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Process of market research design
		In undertaking a market research design, key processes must be followed. Firstly, identifying credible sources; consumer databases may be used to obtain internal secondary research. Examples include surveys and focus groups carried out with consumers. Provided this information is current, it is considered reputable since it came up with the data itself.  Secondly, qualitative research is carried out, where search tricks and tips; goggle is the first go-to tool for external secondary information. Search engine optimization showcases a wide variety of information and also nets unfiltered information. Thirdly, the methods of collecting quantitative data such as observation, survey, and experimentation are deployed. This step is followed by clarifying the information and data required in the market research, measurement and scaling procedures, and the development of a questionnaire to be used during the research process. Lastly, sampling and identifying the size of the sample is carried out, which is followed by planning of data analysis.  Researchers must identify credible sources; blogs reflect one's personal opinion thus should not be used (Textbook). Additionally, reputable viable sources can be found in libraries, research vendors, government websites, and trade associations.
Social Media Use in Research
	Social media has been embraced by many people who post text messages, pictures, and videos online. Attention has been given to social media research, evident through increasing literature base and rising number of comprehensive literature reviews. Social media research is new and has been increased due to social media technologies and the upsurge in their use. However, it is unclear how many qualitative and mixed methods social media studies have been published, their origin, or academic journals were publishing them (Textbook).  Social media can also analyse changes in qualitative research approaches (for example, interviews, focus groups, and qualitative content analysis). This depends on revealing how researchers design studies to understand why people involve themselves in social media and emotional outcomes associated with social use media (Textbook). For example, Fox, Warbler, and Makstaller (2013) acquired information from mixed-sex groups to help understand the role of Facebook in the development of a romantic relationship.
		In mixed-method research, to understand research problems, researchers gather quantitative and qualitative data, combine the two, and come up with interpretations based on both sets of data's combined strengths. These methods show the potential of qualitative and mixed-method approaches to acquire new information through complementary methods. 
		Secondary research involves using already acquired knowledge; information sources can either be external or internal.  Secondary research can be quick, yet information collected irrelevant or out-dated (Textbook). Research design helps in analysing all these methods. Therefore, a market researcher can go through different social media platforms such as Facebook, Twitter, YouTube, and Instagram and search for useful information related to the intended business. The researcher can also engage friends through platforms in conducting research. For instance, the researcher may ask from the Facebook platform the best place to sell cars in Europe, and they will get responses.
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