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Correlations in Business
A correlation that tends to take the same direction is called a positive correlation. In case one variable increases, then the other one increases (Ehling & Heyerdahl-Larsen, 2016). When one variable decreases then the other decreases. A perfect positive correlation is represented by 1 while 0 indicates that there is no correlation. On the other hand, correlation in the opposite direction is known as a negative correlation. In this case, when one variable increases then the other decreases and vice versa. This means that it is a negative correlation. It is represented by the value -1.00 while a 0.00 indicates no correlation and +1.00 indicates a perfect correlation. 
An example of a positive correlation is the less time a company will spend marketing its products and services, the fewer new customers and less revenue it is likely to have (Gnocchi et al., 2015). This explains the importance of marketing for the corporation since it is directly associated with customers and revenue. Therefore, Big D should focus on creating a platform that will enable motivation for customers with an aim to increase revenue and profits. This indicates a strong correlation. On the other hand, increasing the costs in the company would directly decrease sales hence suggesting of a negative correlation. This may be the case especially if the costs exceeds the profits and revenue gained by the company. 
	Variable A
	Variable B
	Correlation:

	
	
	Positive, negative, minimal? 

	Number of indoor basketball leagues in demographic area
	Three college basketball teams and one NBA team in region to spark interest.
	 -0.70(negative)

	High demographic of younger target market.
	Lack of any indoor sporting facilities. 
	 +0.70(positive)

	High number of indoor sporting facilities. 
	Extremely warm geographic area. 
	 +0.1(minimal)

	Rural geographic setting. 
	High-income geographic area. 
	 -0.1(minimum)

	
	
	



· From the table, it is evident to assert that the correlation of two variables shows the likelihood that if one of them changes will cause a proportional change to the other variable.
· Again, high correlation shows that they have a common cause.
· When the correlation of two variables is close to zero the variables are said to have no or a weak linear relationship.
· When it’s positive it means the two variables are correlated or has a perfect positive relationship.
· Negative correlation shows both variables move in opposite direction
I deduce from the correlations that a company should focus on marketing its products and services to gain more customers. This may done through advertisements platforms such as social networks and emails. Again, a company should focus on reducing costs through embracing clear ways to generate income and avoiding spending more unnecessarily. I believe these are long-term objectives since they tend to influence the corporation wholly. In regards to the implications for Big D Incorporated regarding their client in the outdoor sporting goods, it should focus more on satisfying their needs and preferences. This can be offered through reviewing the customer care services which promotes the expectations of customers in the market. 
The implication for the penetration into the indoor sporting goods market will definitely increase and expand. This is because the market will open since goods are flowing at a wider region thanks to many customers who are committed. The correlation tools can be used to identify the variables of research towards the expansion into the indoor goods market (Ehling & Heyerdahl-Larsen, 2016). These tools can be used to expand the market through identifying the strengths that a company has. Once the strengths are located, the company will exploit them positively hence aiming to acquire more revenue and income. 
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