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Five Research Questions
Question 1
		As a marketing researcher, it is essential to utilize the available marketing and promotional strategies. A good marketing plan should be utilized to avoid setbacks that might be incurred in the future. This means the marketing researcher should use effective promotional methods to gauge the customers to keep up the customer satisfaction that has been recorded by Apple Company (Söderman & Dolles, 2015). Customer satisfaction will ensure continued support for new Apple products. Effective promotional methods will include proper campaigns and discounts while still maintaining profit margins (Dong et al., 2016).  This means adequate research will be conducted before launching the product to avoid losses that would be incurred by bias information from the market and competition. 
		A good marketing researcher will conduct a proper market breakdown. This will involve separating the customers at a personal level to gain preferences about the product. The marketing researcher will collect information based on past experiences from different clients and different age brackets using apple products. They will learn what to improve on the iPod before launching. This will help add more information compared to the marketing manager, who would disregard the minor details to make a profit (Harrould-Kolieb, 2019). Customer satisfaction is the backbone of every business. This will ensure Apple products remain the premium brand and the market leader as it should be.
Question 2
Burger King is one of the international companies that sells one of the best burgers. Co-branding with Hagen Daz’s was likely not to work. This is because Hagen Daz’s deals with premium healthy ice creams that offer half calorie content compared to the competitor. This ice cream is suitable for families posing a great advantage to the competition. Burger King, on the other hand, does not offer many healthy options as compared to Hagen Daz’s (Söderman & Dolles, 2015). This was one of the conflicting issues that would not have worked for the two companies. The majority of Hagen's customers would not opt for burgers, as most are health conscious. These two companies are established with two different customer lines. Burger customers are young teens and people who do not give much regard to their health; on the other hand, Hagen customers are people who are constantly watching their calorie intake. Customers are the key to every business.
Incompatibility was another challenge posed by the Co-branding. This is because the delivery system would have been compromised, leading to questions on the customer's end on quality. Hagen products are high-quality end products that are to be frozen on delivery while the Burgers, need to be delivered in warm environments. Record-keeping was also another challenge posed by co-branding (Wulandari & Setyawati, 2018). This would confuse the workers who handle burgers and have to incorporate new rules regarding the Hagen products and would, in turn, affect sales for both companies. 
Question 3
Product launch is the most important in a political career. Branding, legal team, and a good support system will not be enough if the wrong item is launched. Laura, a new political aspirant, knows this and has the opportunity to prove this to her people. A good way of doing this is by launching herself at the right time. This is the most important step because the prior efforts will be determined by how Laura places herself to the community. Good timing means offering solutions to the burning issues at that time (Shanton et al., 2012). People have a way of believing what they can see. They believe a person will understand them on a personal level and connect with them. Meaningless long term agendas will not make sense to the people when they need solutions to underlying urgent problems.  Many politicians have used this as a tool to gain their way to public office. Laura can use this to her advantage and will be guaranteed a spot at the local public office.
What Laura needs to do is to commit her time with the local women and have a personal connection with them. She can offer temporary solutions like an equal representation of women in public places. She can also offer financial assistance to the less fortunate and promise to deliver more if elected at the public office. This will act as an example to the community and show dedication to deliver her promises. Actions speak louder than words, and with this, she will have higher chances of being elected, especially by her female counterparts, who will have the faith of someone who understands them at a personal level.
Question 4
[bookmark: _GoBack]Museums are used to showcase ancient valuables to a country. Students and people visit the museum to appreciate the ancient artifacts. Museum guides are key as they help people to locate different collections in different places while educating on their importance. When museum guides are not available, then the management will fail its client (Harroulds, 2019). There will be a manpower gap. The manpower gap is shown by the lack of museum guides who act as an important part of the museum to rely on information to the visitors in the museum. The right information will not be conveyed. Visitors touring the museum will end up having a confusion about the similarities and differences in the different artifacts.
The Manpower gap in any organization leads to loss of revenue. In museums, there will be inadequate manpower to collect money at the entrance, and at different sections meant to add revenue to a country. Museums contain ancient items that can be used to make money for a country as they no longer exist. Ancient artifacts are rare and vary from one country to another. When not properly utilized, the revenue needed to contribute to a country’s development will be lost.
These guides are an important part of the museum. They help showcase the different items in the museum. They add relevant information that might be missing from the artifacts. They help to locate different groups at different times (Stanton et al., 2012). They also help to protect the artifacts, especially from children who would be tempted to touch the artifacts. They hold the key to most of the museum’s survival; without them, most of the artifacts would be damaged, or in the worst scenario, some items would be lost.
Question 5
DHL is one of the leading global companies in mail and logistics.  Being one of the leading companies has been contributed by its global demographic efforts. This has been contributed by the efforts to appreciate and manage its deliveries appropriately. DHL has good relations with companies in the health, science, and technology sectors. It is well established in parcel delivery, which ranges from 85% of the total proceeds. Working with a variety of sectors like health, science, and technology, it has been rated among the best performing globally, being number 228 on the Forbes list (Wulandari & Setyawati, 2018). The main business entities range from distribution, warehousing, and supply chain solutions. All these units offer a competitive benefit to their competition.
With good track records globally, dissemination tactic price added services, has been enhanced by working on a personal level with their clients offers added advantage. They provide services to small and medium enterprises to individuals. Small businesses have an opportunity to interact with global companies like DHL. This helps to deliver essential services to people from undeveloped countries that cannot access internet related services like Amazon (Harrould-Kolieb, 2019). This also helps to offer logistic solutions to those entrepreneurs who are new to businesses and need a chance to navigate in the business sector. This has made DHL a brand for every business in every part of the globe.
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