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The running of a successful business is not only about investing money in the assets and workers. It also entails other significant activities such as marketing research. Marketing research is an objective and systematic collection, analysis, and visualization of data to help in making decisions regarding the marketing of commodities. The commodity can be a service it goods. Marketing research is a very important initiative that must be undertaken by all the businesses. All the business entities must either conduct a marketing research on their own or seek for specialized professional services from reputable marketing research agencies. This is exactly what the management of NomNom Chocolates should do. However, dice the management of this company is not in the right position to do this, it should not hesitate to seek for the services of a marketing research agency. As a marketing research specialist, I have a strong conviction that the agency will do an excellent job that will enable the company to succeed in its marketing research pursuits.
Benefits of Marketing Research to NomNom Chocolate
Marketing Research is one of the most important activities that should always be taken seriously. NomNom Chocolate should join the long list of all the other companies that have been carrying out an objective market research whenever necessary. If the management of NomNom Chocolate partners with our marketing agency firm, we will dedicated our time and conduct a research that will benefit the company in the following ways:
A Comprehensive and proper understanding of the Clients: The main purpose for the introduction of the new product is to serve clients. Although there s particular brand of commodity has not been in the market, the company should be able to sell it. However, to determine if there is a possibility of success, the management should perform a rigorous marketing research (Hurnby, Hunt & Phillips 2008). It will make it easier for the management to gather a lot of information on the potential clients. Through a direct interaction with the clients, the management will equip itself with useful information on the preferences, value systems, feelings, attitude, and the expectations of each and every potential client (Ren, Eisingerich & Tsai 2015). All these information is crucial because it will allow the company to determine the level of demand and know if there is a market for its commodities. Understanding of the potential clients us a brilliant idea because it can make it quite easy for the management to important decisions on how to meet the needs of the clients no matter how diverse they might be.
Ascertaining the Levels of Competition in the Market: Since NomNom operates in a free market, it cannot be in isolation. Meaning, it serves in a market that had other rival companies that deal in the substitute and complementary products. The success in the sale of the new chocolate brand will, therefore, depend on, among other factors, the level of Competition in the market (Tan & Sousa 2015). However, to know much about its competitors, the management of NomNom must conduct an objective and system research in which it explores all the established and new competitors, their strengths and weaknesses. This kind of information is key because it can be used by the management to understand what its competitors do before coming up with appropriate strategies on how to deal with them (Bell, Bryman & Harley 2018). Without having a proper understanding on what its competitors are doing, NomNom Chocolate might not have a break through or successfully penetrate the competitive chocolate market. For example, for the new product to appeal tote clients, it must be an improved version of the existing commodities. Unfortunately, if the company fails to identify defects in the existing commodities, it might fail because of repeating the same mistake.
Determining the Pricing Strategies for its Products: Pricing is regarded as one of the core components of the production process. In its market mix, the management should never fail to consider its pricing policy because it has a direct influence on the success or failure of a product or company. In this regard, NomNom Chocolate should ensure that it collects enough information on pricing. Deliberate should be taken to ascertain the pricing strategies for each of the competing firms. By knowing the prices that other companies charge, ChomChom Chocolate might be in the right position of knowing the average price and variations from one company to the other (Jaworski 2018). Such information can be relied upon to assist management in the setting of its prices. If the company sets fair and relatively lower prices than its competitors, it might appeal to, and attract a large number of clients. Hence, to know what kind of prices to set for its products, the management must conduct a serious marketing research. 
Disadvantages of Lack of Marketing Research
As matter of fact, marketing research is a tool that is purposely used for decision-making purposes. That is why all the businesses that want to make brilliant decisions should carry out an objective marketing research. For the management of the NomNom Chocolate to make informed investment decisions, it should make a good use of its marketing initiatives. If the company gets reliable information on the external environment in which it plans to operate, it cannot find it challenging to fit into the market (Zhong, Zhao, Yang, Yang, Wu & Tang 2018). That has to happen because through research, the company manages to gather enough information that it uses to make decisions regarding important matters such as advertising, pricing, packaging, branding, and distribution. These are the activities that can enable a business to position itself and occupy a substantial share of the market (Malhotra 2015). Advertising, for instance, should be taken seriously because it counts. When a proper marketing research is conducted, the management can succeed in its advertising and promotional strategies since it knows the right and most suitable channel and media to use to access the target audience. 
However, all these cannot happen in a situation where a business does not conduct marketing research. I would like to appeal to the management of this company to be serious about its research efforts because failure to do so might be disastrous. If NomNom Chocolate fails to conduct a marketing research, it will operate ignorantly. Meaning, the management will lack information that it needs to know on the levels of competition, strengths of the competitors, weaknesses of the rivals, and the clients’ demands, expectations, and preferences (Kienzler & Kowalkowski 2017). Because of this, the management cannot succeed in its promotion, packaging, pricing, production, and packaging decisions. This must happen because lack of information can render the management incapable of making informed, but wrong decisions.  
Marketing Research Methodologies for NomNom Chocolate
Marketing research is a systematic and objective process. Meaning, when conducting it, it is upon the specialist to do follow the right procedure right from the beginning p to the very end. At the same time, all research activities should be objective, not subjective. This simply means that when given an opportunity to conduct a marketing research, the researcher should not begin the activity with a formed agenda. Any iota of pre-conceived agenda or perception might be undesirably misleading since it might lead to the collection of wrong information that cannot be relied upon to assist the management in making feasible decisions (Luchs, Swan & Creusen 2016). Hence, as a reputable marketing research agency, if we get an opportunity to serve you, we will ensure that we dedicate our time to serve you well. Apart from being objective in our research, we will ensure that we carry out a systematic and procedural research that strictly adheres to the following steps:
Definition of the Research Problem: The first step in the marketing research entails the identification of the research problem and formulation of the objectives. Here, the researchers have a mandate to study the situation and notice the issue that needs to be addressed. This stage is important because it gives the researcher an opportunity to explore the problem before coming up with a framework of ideas on how to tackle it (Fan, Lau & Zhao 2015). When conducting a marketing research for the new chocolate brand, NomNom Chocolate must know the reasons why it has to study the market in which it plans to operate.  The agency can be invaluable to the company because it is capable of identifying the exact problem that the needs to resolve.  
Determination of the Research Design: The second stage in the marketing research process simply entails the choosing of the research design to use during the study. Just like any other research, marketing research can be conducted using a qualitative or quantitative method. The research team has authority to choose the right type of research method to apply based on the on the kind of problem and the nature of study to be conducted (Penz & Kirchler 2016). The management of NomNom Chocolate should collaborate with the agency because it has enough trained and experienced personnel who are capable of conducting in-depth research because they are knowledgeable on the right kind of methodology that suits each and every research activity.  	
Collection of Data: Data-collection is the third stage in the marketing research process. Here, what happens is that the research team chooses the right instrument through which data can be collected. The instrument used can be a survey, questionnaire, interview or focused group (Houdsen 2007). Each of these instruments is required for data-collection because it can give the researcher a platform to engage the respondents or participant and directly or indirectly collect their views regarding the problem at hand (Lovelock & Patterson 2015). The agency is competent because it as a full knowledge of the right suits that suits each research. Hence, if involved in this research, the agency will assist the company to collect valid data that will be relied upon to bring an answer to the issue.  
Analysis of Data: The fourth stage in the marketing research entails the analysis f the collected. Once the gathering of information is complete, what follows is the synthesis of the found data into a simple and comprehendible form (Brace 2013). The analysis can be done using qualitative or quantitative research methods including thematic analysis, coding, and other statistical methods such as t-square, SPSS, descriptive analysis, dispersion analysis, factor analysis, regression analysis, and discriminant analysis (McGivern 2013).  The agency can excellently analyze data because it has got skills, tools, and everything else it takes to effectively analyze the data. 
Visualization and Communication of Findings: This is the last stage in the marketing research process. Here, the researchers provide a comprehensive, but simplified report of the findings obtained during the study (Tapp 2013). The report s presented in the form of graphs, charts, descriptive words, visualizations, and all the other forms of relevant visual Illustrations (Wilson 2011). The agency can effectively discharge this duty because it has enough to knowledge not only to report, but to give detailed insights on the finding, its answers, recommendations, and implications. 
Conclusion
Marketing research is an important activity that must be treated with all the seriousness that it deserves. All the businesses should dedicate the resources and energy to conduct a marketing research. It s a useful tool that can be relied upon to equip the management with enough information to use in making important, critical, and strategic decisions regarding its operations. If an organization has no capacity to conduct its own marketing research, it should be ready to outsource for such a service from an established Marketing Research Agency. That is what the management of NomNom Chocolate should do because it stands to benefit it a great deal. The agency has got whatever it takes to conduct an objective, systematic, and valid research at all times. Hence, when intending to engage in such a research work, the agency should be given a chance to oversee it as it has important contributions to make towards its success. After all, that is exactly what it was established to do!
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