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ABSTRACT

This study examines a strategic market-entry problem faced by German businesses exploring India: how to convert a broad business requirement into a structured
and actionable set of market opportunities, potential customers, technology partners and competitors. Using an exploratory-descriptive research design, the study
develops a practical framework linking requirement definition, sector analysis, company identification, screening, classification and decision-support
communication. The findings indicate that research effectiveness depends less on information volume than on relevance, evidence, consistent classification and
clear presentation. The study proposes a strategic research funnel for more systematic and efficient international market-entry assessment.

Keywords — Market entry, Strategic advisory, German companies, India, B2B marketing, Company identification, Competitor analysis, Business
research

Paper type — Applied case study / Internship-based research paper

1. Introduction

International market entry requires firms to understand a target country's business environment, identify relevant organisations and translate market
information into decisions. For German businesses exploring India, this process can be especially information-intensive because the decision-maker on
the client side may need a structured view of sectors, customers, partners, competitors and other ecosystem participants before considering commercial
action. In this context, strategic advisory work acts as an information bridge between a business requirement and a target-market opportunity.

The study is not intended to evaluate the study context's financial performance or claim a complete market share for the organisation. Instead, it examines
the practical research process used during the study context: requirement understanding, sector research, company discovery, screening, classification
and presentation. This focus is important because strategic research creates value when information is made relevant and usable for a decision-maker.

1.1 Research problem

A common challenge in cross-border business development is the conversion of a broad question such as ‘Which Indian companies could be relevant?'
into a defensible and usable shortlist. A simple online search can generate many company names, but quantity alone does not establish strategic relevance.
The researcher must understand the client requirement, define the relevant sector, identify plausible organisations and determine whether each company
is a potential customer, technology partner, competitor or another stakeholder.

1.2 Research questions

» How can a structured secondary-research process support German business requirements relating to the Indian market?
» What role do company identification, screening and classification play in making market-entry research actionable?
» How can Excel, written reports and PowerPoint presentations convert detailed research into decision-support information?

» What practical strategic learnings emerge from the research study at the study context?
1.3 Research objectives

* To examine the process of supporting German business requirements connected with the Indian market.
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* To analyse the role of structured company research in identifying potential customers, technology partners and competitors.
* To develop a conceptual research funnel linking market understanding with decision-support outputs.
* To connect MBA theories of international business, market entry, B2B marketing and competitive analysis with study context practice.

* To identify process improvements that can make strategic company research more consistent and efficient.

2. Literature Review

Market-entry research sits at the intersection of international business, strategic management and marketing. International market-entry literature
emphasises the need to evaluate a target country's environment, competitive conditions and potential modes of participation before committing resources
(Root, 1994). In an advisory setting, this broad evaluation must eventually be connected to specific organisations and relationships.

Porter's competitive strategy framework highlights rivalry, buyer power, supplier power, substitutes and the threat of new entrants as dimensions that
influence industry attractiveness (Porter, 1980). In the study context, this logic is particularly relevant to competitor identification. A competitor is not
merely another company in the same broad industry; it is an organisation whose offering, technology or business model may address the same need or an
alternative need relevant to the client.

Market research literature also distinguishes between data collection and decision-oriented analysis. Malhotra et al. (2017) describe marketing research
as a systematic process for identifying information needs, collecting information and using findings for decision-making. This principle closely reflects
the study context workflow: the research began with a requirement and ended with a structured output rather than with an unorganised list of web search
results.

B2B marketing further strengthens the importance of organisational fit. Unlike many consumer decisions, business relationships may involve multiple
stakeholders, technical requirements, complementary capabilities and longer decision cycles. Therefore, the identification of a potential customer or
technology partner requires an understanding of business activities and strategic fit rather than only brand visibility.

PESTEL analysis provides a macro-environmental lens covering political, economic, social, technological, environmental and legal factors. Its value in
market-entry research lies in ensuring that company-level analysis is not detached from the wider environment. SWOT analysis can then organise
strengths and weaknesses with external opportunities and threats, while Porter's framework helps interpret competitive structure.

Taken together, these perspectives suggest a layered research process: macro environment, sector structure, company universe, strategic fit and decision-
support communication. The research experience at the study context provides a practical case through which this layered approach can be examined.

2.1 Research gap and contribution

Much of the market-entry literature is concerned with entry modes, internationalisation choices or firm-level strategy. Less attention is given to the
operational research funnel through which an advisory team converts a client question into a structured set of potential Indian organisations. This paper
contributes an research-context-based account of that operational layer. It focuses on the research discipline behind customer, partner and competitor
identification and on the communication formats used to make the research usable.

3. Methodology

The study adopts an exploratory-descriptive case-study approach. The case is the strategic research workflow observed during the author's study at the
study context. The methodology is primarily qualitative and process-oriented, with secondary research as the main data source. Exact project-wise sample
sizes were not supplied in the study information and are therefore not stated.

3.1 Research design

The research design follows five broad stages: understanding the requirement; understanding the market or sector; discovering candidate companies;
screening and classifying the candidates; and communicating the findings. The design is exploratory because assignments could differ according to sector,

technology or client need, and descriptive because the paper documents how the workflow operated in practice.

3.2 Data sources and tools

Source / Tool Purpose in the study

Company websites and online business

. . Company discovery, profile verification and business-context research
information

LinkedIn Supporting company and professional information discovery
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Source / Tool Purpose in the study

MS Excel Structured company database, filtering, classification and comparison
MS Word Detailed written reports and research documentation

MS PowerPoint Concise presentation of selected findings and strategic observations

Research sources and tools used in the study context.
3.3 Analytical logic
The unit of practical analysis was the company. A broad market universe was progressively narrowed according to the business requirement. Each

candidate was considered for relevance and then classified according to the role it could potentially play: customer, technology partner, competitor or
other stakeholder. The analysis therefore emphasised relevance and fit rather than the simple number of companies discovered.

4. Research Problem and Context

the study context, is the organisation in which the study was undertaken. The information available for this paper describes it as a German organisation
supporting German business requirements related to India. Within the study context, the organisation can be viewed as a bridge between German
requirements and Indian market information.

Research dimension Problem addressed

Business requirement Translate a broad international business question into clear research criteria.

Target market Understand the relevant Indian sector, ecosystem and competitive environment.
Company universe Identify Indian organisations with plausible strategic relevance.

Opportunity types Distinguish potential customers, technology partners, competitors and other stakeholders.
Decision support Convert research evidence into structured, reviewable outputs.

The study context and study profile

Official vision, mission, values, turnover, profit, CEO details, branch network and verified market-share data were not included in the supplied study
information. They are therefore excluded from this paper rather than being reconstructed from assumptions. Similarly, the paper does not present a formal
competitor analysis of the study context because the study assignments focused primarily on competitor identification for German client requirements.

4.1 Nature of services in the study context
The service context observed during the study context was strategic and market-entry support rather than the sale of a single physical product. Practical
activities included market research, identification of Indian companies, competitor research, potential customer identification and technology-partner

identification. The outputs created by the researcher functioned as research deliverables within this advisory process.

4.2 Decision-Support Requirement

5. Theoretical Framework

The theoretical framework combines market-entry strategy, international business, market research, B2B marketing, competitive analysis and strategic
partnership logic. PESTEL, Porter's Five Forces and SWOT are treated as supporting analytical lenses rather than mandatory checklists.

Concept Application to the study

. . Frames the cross-border relationship between German requirements and the Indian
International business

market.
Market-entry strategy Structures assessment of opportunities, risks, stakeholders and routes into India.
Market research Provides systematic information for understanding sectors and organisations.
B2B marketing Emphasises organisational needs, strategic fit and business relationships.

Competitor analysis Identifies firms offering similar or alternative solutions.
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Strategic partnerships Identifies complementary capabilities, technology and market-access relationships.
PESTEL Examines macro-environmental factors affecting a target market or sector.

Porter's Five Forces Assesses the competitive structure around a relevant offering.

SWOT Organises strengths, weaknesses, opportunities and threats for strategic interpretation.

Theoretical concepts applied to the study context.
5.1 Conceptual framework
The central conceptual relationship proposed in this paper is: Business Requirement — Market Understanding — Company Identification — Screening

— Classification — Analysis — Strategic Output. The sequence reflects the practical logic observed during the study and explains why research quality
depends on the links between stages.

Stage Key question Expected output

1. Requirement What exactly is the German business looking for? | Clear research question

2 Market Which Indian sector/business environment is Sector definition and context
relevant?

3. Discovery Which Indian organisations could fit? Candidate company universe

4. Screening Which candidates are strategically relevant? Relevant company set

5. Classification Customer, partner, competitor or other? Structured categories

6. Analysis Why does each selected company matter? Relevance rationale

7. Communication How should the findings be presented? Excel, report and PPT outputs

Conceptual framework for strategic market-entry research.

6. Internship Activities and Research Process

The core activity performed by the researcher was to find and organise information about Indian companies relevant to German business requirements.
Because assignments could vary by sector, the research process needed to be adaptable while maintaining a consistent logic. The following subsections
describe the major activities.

6.1 Requirement understanding

Research began with understanding the business requirement. The researcher needed to know what the German client was offering or seeking and what
kind of Indian relationship would be useful. This stage prevented broad, unfocused searches and provided criteria for later screening.

6.2 Sector and market understanding

After the requirement was understood, the relevant sector or business area was examined. The study information indicates exposure to assignments that
could involve areas such as green hydrogen, textiles/apparel, chemicals and space technology. These examples illustrate the cross-sector nature of the
research environment; they are not presented as a complete list of every project undertaken.

6.3 Company discovery

Company discovery involved broad research to create a candidate universe. The purpose was not to collect every company in an industry but to locate
organisations with a plausible connection to the requirement. Search results were then refined using company activities, products or services, location
and other available business information.

6.4 Customer identification

A potential customer was defined in the study context as a company whose activities or requirements could create a plausible use case for the German

client's offering. Customer identification therefore depended on matching the German requirement with Indian business needs rather than simply selecting
large or well-known firms.
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6.5 Technology-partner identification

A potential technology partner was an organisation whose technology, capability or business activity could complement the German client's requirement.
This category broadened the research beyond buyer identification and helped consider collaboration, capability access and ecosystem relationships.

6.6 Competitor identification

Competitor identification involved finding Indian companies offering similar or alternative products, technologies or services. The objective was to
understand the existing landscape and potential competitive intensity relevant to the German offering.

6.7 Company profiling

Once a candidate was considered relevant, information was structured into a company profile. Depending on the assignment, fields could include company
name, website, location, industry, products or services, relevance category and remarks. The profile was designed as a research record rather than a
generic company description.

6.8 Screening and classification

Screening was the main analytical filter. It reduced the broad company universe into a set that could be reviewed more efficiently. Classification ensured
that potential customers, technology partners and competitors were not mixed together. Where a company could fit more than one role, the rationale
needed to be considered in relation to the specific client requirement.

6.9 Data organisation and presentation

Excel was used as the structured repository for company research. Word reports allowed more detailed explanation of market and company findings,

while PowerPoint converted detailed information into a concise communication format. This movement from data to analysis to communication was an
important part of the learning from the research process.

Activity

Research decision

Output

Requirement interpretation

Define the business question

Research scope

Sector research

Understand relevant industry structure

Sector context

Company search

Find plausible organisations

Candidate list

Screening

Remove weak or irrelevant candidates

Relevant set

Classification

Assign strategic role

Customer/partner/competitor categories

Profiling

Record evidence and relevance

Company profiles

Communication

Present the most useful information

Excel/report/PPT

Major study context activities and outputs.

7. Analysis and Findings

The analysis focuses on process-level findings because the supplied study information does not contain a complete numerical project dataset. The findings

therefore describe patterns that are directly supported by the work performed and by the structure of the research process.

7.1 Finding 1: Requirement clarity determines research relevance

The first and most important finding is that company research begins with requirement interpretation. Without a clear understanding of the German
client's product, service, technology or objective, the researcher cannot reliably decide which Indian organisations matter. Thus, requirement interpretation

is not administrative work; it is an analytical step that defines the search universe.

7.2 Finding 2: The Indian market contains multiple opportunity types

A market-entry assignment does not produce only potential customers. The same market may contain customers, technology partners, competitors,
distributors, suppliers, associations and other ecosystem stakeholders. The classification stage therefore adds strategic meaning to the company database.
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7.3 Finding 3: Company-level research makes market analysis actionable

Macro-level information can explain why India may be attractive, but a decision-maker ultimately needs to know which organisations could matter.
Company-level research creates the bridge between industry opportunity and possible business relationships. This is one of the central practical
contributions of the study context.

7.4 Finding 4: Structured Excel improves research usability

A structured spreadsheet makes research easier to sort, filter, compare and review. Standard fields also reduce the risk of collecting different information
for different companies. A source or remarks field can preserve the reason for relevance and indicate where verification may still be required.

7.5 Finding 5: Presentation quality affects the usefulness of research

Research is not complete when information has been collected. Managers and clients often need concise outputs that highlight the most relevant companies
and explain why they matter. PowerPoint therefore functions as an analytical communication tool rather than merely a formatting tool.

7.6 Finding 6: Cross-sector adaptability is a core research skill
The study context exposed the researcher to potentially different sectors and business questions. The transferable skill was not memorising one industry
but learning how to enter an unfamiliar sector quickly: understand terminology, map the value chain, identify major organisations and then apply the

requirement-based screening logic.

7.7 Strategic research funnel

Broad universe Filtering logic Decision-support stage
Indian market / sector Define scope from client requirement | Market context
Candidate companies Check business relevance Company universe
Relevant companies Screen for fit and evidence Shortlist

Classified companies Customer / partner / competitor Opportunity map
Prioritised findings Explain strategic relevance Report / PPT / Excel

Strategic research funnel observed in the study context

7.8 Findings mapped to objectives

Objective Evidence from study context Outcome
Understand market-entry . . . Practical understanding of cross-
Exposure to German requirements relating to India

support border research

. . . Improved company discovery and
Identify companies Customer, partner and competitor research .

screening

Organise information Excel-based company records Structured research repository
Develop professional . . . I
outputs Word reports and PowerPoint presentations Improved business communication
Develop strategic skills Screening, classification and relevance analysis Stronger strategic thinking

Objective-to-activity alignment.

8. Discussion

The case of the study context demonstrates that strategic advisory research is a process of translation. A German business requirement must first be
translated into a research question, the research question into a market universe, and the market universe into a manageable set of organisations. Finally,
the organisations must be translated into a decision-support narrative.
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This interpretation is consistent with the logic of market research and international business. The target market cannot be evaluated only through broad
statistics; the research must also identify the actors through which business opportunities could be realised. The study therefore provided a practical
demonstration of how international business concepts operate at the company-identification level.

The customer, technology-partner and competitor categories also show why strategic fit is contextual. A company cannot be labelled permanently as a
customer or competitor without reference to the specific offering and business requirement. Classification is therefore an analytical judgement supported
by evidence, not a fixed attribute.

Another important implication concerns information quality. Online information is abundant but uneven. Company websites, professional profiles and
other public sources may differ in completeness, terminology and recency. Therefore, a disciplined research process should record sources, distinguish
verified facts from interpretation and flag information that needs confirmation.

8.1 Relation to strategic management

From a strategic-management perspective, the research funnel supports resource allocation. Decision-makers have limited time, so the research team must
reduce a large market universe to a smaller set of strategically meaningful options. Screening is therefore a form of strategic prioritisation.

8.2 Relation to B2B marketing
The work also reflects B2B marketing principles because organisations are evaluated according to their business needs, capabilities and potential

relationship with another organisation. Potential customers may be identified through use-case fit, while technology partners are identified through
complementarity. Competitor analysis adds a third perspective by showing what alternative solutions may already exist.

9. Practical Implications

9.1 Implications for the study context

A standardised research architecture could make recurring assignments more consistent. A common Excel template can retain core fields such as company
name, website, location, industry, category, products or services, relevance rationale, source and remarks, while sector-specific fields can be added when
necessary.

9.2 Implications for strategic research teams

Research teams can benefit from defining customer, partner and competitor criteria before beginning the search. This reduces inconsistent classification
and makes review easier. A simple High/Medium/Low relevance rating may also be useful if the rating criteria are defined in advance.

9.3 Implications for international market-entry decisions

Foreign companies evaluating India can benefit from moving from broad market attractiveness to specific ecosystem mapping. Sector context, regulatory
considerations, competitive structure and company-level opportunities should be connected rather than treated as separate research tasks.

9.4 Implications for MBA learning
The study context shows that MBA frameworks become more useful when they guide a decision rather than appear only as academic terminology.

PESTEL can guide environmental questions, Porter's framework can guide competitor analysis, SWOT can organise strategic observations, and market-
research principles can structure evidence collection.

10. Challenges and Mitigation

Challenge Why it matters Practical mitigation

Broad searches can generate many weak

Finding relevant companies
matches

Use requirement-based screening

. - Incorrect terminology can distort company )
Understanding unfamiliar sectors i Conduct sector research first
iscovery

Company information may be incomplete | Cross-check important information and

Inconsistent public information .
or outdated retain sources
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Challenge Why it matters Practical mitigation
L L A company may appear relevant in more Define category criteria and document
Classification ambiguity .
than one way rationale
. Large datasets can reduce review Use structured Excel fields and shortlist
Information overload . .
efficiency progressively
o Client details may be commerciall Report methodology and aggregate
Confidentiality . y y P . 9y ) 99 . g
sensitive learning rather than confidential data

Challenges and mitigation approaches.

11. Limitations

A further limitation is that the organisation-level information available for this paper does not include verified financial parameters, formal vision and
mission statements, or an independently validated competitor market-share analysis. Finally, the paper focuses on the research and strategic-support stage
rather than measuring downstream commercial conversion, because the researcher's role did not include independent outreach or sales ownership.

11.1 Scope for future research
Future studies can evaluate the research process using anonymised project datasets. Possible measures include time per company researched, screening-

to-shortlist ratio, proportion of companies requiring verification, category distribution and stakeholder feedback on the usefulness of outputs. A
longitudinal database could also examine which company characteristics most often lead to meaningful business opportunities.

12. Conclusion

This case study shows how strategic market-entry support can be operationalised through a disciplined research funnel. In the the study context, the
researcher's contribution centred on understanding German business requirements, researching the Indian market, identifying relevant organisations and
organising findings into decision-support outputs. The core lesson is that strategic research is not defined by the number of companies found; its value
comes from relevance, structure, evidence and communication.

The study also demonstrates the practical connection between MBA learning and professional work. International business explains the cross-border
context, market-entry strategy frames the decision, market research provides the information process, B2B marketing explains organisational fit,
competitor analysis supports competitive understanding, and PESTEL, Porter's Five Forces and SWOT provide complementary lenses. Together, these
concepts create a practical framework for turning a broad market question into a structured and reviewable research output.

For the study context and similar advisory environments, the most actionable improvement is the continued development of a standardised company-
research and screening framework with sector-specific flexibility. Such a framework can reduce duplication, improve consistency and help teams move
more efficiently from a broad Indian market universe to a focused set of potential customers, technology partners and competitors.
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