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Abstract: The present study examines various relevant management and marketing 

literatures to evaluate the relative significance and obstacles of quantitative 

techniques for managerial and marketing decision making in 21st-century 

businesses. The aim is to identify factors that either facilitate or hinder the 

application of quantitative techniques. The outcomes align with earlier studies 

conducted by other investigators and professionals. According to the authors, 

businesses in the twenty-first century are eager to apply mathematics and statistics 

through cutting-edge computer and device software and apps, and they have a good 

amount of faith in quantitative models. One important finding is that employees in 

management and marketing need to be more enthusiastic about upcoming courses 

and training sessions on the application of quantitative methods. These kinds of 

programs ought to offer ways to get rid of various obstacles to decision-making. 

With any luck, this study on secondary data analysis will produce some important 

insights into how to make and keep the proper decisions for issues with 

management and marketing. Anticipating the results of this research will accelerate 

a certain level of commercial success. 

 

Fields of Study: Management, Marketing, Statistics and Mathematics.  

 

1. Introduction 

In today's business world, challenges such as how managers can boost the organization's 

earnings with resource scarcity and growing rivalry are common. In the areas of production, 

marketing, finance, and other business operations, quantitative techniques are helpful. The 

nature of marketing is changing in the modern corporate environment, which is marked by 

constant flux and uncertainty (Minciu et al., 2020) and concurrent data flooding (Bradlow et 
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al., 2017). The swift advancement of management and marketing technology (Hoffman et 

al., 2022) presents more chances for interaction and communication with clients, as well as 

for tracking and evaluating their attitudes and actions (Holmlund, et al., 2020). A scientific 

foundation for dealing with future choice uncertainty is offered by quantitative approaches. 

Although it is impossible to completely eliminate these uncertainties, quantitative solutions 

can assist minimize business concerns. Every company wants to gain a larger market share 

than its rivals by studying their business tactics. Therefore, this study suggests doing further 

research on how management and marketing handle decision-making in the complex, data-

intensive, and dynamic current marketing environment in order to offer insightful 

information for both academics and practitioners. Wierenga and colleagues' contributions 

have been largely relied upon in research on decision-making (DM) in general (van Bruggen 

and Wierenga, 2000, Wierenga, 2011, Wierenga and van Bruggen, 1997). Through the use 

of quantitative methodologies, the shifting circumstances have changed the decision-making 

behaviors of marketing and HR managers (Hoffman, et al., 2022). 

 

Disciplined thinking on organizational problems is enforced by quantitative methods. The 

analytical and objective approach is substituted for the subjective and intuitive approach in 

the quantitative method. In the service sector, time is everything. On the one hand, the 

capacity to access certain real-time data means that managers of marketing and HR may take 

well-informed decisions to meet the changing needs of their clients and adapt to 

environmental shifts. However, even seasoned marketing managers find it difficult to handle 

the complexities and dynamics of management and marketing when they are coupled with 

those of the company environment as a whole (Moisander et al., 2020). According to 

Laureiro-Martínez and Brusoni (2018), their present schemas for evaluating marketing 

opportunities and issues, as well as tactics for acting on them, may be inadequate or even out 

of date. In addition to managerial inclinations toward intuition—rather than analytical 

evidence—in decision-making, more recent research has shed light on the roles played by 

organizational procedures and values, managerial perceptions, and experience-based rules in 

decision-making by quantitative techniques (Challagalla et al., 2014, Kashmiri and Mahajan, 

2017). (Tarka, 2018). It's true that when a wise decision is made at the appropriate moment, 

nice things will happen as a result. The time it takes to serve someone and its capacity to do 

so differ. Thus, this study reduces waiting times and resource waste. It gives businessmen a 

foundation on which to make wise and lucrative decisions. When resources are allocated 

properly, businessmen may save time and money by using quantitative procedures. The 

utilization of quantitative approaches guarantees timely and resource-efficient work 

completion. These aid in the planning, scheduling, and management of large-scale, intricate 

projects by managers and the marketing team in order to reduce resource waste. In light of 

this, the paper discusses the decision-making processes that managers and the marketing 

team might use in contemporary marketing settings. In order to provide fresh and 

empirically supported insights, this research study uses a different theoretical framework. 

The confluence of these two viewpoints is viewed in this study as a rich source for 

understanding the alleged tortuous nature of decision-making in contemporary marketing 

contexts.  

 

2. Rationale and Scope of the Study 

Quantitative techniques in industrial management address a range of issues, from the 

procurement of raw materials to the delivery of finished goods. As a result, the operations 

research team must consider a variety of alternate approaches to producing goods and 

earning profits in each situation in order to make decisions based on science. Developing 

economies have enough opportunity to establish an operations research-based approach to 
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planning. The fundamental concept is to focus planning in order to attain maximum growth 

per capital income in the shortest amount of time, taking into account national goals and 

constraints. Consequently, a team of statisticians, economists, technologists, administrators, 

legislators, and specialists in agriculture might collaborate to employ an operations research 

methodology to address this issue. There is a lot of potential for operations research in the 

agriculture sector. A shortage of food has resulted from population growth. Finding the ideal 

amount of land to plant different crops on based on climate is a problem for many nations. 

Every expanding nation also struggles with distributing water from various bodies of water 

in an efficient manner. There is much need for scientific investigation in these areas of 

interest. Any size organization can successfully implement an operations research strategy. 

Organizations' operational productivity has increased as a result of applying quantitative 

methodologies. Operations research techniques can be used to optimize decision benefits 

and decrease costs. In a similar vein, using simulation techniques can help the transportation 

industry. These techniques can aid in controlling train arrival and departure times.  

 

3. Objectives of the Study 

This study is an attempt for achievement of two major objectives of Forecasts and 

obstructions of Quantitative Techniques for Managerial and Marketing Decision Making in 

21st Century Businesses. 

 

a) General Objective 
To analyze the Prospects and Challenges of Quantitative Techniques for Managerial and 

Marketing Decision Making in 21st Century Businesses. 

 

b) Specific Objectives 

The specific objectives are: 

a) To analyze and evaluate the policies from previous literature review and 

applications of Quantitative Techniques for Managerial and Marketing Decision 

Making. 

b) To provide information regarding the efficiency of the benefits and restrictions of 

Quantitative Techniques for Managerial and Marketing Decision Making. 

c) To provide some arguments and suggestions with a view to increasing the use of 

Quantitative Techniques for Managerial and Marketing Decision Making in the 

corporations in Bangladesh and overseas. 

 

4. Methodology of the Study 

The study is exploratory in nature based on extensive review of relevant studies done earlier. 

This study was conducted rely on secondary data only. The secondary sources of 

information have collected from various publications, journals, books, newspapers, 

magazines and websites about human rights and its impact on development of organizations. 

The data analyzed by applying theoretical framework and from various literature reviews on 

this specific area.  However, the information of different previous studies has great 

contributions about the practices and analysis of breakdown on the forecasts and 

obstructions of Quantitative Techniques for Managerial and Marketing Decision Making in 

21st Century Businesses and in the society, the researchers made use of systemic search 

methodology by identifying different published and unpublished papers that was able to 

detail in this extant review of the literature to conduct this study. 
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5. Literature Review 

Using QT decision making tools increases marketing and management's ability to gather and 

interpret market data, leading to better informed decisions. Concurrently, the difficulties 

posed by an infinite data collection make decision-making more difficult and require a great 

deal of cognitive work when seeking accurate and meaningful interpretations in order to 

reach the right conclusions (Du et al., 2021, Skiera, 2016). Van Bruggen et al. (2001) 

highlighted that marketing managers run the risk of being immobilized by constant streams 

of market data as early as 2001. The expansion of data has been exponential since then. The 

problems facing marketing managers are made worse by the growing dynamism of many 

markets (Rust, 2020) and the regular discontinuities in the causal structure of the business 

and marketing environment (Emery & Trist, 1965). Managers "will be hard-pressed to 

understand and interpret what is going on and constantly will revise their mental models of 

the market" when the volatility of the business environment rises (Wierenga and van 

Bruggen, 1997, p. 27). The complex systemic structures of modern corporate environments 

have many interconnected aspects, such as actors, technology, and contextual elements. The 

environment changes on a trajectory that is not always foreseeable due to collaborative 

behavior. The application of marketing technologies, such as artificial intelligence (Huang & 

Rust, 2021) and real-time data processing (Jabbar et al., 2020), has been the subject of 

another developing research field. Therefore, it seems to reason that marketing managers 

who are involved in decision-making would constantly be watching, analyzing, and molding 

behaviors that occur on the inside as well as the outside. Moreover, their decisions are based 

on a wealth of information that is frequently contradictory. There is a wealth of research on 

decision-making in a variety of settings, including tumultuous and uncertain ones. Wierenga 

(2011) contends that all of the decisions' characteristics are very different from those of 

other kinds of organizational decisions, even though the conclusions drawn from this 

research are relevant to management and marketing. Although scholars have focused on 

decision-making during uncertain and flux periods (Bogomolova et al., 2017, Gilbert-Saad 

et al., 2021, Laureiro-Martínez and Brusoni, 2018), the effects of these conditions on DMM 

have been disregarded. While there are a few notable exceptions (Chari et al., 2014; Read et 

al., 2009), we contend that there is a paucity, fragmentation, and consistency in the research 

stream that specifically addresses managers' behaviors while making marketing decisions in 

contemporary marketing environments. The framework emphasizes that the decision-

making modes that a marketing manager uses—namely, reasoning, creating, optimizing, and 

analogizing—depend on the attributes of the decision-problem, decision-environment, and 

decision-maker: The decision-maker is more or less analytical, the context is more or less 

steady, and the problem is more or less structured. These factors affect a manager's decision-

making process by dictating whether to primarily rely on quantitative facts or, alternatively, 

more instinctively, on creativity and past experiences.  

 

The rare outliers that do occur typically concentrate on particular problems, such price 

(Bogomolova et al., 2017). Decision-making is rarely a simple process with defined 

procedures because of the characteristics of modern marketing environments, and the results 

of marketing decisions can be hard to predict and comprehend. It is reasonable to suppose 

that managers make decisions in marketing by exploring and experimenting, learning as they 

go along, and by using a plan. For the purpose of studying and comprehending decision-

making by empirical means, a toolkit of relevant concepts is necessary. This line of inquiry 

views decision-making as a tool for guiding an ongoing series of activities toward an 

objective. To arrive at a decision that seems most sensible at that particular moment for a 

certain situation, managers first "think a little, act a little, and then evaluate the results before 

they think and act a little more" (Orasanu & Connolly, 1993, p. 19). Because of this, 
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decision-makers are thought to be limitedly rational (Simon, 1955); they employ heuristics 

to solve problems swiftly and satisfactorily (Gigerenzer, 2004). 

 

As a sequence of interventions embedded in intricate labor practices, decision-making is an 

emergent process (Alby & Zucchermaglio, 2006). This method of making decisions—which 

involves exploratory action to modify cognition and objectives in a continuous learning 

cycle—seems particularly relevant to us (Connolly & Wagner, 1988). Managers use their 

past experiences to adopt a "recognition-primed" or perception-based decision-making 

process in unclear situations. They use mental simulations to quickly decide what to do 

(Klein, 1993). Managers use the information at their disposal to mentally model the various 

phases and their probable results based on experience and identification of potential 

familiarity with the issue under consideration. They also reevaluate the circumstances to 

make sure they take into account any modifications or previously disregarded elements that 

might have an influence on their choice. The rising potential for leveraging contemporary 

marketing technology to infer actions from retrospective and real-time data makes the 

involvement of intuition and rational analysis—sometimes referred to as a dual-process 

approach to decision-making (e.g., Wierenga, 2011)—even more important. A similar body 

of literature known as the situate viewpoint operates under the fundamental premise that 

human cognition and behavior result from interactions between individuals and the material, 

technical, and discursive environments in which they are situated. All cognitions are 

temporary, temporally bounded, perceptual frameworks, according to the reviews; they are 

influenced by an individual's experiences and interactions in a setting that is "evolving as the 

people involved act and interact with each other and their physical surroundings" (Elsbach, 

et al., 2005, p. 423–424). This suggests that "a process of co-construction and negotiation 

between participants and other systems involved in the situation" (Greeno, 1998) is how the 

choice situation develops. 

 

Kirsh and Maglio (1994) assert that actions—also referred to as pragmatic actions—are 

more than just a response to different outside circumstances or a step in carrying out a 

strategy. In order to arrive at "situated cognitions" about consumers and the market, 

marketing managers in contemporary businesses use these kinds of cues. They do this by 

creating mental images and explanations of the state of affairs as well as how "the world 

presents itself" (Roth & Jornet, 2013, p. 464). The present investigation adopts a naturalistic 

decision-making framework (Klein, 1993; Orasanu and Connolly, 1993) to investigate how 

seasoned decision-makers manage complex decision-making scenarios in authentic contexts. 

We also incorporate the situative perspective of cognition and action (Elsbach et al., 2005; 

Greeno, 1998), which recognizes the dynamic interactions between actors and the available 

decision-support systems, as well as the embeddedness of the decision-maker's actions and 

cognitions in the surrounding context. 

 

6. Discussion and Analysis of the Study 

6.1 Quantitative Techniques and Decision Making 

Quantitative techniques are a collection of programming and statistical techniques that 

influence your decision-making process, especially about industry or business. It considers 

the use of numbers, mathematical expressions, and symbols. Decision-making is one of the 

key areas of expertise every organization expects from managers. One decision could make 

the results favorable or unfavorable. Top officials leverage several methods to decide on 

certain factors, such as increasing the downward sales trend, new addition to the current 

product, etc. Since decision-making skill is the bread and butter for you, you must know the 
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quantitative techniques in the decision-making process. But before that, let‘s see the 

meaning, characteristics, and limitations of the same. 

 

6.2 Importance of Quantitative Techniques in Organizational Decision Making: 

a. A QT approach comes handy and gives an analytical and quantitative basis to 

identify the problem area. QT approach is most frequently adopted with production 

scheduling and inventory replenishment. 

b. Problems identifying by QT approach helps to improve the existing system such as, 

selecting economical means of transportation, production scheduling, job 

sequencing, or replacing old machinery. 

c. QT models help in improved decision-making that gives the executive an improved 

insight into the problem and thereby improve decision-making. 

d. It provides a tool for scientific analysis and offers solutions for various business 

problems. 

e. It enables proper deployment of resources and supports in minimizing waiting and 

servicing costs. 

f. It helps the management to decide when to buy and what is the procedure of buying 

and helps in reducing the total processing time necessary for performing a set of 

jobs. 

 

6.3 Appearances of Quantitative Techniques in Decision Making 

a. The scientific approach involves obtaining data by testing each set and 

experimenting with them. The process consists in observing the experiment, 

creating a hypothesis, and predicting and analyzing results. 

b. This approach aims to gather information system behavioral patterns into small and 

separate packets that combine data and processes. This approach aims to enhance 

the quality and productivity of the system analysis, making it productive. 

c. When there are multi-dimensional problems, you need teamwork to accomplish the 

objective. For instance, if there are managerial problems, everything at the 

workplace can get hampered, including physical, economical, sociological, and 

psychological. 

d. Quantitative technique makes a major contribution to the decision-making process. 

A general systematic approach includes managerial decisions. 

 

6.4 Quantitative Technique supports in Decision Making Process 

a. Not every single task gets scrutinized in a large organization; the quantitative 

approach identifies the problem. The technique is also leveraged to adopt 

production scheduling and inventory replenishment. 

b. Quantitative technique contributes to making the right decision, lowering the error 

margin. With the help of this technique, one can look at the picture with a clearer 

vision, and the chances of wrong-decision tend to be minimal. 

c. Due to the quantitative technique, the coordination becomes smoother between 

inter-departmental. 

d. Since the quantitative approach contributes to the decision-making process, it 

improves existing systems of choosing a budget-friendly mode of transportation, 

scheduling production, sequencing jobs, and replacing or repairing old machinery. 

e. Since business decisions are involved or to be taken, you cannot neglect scientific 

methods. And decisions based on intuitions are not to be taken when making 

financial decisions. 
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f. You can rely on quantitative techniques when it comes to solving various business 

problems. The technique can be used in marketing, production, sales, finance, and 

marketing. For instance, how to boost the bottom line to maximise revenues. How 

to increase production to meet the demand. 

g. If your business faces huge competition, then quantitative techniques can help you 

choose an optimal strategy to beat the competition. It does it through game theory. 

h. With the help of quantitative methods, you can predict the time to complete the 

project. It is also known as the evaluation of the program or review technique. 

i. When you leverage quantitative techniques, you get access to multiple tools, from 

mathematics, economics, operational research, and statistics. The tool that you use 

will help you find problems and their solutions. The solution derived from the tools 

is unbiased of the top-level authority‘s opinion. 

 

6.5 Drawbacks of Quantitative Techniques in Decision-Making 

a. Only counts quantifiable data. One of the drawbacks that could influence the 

decision-making process is the consideration of quantifiable data. If the data aren‘t 

quantifiable, then it doesn‘t get into consideration. 

b. When needed, certain assumptions and estimates are added to factor and calculate. 

With the help of this, you can perform quantitative analysis. The forecast has to be 

correct to prove the results to be favorable. 

c. Quantitative techniques require big time and money for significant results. It 

requires professionals to attempt research. The professionals need to review the 

situation and based on that constantly, they must make the decision. 

d. The dependency on Computers increases due to the involvement of mathematical 

skills and several factors. And due to this, the decision to avoid using computers 

becomes baseless since computers do heavy calculations. 

e. Along with other factors, human behavior also counts when making decisions 

based on quantitative techniques. 

f. QT approach is mathematical in nature. QT techniques try to find out an optimal 

solution to a problem, by taking all the factors into consideration. The need of 

computers become unavoidable because these factors are enormous (huge), it 

requires huge calculations to express them in quantity and to establish relationships 

among them. 

g. One of the drawbacks of QT techniques is that they provide a solution only when 

all the elements related to a problem are quantified. Since all relevant variables 

may not be quantified, they do not find a place in QT models. 

h. The complexities of human relations and behavior must be taken into account while 

implementing QT decisions, as it is a very delicate task. 

 

6.6 Applications of Quantitative Techniques 

a) Marketing 
i. Selection of product, its timing and competitive actions. 

ii. t and time-based decision for advertising media. 

iii. Rate of calling an account and requirement of number of salesmen, etc. 

iv. Market research effectiveness. 
 

b) Finance, Budgeting and Investment 
i. Long range capital requirements, cash flow analysis, investment portfolios and 

dividend policies. 

ii. Credit policies, credit risks and procedures for delinquent account. 

iii. Procedures to deal with complaints and claim 
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c) Personnel and Production management: 
i. Manpower requirement forecasting, recruitment policies and assignment of job. 

ii. Suitable personnel selection considering age and skills, etc. 

iii. Proper allocation of machines for scheduling and sequencing the production. 

iv. Selecting production plant sites along with its location and design. 

 

d) Research and Development: 

i. Alternative designs evaluation and its reliability. 

ii. Developed projects control. 

iii. Multiple research projects co-ordination. 

 

6.7 Use Quantitative Techniques in Business Activities 

1) Credit Scoring: Banks use quantitative techniques to assess the creditworthiness 

of loan applicants. They use statistical models to evaluate the credit risk of an 

applicant based on various factors such as credit history, income, debt-to-income 

ratio, and employment history. 

2) Risk Management: Banks use quantitative techniques to manage their risk 

exposure. For example, they use quantitative models to measure market risk, credit 

risk, operational risk, and liquidity risk. These models help banks to identify and 

quantify potential risks and take appropriate measures to manage them. 

3) Portfolio Management: Banks use quantitative techniques to manage their 

investment portfolios. They use models to analyze market trends, identify potential 

opportunities, and make informed investment decisions. 

4) Fraud Detection: Banks use quantitative techniques to detect and prevent fraud. 

They use statistical models to identify suspicious patterns and anomalies in 

transaction data, which can help them identify potential fraud. 

5) Customer Segmentation: Banks use quantitative techniques to segment their 

customers based on various characteristics such as demographics, spending 

patterns, and transaction history. This helps banks to target specific customer 

segments with personalized offers and services. 

 

6.8 Quantitative Techniques Management and marketing Focuses Area 
Quantitative technique focuses on the following elements of business operations in 

management and marketing: 

a) Customer Satisfaction 

b) Business Value Enhancement 

c) Empowerment of Employees 

d) Creating Synergy among Teams 

e) Creating Quality Products 

f) Preventing Defects 

g) Being Responsible For Quality 

h) Focusing on Continuous Improvement 

i) Leveraging Statistical Measurement 

j) Remaining Focused on the Processes 

k) Commitment to Refinement and Learning 

  

6.9 Classification of Quantitative Techniques 

There are two types of quantitative methods for management: mathematical techniques and 

statistical techniques. 
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i. Mathematical Techniques: Mathematical quantitative techniques are based on 

quantitative data. There are many tools available, such as algebra, permutations and 

combinations, set theory and others, using principles of mathematics. These include 

a wide range of tools such as algebra, differentiation and differential equations. 

Most of these mathematical techniques result in decision models that are 

deterministic in nature. 

ii. Statistical Techniques: This is one of the commonly used quantitative approaches 

to management. Statistical inquiry drives it and it may also include the use of many 

statistical tools for analyzing data. This can result in better decision-making. 

Because decision-making is based on the availability of information, correct and 

timely information must be obtained through well-documented data. 

 

6.10 The Quantitative Analysis Techniques 

I. Regression Analysis: Regression analysis is a common technique that is not only 

employed by business owners but also by statisticians and economists. It involves 

using statistical equations to predict or estimate the impact of one variable on 

another. For instance, regression analysis can determine how interest rates affect 

consumers‘ behavior regarding asset investment. One other core application of 

regression analysis is establishing the effect of education and work experience on 

employees‘ annual earnings. 

II. Linear Programming: Most companies occasionally encounter a shortage of 

resources such as facility space, production machinery, and labor. In such 

situations, company managers must find ways to allocate resources effectively. 

Linear programming is a quantitative method that determines how to achieve such 

an optimal solution. It is also used to determine how a company can make optimal 

profits and reduce its operating costs, subject to a given set of constraints, such as 

labor. 

III. Data Mining: Data mining is a combination of computer programming skills and 

statistical methods. The popularity of data mining continues to grow in parallel 

with the increase in the quantity and size of available data sets. Data mining 

techniques are used to evaluate very large sets of data to find patterns or 

correlations concealed within them. 

 

6.11 Applications of QT in 21
st
 Century Business Management and Marketing Decision 

Business owners are often forced to make decisions under conditions of uncertainty. 

Luckily, quantitative techniques enable them to make the best estimates and thus minimize 

the risks associated with a particular decision. Ideally, quantitative models provide company 

owners with a better understanding of information to enable them to make the best possible 

decisions. 

 

a) Project Management: One area where quantitative analysis is considered an 

indispensable tool is in project management. As mentioned earlier, quantitative 

methods are used to find the best ways of allocating resources, especially if these 

resources are scarce. Projects are then scheduled based on the availability of certain 

resources. 

b) Production Planning: Quantitative analysis also helps individuals to make 

informed product-planning decisions. Let‘s say a company finds it challenging to 

estimate the size and location of a new production facility. Quantitative analysis 

can be employed to assess different proposals for costs, timing, and location. With 



   52 
 

effective product planning and scheduling, companies will be more able to meet 

their customers‘ needs while maximizing their profits. 

c) Marketing: Every business needs a proper marketing strategy. However, setting a 

budget for the marketing department can be tricky, especially if its objectives are 

not set. With the right quantitative method, marketers can easily set the required 

budget and allocate media purchases. The decisions can be based on data obtained 

from marketing campaigns. 

d) Finance: The accounting department of a business also relies heavily on 

quantitative analysis. Accounting personnel uses different quantitative data and 

methods, such as the discounted cash flow model, to estimate the value of an 

investment. Products can also be evaluated based on the costs of producing them 

and the profits they generate. 

 

7. Limitations of the Study 

This secondary research provides valuable new insights, but is not free from limitations. 

First, it relies on only secondary sources of data about past and ongoing decision-making 

processes study. Furthermore, action and search research methods have applied here to make 

this study successful. Using such methods, the QT of DM studied deep understanding and 

direct and personal access constitute key resources like management, marketing and 

businesses, would be a commendable option in this respect. More depth and further nuances 

could be added to the inventive and reflexive characteristics of QT in modern management 

and marketing environments, which, based on our study, are unexplored but important 

features of decision-making. The researchers could not really gather enough information 

because of the right direction and the right information. With the best research knowledge 

there is very little research done in this area, which is why there is no guidance.  

 

8. Findings and Recommendations| 

i. This study captured only marketing management areas published papers and 

revised reviews only. DM is, in many respects, a collective endeavor than 

quantitative techniques in which decisions result from teamwork. 

ii. The inclusion of the views and experiences of organization at large might have 

added alternative findings. Hence, to obtain a wider result, future research could be 

expanded through primary data and analysis. 

iii. The modern business technology plays a natural role in the empirical context of this 

study, it has not been the primary focus on different technological tools and 

platforms. 

iv. It can include investigating how decision-makers use various purposes in DM, to 

on one hand benefit from data intensity and to counter the volatility and complexity 

of modern businesses environments. 

v. This study was to explore and discern the general pattern of DM through QT, and 

the findings are primarily based on the empirical review and analysis, rather than 

its extensiveness. As such, it would be inappropriate to make any definitive claims 

regarding the noticeable differences in managerial and marketing decision-making 

styles. 

vi. A logical progression of this study would be conducting a comparative examination 

of QT for DM in 21
st
 century businesses to take right and effective decisions. 

 

9. Conclusion 

In order to rank the relative importance and obstacles of quantitative techniques for 

managerial and marketing decision making in 21st-century businesses—which may 
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encourage or forbid the use of quantitative techniques—this paper reports on an analysis of 

several related literatures in the management and marketing fields. The findings align with 

earlier studies conducted by other scholars and professionals. The authors also pointed out 

that firms in the twenty-first century are eager to apply mathematics and statistics through 

cutting-edge computer and device software and apps, and they have a good amount of faith 

in quantitative models. One important finding is that future education and training programs 

on the application of quantitative methodologies should pique the interest of management 

and marketing staff members. 
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