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EXECUTIVE SUMMARY
The details of customer decision making processes and procedures evaluated through illustrative demonstrations in this theoretical report analysis depicts the bona fide know about the different stages of increasing customer value in a well organized retail organization. The strictly followed stages of buyer’s decision making process as pictures in this report talks much about the goals of corporate customer satisfaction management in the organization through stepwise purchasing decisions and choices linked with the same. The use of quality control as a superior decision making process enhances the knowhow of both suppliers and customers in the decision making process of the retail organization in bona fide patterns. The factors necessary for organizational development and management to bring new innovations in the organization is also seen to generate positive fruits of control and management outcomes for the whole retail management processes. The theories discussed play a significant role in judging the managerial concepts needed for performance of the retail organization in successive manners.
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Customer experience is one of the significant factor that defines values as well as aspects of the business organization due to which such following factor is most motivational to all of the employees. Moreover, every business organization has the responsibility to maintain the quality of product and need to understand about the values of customer so as to gain higher customer experiences. The following assessment discusses about major factors those are related with the development of organizational growth as well as higher customer value. 
In addition, higher customer value and positive way of gaining customer experiences may have key impact on achieving top leading  position such as Marks and Spencer has already achieved top leading position in UK retail market (Marks & Spencer Online Shopping, 2018). Moreover, the way of clear understanding about several possibilities related to development of customer expectations on the basis of product quality and maintenance of their demand have been illustrated through the following report. Apart from this, relatable approach has been demonstrated in an effective manner so as to enhance major factors of the business such as decision making process as well as effective way of maintaining customer relationship and employee behavior. 
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[bookmark: _Toc521600417]1. CRITICALLY UNDERSTANDING OF AN ORGANIZATION’S QUALITY PROCESSES AND ITS   EFFECTIVENESS IN MEETING CUSTOMER REQUIREMENT
[bookmark: _Toc521600418]1.1 BUYING DECISION-MAKING PROCESS INCLUDING ETHICAL CONSIDERATIONS
The buying based decision-making process of a company as developed as Marks & Spencer is based on certain prospects of customer requirements and importance of customer control based buying decision-making processes connected with the same can be evaluated accordingly. The criteria of customer satisfaction by Marks & Spencer is developed in terms of the buying based transaction behavior processes attached with customers of the UK based retail company (Ulrich D. and Dulebohn, 2015, p. 194). The essential components linked with purchasing decisions or buying decisions throws light into the proponents of channelization of investment decisions of Marks & Spencer in bona fide terms. Thus there is a directly proportional of buyer based ethical propositions of purchasing and related growth factor of the retail industry connected with it.   
To be very precise, buying decision-based tasks proceed with a number of stages or steps to make effective the holistic process of buying decision-based tasks in a full -fledged manner with sound intensities. There are mainly five folded stages of buying decision-making process and they are furnished below as follows:
Stage one-It proceeds with the recognition of an issue related to the purchasing decisions of the company of Marks & Spencer in significant terms. The problems cum challenges faced in buyers decisions making process starts from growth or occurrence of a buyer's decision-making process. This process can be understood both in terms of quantitative and qualitative aspects or features of the particular problem. The next couple of stages of buyer’s decision-making process is linked with the paradigms of buyers decision-making process in terms of a stepwise manner of development of the process. The ethical grounds of recognition of problems of buyer’s decision-making process are determined in this stage.
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Figure 1: Stages of the buyer's decision making the process
(Source: Margaryan et al. 2015, p. 78)

Stage two- This stage proceeds with the goal or role played by buyers or customers in lieu of searching for the commodity and services related with the same in terms of valid representation and recognition of buyers decision making process in selective quantitative and qualitative manner (Margaryan et al. 2015, p. 78). The customer uses certain processes and certain tools to access the nature and quality of the product which they are interested to buy with price variables expressed in lieu of selective quantitative units of the product. Additionally, the search or quest is also made by the customer about the services to be catered to while entering into transaction or exchange decisions encountered while buying the product. The addressing of issues is done with the use of ethics in this stage of buyer decision-making process.
Stage three- The third stage proceeds with the use of the an alternative strategy or policy to be used by the consumer or buyer to fulfill his ambition to assess the desired product to be purchased in favor of satiating his or her desired level of utility to be enjoyed by future consumption of the product (Trainor et al. 2014, p. 1205). The choice of strategy is done by taking into consideration the norms of the ethics related to the same.
Stage four - The selection product to be purchased, service to be used for buying the product from the company(Marks & Spencer), and the choice of supplier or retailer to be needed for buying the product are made in this third stage of the buying process in terms of both quality and quantity. Therefore the choice based purchasing decisions are taken, adopted and used by the buyer in this stage of buying decision making process in selective terms. The selection decisions are adopted and used with ethics in this stage.
Stage five- As per Harmeling et al.  (2017, p. 320), the final stage of buyer's decision making process takes into consideration the penultimate and ultimate considerations of buyer's decision making processes inappropriate terms and manners. This stage takes into account the decisions taken by the buyer and consumer after the purchase of the requisite product is made or over.  This stage is thus also called the post purchasing decision-making stage (Chukharev et al.  2017, p. 414). Strategies based on buyer complaints about the product quality are taken in terms of customer feedback based decisions connected with buying in bona fide terms. The feedback-based system is used following grounds of ethics in this fifth stage of buyer decision-making process.
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As per Conole (2016, p. 15). The quality control is considered to be important because of a variety of criteria cropping up from good innovations in the decision-making process of buyers and respective investment based innovative processes taken for use by suppliers or producers. The quality control based decisions are taken to be linked with the entire trilateral processes of the retail business of Marks & Spencer in the United Kingdom. The stepwise gradual processes of production, distribution and retailing and sales depend on the effective use or implementation of quality control processes in the retail business of this famous UK based Retail Company. 
The quality control is seen to be a much-appreciated process of significance in terms of its best judged analytical processes or features represented by it. The quality control serves as a bona fide measure to correct the anomalies or errors in company business of this retail sector in the true sense of terms respectively. The process has its own standings in terms of its superior performance in propelling the retailing business of Mark & Spencer with fortitude (Margaryan et al. 2015, p. 84). The quality control both helps to enhance the profitability pattern and the intensity and level of profits of the company in genuine terms and procedures of maximum business and managerial significance.
The quality control is a very popular process as seen to be implemented in the core retail business of Mark & Spencer based UK Company and the organization has gained immense success in terms of completion of its business objectives in recent globalised era using the process. The quality control process does seem to be effective in the bringing radical changes in the positive trend of the retail business of UK in affirmative terms.
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Customer value is considered as one of the major phenomena in order to analyze the acceptance and difference between the product quality and product price. Generally, it is utilized into two major aspects which are basically known as desired value and perceived value. Most similar way of analyzing these two factors is that both are related to customer value. As per the view of Peppers and Rogers(2016, p.25), Marks and Spencer being a leading retail company in UK, the managerial authority and  the management group has responsibility to give additional focus on customer expectation and customer demand so as to give value of their customers. In order to employ its acceptance in case of customer orientation a major fact of aim can be related to the development of current business organization (refer to appendix 1).
Mark and Spencer Company has already engaged customer relationship management team that has the liability in maintaining customer satisfactions and customer demand that have greater impact on customer value. According to Buis et al. (2015, p.26) there are many value drivers that generally provide customers a comparative analysis of several products provided by some different retail companies of UK. Therefore, it will enable them to identify most beneficial and appropriate products among all of them by analyzing different factors such as product function as well as differentiation points and other significant functions which consists brand image and price (influenced by Goworek et al. 2015, p.85). 
In context of the Mark and Spencer, application of such useful technique definitely helps to achieve leading position that is most possible reason of achieving greater success. Moreover, there are three basic principles those are helpful in enhancing the customer value development as well as association. First one provides a way of applying technique that is related to assessment of consumer values in several stages which is before purchasing the product. Therefore, it simplifies the delivery of products in two different ways due to their assessment at several stages. Finally, it can be demonstrated that delivery of customer value has most primary step that is mostly related with clearly understanding of customer values (influenced by Badgaiyan and Verma, 2015, p.152).    
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One of the most significant factors is customer value due to which Marks and Spencer Company needs to focus more on the value of customer so as to gain higher customer experiences in a positive way. Moreover, customer value involves mainly two aspects in which one is desired value and other one is perceived value (Badgaiyan and Verma, 2015, p.152).
 In addition, desired value generally indicates to customer expectations that may be related to delivery procedure or the quality of product. On the other hand, perceived value refers to customer experiences is positive or negative related to product quality and the way of delivering products as well as employee behavior with customers (Buis et al. 2015, p.26). 
Therefore, following way of achieving feedback of customers that may be positive or negative definitely helps the retail company to improve the operational process as much as possible in order to achieve top leading position. From this point of View, Marks and spencers, the Uk retail company has already achieved top leading position due to maintaining all basic criteria that has been demanded from UK customers (Badgaiyan and Verma, 2015, p.152). 
Moreover, as per given positive or negative feedback of customers on the official website or online media definitely helps to improve the defected area such as quality of products as well as the way of behaving with customers. As per the view of Goetsch and Davis (2014, p.56), customers experiences definitely matters significantly in order to develop the organizational growth as well as improvement in whole operational process. Therefore, those factors that influence mostly on development of the business organization so as to increase its customer value as well as customer experiences in a positive way have been illustrated below: 

[bookmark: _Toc521600423]Figure 2: Factors influencing an organization’s ability to maximize customer   value
(Source: Goetsch and Davis 2014, p.56)
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Customer service involves advice and assistance that the retail company provides to their customers at the time of purchasing products by using online media or directly from different branches of the company (Palmer and Bejou, 2015, p.124). Moreover, it is the responsibility to deliver finest quality service to their existing as well as new customers as a top retail industry of UK. As per the view of Peppers and Rogers(2016, p.25), Marks and Spencer has more than 24000 employees who work as a group with targeting on different factors such as good customer relationship as well as high quality product standard due to which company is able to hold the leading position of UK. As opined by Risselada et al.(2016, p.458), the management group of the retail company and the hierarchical authority needs to build up a special HR team that will have liability to maintain the operational process effectively as well as monitor  employee performance in terms of maintaining strong bonding with each and every customers. Generally, the company is focused on giving value to every customer’s intention such as by delivering finest quality products as well as cheap price and good behavioral culture. 
As per the view of Rodriguez et al. (2015, p.637), due to this employees need to be properly trained so as to maintain employee satisfactions and their demand. The HR department of the retail company has responsibility to make an arrangement of employee training and provide best quality training to every employee so that they can achieve knowledge about the way of performing well and behavior with customers. One of their goals is to offer a marvellous retailing environment for consumers. 
As suggested by Peppers and Rogers(2016, p.25), the management group and the managerial authority needs to modify their services on regular basis as well as improve product quality as much as possible so as to make sure that their international customers can enjoy the equal shopping experiences as they would in UK. Therefore, currently they are trying to establish  new official websites so as to announce about new launched attractive  products and the managerial authority has already recruited experienced employee so as to give focus more on customer service. Finally, it can be demonstrated that customer service can be maintained in an effective way by considering most significant factors such as consumer expectations as well as good relationship between employee and customers as well as high quality training to every employee of the Mark and Spencer Company (influenced by Risselada et al. 2016, p.450).   
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Product quality and the way of delivering service need to be maintained by every retail organization in order to enhance reputation in modern retail industry of UK (Badgaiyan and Verma, 2015, p.148). Moreover, service quality is the combination of perceived value and perceived performance of the retail company. Higher service quality helps to meet customer demand as well as maintain customer’s value in order to develop the operational process. From this point of view, it can be discussed that Mark and Spencer Retail Company always try to maintain customer demand which may involve higher quality product and best way of delivering process (influenced by Goworek et al. 2015, p.85). 
Moreover, the retail company has already achieved leading position due to maintaining customer value that provides the chances of achieving positive feedback related to product quality standard as well as employee behavior and company culture. As per the view of Goetsch and Davis (2014, p.56), quality standard determines the purchase intention of customers that allows to gain higher amount of profit. Thus, in the world of high reaching online shops and retail industry, the following retail company have already made changes in their traditional way of producing products and the way of delivering process due to which it helps to maintain customer demand (influenced by Quarshie et al. 2016, p.88).  
Apart from this, it can be illustrated that customers are always looking for higher quality product and low price, keeping this in mind the management group of Marks and Spencers Company and the hierarchical authority of the retail company have already improved their operational process. This is because of achieving positive feedback from customers as well as greater experiences about the quality standard and price of the product. As per the view of Badgaiyan and Verma, (2015, p.149), customer value is continuously turning into a corporate goal and modern generations are always looking for best quality product. 
Therefore, the retail company works on its quality modules and levels as customer value is not a motive for the business organization (influenced by Goworek et al. 2015, p.85). The consumer’s whole impression on the superiority of the retail company is basically dependent upon this major factor. Moreover, the intention of the management group of the retail company is not only to modify the quality standard of different products but also to keep the old positively reviewed related to product quality that may help in avoiding dissatisfactions among customers (influenced by Buis et al. 2015, p.26). Apart from this, in order to enhance product quality as well as maintain effective operational process, the retail industry of UK has already recruited most suitable and experienced employees so as to manage the higher operational performances that have greater impact on the development of the organization (influenced by Quarshie et al. 2016, p.89). 
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Customer relationship management is one of the significant methods that manage a business organization’s interactions and strong bonding with customers (Cook, 2017, p.54). Moreover, it is the relationship between customers and the business organization. In addition, the management group of Mark and Spencer has to keep in mind about customer’s demand those are generally higher quality product and less price so as to maintain the value and purpose of customer relationship management (Eichorn, 2018, p.26). Moreover, customer relationship management maintains good balance between these two essential factors due to which the retail company is achieving higher customer experiences in a positive way. Moreover, the purpose of customer relationship management of Mark and Spencer Company is to understand the development areas of service and quality of products to keep up with the changing requirements of UK customers (influenced by Harris and Griffith, 2017, p.32). Apart from this, Mark and Spencer already follows the basic criteria of UK customers due to which it focuses on latest discount patterns in which customers can get the chances of sharing discount cards with their family and friends that enhance customer rate effectively (Hassan et al. 2015, p.565). 
The retail company generally focuses on customer satisfaction as well as giving values to every customer’s demand so as to enhance goodwill in modern retail market of UK. As opined by Herrero et al. (2017, p.262), one of  the significant techniques of announcing latest launched products is advertising through which customers can easily know about latest launched products as well as product discount. Therefore, CRM team of the retail company has responsibility in maintaining the official websites by updating on the regular basis in order to increase number of customers as well as net operating profit that have effective impact on the development of the organization. As per the view of Khodakarami and Chan (2014, p.38), the online sites of the retail company needs to be updated as well as using latest version may give the chances of advertising about latest launched product that help to increase number of targeted customer. Moreover, detailed pieces of information may give the idea about discount on a particular product and number of products availability to customers (influenced by O'donnell et al. 2016, p.57).       
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Customer centrality is one of the significant viewpoint where customer’s needs as well as intentions must be the initial point in case of every decision making process that will be taken by the management group and hierarchical authority of the Mark and Spencer company (influenced by Viio and Grönroos, 2016, p.42). The main point is that customer’s intention and satisfaction must be the centre of every decision making and solution needs to be evaluated by considering all essential factors related to customer services. This strategy indicates to develop and revise the services to nurture faith and loyalty with their existing customers as well as new customers. As per the view of Weinstein (2016, p.25), the Mark and Spencer company has already provided different facilities such as gift card facility and special discounts for special days such as independence day to their customers. Thus, following technique helps to maintain long term customer objectives as well as long term sustainability of the organization in modern competition market. As per the view of Wu et al. (2016, p.18), customer centrality is one of the major techniques for the retail company to properly maintain customer satisfaction as well as effective way of customer service and positive feedback from customers. 
Apart from this, the HR team and customer management team of the retail company are enough concerned in maintaining all of these essential factors so as to enhance goodwill in modern competition market of UK. As opined by Viio and Grönroos (2016, p.39), customer demand and customer satisfaction must be the centre of all decision making process by the managerial authority so as to put additional focus on customer’s intention that will definitely help to hold leading position. As commented by Harris and Griffith (2017, p.32), the famous retail company has achieved enough success due to maintaining best quality product as well as delivery service and cheap price due to which they are able to hold the leading position, although the managerial authority and HR department need to focus more on customer intention at the time of taking decision and evaluating the final results.      
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Buyer seller relationship is one of the fundamental factors in business sector and it can assure consumer satisfaction as well as support to execute business operations in a manner.  In addition, it can ensure affirmative impact of business outcome and support an organisation to minimize their loopholes and threats. Apart from that, the organisation has opened consumer profile in order to get their suggestion and opinion regarding their services.
As per the viewpoint of Goworek et al. (2015, p.85), better communication and interaction can assure greater opportunity for an organisation. It is reported that, Marks and Spencer has imposed consumer focused service procedure in order to reduce chances of customer turnover as well as achieve profitable consumer recognition.
The buyer- seller relationship of retail organization like Mark & Spencer is maintained by following basic regimes of demand supply based retail market relationship in business catapulted by the quality control mechanism of business as practiced by Mark & Spencer based business organization in bona fide terms. The efficiency of managerial norms incorporated by the organization comes into practice by standardization and modification based advancement process of quality control management process as devised by Mark & Spencer based health care unit in bona fide terms. 
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Customer intention is another significant factor that needs to be maintained properly by the management group and the hierarchical authority so as to manage strong relationship with customers by providing finest quality products. Moreover, customer intention is the desired value that is established before purchasing particular products. In addition, good relationship with customers needs to be maintained by a top retail company in order to enhance more reputation in modern retail market of UK. As opined by Harris and Griffith (2017, p.32), a superior service can be delivered by the retail company if it understands that customer expectation is a major factor in operating a business process successfully. At the time of taking a decision and defining final results, the management group and the managerial authority must consider about the way of meeting customer expectations such as simple return policy as well as comfortable environment and payment security (influenced by Viio and Grönroos, 2016, p.42).    
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The buyers decision making process play an important role in modifications of customer values in retail organization like that of Mark & Spencer in United Kingdom. The purchasing decisions are seen to be modified as per the requirements of satisfaction of customer value based goals satisfaction norms as appropriated by the decision making bodies of the retail unit of United Kingdom in bona fide terms. Along with this the goal of development of management of quality control process is seen to be realized in true sense of terms in this management based strategic interpretations linked with the organization of Mark & Spencer in bona fide terms. The management of Mark & Spencer serves to be a modeling of essentials of quality control management procedures linked with standardization of business norms of the organization. Varieties of theories bring to light the rich aspects of managerial disciplines practiced by the retail market of UK in bona fide manners.
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(Source: https://corporate.marksandspencer.com/plan-a/delivering-plan-a/leading-with-others-to-accelerate-change/building-partnerships)
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