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Abstract 

The aim of this study is to solve the problem of determining the most appropriate new market upon which Güral 
Porcelain, a Turkish ceramic company exporting to various countries, will invest within the scope of market 
development strategy. In accordance with the purpose of the study, analytic hierarchy process (AHP), which 
enables to choose the most appropriate one among the alternatives by using both numeric and nonnumeric 
criteria, was used. The study was carried out together with Güral Porcelain Export Department Executive. Total 
eight main criteria were determined in the study: operating assets, communication infrastructure of the target 
market, economic growth rate, proximity to other markets, competitive advantage in the target market, demand, 
functioning of the legal system and trade agreements with the target market-exemption. After paired comparison 
of the main criteria, their relative importance values were determined. According to these significance values, it 
was seen that the criterion of “demand in the target market” was the most crucial criterion in choosing the new 
market to invest on for Güral Porcelain. Relative importance values of the alternatives were computed and the 
most suitable new market for Güral Porcelain to invest was determined to Northern Iraq. This was presented to 
the Güral Porcelain Export Department Executive. In this study, the most appropriate market for Güral Porcelain 
to invest was determined using AHP. Thus, decision makers seeking for new markets to raise their brand value 
in global porcelain sector were guided in determining the most suitable target market. 

Keywords: growth strategy, Ansoff matrix, market development, market selection, Analytic Hierarchy Process 
(AHP) 

1. Introduction 

Strategic change process is determined using the data acquired from the interaction between strategies and 
environmental elements, business structure and dynamics (Ansoff, 1987:514; Lombriser and Ansoff, 
1995:95-108). In this context, according to Ansoff (1977:58-77), trade environment in the market, state subsidies, 
political environment, job safety and constraints, market resistance and potential, laws, social norms, resources 
and background information, business structure, capabilities and culture should be analysed. Ansoff (1975:26) 
claims that these three main elements in strategic change improve awareness and approach of the business, 
enhance its flexibility and enable its development by making the right move to opportunities and against threats.  

Growth is a crucial performance criterion and success scale for businesses (Skrt, 2004:108). Due to the powerful 
effect of competition, business executives aim to grow by launching new products, adding additional values to 
existing products and acquiring new markets (Porter, 1996:6-17). In order for businesses to grow, they should 
possess certain principles. Businesses should provide presentations at the right time and place to the right 
customers involving existing or new products that will meet the customer needs through new processes and 
appropriate distribution paths, will do them some good and will be able to be differentiated from rival products. 
Within this process, the following are important: innovation in product production and delivery, pursuing the 
opportunities that could give competitive advantage, sustainability, a clear vision, long-term strategies, effective 
risk management, a successful administration and profitability (McKaskill, 2010:4-7)  

Ansoff (1965:163-164) emphasizes that businesses are affected by their environment and should defined the 
main environmental elements to plan their activities. Within the scope of this definition, the product dynamics 
should be analysed first. Technologic development, increase in customer demands and product innovations have 
become important tools for businesses to acquire competitive advantage and for their growth. Also, businesses 
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are in search of new markets for their existing and/or new products. Cilley (2011:32) states that the market 
penetration, product development, market development and diversification strategies in Ansoff matrix give 
businesses cost efficiency and provide them with the best growth opportunities. Businesses wanting to grow in 
international markets adopt market development strategy and have to decide upon the best market to invest. 
There are numerous criteria in choosing a market to invest like market size, its growth rate and technologic 
development, the business’s existing and potential market share, appropriateness to business strategies, the 
business’s capabilities in product features and delivery, its coherence to distribution channels in the market, its 
achieving sustainable competitive advantage, easy access to customers, its coherence to marketing programs, its 
image and risk level that it can cope with (Callaghan & Morley, 2002:765) In this study, the most suitable new 
market for Güral Porcelain to invest within the scope of market development strategy was determined using 
Analytic Hierarchy Process (AHP).   

The study is comprised of five sections. In the first section, the problem of new market for Güral Porcelain to 
invest within the scope of market development strategy is explained. In the second section, Ansoff matrix, which 
can be used by businesses while determining their growth strategies, is explained. In the third part, AHP, used 
while deciding upon the new market, and application in marketing area are analysed. In the fourth part, the 
hierarchy model for Güral Porcelain to choose the most suitable market to invest, analytic applications and 
research findings are presented. The last section presents assessment of the results. 

2. Literature Review 

2.1 Determining Growth Strategies of Businesses: Ansoff Matrix 

Strategy selection involves understanding of the basics of strategic decisions to be followed by businesses both 
at corporate level and in terms of their departments. The alternatives businesses will determine for growth 
strategies emphasize the points to advance and their course of action. In the process of strategy selection, 
businesses should define the rudiments, where they will have competitive advantage, in terms of market, 
customer and business capabilities (Johnson, Scholes, & Whittington, 2005:18-23).  

Management of business strategies covers four stages; strategy analysis in which external environment and 
in-business capabilities are assessed, defining strategies, application of strategies and performance evaluation. 
Doing external environment analysis during strategy analysis allows determining strategies by determining the 
evolving environmental conditions and taking the likely risks into account. In this process, PESTLE analysis and 
Porter analysis provide insights for future opportunities and threats. MOST analysis, used in the evaluation of 
in-business capabilities, determines the main capabilities of a business and opportunities for its success. The 
stage of defining strategies aims to reveal the conditions a business face with and to determine the course of 
action accordingly thanks to out-of-business environmental analysis and determination of in-business capabilities. 
In this process, SWOT analysis and Ansoff matrix are used. The main challenge at the stage of strategy 
application is the need for coordination to conduct the required alterations when the business is aware of the 
process of strategy application and when some alterations are needed for the success of the business. 
Performance evaluation is based on the need for evaluating the performance of the business. The techniques, 
used at this stage, which allow defining performance scales and evaluation are critical success factors/key 
performance indicators and balanced score cards (Cadle et al., 2010:3-21). 

Defining business strategies determines the way the growth decisions will go. The two key elements in 
businesses’ determining growth strategies are product and market. A product is a value presented to customers 
by a business. Depending on time and changing market conditions, changes and upgrades are required on the 
product. Market is classified and assessed according to different criteria. Success of growth strategies depends on 
coherence to market conditions (Lowy & Hood, 2004: 135). In terms of business, growth enables development 
and success in evolving markets by taking opportunities (Aaker & McLoughlin, 2010:5-6). In this context, 
certain factors should be taken into account while determining growth strategies for businesses. First of all, 
economica, political, international trends and trends in the industry of activity should be analysed. Competitive 
power of the business should be determined. Business performance that will serve application of growth 
strategies should be improved, production costs should be monitored and kept under control (Ansoff, 
1957:114-115).  

Fig. 1 presents Ansoff matrix used in defining growth strategies of businesses. Crosby (2012:12) characterized 
the strategies in Ansoff matrix in terms of risks. In this evaluation, he defined market penetration strategy as 
“low risk”, market and production development strategies as “moderate risk” and diversification strategy as 
“high risk”.  
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 Existing Product New product 

Existing Market 
Market Penetration 
Strategy 

Product Development 
Strategy 

New Market 
Market Development 
Strategy 

Diversification 
Strategy 

Figure 1. Ansoff growth matrix 

 

2.1.1 Market Penetration Strategy 

Market penetration is defined as a business’s growth in the existing market with its existing products. This 
strategy urges customers to buy more frequently and buy more products at every purchasing (Kotler, 2003:73). 
This strategy depends on predicting whether a business will be able to get a bigger market share in the existing 
market with its existing products. Success in market penetration depends on existing customers’ buying more 
products more frequently, gaining rivel business’s customers and persuading potential customers who haven’t 
purchased from that business yet to do some purchasing (Kotler, 2000:75). If businesses can form strong 
relations with customers, customers’ purchasing frequency and amount can be increased; besides, by existing 
customers’ recommending the business and its products to their vicinity, new customers can be acquired with no 
cost (Şener & Behdioğlu, 2013:167). Market penetration strategy enables to access to such local resources as 
distribution networks in the target market, local businesses and authorities (Meyer & Tran, 2006:179). However, 
increasing influence in foreign markets might also cause businesses to bear more marketing costs (Arkolakis, 
2008: 31). 

2.1.2 Product Development Strategy 

Today’s competititve pressure makes it necessary for businesses to go into markets with different products and 
attempt to increase their market share (Preston, 1990:11). It is important for businesses to develop new products 
to get competitive advantage. Within the process of developing new products, being ready for changes, forming 
project teams, determining product development stages, efficient auditing and being a learner organisation are all 
required (Takeuchi & Nonaka, 1986:137-146). Also, the process of product development should be evaluated 
from various perspectives like preferences of product users, competition level at the market, rival product 
designs, functional capabilities of the business, technical superiorities and price determination criteria (Gotzsch, 
Chanaron & Birhall, 2006: 1-15, Yelkur & Herbig, 1996:38-43).  

In this context, businesses’ being able to form close relations with their customers enables the business to learn 
about customer expectations, determine the market trends and monitor the rival businesses’ presentations. These 
findings affect the new product manufacturing of businesses positively (Yli-Renko & Janakiraman, 2008:144). 
Product development decisions of businesses are also affected by the needs of industrial applications. On the 
other hand, existence of product development organisations in businesses enables team members to determine 
the process for product development and find out productivity-enhancing tools. Performance evaluation of the 
team and exposing the employees to a rewarding system show that product development has been shaped 
withing a social system and environment (Krishnan & Ulrich, 2001:1-21).  

If businesses can manage their time, efforts, tangible assets and employees accurately, product development 
strategy generally results in success. Not understanding or accepting the good product ideas during product 
development activities might lead to missing many opportunities. Also, allocating resources with inappropriate 
ideas might cause problems for the business. On the other hand, the cost of routine activities of the business 
might affect product development negatively. In this context, the most crucial challenges in developing product 
development strategies are executives’ inability to define strategies for innovation and their not knowing clearly 
how to formulate new product strategies (Crawford, 1972:49-58). For product development, innovation 
strategies are required and innovation strategies should be coherent with the business’s aims and targets. In this 
process, aims for product innovation should be defined clearly, the role of product innovation should be 
determined within the business aims, strategic areas to be focused on should be determined and necessary 
resources should be allocated from the budget (Cooper & Edgett, 2010:33-40). 

2.1.3 Diversification Strategy 

Efficiency of a business in market research is developing its market with new products (Kumar, 2010:96). 
Diversification strategy requires using new techniques, new capabilities and qualities for original products. It 
also necessitates physical and organizational changes in the business structure and bears very different 
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characteristics than its past experience (Ansoff, 1957:114). With diversification strategy, a business can perform 
different activities in various industries in the long-term. The business, however, should be careful in this process 
while deciding which activities to sustain and which ones to quit. Characteristics of diversification strategy are 
effective on the corporate structure and contribute to formation of a decentralist structure (Chandler, 1959:73).  

2.1.4 Market Development Strategy 

Market development strategy depends on the fact that customers prefer and purchase a business’s existing 
products in new markets rather than the rival products (Kumar, 2010:96). Market development to boost selling is 
achieved by accessing to new segments and turning nonusers into customers of the business (p.320). Therefore, 
new geographic areas, new departments with demographic qualities, new institutional markets or market 
departments with new life forms might be among the aims of a business. Businesses are in search of new users 
for their existing products. The main danger in this strategy is that the brand might fail because it hasn’t 
understood customer characteristics, needs and demands adequately and clearly (Schultz, 2004:7-9). Market 
development approach requires more extensive evaluation of market system. Determining the players in the 
market, their strengths and their roles in the value chain is crucial. Also, evaluation of the new probable players 
in the market is necessary during decision making. Evaluation of existing and potential players is the basic for 
market-oriented solutions and decisions of business (Lusby, 2006:341-343). 

Businesses try to determine new opportunities that might be useful for their development. In this context, it is 
important to find and get into new markets (Kotler & Keller, 2011:43). With the effect of globalisation on 
competition, businesses have had to make a choice about which international markets to get into (Caves & 
Mehra, 1986:448). Success of market development strategy primarily requires understanding the market 
characteristics from customer’s perspective and comparing the products with the rivals in the market. This 
determination is necessary to determine appropriate business targets and strategies for the market. When a 
business enters a country it has determined, it can also expand its market to other countries showing similar 
characteristics (McDonald, 2006:125). Because the effect of social and political institutions on market 
development strategy shows discrepancies according to different countries and regions, these factors should be 
analysed carefully during decision-making (Casson & Lee, 2011:37). 

Accurate market selection for investment is a crucial decision for businesses in international markets within the 
scope of development strategy (Nowak, 1997: 93). Businesses focused on new markets should develop their 
strategies accordingly. In this process, after defining the country upon general principles, customer segments are 
determined upon specific criteria (Steenkamp & Hofstede, 2002:208). While defining the countries, the primary 
criteria are trade, economic, political and cultural aspects and then the second stage involves ranking the 
countries according to their weights in these aspects (Cavusgil, 2004:607). Businesses that want to expand to 
international markets and increase their selling and profitability are also supported by state policies. The biggest 
deterrent for businesses to develop international markets is lack of information about foreign markets (Mullen, 
2008: 47-54).  

3. Research Methodology 

One of the leading brands in its sector with its superior technology and production diversity, Güral Porcelain has 
been active since 1989 and exports to 52 countries. Güral Porcelain management have been planning to get into 
new foreign markets to expand their trade network. Therefore, the management is faced with a problem of 
determining the most appropriate new foreign market to invest for their products. In this study, the most suitable 
new market for Güral Porcelain to invest within the scope of market development strategy was determined using 
AHP.  

One of the Multi Criteria Decision Making (MCDM) techniques, AHP was developed in 1976 by Thomas L. 
Saaty (Saaty, 2000). AHP method has long been used in many areas like logistics and manufacturing decisions 
due to its validity and ease of use (Ho, 2008). AHP takes both numeric and nonnumeric criteria into account 
during problem solution process for decision-making and presents decision problems within a hierarchic 
structure so as to involve multiple periods, decision-maker and criteria (Koç & Burhan, 2014). AHP decision 
process is basically comprised of five steps: The first and most ctucial step of the process is formation of the 
hierarchic structure, namely the model, of the decision problem by determining the target, alternatives, criteria 
and subcriteria, if any, of the decision problem (Wind & Saaty, 1980). Especially in complex decision problems, 
it is important to determine the criterion. For this purpose, the literature and experts are consulted. The hierarchic 
structure of a decision problem involves the target, alternatives, criteria and subcriteria, if any. Figure 2 presents 
the general image of hierarchic structure. 
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Figure 2. General structure of the hierarchy (Saaty, 2000) 

 

The second step of the process is data acquisition during which data are gathered through paired comparison. In 
paired comparison, the decision-maker is asked to paired-wisely compare the main criteria taking the target into 
account, the sub-critaria taking every main criterion into account and the alternatives taking all the criteria into 
account. In these comparisons, relative importance scale valued between 1 and 9 developed by Saaty as seen in 
Table 1 (Saaty, 2001).  

 

Table 1. 1-9 scale used in paired comparisons 

Importance 
Degree 

Definition Explanation 

1 Equal importance The two compared elements are of equal importance. 
3 Medium importance One element is more important than the other at medium level. 
5 Strong Importance  One element is more important than the other at strong level. 
7 Very strong importance One element is more important than the other at very strong level. 
9 Extreme importance One element is more important than the other at extreme level. 
2,4,6,8 Intermediate values Importance levels used if no decision can be made between two importance levels.

Resource: Saaty, 2001. 

 

Paired comparisons give paired comparison matrix and after obtaining all paired comparison matrices, their 
inconsistency rates are computed to determine the probable erroneous evaluations of decision-maker in 
comparisons. While some resources say that inconsistency rate should be smaller than 0.10 for consistency, 
some others accept smaller than 0.20 adequate (Cox, 2000; Soma, 2003). As inconsistency rate converges to 0, 
consistency of decisions will increase accordingly. Therefore, if inconsistency rate has unacceptable values, the 
decision-maker should reconsider his/her judgements. If inconsistency rate isn’t at desired level in all matrices, 
paired comparsions for the relevant matrices should be repeated. On the other hand, if inconsistency rate is at 
desired level, it can be continued with the following step.  

The third step is synthesis. At this step, the decisions taken from the decision-maker through paired comparisons 
are analysed and their importance levels of alternatives and criteria are determined. At the final step of AHP, the 
best alternative is determined according to the relative importance values acquired through synthesis. Thus, the 
best decision has been taken for decision-making problem and is presented to decision-makers.  

AHP is a precious method for developing marketing strategies and is useful in determining not only marketing 
strategies that allow achieving both customer and business targets but also effective location approach. During 
planning process, it activates executives of strategic business units and top executives. It entails a process that 
requires meticulous situation analysis, creativity in the development of strategic alternatives and evaluation of 
the alternatives rationally. This process not only allows the management to integrate different perspectives but 
also helps to achieve an agreement despite different opinions. Instead of long reports, it produces short 
operational planning documents. It is also a tool in achieving various functional efforts and their harmony while 
applying business strategies. Besides being a process urging meticulous analyses, it is also a continuous method 
because it allows upgrading and necessary changes (Wınd, 1987: 287).  

Alternatives 

TARGET 

Criterion Criterion Criterion Criteria 

Alternative-1 Alternative-2 Alternative-n 



www.ccsenet.org/ijms International Journal of Marketing Studies Vol. 6, No. 5; 2014 

154 
 

In this context, AHP can guide marketing strategies with its use while determining target market and distribution 
channels, developing and evaluating new product concepts and forming a marketing mix (Wind and Saaty, 1980, 
642). Subramanian&Ramanathan (2012:215-241) emphasize the importance of AHP for businesses to develop 
effective solutions in managerial decisions at points determined by researcher and executives.  Also, Boer et al. 
(2001:75-89); Dulmin and Mininno, (2003:177-187); Sonmez, (2006:1-34) state that AHP is an effective 
solution tool in the most appropriate supplier selection process among the potential suppliers for businesses in 
terms of quality. Liao (2011: 831) made use of analytic hierarchy process to develop new products at the most 
appropriate price level depending on the market characteristics. Tao and Qian (2014:285-288), by focusing on 
customer demand and market segments, integrated international market classification of automobile industry 
with strong characteristics of brands. In that study, by using AHP, target market and cars appropriate for that 
market were determined for Chinese car brands. AHP has also become an effective method used in the process 
of selecting the most suitable foreign market. Businesses evaluate foreign markets with AHP using weighting 
method in terms of their characteristics, advantages and thus seize the opportunity of determining the best 
foreign market for themselves (Lesmes, Buitrago, & Cendales, 2009:14; Priya & Venkatesh, 2012:143-153). 
Abari et al. (2012:6297) used AHP in selecting target market and stated that businesses can decrease their costs 
and increase their profitability, quality and work-performance by means of selecting the appropriate target 
market. Kariznoee, Bijandi, Maddah and Mogharabi (2014:466), in their study to determine important main and 
sub-criteria in selecting target market in food industry, determined four main criteria the most important of 
which is cost criterion and the others are market size, competition environment and culture. Seçme, 
Bayrakdaroğlu and Kahraman (2009:11699) used this method while determining the priorities of five top banks 
in Turkish banking sector according to financial and non-financial criteria within the scope of service marketing. 

4. Analysis and Results 

In the this study, decision problem of Güral Porcelain involving various criteria soluble and insoluble 
numerically was solved using AHP method. At the first stage of the process, the problem was defined, 
alternatives and criteria were determined with the literature and export executive of Güral Porcelain were 
consulted. As a result of the meetings, it was determined that the alternative most appropriate new markets were 
Northern Iraq, Brasil and Cuba. The criteria were determined upon literature review and interviews with the 
decision-maker. Total eight main criteria were determined in the study: operating assets, communication 
infrastructure of the target market, economic growth rate, proximity to other markets, competitive advantage in 
the target market, demand, functioning of the legal system and trade agreements with the target 
market-exemption. At the second stage, hierarchic model was set up as shown in Fig.3.  

 

 

 
Figure 3. Hierarchy model developed for Güral Porcelain’s decision problem 

 

Afterwards, paired comparisons were conducted using Saaty’s 1-9 scale and the data were obtained by taking the 
judgements of the decision-maker. After completing the paired comparisons, paired comparison matrices were 
obtained as seen in Table 2. 
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Table 2. Paired comparison matrix for the main criteria  

 Operating 
Assets 
 
 
 
(A) 

Communication 
Infrastructure of 
Target Market 
 
 
(B) 

Economic 
Growth 
Rate of 
Target 
Market 
(C) 

Competitive 
Advantage in 
Target 
Market 
 
(D) 

Demand 
in Target 
Market 
 
 
(E) 

Functioning 
of Legal 
System in 
Target 
Market 
(F) 

Proximity 
of Target 
Market to 
Other 
Markets 
(G) 

Trade 
Agreements 
with Target 
Market and 
Exemptions 
(H) 

(A) 1 7 7 7 1/9 1/7 1 1/9 
(B) 1/7 1 1/2 1/2 1/9 1/7 1/3 1/9 
(C) 1/7 2 1 1 1/9 1/7 1/3 1/9 
(D) 1/7 2 1 1 1/9 1/5 1/3 1/7 
(E) 9 9 9 9 1 3 7 2 
(F) 7 7 7 5 1/3 1 3 1/2 
(G) 1 3 3 3 1/7 1/3 1 1/7 
(H) 9 9 9 7 1/2 2 7 1 

 

As seen in Table 2, “Operating Assets” criterion has an importance level at «very strong level» compared with 
“Communication Infrastructure of Target Market”, “Economic Growth Rate of Target Market” and “Competitive 
Advantage in Target Market” criteria, its importance level is low at «very strong level» compared with 
“Functioning of Legal System in Target Market” criterion. Judgements of the decision-maker for the other 
criteria are interpreted similarly.  

After obtaining all the paired comparison matrices, incoherence rate was checked for each matrix. At this stage 
and the analysis stage, Expert Choice package program was used. The matrices wree decided to be coherent 
because incoherence rate for all the criteria was between 0 and 0,09 and these values were below 0,10. At the 
analysis stage of the process, weights were computed for criteria and alternatives and the most appropriate 
market was selected. Fig.4 presents the relative importance levels obtained as a result of the analyses. 

Accordingly, it is seen that “Demand in Target Market” criterion is the most important criteria for Güral 
Porcelain in selecting potential target market with (0.350) importance value followed by Trade Agreements with 
Target Market and Exemptions (0.274), Functioning of Legal System in Target Market (0.175), Operating Assets 
(0.079), Proximity of Target Market to Other Markets (0.054), Competitive Advantage in Target Market (0.026), 
Economic Growth Rate of Target Market (0.024) and Communication Infrastructure of Target Market (0.019). 

 

 
Figure 4. Relative importance values for the problem of Güral Porcelain’s selection of the most suitable new 

market 
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The last stage of AHP process involves determination of the most appropriate market and application of the 
results for which relative importance levels were computed for alternatives and are presented in Table 3. As seen 
in Table.3, Northern Iraq alternative is determined to be the most appropriate new market to invest. The findings 
were presented to Güral Porcelain Export Department together with their interpretations. 

 

Table 3. Relative importance values for alternatives 

 
 

5. Discussion and Implications 

Sustaining their existence and advancing within the global competitive environment are possible for businesses 
if they can take the appropriate opportunities for them. Businesses determine and apply growth strategies 
according to the interaction between environmental elements, business structure and strategies. Businesses seek 
for new markets for their existing products and evaluate the markets appropriate for their strategies in terms of 
their characteristics. Sakarya et al. (2006), emphasizes the importance of four basic critical factors to develop 
international markets. These are future potential of the market, managemet of cultural differences, positive 
attitudes of customers to foreign products and businesses with their supportive and developing local industries, 
development of expanding markets and taking the resource opportunities (Sakarya et al., 2006:208-230). White 
and Griffith (1997:173) advocate that cost, customer and innovation oriented business strategies are basic in 
determining international markets and target market’s behavioural traits. Rahman (2006:73) points out that while 
determining the target country, cost and political indicators of that country should be taken into account. 
O’Farrell and Wood (1994:243-261) prenet the main determiners in international market selection as market size, 
geographical proximity, cultural difference, market similarity, state regulations, international experiences of the 
business.  

Having been active in porcelain sector for a long time, Güral Porcelain is also looking for new markets to export 
within the scope of market development strategy. Because the problem of determining the most appropriate 
market to invest involves tangible/intangible and many conflicting criteria, it is a complex decision problem. 
Therefore, AHP is a suitable method for such a problem. In this study, the problem of Güral Porcelain to 
determine the most appropriate new market to invest has been studied. Firstly, the problem was defined and 
criteria and alternatives were determined with the decision-maker. After building a hierarchic model for 
decision-problem, by doing paired comparisons, paired comparison matrices were obtained. Inconsistency rates 
were computed for the matrices and, determining that all the matrices are consistent, their relative importance 
levels were computed. According to the relative importance levels shown in Fig.4, “demand in target market” 
was found to be the most important criterion for Güral Porcelain to determine a new market. Relative importance 
levels of the alternatives were also computed and according to these values shown in Table.3, Northern Iraq 
alternative was determined to be the most suitable market.  

Results from this study provide important implications for export executive of Güral Porcelain to determining 
the most appropriate new foreign market to invest for their products. Operating assets, communication 
infrastructure of the target market, economic growth rate, proximity to other markets, competitive advantage in 
the target market, demand, functioning of the legal system and trade agreements with the target 
market-exemption criteria’s influence to determining the most appropriate new foreign market to invest for their 
products supported by literature. The conclusions of the study were presented to Güral Porcelain Export 
Department as a written report and accepted by the decision-maker as applicable.  

6. Further Research 

The fact that the study deals with a real-life problem and puts forth an applicable solution to it is an important 
contribution in terms of providing a course of action to businesses encountering similar challenges. On the other 
hand, criteria determinable upon literature review and interviews with the decision-maker in different sector or 
other business. In this way, different criteria and markets pollable for business in different sector or business in 
the same sector. 
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