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[bookmark: _Toc534832809]Introduction 
According to Reddy and Achryulu (2009) Research and Development, over the years, has risen to become an important functional objective for an organization. Companies can hardly function effectively without adequate market information that guides decisions. Some of the success that has been exhibited by some of the biggest companies in the world including Pepsi Co. and Coca Cola could have hardly come about by luck; instead, concise efforts have been placed on identifying relevant market information that is used as a basis for decisions in the future. Though some of the companies may not know or understand the relevance of marketing agencies, they need them to turn their operations to become successful. Similarly, NomNom Chocolate also needs to understand that their products will unlikely return value to capital unless they understand their market dynamics. Therefore, this report will demonstrate that NomNom Chocolate will need to higher my company to conduct marketing research that will improve sales and see its shareholders/stakeholders gain value from it. 
[bookmark: _Toc534832810]Demystifying Marketing Research
A lot of studies, such as that of Babin and Zikmund (2015), have acknowledged the notion that marketing research is positively related to the performance of businesses. Additionally, some studies claim that the degree of market research has a positive relationship to the effectiveness of a company. Indeed, it is established that those firms, which are successful do conduct market research as sharply contrasted to those companies that are less successful. These findings collectively mean that firms could make better use of information from market research to their advantage as noted by Reddy and Achryulu, (2009). As much as these studies collectively hold this notion of market research being positively related to business performance, there is not sufficient empirical studies that have been carried out to hold this notion. Even the few empirical studies that have been done failed to confirm the connection and concluded with a further call for extensive research in this field. However, most scholars agree that the role of business and market information in realizing competitive advantage is critical. There are benefits as well as disadvanatages of marketing research as acknowledged by Beri (2007).
[bookmark: _Toc534832811]The Benefits of a Marketing Research
One of the main roles of marketing research is to aid in the decision-making process of an organisation. Decisions that are made at the management level must have the potential to return value and help the company grow holistically. To be specific, marketing research can help NomNom Company make better targeting decisions. That is, it can identify the most prospective target market, as well as their demography. With such information, the company can identify whether to carry out more promotion activities within a given target market (Babin and Zikmund, 2015, p.2). In fact, such a report could even help identify the strength and weaknesses of competitors that also target the same market. Similarly, the marketing information can help the company define its prospects in the future by identifying whether the market is likely to expand or diminish, therefore, determining whether there is any need to seek a newer target market, according to Beri (2007). 
Similarly, marketing research reports will also help streamline NomNom’s advertising decisions. Some of the decisions may seem to be simple; however, they are complicated, and a simple mistake or misinterpretation may result in tumultuous repercussions for the company. In this case, the company will decide the type of media to use, budget, advertisement appeal, slogan, and so forth. In fact, it helps clarify whether the advertisement used by the company in the past was any effective (Reddy and Achryulu, 2009, p.22). However, in addition to these decisions, marketing research could also help improve business, as well as economic decisions. In this case, marketing research helps identify the short-term, mid-term, and long-term product demands (Silver, Stevens, Wrenn, and Loudon, 2012, pp.5-6). Therefore, it is easier to identify whether the improvement of the facility is possible for the organisation. 
Based on the studies of Reddy and Achryulu (2009) product decisions can also be made better using marketing research. Such a report helps identify where to place the product in the life cycle for maximum benefits for a company.  In case modifications are needed for the company, the company can identify the appropriate changes to be made, which in effect will optimize operations (Reddy and Achryulu, 2009, p.22). Product decisions are crucial for the operations of a company. For example, any packaging specifications that are needed to optimize operations can be added to NomNom’s Chocolate, which might have a positive impact on the number of sales that the company makes. 
The final decision-making process that is made more effective by marketing research and may help NomNom Chocolates penetrate the Welsh market is by creating a marketing plan. Marketing plans need to be articulated based on the market dynamics, the needs of customers and the value of a company. Some of the more specific marketing objectives of the company include setting a marketing goal for the proceeding period (McDaniel and Gates, 2013, pp.5-6). McDaniel and Gates (2013, p.6) sales objectives can also be set through a marketing plan by projecting revenues that are likely to be realized from the operations of the company. Decisions are made better when a company collects all the necessary information to facilitate them. 
[bookmark: _Toc534832812]Drawbacks of a Marketing Research
In as much as marketing research is likely to result in positive effects for a company, it also limited in some aspects. Other than providing a company with solutions to challenges that it exhibit, it is also insufficient in some aspects (Hair, Celsi, Ortinau, and Bush, 2008, n.p.). An understanding of these drawbacks challenges the assumption that marketing research may solve any marketing problem for a company as noted by Reddy and Achryulu (2009). Some of the main limitations of marketing research are as discussed: -
Although marketing research has a similar scope to typical marketing, it cannot solve all the marketing problems that are experienced. Despite being hyped to address the challenges that are experienced daily, the process does not solve all the problems (Beri, 2007, p.8). In fact, marketing research does not have an overall perspective to solve these marketing problems. This is aggravated by the fact that the process is fragmented, making it impossible to solve the problem holistically. 
According to Beri (2007, p.9) marketing research is also superficial and faulty especially at the industrial level. The use of marketing research is intricate and needs to be customized to fit the specific requirement of the company. The principles used to create marketing research are solid and determine how well to make use of the process for maximum benefits based on scientific lines (Zikmund, Babin, Carr and Griffin, 2013, p.5). The process, therefore, needs an expert with formal training in the subject to apply the process more effectively. One of the main drawbacks to marketing research comes as a result of the need for advanced understanding of this subject since its application will always involve a detailed investigation and techniques that are sophisticated and needs patience, as well as time for researchers (Beri, 2007, p.10). This proves that NomNom Chocolates needs an expert research agency to help apply the process. 
Another drawback to marketing research comes as a result of the fact that the process is not an accurate science. Getting the exact outcomes or results is difficult for a company especially since they will depend on the process to make the decision (Bradley, 2007, pp.24-26). For example, when explaining a phenomenon such as a consumer behaviour where accuracy and precision are needed, the theoretical foundations of marketing research may be insufficient for use (Malhotra, 2011, p.260-261). Behavioural aspects, which determine how well a company will do in a market, must be measured more accurately to make marketing research more effective for use. 
Reddy and Achryulu (2009) assert that some of the other more immediate challenges or drawbacks to marketing research comes as a result of the inability to make the right decisions despite using marketing research outputs. Though the company may depend on marketing research to make the best decision in the situation, management of the company may still end up making a wrong decision (Beri, 2007, p.9). At times, marketing research may be ineffective since the staff carrying out research may not have sufficient training to conduct technical research in such a situation (Beri, 2007, pp.8-9). Another drawback to the use of marketing research may come about when historical data collected to help make decisions may become irrelevant for use. Finally, marketing research is used as a basis to make future predictions. However, predictions of future events are not entirely guaranteed. In other words, it has some degree of uncertainty (Reddy and Achryulu, 2009, p.23). Therefore, companies that make use of this process might not reap the benefits of marketing research in the end. Nevertheless, with the help of a marketing research agency with a proven track record, a marketing research report is more likely to realize the desired objectives of the process. 
[bookmark: _Toc534832813]Conducting Marketing Research at NomNom Chocolates
For marketing research to be effective, research conducted needs to be straightforward. NomNom Chocolates could be studied on three levels: descriptive, exploratory or causative depending on whether it will result on the desired objectives. In this case, the research will be used either to describe, explore or identify causal factors affecting operations in the market (Babin and Zikmund, 2015, p.48). According to Crawford (1997, p.8), exploratory research is used to understand a research issue better. Therefore, it helps identify variables of importance in the case and determine how it will ultimately affect the operations of the company. In this case, exploratory marketing research will help identify how modernizing the chocolate factory and pursuing alternative marketing options will help the company perform better in the future (Crawford, 1997, p.8). Therefore, it will explore variables that will increase its prospects. 
Alternatively, descriptive marketing research could also be used to optimize the performance of a company by identifying avenues for it to improve. Crawford (1997, p.9) explains that descriptive market research is meant to describe the characteristics of the market, as well as the marketing mix characteristic that is highly likely to work for the company. Crawford (1997, p.9) adds that such a study process specifically identifies the number and size of the segments of a market, as well as alternative product distribution, comparison, and listing of the features that pose direct competition to NomNom’s product. Descriptive research is more suited by the fact that my company has already conducted a similar study and they understand the variables of interest to give more consideration. NomNom Chocolate will make better marketing decisions, which will be more likely to succeed in the situation. 
The third study that could be conducted to realize the required results will be causal research. Causal research will mainly respond to the “why” question. Predicting and even controlling uncertainty of events will depend on the capacity to understand the causes of effects observed (Crawford, 1997, p.9). Causal research will explain the results or outcomes of operations observed in the past, which could help identify the results to be expected in case alternative interventions are embarked on. Exploration through causative marketing research will give clear direction to the marketing research process as noted by Reddy and Achryulu (2009). 
[bookmark: _Toc534832814]Conclusion
From the report provided, it is evident that NomNom should consult our marketing agency for expert advice as to how to proceed with the operations. By identifying its potential benefit and drawbacks, the company can identify how it will benefit from operations in the future. To make certain that the organization will reap the benefits of marketing research, an expert needs to be hired to work effectively on the process. However, this report recommends that the objectives of NomNom can be attained using three alternative processes – descriptive, exploratory, or causative processes. Of the three, descriptive research processes could result in more benefits for people. 
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