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Marketing research

It is a comprehensive process that entails collecting, evaluating, and analyzing specific essential data related to the consumer’s tastes and preferences about a particular product or service about to be introduced into the field.  Such information gathered are fundamental in informing the decisions made by an entrepreneur; it could report the need to change the branding, repackaging, and advertisement of the product (Alessandro et al., 2017).
Marketing research process
It is a six-step following technique that helps an entrepreneur in making vital business decisions for higher profitability in the enterprise. Such steps entail outlining the industry objectives and problems, coming with research design for the marketing research, Outlining research instruments for the data collection, random sampling and doing data collection, data evaluation, and analysis.  Additionally, it entails making an excellent visual presentation of the same data for a clearer understanding of the venture (Luchs, Swan and Creusen, 2016). 

Marketing research problem

It is the main reason for starting the business, the gap the enterprise is getting into the market to bridge, and actually, it is the primary business opportunity. Scholars define it as an essential part of marketing research.  In a broader sense, it entails the purpose and objectives of the finding. Simple questions should be formulated to help identify fundamental challenges in the process is of empirical significance (Luchs, Swan and Creusen, 2016).

Marketing research objective

It is globally known as the main reasons why the marketing research is being done. It may include creating awareness for a new brand, getting the views of the clients on the product, understanding the behavior of the purchases and their attitudes towards the product and the organization and reasons for product consumption. Hence, the research objectives should be precise and simple since it influences the research method used (Alessandro et al., 2017).

Management decision problem

 
Management decision problem is the dilemma of the top leadership in choosing among unlimited options in the process of coming up with an amicable solution to a challenge.  Given a variety of alternatives, the management has defined the actual problem, come up with the criteria for making the decision, quantifying the gravity of the measures chosen, coming up with alternatives as well as evaluation. Finally, selecting a single option and implementing it (Luchs, Swan and Creusen, 2016).
Open- and close-ended questions 

Are the questions designed I exploratory research whereby the inquiry aims to lead the researcher to a particular problem. Such items do not have a defined structure or pattern. They do not direct the respondent to what was in the mind of the researcher. The answers obtained are unpredictable and limitless. In most cases, they are quite long.

Research design 

It is the guiding framework and blueprint on how the research is going to be conducted. In the model, all the prerequisite steps of gathering the data are entailed and structured; such information include hypotheses that need to be tested, either null or positive, suggested answers to the questions as well as the necessary information that will inspire arriving at a decision. Additionally, it contains the methods of data collection and the criteria for sampling the respondents (Luchs, Swan and Creusen, 2016).
Primary data and secondary data 

Primary data is the information that the researcher has collected with the aim of addressing the research problem and objective. It is very fundamental in coming up with decisions that may make a new turn in the market research. On the other hand, secondary data are the pieces of information that the researcher obtains from other sources such as government bureaus whose aim is for different reasons rather than the actual research problem. In most cases, it helps in developing the background information (Luchs, Swan and Creusen, 2016).
Marketing research problem and Management decision problem

Marketing research problem inquires the data needed and how to collect it while management decision problem queries what the decision maker should do. Research specializes in providing fundamental information that helps in making concrete decisions while the management decision problem focuses on the actions that the management should take immediately.  Consequently, the management decision dwells on how to avert market share challenges or how to partition the departments within a market (Alessandro et al., 2017).
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