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LI MINYONG, DAVIS (U097017U) 

 
 (1) Figure 4.1 describes four marketing information system activities for developing 
information – Assessing info needs, Developing needed info, Using info, and Distributing info. 
Determine how these activities would apply to Uniqlo, the Japanese retail chain, when it enters a 
foreign market. 
 
 
 
 
(2) Go to http://www.bmwusa.com/Standard/Content/BYO/Default.aspx. This web site allows 
you to design your own BMW car. Play around with the web site and provide suggestions of 
how BMW can use this web site to gather marketing intelligence. 
 
 
 
(3) Visit surveymonkey.com, a free online Web survey site, and sign in as a member.  
Using the tools at the site, design a ten-question survey on consumers’ perception and attitude 
towards the Youth Olympics Games. Send the survey to ten of your friends and look at the 
results. What did you think of this online survey method? Do you think it encourages more 
objective or more biased responses? 
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1.1 Ways to enter a foreign market. 
Direct Investment (Wholly-owned subsidiaries), exporting, franchising, licensing, joint ventures.  
 
In entering Singapore, Uniqlo had a joint venture with Wing Tai Retail Pte. Ltd, a wholly-owned 
subsidiary of Wing Tai Holdings. (http://www.wingtaiasia.com.sg/pdf/UNIQLO News Release.pdf) 
 
1.2 Assessing information needs 
Based on the above modes of expanding into a foreign market, Uniqlo would need the following 
information. (Note: Not exhaustive or by any order of importance) 

 Legal and religious regulations of the foreign country.  
-Uniqlo may need a joint venture in order to conform to government regulations. 

 Psychographics such as attitudes, interests, lifestyle, personality and values. 
 Demographics such as age, education levels, race, income trends & travelling habits. 

-Uniqlo is active in the market for men’s and women’s outerwear and children’s 
wear. E.g. Uniqlo should compete in children’s wear market in India than in 
China as India has a younger generation. 

 Cost, competitors and environment. (Is it an emerging or a saturated market?) 
 Enough resources and funds to handle the risks of entering the foreign market? 

 
1.3 Developing needed information 
1.3.1 Internal Data 
Prior to entering a foreign market, Uniqlo would have established an extensive internal database 
made up of information from its various departments such as the accounting, customer-service, 
marketing, operations and sales department. One drawback to note, this data ages quickly and is 
only limited to its current business operations. 
 
1.3.2 Marketing Intelligence 
Uniqlo may have analysed publicly available information about competitors and market 
developments. Below are some ways Uniqlo may have done marketing intelligence such as 
analysing competitors’ products, observing their ads, being their customer, signing-up their 
membership programme, surveying competitors’ customers and check for new patents, etc. 
 
1.3.2.1 Observe and pay attention to competitors’ ads – Social media, radio, TV, newspapers. 
These advertisements can tell Uniqlo the target audience and particular products their 
competitors are trying to promote. This will be useful information for Uniqlo to plan its own 
promotions and marketing campaigns. aaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaa 
  
1.3.2.2 Regular visits (Current competitive intelligence) – Dropping by their competitors’ 
brick-and-mortar shops to check on prices, on what they are promoting and even get display 
ideas, shop layout and architecture. If their competitors have a website, Uniqlo would have 
scrutinized how they emphasized their product features or benefits and how they positioned 
themselves to offer their value propositions. 
 
1.4 Distributing and using marketing information 
Uniqlo would use Intranet and Extranet to facilitate the distribution of marketing information to 
its various internal departments as well as to its value-chain members. Marketing information 
that is useful to Uniqlo is also useful to its suppliers and manufacturers. Once Uniqlo’s internal 
and external value-chain has symmetrical information; it can strengthen and promote its value 
proposition to foreign-based customers, making a strong start in the foreign market. 
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2.1 The link between customization and marketing intelligence 
“Value is shifting from companies that provide products to companies that can provide high 
customization at low cost (Dell) or who are solutions provider (IBM).” (Dr. Philip Kotler) 
 
By allowing customization of a product, a company can: 

 Expand its market and create new services. 
 Create customer delight. 
 Find out how customers are reacting to their brand and product. 
 Learn from their customers on emerging trends. 
 Forecast innovations to be included in future products. 

 
2.2 Possible market intelligence from BMW’s “Build Your Own” website 
 

There are different 
categories to help car 
enthusiasts start their 

customization. 

 
Categories: Series Horsepower Price Drivetrain Fuel efficiency Body style 
“Are 
customers..” 

BMW 
enthusiasts? 

Thrill 
seekers? 

Price-
conscious? 

Mechanical-
savvy? 

Money & environmental 
conscious? 

Image 
conscious? 

Possible 
intelligence 
gathered 

Is our brand 
name 
‘sticky’ 
enough? 

Should we 
introduce 
insurance 
policies or 
extra safety 
features? 

Income 
trends of 
our 
customers. 

Do we need to 
improve on our 
mechanical 
technology? 
How is our 
product being 
used? 

Should we roll out more 
hybrid models? Do we 
need to research more on 
our fuel-system 
technologies? 

Do we 
design more 
new models 
emphasizing 
status quo? 

Table 2.2: The above analysis is not exhaustive. They were just some examples of possible market intelligence. 

 
BMW can gather demographic and psychographic information of its potential market. For 
example, are customers largely price-conscious or thrill-seekers? If a user selects a model under 
the “Price” category, this may mean the user is likely to be price-conscious then being a thrill 
seeker. 
 
Other than collecting intelligence to monitor the 
environment or demographics and psychographics of 
BMW’s market, it is possible to learn new trends from 
customers. For example, the most popular colours for a 
car’s body.  How many customers would like to have a 
Global Positioning System (GPS) for navigation? How 
popular are its offered packages (E.g Premium Package.) 
 
Furthermore, collected intelligence enables BMW to do 
trend analysis that helps in forecasting demands such as 
car’s interior and external accessories, body paints, 
navigational and entertainment devices, types of car tyres 
and mechanical parts. aaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaa 
 

Page | 4 
 



LI MINYONG, DAVIS (U097017U) 

3.1 Design of questions 
First two questions as well as the last question on their age group test on the demographics of 
my respondents. For example, how active were they in sports activities such as swimming, 
jogging and basketball. This can be a starting point on analysing how the survey was answered 
among different respondents.  
 
Question three to nine tests on respondents’ 
perception and attitude towards the Youth 
Olympics Games (YOG) held in Singapore. For 
example, do they feel impressed by Singapore’s 
youth athletes’ performances? Have they 
purchased any YOG souvenirs? All YOG related 
questions were closed-ended to increase 
accuracy of the survey.  
 
 
 
3.2 Pros and cons of online surveys 
The pros: 

 Easily accessible to respondents. (Crossing geographical boundaries) 
 Highly affordable compared to other market research methods. 
 Reduces the high costs of gathering large sampling data.  
 Provides instantaneous results. 
 Able to enhance respondents’ survey experience through multimedia content*. 
 Allow respondents to be anonymous and therefore be at ease in answering questions. 

 
With regards to the YOG, online surveys offers high affordability and speedier responses for 
external companies to gather primary data than buying secondary data from research companies 
or buying such data from the Ministry of Community Development, Youth and Sports (MCYS). 
 
*Online surveys can also be entertaining. This might help respondents to be less bias and not 
rush through the survey questions.  
 
The cons:  

 The digital and physical divide.*  
 The inability to prevent duplicate respondents and control who’s in the sample.  
 The restriction of respondents’ expressiveness and clarification. aaaaaaaaaaaaaaaaaaaaaa  

(Unlike doing a survey face-to-face) 
 The manipulative nature of online responses. aaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaa 

(www.surveymonkey.com allows editing and deleting of responses.) 
 The possibility of missing or lost data due to power outages and broken Internet access. 

 
*Your sampling unit may not have access to the Internet or have difficulties using a keyboard 
and a mouse. For example, the senior citizens and the physically impaired. 
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3.3 Are online surveys encourages more objective or more biased responses? 
Biased responses may occur in how information is being collected and conducted. I will make a 
comparison among different information collection methods in order to show that these methods 
may encourage some form of bias response. I will then justify why online marketing research 
encourages more objective responses then more of bias responses in my concluding paragraph. 
 
3.3.1 Personal Interviewing 

• 3.3.1.1 Individual form  
This form of information collection may encourage bias responses. For example, 
trained interviewers may mislead the interviewee with the tone and choice of words 
while guiding the interviewee through the questions.   

 
• 3.3.1.2 Group form (Focus group interviewing) 

Respondents are not always open and honest in front of other people. Peer pressure 
may also occur. With a moderator, respondents may be discouraged to be informal or 
be at their most natural self. 

 
3.3.2 Telephone interviewing 
Respondents may not feel comfortable in discussing personal questions. This method may also 
introduce bias responses based on the way interviewers talk and how the questions were raised 
over the phone. 
 
3.3.3 Mail questionnaires  
This method has similar advantages with online surveys. Respondents may give more honest 
answers especially personal ones, this is because; no interviewer is involved to influence the 
way respondents answer. 
 
3.4 Conclusion 
I believe online web surveys encourage more objective responses. Objective responses mean 
questions answered were not influenced by personal feelings, interpretations, or prejudice but 
based on facts. One main feature of online surveys is anonymity. This could ease the 
respondents’ fear of being known and bringing out the most truthful answers in them. Similar to 
mail questionnaires, online surveys encourages honest answers to personal or sensitive survey 
questions. A good example of such sensitive surveys is a survey on sexual issues*. It is a 
common perception for people to view interacting with a computer as more comfortable than 
interacting with natural persons. It is this idea of hiding behind a screen that brings out the most 
natural and objective answers to surveys. 
 
*An example would be “The DNA Online Sex Survey” 
(http://www.dnamagazine.com.au/forms/form.asp?survey_id=17) 
 
 

A+  

Well done! Very detailed & insightful 
analysis to all questions. Keep up the 
good work! 

 
- End of assignment-  
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