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[bookmark: _Toc516233406]1. Introduction
[bookmark: _Toc516233407]1.1 Background of Research 
The term big data is seen to represent large data sets that can be computationally analyzed and assessed for the purpose of revealing of trends, patterns, and other associations that are seen to be related to the aspect of human interactions and behaviours. In the context of the retail sector market, the use of an implementation of big data is considered to be having high uses and advantages (Chen, 2012). By harnessing of big data it is possible for the business organizations operating in the retail market to analyze the overall consumer or customer patterns and trends in perspective of their demands and requirements and is said to be having a high influence and impact over the organizational decision making process. In the context of the retail industry market in which the organization of Marks and Spencer operates their business, the use and significance of big data is highly realized. Considering the large consumer or customer base, the use and implementation of big data can benefit t6he business of Marks and Spencer to use and analyze the real time data for the purpose of engaging and retaining their overall customers. The use of big data can offer the organization of Marks and Spencer to have a detailed insight into the customer or consumer behaviour and trends which in turn can help in development and offering of personalized solutions and services to the customer segments in the market. In addition, the use of big data can also help in development of customized loyalty programs for the consumers. This in turn can help the brand to enhance the aspect of customer loyalty and profitability to a larger extent. The use and analysis of the big data can also be done by Marks and Spencer for the purpose of improving their overall operational efficiency and effectiveness. To explain in details; the big data analytics can help Marks and Spencer to significantly automate their processes, in addition to optimization of the selling strategies and leveraging their overall business efficiency and effectiveness. This in turn can help the business of Marks and Spencer to improve their business decisions and management of their huge customer base so as to achieve better operational efficiency and performance in the highly competitive retail industry market sector of United Kingdom (UK). 
[bookmark: _Toc516233408]1.2 Research Rationale 
Big data has been forefront of research and discussions in the present day age of business. Therefore the selected research study aims to explore and identify the use and implementation of big data in an organizational context by focusing upon the organization of Marks and Spencer, operating in the UK retail market. Considering the presence of large customer base, the use of big data analytics can be effectively done by the business for proper management of their customers as well as improving their business decisions for achievement of high market growth and profitability. The selected research will identify and evaluate in details how big data can influence the predictions regarding the customer demands and the overall business decisions for Marks and Spencer, operating in the UK retail industry market (Gandomi, 2015). The overall benefits of use of big data will be analyzed and identified in details in the research. In addition, the research will also help in analysis and identification of the different challenges or limitations faced by Marks and Spencer during use and implementation of big data for proper management and prediction of the consumer behaviour and demand for better business performance and operational efficiency in the respective market. 
[bookmark: _Toc516233409]1.3 Research Aims and Objectives 
The research paper will aim to identify the role of big data in predictions of the consumer demand and behaviour and the decision making efficiency in the context of the retail industry market. The focus of the research will be upon the selected organization of Marks and Spencer, UK. 
The research objectives have been discussed as follows;
· To analyze the value and importance of big data in the UK retail industry market.
· To investigate the role played by big data in management and prediction of consumer behaviour and demand for Marks and Spencer, UK.
· To evaluate the role of big data in decision making of Marks and Spencer, UK.
· To identify the challenges and limitations of use of big data analytics.
· To suggest recommendations for Marks and Spencer, UK for effective use and integration of big data for operational efficiency. 
[bookmark: _Toc516233410]1.4 Research Questions 
The research questions have been discussed as below;
· What are the importances of big data in the UK retail industry market?
· What is the role played by big data in management and prediction of consumer behaviour and demand for Marks and Spencer, UK?
· How can the use of nig data influence the decision making of Marks and Spencer, UK?
· What are the challenges or limitations of use of big data analytics?
· How can Marks and Spencer, integrate big data for improvement of operational efficiency in the UK retail market?
[bookmark: _Toc516233411]2. Literature Review 
According to, Kwon, (2014), big data analytics is said to be finding high use and implementation in business organizations starting from marketing and promotions to the supply and demand units. IN other words the correct use of big data helps the businesses in the perspective of predicting the future. This prediction relates to the identification and analysis of the different consumer behaviour and patterns and improving their overall process of decision making, so as to enable the achievement of high operational efficiency and success. Considering the overall dynamics of the retail industry market, the use of big data analytics can be effectively done by businesses for the purpose of forecasting of the overall demand and supply for specific consumer segments. This can help in better optimization of the inventory and improvements of the operational efficiencies. In addition the proper use and implementation of big data is also seen to be helping or assisting the businesses in the perspective of personalization oof the promotional and marketing campaigns as per the trends and patterns identified among the consumers or the customers. To explain in details the use of the big data can help the businesses to optimize their promotional campaigns as per the exact or precise needs of the customer segments in the market. In other words, by prediction and measurements of the customer demands and trends through the big data analytics, businesses in the retail industry market can focus upon high marketing optimizations, which in turn help in leveraging or improving the overall efficiency of the different marketing campaigns through a clear focus upon the constraints relating to the marketing budgets. In addition by using and integration of the big data analytics, the decision makers' can also be informed regarding the correct budget levels which when properly maintained results in enhancements of the overall sales volumes substantially. By having a detailed analysis and understanding of the market demand and predictions through the use of big data, businesses operating within the context of the retail industry market can also benefit from maximization of the overall profitability in context of sales transactions. Through the use and integration of the big data analytics, it is also possible for the businesses operating within the context of the retail industry market to achieve high efficiency in the context of collecting, integrating the huge volumes of customer and market related information and data, which can be used for triggering the efficiency and effectiveness of the decision making process and development of appropriate organizational solutions in the real time. 
According to, LaValle, (2011), one of the biggest challenges faced in data analytics is management of the overall data security. Businesses must be proficient enough to authenticate the use and accessing of high volumes of data with the proper encryption to avoid the overall data leaks. In addition the overall; aspect of cost management can also be considered to be a bog data challenge. In addition, the cost or expenses of the big data projects are difficult to estimate or project which offers a high challenge and limitation in perspective of implementation of the big data. However when used or utilized efficiently the use of biog data can offer high business opportunities for the organizations operating within the context of the retail industry sector. 
[bookmark: _Toc516233412]3. Research Methodology
[bookmark: _Toc516233413]3.1 Research Design and Research Approach
The research will utilize both survey as well as exploratory research design. In addition for accurate testing, evaluation and validation of various concepts or theories the deductive approach will be used in the research study. 
[bookmark: _Toc516233414]3.1 Research Strategy
Quantitative approach will be used to evaluate the different information obtained from the research survey. In this regards, statistical analysis will be performed on the data and information through using of Microsoft excel. The results will be showcased in form of graphs and bar charts. On the other hand qualitative analysis will be done on the information gathered from secondary sources that include the different research journals, studies or articles conducted on similar research dimension or area effectively. The results will be discussed in form of article analysis (Kuada, 2012). 
[bookmark: _Toc516233415]3.2 Data Collection and Data Sampling
Data will be collected from both primary as well as the secondary sources of data. In order to gather primary data, a detailed survey will be conducted among a sampled size of 50 respondents. Therefore, the survey will be initiated on the basis of a properly developed and generated questionnaire which will comprise of close ended questions. These questions when asked to the respondents during the survey will yield valuable research feedbacks. Now to select the proper sample of respondents the research will incorporate or use the simple random sampling method. This method of data sampling will thereby help to select the required 50 respondents from among the staffs and employees of Marks and Spencer, UK randomly for the research survey.
On the other hand, the use of different authentic secondary sources will be done to collect the secondary information and data. These sources will include the different research journals, studies or articles conducted on similar research dimension or area effectively. The reliability and validity of the selected secondary data sources will be thoroughly maintained throughout the data collection process. 
[bookmark: _Toc516233416]3.3 Research Ethics
The selected research study will comply will all the ethical regulations and obligations. The survey will only be conducted if permission is obtained from the respondents. Under no circumstance will the respondents be forced to take active participation in the research survey (Matthews, 2014). It will be ensured that the respondent identities are kept private and confidential. The different research related information gathered from both the primary and the secondary data sources will only be used to serve the research purpose without any kind of data leaks or misinterpretations.
[bookmark: _Toc516233417]4. Expected Outcomes 
The results are expected to analyze and showcase in details the implementation of the big data analytics within the context of the UK retail industry market. The outcomes and results will highlight how the big data analytics can be used by businesses for better prediction of the customer demand and behaviour in addition to betterment of their business decision making process effectively. The different sets of challenges and opportunities associated with the use of big data will also be discussed in the research results and outcomes. 
[bookmark: _Toc516233418]5. Research Timeline 
The overall timeline of the chosen research has been defined as per the Gantt chart given below;
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                                      Fig: The Research Timeline (source: self)
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