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Abstract. Modern business involves running operations in line with contemporary changes and adapting
accordingly. This study emphasised the importance of customer perspectives and needs, focusing on growth
and sustainability amid competition. This article examined the role and impact of two key factors in business
modernisation: entrepreneurship and market research. The research aimed to enhance understanding of modern
business, the factors contributing to its evolution, and the significance of management and market research
in benefiting companies. The application and importance of these two concepts in business promotion were
explored. A survey was conducted both online and manually through Google Forms, employing a quantitative
methodology. Data were collected from various demographic groups within the Kurdistan Region, covering
different administrative positions and age groups ranging from under 25 to over 45. A total of 155 valid responses
were obtained through simple random sampling. The data were analysed using the Statistical Package for the
Social Sciences and examined through correlation and regression models. The findings indicated that both
entrepreneurship and market research to be positively impact business. This suggested that Kurdish people
recognise these two concepts as essential to business success. The research contributed novel insights in terms
of topic focus and concept organisation, distinguishing it from previous studies and incorporating up-to-date
information. Comparative analysis based on regional or economic indicators can provide a deeper understanding
of how cultural and economic factors influence regional development and economic conditions
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Introduction

Since the 1970s, business activity has grown dramat-  to large corporations, impacting economic growth, de-
ically. In the modern world, business plays a vital role  velopment, and society as a whole. Trade has driven an
across a wide range of industries, from small enterprises  increase in products, services, capital, ideas, and skilled
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professionals globally, all with the aim of generating
profit or driving societal change. Conversely, business
is the coordinated effort of individuals to manufacture
and provide goods and services to meet societal needs.
A broad definition of business encompasses both
for-profit and notforprofit organisations, such as hospi-
tals, schools, and charities, as well as profit-driven busi-
nesses like corporations and banks. Enterprises operate
across diverse sectors, including manufacturing, retail,
finance, media, entertainment, transportation, and
banking, as noted by D. Needle & J. Burns (2019) and
N. Rollings (2021).

Businesses must adapt to their ever-changing en-
vironment to remain competitive. This requires many
businesses and organisations to abandon outdated
models and adopt new approaches. The business en-
vironment is often more important than the business
itself. Traditional businesses cannot simply transform
into modern businesses; they must implement varied
management strategies to compete successfully in the
marketplace. A business enters a complex environment,
when it seeks to integrate into the contemporary eco-
nomic landscape. According to M. Saunila (2016) and
B. Kumar & A. Sharma (2022), modern business involved
adapting to the current environment and implementing
strategies for modernisation. These strategies included
having a clear vision, adopting cutting-edge technolo-
gies, innovating, and reaching new customers through
advanced competitive techniques.

Researcher S.A. Saeed (2017) noted that the mod-
ern world undergoes constant transitions, forcing insti-
tutions and corporations to meet ongoing performance
demands, while simultaneously reducing costs and com-
peting with emerging technologies. Entrepreneurship is
a fundamental aspect of corporate organisations and a
defining characteristic of modern business. D. Diandra &
A. Azmy (2020) emphasised that if managerial expertise
and entrepreneurial abilities were applied effectively to
change and knowledge acquisition, it indicated that the
firm was operating successfully. Although businesses
constantly search for opportunities, the current busi-
ness environment has made this even more pressing.
Entrepreneurship serves as a means of discovering new
prospects and markets, driving innovation within enter-
prises. L.E. Boone et al. (2019) pointed out that to capital-
ise on opportunities through creative thinking, modern
business leaders must continuously identify gaps within
their industry and the broader market.

S.A. Saeed & K.G. Aziz (2021) highlighted that or-
ganisational performance, alongside advancements in
innovation, improved, when organisations adopted ex-
tensive technological implementation and demonstrat-
ed leadership in technical innovation. Entrepreneurship
was a vital aspect of the business world. Businesses that
encourage entrepreneurship were regarded as robust
and proactive in driving change within their industry.
However, the innovation process involved inherent risks
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and challenges. Thus, prudent entrepreneurs must have
a plan in place to manage these risks effectively to pre-
vent their business from failing instead of generating
profit (Diandra & Azmy, 2020).

When conducted effectively, market research can
significantly enhance business processes. Given the
competitive nature of the business environment, every
effort must be made to maximise business advantages.
Conducting market research is among the most crucial
aspects of business strategy, as it enables a deeper un-
derstanding of consumer behaviour. Without market
research, businesses cannot operate effectively. Market
research connects customers, buyers, and the general
public with businesses by providing information that
helps identify challenges and opportunities in market-
ing, develop and refine marketing strategies, and assess
market performance. N.K. Malhotra et al. (2020) empha-
sised that customer needs were more easily met, and re-
lationships with them were more effectively developed,
when market research was employed to identify market
shifts and the latest profitable consumer demands. It also
helped identify opportunities to make more strategic de-
cisions that enhance a company's competitive edge. This
research aimed to establish the relationship between
modern business practices, the techniques implement-
ed, and the efficiency of business procedures in achiev-
ing the desired outcomes. One of the most important
aspects of corporate success is entrepreneurship, which
also drives innovation and cost control. It is an essen-
tial factor in helping modern organisations survive and
thrive, particularly in a technologically advanced global
environment. When executed efficiently, market re-
search can assist businesses in understanding consum-
er demand and enhancing self-promotion, further rein-
forcing its necessity in business strategy. Consequently,
a firm's performance depends on the interconnected
roles of marketing research and entrepreneurship.

The study aimed to explore the potential for inte-
grating marketing research into decision-making to
enhance productivity in modern businesses. The hy-
potheses of the study were: H1 - entrepreneurship has
a significant positive impact on modern business; H2 -
marketing research has a significant positive impact on
modern business; H3 - entrepreneurship and marketing
research together have a significant positive impact on
modern business.

Literature Review

Business is fundamental to both economic expansion
and transformation. Apart from generating revenue and
engaging in buying and selling, it creates employment,
produces goods, and provides services. As a result, mod-
ernising and adapting to contemporary circumstances is
crucial. In its modern form, businesses operate within
an increasingly complex environment. Numerous ele-
ments, including market research and entrepreneur-
ship, influence modern business. This study examined
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the significance and influence of these two concepts on
business, as well as the application of scholars’ findings
regarding the relevance of these connections and the
potential effects that each may have.

Technological advancements and globalisation have
transformed the world into a closely connected global
community, marked by significant growth in interna-
tional trade and competition. Participation in the global
economy poses many substantial challenges for organ-
isations and industries worldwide. Entrepreneurship, a
powerful economic force throughout history, empowers
individuals to identify opportunities in situations that
others perceive as insurmountable barriers. It serves as
a major driver of transformation across various societal
sectors and is widely recognised as a key indicator of
business success and resilience (Pahuja & Sanjeev, 2015).

Entrepreneurship was interpreted in multiple ways,
with some considering it a strategy for establishing a
prosperous enterprise, while others regard it as a means
of enhancing one’s skills and mindset. However, the
primary objective of entrepreneurship was to provide
employment opportunities and foster economic expan-
sion (Hessels & Naudé, 2018). According to WJ. Chang
& M. Wyszomirski (2015), successful entrepreneurship
required human resources, such as skilled employees
and teams, alongside a combination of technical skills,
including task execution to ensure quality and efficiency
in production, management skills for overseeing public
works, effective leadership and management capabili-
ties, strategic planning, decision-making, and resource
allocation. The discipline of entrepreneurship operated
independently of other fields of study, while also con-
tributing to various disciplines.

Every company has a unique vision and mission and
employs various strategies to accomplish these objec-
tives. Documentation is an integral aspect of business
operations and a fundamental component of corpo-
rate life. Entrepreneurship is a hallmark of a thriving
business, demonstrating proactive management and
continuous efforts towards improvement. It is an es-
sential element of the business world that contributes
to corporate success. H. Barot (2015) noted that success
stems from entrepreneurship and that establishing a
new company required individuals to adopt a new way
of thinking. Despite varying perspectives, entrepreneur-
ship was generally defined in a singular manner.

Marketing research, first introduced in 1879, has
evolved significantly since then. It originally focused
on sampling, data collection, and analytical methodol-
ogies, aimed at measuring marketing phenomena and
consumer attributes. The 1970s and 1980s marked the
“golden age of consumer research”, characterised by the
rise of scientific methods and computing power. In the
late 1990s and early 2000s, researchers became increas-
ingly sought after for data interpretation and strategy
creation. Modern consumers exert significant influence
over business strategies, and as A. Zielinska (2016) and

J. Velilla (2018) have noted, businesses must continuously
analyse customer preferences and traits to shape brand
and product development. Market research played a
crucial role in identifying marketing opportunities, gen-
erating strategic actions, evaluating performance, and
understanding the marketing process. P. Zaborek (2015)
pointed out that it served as a bridge between market-
ers, consumers, customers, and the public, facilitating
data definition, planning, supervision, performance
evaluation, and result communication. Additionally, it is
a systematic process that identifies and defines market-
ing opportunities and challenges, monitors and assesses
marketing performance and activities, and reports find-
ings and their implications to management. The author
also noted that marketing research comprises multiple
interrelated and sequential phases, including defining a
research topic, designing a research methodology, col-
lecting, analysing, and interpreting data, and presenting
a final report to decisionmakers.

According to S. Al-Fairuz (2021), marketing managers
benefit from the ability to precisely identify and define
marketing opportunities and challenges, understand
markets and customers, develop competitive marketing
plans and activities, and track marketing performance.
Identifying competitors was essential across various
business processes, depending on the type of organi-
sation. These processes included acquiring supplies for
products, marketing, product design, and conducting
market research for new products or markets (Virta-
nen, 2022). Following this, businesses should compare
their objectives, strategies, strengths, and weaknesses
with those of competitors. They must also ensured that
rivals do not gain a competitive advantage or capture
market share (Hollensen, 2020).

The information gathered from market research
can be applied in decision-making and may be con-
ducted by the company’'s market research department
or an external organisation. Marketing research assists
organisations in introducing new products, determining
which features to offer, and identifying the distribution,
advertising, and pricing strategies that best support the
product. The market mechanism for resource allocation
integrates supply and demand, facilitated by marketing
research. This helps businesses identify market oppor-
tunities and risks that may not to be immediately appar-
ent, as noted by P. Zaborek (2015).

Many people associate the term “business” with
earning money or purchasing and selling goods and
services. The term was broad and encompassed various
business ventures. In addition to producing goods and
services that people use, businesses also provide em-
ployment. While some companies manufacture tangible
products, others offer services. A country's economy
was driven by business, as it provided, how the standard
of living improves. Commercial activity was fundamen-
tally based on transactions between buyers and sellers
(Boone et al., 2019).
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The literature review highlighted the importance of
entrepreneurship and marketing research in business
success. Entrepreneurship mitigates risks and fosters
innovation, enabling modern businesses to survive
and expand in the global technological era. Marketing
research helps businesses analyse and respond to cus-
tomer demand, ensuring strategic planning and execu-
tion. Both entrepreneurship and marketing research are
essential for modern business success.

Materials and Methods

The approach used in this study involved conducting
design research to determine the independent varia-
bles (entrepreneurship and marketing research) and de-
pendent variable (modern business). A study of the im-
pact of entrepreneurship and marketing research on the
private sector was conducted in the Kurdistan region of
Irag. To ensure accurate research results and evaluate
the hypotheses of this study, two data collection meth-
ods were used. The first approach involved reviewing ac-
ademic articles and books by other researchers focused
on the same topic. The second approach employed a
structured questionnaire, which was identified as the
most suitable tool to achieve the study's objectives.
The collected data were then analysed using statistical
software (SPSS). This study explored the importance of
integrating entrepreneurship and marketing research
in modern businesses for growth and success. Success-
ful businesses can meet customer demands, adapt to
change, and grow faster. However, a lack of trust and
understanding among business owners hinders their
effective implementation. The research focused on
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residents of the Kurdistan region aged 18 to 50, includ-
ing company employees and managers, as well as indi-
viduals in related sectors.

The target population comprised employees of
modern businesses in the Kurdistan region. This study
was not limited to a single business or organisation;
these employees were not restricted to a particular
management level. The sampling method was random,
and the selection was based on employee accessibility
across various roles. The research model, along with the
defined research hypotheses, was presented in Figure 1.

[Entrepreneurship ]L
H2

. ——>
[Marketlng research]
H3

Modern business

Figure 1. Research model
Source: developed by the authors

To achieve the objectives of the study and collect
the data, the researcher designed a questionnaire. This
consisted of a set of written questions that the staff of
organisations were required to answer. The question-
naire included 21 statements categorised into four ar-
eas: entrepreneurship, marketing research, integration
of entrepreneurial strategies, innovation, and market re-
search in modern business, along with demographic in-
formation about the sample members (i.e. gender, age,
level of education, and position) as shown in Table 1.

Table 1. Structure and number of Google Form questions

Number Field Number of statements
1 Entrepreneurship 7
2 Marketing research 7
3 Integration in modern business 7
4 Total 21

Source: developed by the authors

To obtain fundamental data from the participants,
an organised questionnaire was used. The survey aimed
to examine the role of entrepreneurship and marketing

research in modern business, as well as gather demo-
graphic information from respondents, through 21
statements. It also employed random sampling (Table 2).

Table 2. Google Form response scale

Level Strongly agree Agree

Neutral Disagree Strongly disagree

Points 5 4

3 2 1

Source: developed by the authors

For the entrepreneurship section, responses were
measured using a 5-point Likert rating scale, ranging
from “strongly agree” (5) to “strongly disagree” (1). High-
er scores indicated positive outcomes for subordinates,
while lower scores reflected adverse consequences. The
study was conducted following the standards set out in
The Declaration of Helsinki (2013).

Results and Discussion

The results were obtained through a questionnaire,
which enabled the collection of data via Google Forms,
both physically and online. SPSS analysis was used to
process the responses, which were organised into five
tables to allow readers to easily understand the results
and summarise the findings. Through these tables, the
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data were analysed to comprehend the impact of en-
trepreneurship and market research on modern busi-
ness. The questionnaire was initially expected to re-
ceive approximately 170 responses. However, due to
concerns about the reliability of certain answers and
instances of uncertainty, the final dataset was reduced
to 155 valid responses.

The findings were also supported by similar re-
search conducted by other scholars to examine the role
of marketing research, entrepreneurship, and modern
business success. It was found that firms must adapt
to their changing environment, highlighting the impor-
tance of marketing research and entrepreneurship.

Furthermore, performance measurement for innovation
competence played a significant role in fostering innova-
tion and business success in SMEs. The competitor anal-
ysis method, a crucial aspect of business strategy, was
closely linked to marketing research and its function in
identifying market opportunities and risks. By integrat-
ing these areas, this study provided insights into how
marketing and entrepreneurship research affect current
business performance and the role of these factors in
achieving sustainable company growth and enhanced
competitiveness. Table 3 presented the descriptive data
of the participants in this research, categorised based
on demographic questions.

Table 3. Descriptive statistics for demographic question

Variable Category No. %
Male 74 47.7
Gender Female 81 523
Bellow 25 69 44.5
25-35 69 44.5

Age 36-45 14 09
More than 45 3 1.9

Below diploma 13 8.4
Diploma 31 20.0
Level of education Bachelor's 106 68.4
Master's degree 4 2.6

Doctorate 1 0.6
Employee 116 74.8
Position Manager 33 21.3
General manager 6 3.9

Source: developed by the authors

In Table 3, the frequencies and proportions of re-
sponses were presented based on gender, age, level of
education, and position. Regarding gender, the table
showedthatthe majority of the participantshad arelative-
ly similar distribution, with female participants account-
ing for 57.3% and male participants for 47.7%. Addition-
ally, the results indicated that 44.5% of the participants
were aged below 25, while an equal proportion (44.5%)
were aged 25-35. The age group 36-45 constituted 0.9%
of the participants, while those aged over 45 accounted

for 1.9% of the total. It was also evident that 68.4% of
the participants held a bachelor’s degree. Following this,
20% of participants held a diploma, 2.6% had a master's
degree, 8.4% had below-diploma qualifications, and
0.6% had a doctorate. Furthermore, 74.8% of the partic-
ipants held employee positions in organisations or mod-
ern businesses, while 21.3% were managers, and 3.9%
were general managers. Table 4 presented the values
of Cronbach’s Alpha coefficient, which were calculated
to assess the internal consistency of the measurement.

Table 4. Reliability of measurements for all variables

. Marketing All independent : Independent variable
Entrepreneurship research variable Modern business and dependent variable
Number of
questions 7 7 14 7 21
Cronbach’s Alpha 724 .640 .788 .827 .864

Source: developed by the authors

Cronbach’s Alpha coefficients for the study varia-
bles were presented in Table 4. These values indicate
how internally consistent the items are, essentially re-
vealing the extent to which a set of items was related.
The factors examined included entrepreneurship, mar-
keting research, all independent variables, and modern

business. The Cronbach’'s Alpha coefficients for mar-
keting research and entrepreneurship were 0.640 and
0.724, respectively. The items used to measure mod-
ern business demonstrated very high reliability, as evi-
denced by a Cronbach’s Alpha coefficient of 0.827. The
total set of 21 items exhibited a high level of reliability
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in measuring marketing research, modern business,
and entrepreneurship, as the overall Cronbach’s Alpha
value was 0.864. The findings, summarised in Table 5,
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revealed a positive correlation between the variables,
with marketing research and entrepreneurship showing
a correlation coefficient of 0.260.

Table 5. Correlation matrix between independent variables
(entrepreneurship, marketing research) and dependent variable (modern business)

Correlations

Entrepreneurship Marketing research Modern business
Entrepreneurship 1 .545%* .519**
Marketing research .545%* 1 .573%*
Modern business 519*%* .573** 1

Note: **, - correlation is significant at the 0.01 level (2-tailed)

Source: developed by the authors

The correlation coefficient, which ranged from 0.519
to 0.573, indicated an indication that entrepreneurship
and modern business success were positively related.
This means that as the level of entrepreneurship increas-
es, the success of modern business organisations also
increases proportionally. Greater organisational effec-
tiveness was also associated with the use of efficient mar-
keting research methods, highlighting the importance of
understanding customer needs and making informed
business decisions. The relationship between marketing

research and entrepreneurship in enhancing company
success was demonstrated by the statistical likelihood
that firms engaging in entrepreneurial activities also con-
duct marketing research. All correlations had p <0.01,
demonstrating the reliability of the relationships be-
tween the variables examined. Table 6 summarised the
results of Pearson’s correlation coefficient tests, which
indicated that the relationship between the depend-
ent variable (modern business) and the independent
variable (entrepreneurship) were moderately positive.

Table 6. Simple regression between the independent variable
(entrepreneurship) and the dependent variable (modern business)

Coefficients Model summary ANOVA
B T P- value R R-square F P-value
(Constant) 1.929 6.991 .000
.5192 .270 54.549 .000°
Entrepreneurship .541 7.520 .000

Source: developed by the authors

When examining the role of entrepreneurship in
modern business, it is essential to understand its pre-
dictive potential. Table 6 also included the ANOVA re-
sults, which assess the extent to which the explanato-
ry variable (entrepreneurship) accounts for variations
in the response variable (modern business). Based on
the findings, the model was deemed appropriate, with
F=54.549 and p=0.000. Table 6 presented the results
of the estimated of the constant, slope, calculated t-val-
ue, and coefficient of determination (R-square). The re-
gression coefficient (B) for entrepreneurship was .541,
meaning that a one-unit increase in entrepreneurship

would lead to a .541 unit increase in modern business.
This coefficient explained the proportion of variation
in the dependent variable that can be attributed to the
independent variable and was equal to the square of
the multiple correlation coefficient. The R-square value
(0.270) indicated that entrepreneurship accounts for 27%
of the variation in modern business, while the remain-
ing 73% can be attributed to other factors. The findings
in Table 7 further demonstrated a moderately positive
relationship between the dependent variable (modern
business) and the independent variable (marketing re-
search), as indicated by Pearson’s correlation results.

Table 7. Simple regression between the independent variable
(marketing research) and dependent variable (modern business)

Coefficients Model summary ANOVA
B T P-value R R-square F P-value
(Constant) 1.696 6.356 .000
5732 32 74.981 .000°
Marketing research .620 8.659 .000 >73 329 % 000

Source: developed by the authors

This study should focus on understanding key as-
pects such as the predictive criteria and the impact of
marketing research on modern business. Table 8 also in-

cluded the ANOVA results, which assessed the adequa-
cy of the explanatory variable - marketing research - in
explaining the response variable, modern business. The
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findings indicated that the model was appropriate, as
the F-value was 74.981, with a corresponding p-value of
0.000. The constant value was 32, while the slope val-
ue was 0.4, indicating that the slope of the line of best
fit was 0.4. The t-value was 2.66, and the coefficient of
determination was 0.219, rounded to 0.22 (R-square).
The regression coefficient (B) for the marketing research
variable was 0.620, meaning that each unit increase in
marketing research corresponded to a .620 increase in
modern business. R-square represented denoted the

percentage of the independent variable's effect on the
dependent variable and was defined as the coefficient
of determination in this study. According to the Rsquare
value (.329), 32.9% of the variation in entrepreneurship
was associated with modern business, while the remain-
ing variation was attributed to other factors. The results
in Table 8 demonstrated that all independent variables
had a relatively high level of significance concerning the
dependent variable, with a Pearson correlation coeffi-
cient of .624.

Table 8. Multiple regression between independent variables
(entrepreneurship, marketing research) and the dependent variable (modern business)

Coefficients Model summary ANOVA
B T P-value R R-square F P-value
(Constant) 1.172 4.061 .000
Entrepreneurship .307 3.899 .000 .6242 .390 48.571 .000°
Marketing research 446 5.469 .000

Source: developed by the authors

To illustrate the overall predictive potential and
impact of entrepreneurship and marketing on modern
business, it was imperative to understand the meaning
of these concepts and their interrelationship. Table 8
also presented the ANOVA results, which assessed the
fitness of the proposed model using two independent
variables - entrepreneurship and marketing research -
and the dependent variable, modern business. At the
95% confidence level, the null hypothesis was rejected,
indicating that the model was appropriate; the F-value
was 48.571, and the p-value was 0.000. The constant
and slope values were contained in the first column
of Table 8, while the t-value and R-square appeared in
the second column. The findings indicated that entre-
preneurship had a significant effect, with a regression

coefficient (B) of 0.307, suggesting that each unit in-
crease in entrepreneurship resulted in a 0.307 increase
in modern business, particularly through contempo-
rary social media. Similarly, the regression coefficient
(B) for marketing research was 0.446, meaning that an
increase in marketing research was associated with a
0.446-unit increase in modern business, facilitated by
current marketing research strategies. The coefficient
of determination (R?) showed that, collectively, entre-
preneurship and marketing research accounted for
39% of the variance in modern businesses. The remain-
ing variation was attributed to other external factors.
Table 9 summarised the hypothesis test results, includ-
ing the standardised beta coefficient and t-value at a
significance level of 0.05.

Table 9. Hypothesis test results

No. Hypothesis Beta coefficient | t-value Results
H1 Entrepreneurship and modern business .307 3.899 Accept
H2 Marketing research and modern business 446 5.469 Accept
H3 Entrepreneurship and marketing research on modern business 0.624 7.123 Accept

Source: developed by the authors

The data validated the theoretical basis that en-
trepreneurship (H1), marketing research capabilities
(H2) and their combined influence (H3) contribute to
positive outcomes in modern business. The results of
the regression analysis demonstrated that entrepre-
neurship enhances modern business performance, as
the regression coefficient (B) was 0.541. D. Diandra &
A. Azmy (2020) supported these findings, showing that
entrepreneurial initiatives drive enterprise adaptation
and innovation within organisational structures.

X. Lu & J. Wang (2024) highlighted that innovation
is crucial for businesses seeking new opportunities and
sustainable development. It was important to note that
businesses that implement innovations were more likely

to attract interest from stakeholders; they also capi-
talised on environmental changes and work to further
their development and, ultimately, their survival in the
marketplace. Innovative actions reshaped the competi-
tive landscape, enabling organisations to recognise the
opportunities that arise from advancement (Szuper &
Wotoszyn, 2020).

The results indicated that marketing research posi-
tively influences business profitability, with a regression
coefficient (B) of 0.620. These findings were supported
by N.K. Malhotra et al. (2020), established that market-
ing research serves the dual purpose of understanding
client needs and facilitating informed business deci-
sions. According to P. Zaborek (2015), organisations can
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identify market opportunities and threats through mar-
keting research, demonstrating that well-conducted
research enhances corporate competitiveness. Mod-
ern organisations experience a significant impact from
the combination of entrepreneurship and marketing
research, as evidenced by a Pearson correlation value
of 0.624. Higher corporate effectiveness arose from
the strategic integration of these domains. According
to A. Ali et al. (2020), market-driven entrepreneurship
leveraged marketing and entrepreneurial approaches
to seize profitable opportunities. Sustained growth and
competitive advantage depend on this essential integra-
tion. The study confirmed findings that align with existing
literature on the crucial role of marketing and entrepre-
neurial research in modern companies. F. Haines (2017)
argued that entrepreneurship has a lasting transform-
ative impact across economic and social sectors. Prod-
uct development and market strategy formulation rely
heavily on marketing research, according to both L. Mel-
ander (2020) and S. Hollensen (2020).

Organisations operate in a volatile and unpredicta-
ble environment as they undergo modernisation. It was
critical to understand their nature and, accordingly, im-
plement comprehensive strategies that incorporate dy-
namic developments. Modern businesses must respond
swiftly to environmental changes, particularly in light of
intense competition and rising consumer expectations
(Piekarczyk, 2016). The modern corporate world was
highly complex. Technological advancements, competi-
tive pressures, and growing customer awareness have
compelled businesses to operate differently than in the
past. It was essential for companies to consider trends
and environmental changes in their strategic plan-
ning. H. Cengiz (2020) emphasised that companies that
closely monitor their external environment were better
equipped to identify opportunities and risks. By doing
so, they can develop strategic responses to capitalise on
opportunities and mitigate risks.

Competition was inevitable in the corporate world,
particularly given the highly competitive nature of mod-
ern business. It was essential to monitor consumer
trends and anticipate potential changes to respond ef-
fectively. Businesses must also manage changes within
the corporate environment. In modern dynamic busi-
ness landscape, organisations must adapt rapidly, while
maintaining a strong workforce. Managers must be ad-
aptable, offering flexible working hours and locations. As
noted by L.E. Boone et al. (2019), flexibility and mobility
represented the largest demographic shifts in the work-
force. To succeed, leaders must possess vision, market
insight, critical thinking skills, and data analysis capabili-
ties. Additionally, businesses must consider social issues
and their responsibilities to investors, consumers, em-
ployees, and society.

T. Baker & F. Welter (2018) highlighted that, given the
significance of entrepreneurship in the modern world,
academics have sought to expand and deepen their
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understanding of the field. First and foremost, entre-
preneurship was recognised as a fundamental strategy
for reducing unemployment and increasing the number
of entrepreneurs establishing new businesses. Because
entrepreneurs develop and compete, they contribute to
a nation’s economic environment and help reduce un-
employment in many countries. Given the importance
of entrepreneurship, researchers have focused on this
phenomenon and examined the factors that influence
an individual's decision to become an entrepreneur
(SendraPons et al., 2021). A. Ali et al. (2020) explained
that market-driven entrepreneurship integrated both
marketing and entrepreneurial principles, focusing on
market opportunities. Y.H. Al-Mamary & M. Alshalla-
gi (2022) stated that entrepreneurship involved taking
risks, managing uncertainty and instability, and prioritis-
ing financial gains. O.]. Nwokebuife et al. (2021) noted
that many individuals struggle to become successful en-
trepreneurs due to the inherent risks associated with the
sector. Innovation is crucial for effective management
processes, as it enables organisations to adapt and pro-
gress. Sustainable innovation is vital for industrial suc-
cess and long-term growth. It supports the development
of new strategies to enhance existing products or ser-
vices, ensuring businesses’ long-term viability and per-
formance. Innovations are distinct from other concepts
and can provide both short- and long-term benefits to a
company. The principles of creativity involve generating
and applying ideas, transforming them into specific or-
ganisational components such as products or processes.

Conclusions

The study confirmed the enhanced and beneficial role
of entrepreneurship and marketing research in mod-
ern business success. The findings demonstrated that
both factors are essential for the development and ef-
fectiveness of contemporary organisations. One of the
most critical areas in business was entrepreneurship,
as it enabled companies to respond to changes in the
environment and anticipate future trends. Marketing re-
search played a crucial role in business organisations by
serving multiple purposes, such as helping companies
understand consumer needs and preferences, identify-
ing market trends, and formulating effective marketing
strategies to enhance customer satisfaction. The inte-
gration of entrepreneurship and marketing research
led to improved business outcomes. Organisations that
successfully incorporate these two elements are better
positioned to achieve sustained growth and maintain a
competitive advantage. Future research should examine
additional factors that might influence the application
of entrepreneurship and marketing research, including
organisational culture, leadership, and technological
advancements. Furthermore, analysing the influence
of these processes across various sectors could reveal
industry-specific best practices and challenges. The
findings of this study aligned with previous research in
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the field, demonstrating, how the combination of entre-  industries could help identify sector-specific challenges
preneurship and marketing research contributes to en-  and best practices.
hanced business performance.

Future research should further investigate ar-
eas such as corporate culture, leadership theories, None.
and technological developments that impact the effec-
tiveness of marketing and entrepreneurship research.
Additionally, comparative studies across different None.
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AHoTauifa. CyyacHui 6isHec nepefbavac BefeHHs onepayiii BignoBigHO A0 Cy4acHWX 3MiH Ta ajanTaLito Jo Hux. Lie
JOCAIAXKEHHA NiAKPECAN0 BaX/IMBICTb YpaxyBaHHA NOra4iB i NoTpeb KNieHTIB, 30cepeXyoUncb Ha 3pOCTaHHI Ta
CTIMKOCTI B YyMOBax KOHKYPeHLii. Y CTaTTi pO3risHyTO posb i BB 4BOX K/IOHOBUX GaKTOPIB Y MOAepHi3aLii 6i3Hecy:
NiANPUEMHMNLTBA Ta MapKeTUHIOBUX AOCHigKeHb. JocnifkeHHs 6yno cnpsamMoBaHe Ha MOKPALLEeHHS PO3YMiHHSA
Cy4acHoro 6i3Hecy, YNHHWKIB, L0 CNPUSAIOTL NOro PO3BUTKY, @ TaKOX BaXINBOCTI MEHEeKMEHTY Ta MapKeTUHIOBUX
JocnigxeHb Ana NigNpreMCTB. bByno JOCAIAXEHO 3aCTOCYBaHHA Ta 3HAYEHHS LMX ABOX KOHLEenUii y npocyBaHHi
6i3Hecy. ONnUTyBaHHA NPOBOAMIOCA AK OHNANH, TaK | BPYYHY Yepe3 Google Forms, BUKOPUCTOBYHOUN KiNbKICHWT
MeTOAONOTIYHWNI NigXig. AaHi 6ynu 3ibpaHi Bij pisHMX geMorpadivyHmx rpyn y perioHi KypamcTaH, OXOnaoo4m pisHi
aAMiHICTpPaTUBHI Nocaju Ta BiKOBI KaTeropii Big 25 pokis i MmonogLle Ao 45 pokis i ctapiue. Bcboro 6yno oTprmMaHo
155 BanigHWx BignoBsigenn MeTo4oM NMPOCTOro BUMaAKOBOro Biabopy. AHani3 AaHUX 34iMCHIOBaBCA 3@ AOMNOMOrOH0
nakeTta CTaTUCTUYHOrO aHanisy couiafibHUX HayK i3 BUKOPUCTAHHAM KOPensAuiiHUX i perpeciiHnx mogener.
Pe3synbTaT nokasanu, WO AK NiANPUEMHNLTBO, Tak | MapKeTUHIOBI JOCAIAXEHHSA MO3UTVUBHO BMNIMBaOTbL Ha bi3Hec.
Lle 3acBig4nno Npo Te, WO KyPACbKNIA HAapOA BU3HAE L ABi KOHLEeNL,i K KNH4YOoBi Ans ycnixy 6i3Hecy. JocnigxeHHs
3aMnponoHyBano HOBI BUCHOBKM 3aBASKM YHIKasbHOMY $GOKYCYBaHHIO TeMW Ta OpraHi3aLii KOHLEeNLin, WO Biapi3HSE
Oro Big nonepeaHix pobiT Ta BKOUAE akTyanbHy iHpopMaLito. NMopiBHANbHMT aHani3 Ha OCHOBI perioHanbHMX abo
€KOHOMIYHUMX MOKa3HWKIB MOXe HafaTu rnbLLe po3yMiHHS TOrO, AK KyNbTYpHi Ta eKOHOMIYHI GakTopu BNAMBaOTb
Ha perioHaNbHNI PO3BUTOK Ta EKOHOMIYHI YMOBM

KAarouoBi caoBa: po3BUTOK 6i3Hecy; opraHisauis 6i3Hecy; aHani3 puHKY; PO3BUTOK NiANPUEMHNLTBA; perpeciiHni
aHanis
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