchasing characteristics influence on selection of petrochemical target market. 
8. Buyer’s positions influence on selection of petrochemical target market (Bann, 1993).  

 
The proposed study of this paper designs a questionnaire consists of 35 questions where 4 questions 
are devoted to political issues, 6 questions are related to rules and regulations, 4 questions are 
associated with cultural affairs, 6 questions are concerned with infrastructures, 7 questions are related 
to market potentials and finally 4 questions are associated with purchase occasions. All questions are 
designed in 5-item Likert scale by adopting the method developed by Wood and Robertson (2000). 
The population of this survey includes all 127 professionals in petrochemical industry. The sample 
size is calculated as follows, 
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where N is the population size, qp 1 represents the yes/no categories, 2/z is CDF of normal 
distribution and finally  is the error term. Since we have 96.1,5.0 2/  zp and N=127, the number 
of sample size is calculated as n=97. All participants in our survey were male and Fig. 1 shows other 
personal characteristics of the participants. 
 

 
Years of education Years of job experience Age 

 

Fig. 1. Personal characteristics of the participants 
 
As we can observe from the results of Fig. 1, most participants were middle aged people, maintained 
a master’s degree and had at least 5 years of job experience. Cronbach alpha has been calculated as 
0.83, which is well above the minimum acceptable level. In order to do any statistical observation, we 
need to find out whether the data are normally distributed or not. Table demonstrates the summary of 
our findings, 
 
Table 1 
The summary of Kolmogorov-Smirnov (Z) test 
Factor N Z Sig. 
Political  97 1.49 0.01 
Cultural 97  1.374 0.046 
Rules and regulations 97  2.515 0.00 
Economic 97  1.719 0.005 
Infrastructure 97  1.941 0.000 
Market potential 97  1.603 0.01 
Buyers’ potentials 97  2.804 0.00 
Buyer’s positions 97  3.686 0.00 
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As we can observe from the results of Table 1, none of the factors is normally distributed when the 
level of significance is 5%. Therefore, we need to use non-parametric tests to examine the hypotheses 
of the survey.  
 
 
3. The results 
 
We now use Spearman correlation test to examine the relationships between various components of 
the survey. Table 2 demonstrates the summary of our findings. 
 
Table 2 
The summary of Spearman correlation test 
Factor Political Cultural Regulations Economic Infrastructure Market 

potential
Buyers’ 
potentials 

Buyer’s 
positions

Political 1        
Cultural 0.422** 1       
Regulations 0.121 0.159 1      
Economic 0.027 -0.14 0.351** 1     
Infrastructure -0.001 0.188 0.091 0.012 1    
Market potential 0.011 -0.243* 0.260* 0.479** 0.410** 1   
Buyers’ potentials 0.162 0.276** 0.206* 0.055 0.371** 0.221* 1  
Buyer’s positions -0.142 0.116 0.208* -0.315** -0.048 -0.212* 0.255* 1 
*Sig. = 0.05 
**Sig. = 0.01 
 

As we can observe from the results of Table 2, there is a positive and meaningful relationship 
between political and cultural factors (r = 0.422, Sig. = 0.01) and between buyers’ potentials and 
cultural factors (r = 0.276, Sig. = 0.01). In addition, there is a positive and meaningful relationship 
between economic and regulations (r = 0.351, Sig. = 0.01) and positive and meaningful relationship 
between market potentials and economic (r = 0.479, Sig. = 0.01) and infrastructure (r = 0.410, Sig. = 
0.01). In our survey, there was a negative and meaningful relationship between market potential and 
cultural factors (r = -0.243, Sig. = 0.05) and between buyer’s positions and economic factors (r = -
0.315, Sig. = 0.01). We have also performed Freedman test to learn the effect of each component on 
development of target market and Table 3 demonstrates the results. 
 
Table 3 
The results of Freedman test 
Factor Political Cultural Regulations Economic Infrastructure Market potential Buyers’ potentials Buyer’s positions
Mean value 5.15 1.46 5.30 4.03 2.39 4.93 5.99 6.74 
Rank 4 8 3 6 7 5 2 1 

 
According to the results of Table 3, Buyers’ positions are number one priority followed by buyers’ 
potentials, rules and regulations, political affairs, market potential, economic and infrastructure as 
well as cultural issues. We have also performed a binomial test to verify the effects of eight factors on 
market development and the results indicate that only the effect of cultural factors was insignificant 
and the effects of other factors were significant (α = 0.05). 
 
5. Conclusion 
 
In this paper, we have performed an empirical investigation to study the effects of eight factors on 
development of target market. The survey have designed a questionnaire and distributed it among 
some experts and using binomial test, it has confirmed that except one factor, cultural affairs, the 
other issues including political, cultural, regulations, economic, infrastructure, market potential, 
buyers’ potentials and buyer’s positions influence on market development. The implementation of 
Freedman test has indicated that Buyers’ positions are number one priority followed by buyers’ 
potentials, rules and regulations.  
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