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Delta Airline Analysis
One of the problems identified after an analysis of delta airlines is the marketing and research problem. The competition from existing organizations is high in the airline industry, making it necessary for delta to effectively scan their market to come up with the most significant ways of ensuring the maintenance of their sales. When other airline companies provide the same services at a lower price, then there is a great possibility that consumers will opt for the cheaper airline (Payne, Cruz-Suarez & Prado-Román, 2018). As part of the marketing research, identification of the prices and services provided by other airlines will be effective in ensuring that delta airline stays in competition. Marketing and research problem is relevant to managers in such a way that the managers have a duty of ensuring that the best strategies are used in market research, and therefore the best results regarding the market are provided. Managers should work closely with the marketing team to identify the best way to reach the markets. 
The marketing and research problem is involves determining the preferences and purchasing behaviors of the customers and studying whether the product or service can be profitably sold. Marketing and research problem involves identifying the background of the problem, stating the specific problems and the scope of the problem (Dzwigol, 2020). Managers should have the ability to identify the marketing and research problems in an effort to ensure that the best interventions are taken to help in dealing with the issue. Some of the interventions that can be taken to deal with marketing and research problems include ensuring efficient survey design, which ensures a direct way of collecting descriptive, quantitative, and numerical information (Nunan, Malhotra & Birks, 2020). The organization should also ensure to make use of the most effective channels of advertising their products to the customers to ensure they keep up with the competition in the market.
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