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AHP Company
The new problem AHP company is facing is determining the possibility of the new but yet to be launched technologically advanced motorized wheelchair to fit into product line 1 and yield a positive return on investment. In line with the company mission, the research objective is to understand the extent of the lives of those with disability and physical challenges will be improved by the new product. Accordingly, concerning AHP company objectives, the primary research objectives are to find out any available alternatives and how the new product quality and design stands out against them, and to determine the degree at which the targeted customer base will be willing to spend on the new product.
To get answers to the research questions in a more time as well as cost-efficient way, I will adopt lean market research. It is a continuous improvement model that banks on speedy, effectual research to comprehend client needs as well as test novel features (Zhou, 2019). The threefold benefits of this model are it can aid a researcher to become more cost-effective by eliminating marketing firm hiring necessity which could be costly. Also, it is efficient as it facilitates faster client reach, and since its quick, it has a competitive advantage in that influential insights are bound to place AHP company product(s) on a cutting edge. Consequently, to get visible and significant data, I would use one of AHP promotional mix to run a survey, that is AHP website.
Also, I would require primary data as it is the only data that is not subject to manipulation. Moreover, AHP targeted customers are unique hence forming AHP niche  and so is the new product upon which the research is based. In this regard, the data to be analyzed should be obtained straight from first-hand sources. This primary data to be used in this marketing research will be obtained via an online survey through AHP website. The survey will ask users a succession of brief open-ended as well as close-ended queries displayed as an on-screen inquiry form. This market research technique is inexpensive and easy to carry out, allowing fast and much data collection. Besides, survey data analysis is quite forthright even in phase of seemingly difficult to classify questions.
Additionally, this marketing research plan aims to enhance motorized wheelchair’s offer besides sale closing price thus I would pursue pricing research. Meanwhile, the motorized wheelchair is a feasible product but yet to be developed. My survey will aim at asking clients to select from an assortment of designs of motorized wheelchair with inimitable features as well as price points to find out their most appreciated features and what they would be prepared to recompense for them (Zikmund et al., 2017). Moreover, this research looks to quantify the possibility of the new but yet to be launched advanced motorized wheelchair to fit into product line 1 and yield a positive return on investment. The data collection method will be through an online survey modality. Hence, I will use quantitative data (Martens et al., 2017).
[bookmark: _Hlk38489856]I would survey people with disabilities and physical challenges because they form the only population under research. To establish survey results that are representative and build confidence in them, I would ensure that my sample size of arbitrarily selected people with disabilities and physical challenges is large enough. Hereafter, to establish the preciseness of  “large enough”,  I will find the sample population using the estimate of margin of error for different sample sizes ranges. Statistically, suppose I obtain a confidence level of 96 percent, this will imply there is only 4 percent possibility in my sample outcomes differ from actual population average. Hence, through statistical formulae a sound confidence interval otherwise margin of error is annealed through formula 1/√N, N being sample size which changes with time (Niles, 2006).
To contact my target subjects of people with disabilities and physical challenges to participate in the online survey, I will email them. However, I will consider critical understated distinctions to influence rates of my email invites open and click through. First, I will judiciously choose who to appear as the dispatcher. Here, I will shun using my email rather than use the conventional AHP company email to send my survey invites (Camfield-Bronstein, 2017). This will guarantee recipients to opt into my announcement hence the communication will hit their inbox. Secondly, I will provide substantial information in the subject line to enable recipients to determine the purpose of the email but still maintaining it short and sweet. In short, I will treat the emails’ subject clause as an introductory to my survey. Lastly, I will utilize recap emails parsimoniously. For instance, when my survey shall be nearing closure time, I will send a reminder for a response before the deadline, to avoid flooding their inboxes more often.
Finally, to ensure that the data collected is significant enough to influence a decision, I will consider the sample size. If I will receive too scarce rejoinders, I will establish that the resulting data does not represent my population target thus the outcomes will be erroneous and will not be able to inform AHP company engineers’ decision.  On the other hand, if I will receive too many answers, this data analysis will be a drain of my time as well as budget (Foley, 2018).
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