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Question 1
Category 1: Customer service: Intuition 
	All our customer service attendants have always been encouraged to use their intuition while handling all clients, and the customer care department is centered on intuition (Hopkins et al., 2011). A good example is offering proactive service; our customer care attendants have always been advised to anticipate an event or even an issue before the clients get to know about it. Through this customer care department has been impressive before our customers. 
	Disney cruise line is one of the companies that has outdone many transporting companies in the customer care service. Most of their customer care attendants are known to be consistently helpful to their customers due to their ability to pinpoint some of their customers' problems.
 Product research and development: Analytics
	Innovation and invention are all based on what is not existing while its need is high (Hopkins et al., 2011). In decision making on which product is to be released, where to be released and when it is to be released, analytics need to be done to succeed. For example, is the Zoom company owned by Yuan, Zoom company utilized on the weakness that skype had. The zoom company had carried out its analytics and discovered that many people were having problems using skype as its interface wasn't user-friendly. The app came up with a more user-friendly interface that took over the market from skype through Zoom.  
Sales and marketing : Intuition 
	All salesmen need to have the sixth sense and put themselves in the customer's shoes.  Sales associates are always asked not to put their focus on their internal documented procedures. The sales department relies on their intuition to make sales and say what the customer wants to hear, not what they have been trained on. Example can be a sales associates dealing with electronic gadgets specifically mobile phones. The sales man is responsible in making some of the minor decisions, like which model to offer to specific client first and which features of the gadget to emphasize on.
Question 2.
a. Ability to get data: with little income, our organization has no means of carrying out research online and offline. Furthermore, the pandemic has made things from bad to worse with the lockdown, and it has been tough to meet clients; hence lacking direct feedback, the adoption of e-commerce can overcome this obstacle. The complete digitalization of the whole business will save a lot in the acquiring of data.  
b. Lack of skills internally in the line of business. Unprocessed data is as worthless as no data in a small organization where the few existing staff are meant to go beyond their job description. It is always hard to find staffs who have got secondary professional skills. Data analysis is a professional skill, and with a lack of funds, it's always hard to hire an analytic data technician. The collected data will be left unprocessed until extra funds are made.
The above obstacle can be handled through proper planning, such that the company collects data after it has set aside some funds meant to process the data.
c.  Lack of understanding of how to use analytics to improve business. The use of analytics in the organization has never been a top priority; very few individuals know what advanced information and analytics are all about. With a lack of knowledge of analytics, the company is more streamlined towards intuition.
A recommendation is to offer academic leaves to a few staff to learn the new trends in business and benchmarking from some of the best performing businesses in the same industry.
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