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Introduction
Decision-making is an essential component that drives the performance of a business entity as a definitive aspect of the ultimate business plan.MCADAMS is a designer handbag retailing company started by Sarah Shell. The company has been able to find a niche in this market, creating contact with the market. It is credible that the company at the moment desires to improve its brand and lower production costs. With this intent, the company should apply Value-based management processes which enable actionable decision-making matrices. This paper presents this management practice showing the matrices that the application is both qualitative and quantitative to ensure good decision-making when sourcing for a manufacturer.
Decision making matrices
       Value-based Management (VBM) on management skills for a company that focuses on the company’s performance drawing on all aspects of the entity to create an approach that will be compliant to both long term and short term has and objectives of the company (Koller, 1994). Performance is an essential aspect of a business and meaning a system directed by applicable and actionable decisions.
           In this particular case, MCADAM needs applicable decision-making matrices that will enable them to source for the proper manufacture. The decision to move the company to Toronto is purposely for reducing production costs to maximize profits and ensure the company's continuous growth (Welsh, 2019). Identifying the company’s value drivers is a first step towards finding suitable manufacture. This matrix entails identifying the critical components of the business and setting them in alignment with the company’s objectives. These components include employees, customers and retailers, and owners. The key element that drives the company will determine the manufacturing company to engage with (Koller, 1994). The critical component is the value driver, which determines the business's decision.
           Quality is in the market and should be a key consideration in decision-making. Product quality will dictate the sales in the markets and the retailers and final customers(Fontana et al.,2019).In this particular case, MCADAM has to consider the quality of the handbags dictated by the market demand. The appropriate company will be one that can offer the best quality of the bags at a minimal production cost. Furthermore, to ensure quality, the management should be well focused on keen selection from the pool of potential manufacturing partners, a firm well aligned with the company's goals and objectives. In this essence, the company will focus on short-term and long-term growth (Koller, 1994).
          The company targets are essential in influencing decision-making.MCADAM's decision over a manufacturing partnership will need to orient on its set targets. Targets allow a company to evaluate its performance over some time compared to its goals and objectives. Here the business will look for a partner that will fulfill its targets (Koller, 1994). For example, in the exploit to seek a manufacturer, the company projected to crease sales by 50% in 2017 compared to 2016(Welsh, 2019). This means that the company would source a partner who would sustain their demand, changing the designs as prescribed by the company.
        Value creation mindset as a factor that can help address the company’s situation and where they want to be in the short and long term periods. This re-umpire the company's management to be focused In identifying the company needs that us the stakeholders, employees, owners, and the market(Koller, 1994). This perspective will define the company's interactions based on their culture and how the partnership will be painful to the company, not only financially but also in the non -financial.
Risks and benefits
A value-based management system explains the pitfalls around the adoption (Koller, 1994). The applicability of the decision-making matrices can define the risks and benefits. The risks associated with the methods can be attributed to the value driver and the manufacturer. Identifying the key drivers are said to be a difficult process that requires a pool of information and a period for observation to determine with precision (Koller, 1994).In this case, if the company fails to identify the suitable component, decision-making can be influenced by the result, which could be detrimental to the company regarding an unsuited partner.
Keen observation of the market and the company’s targets, goals, and objectives is essential, a key instrument in deciding the output required.  In this regard, the decision for a manufacturing partner should be well planned based on market research and compatibility of the product. This will ensure a proximal partnership whereby the company will align with the most appropriate production level needed to be dictated by its market research and performance measures.
There are, however, benefits that the company can accrue. The stated matrices are drives from functional scenarios that have proved credible (O'Sullivan, 2016).In this case, if the company identifies its fundamental drivers, the decision made will be suitable for the company and acceptable to the prospective partner. The value creation mindset is beneficial to the company as it defines the extent and limits of the business, its culture, and its business prospect. This allows the business to be better focus on performance capabilities (Isaacs et al., 2016). This will ensure a sustainable relationship with the manufacturing company with the well-laid out stipulations.
Application of the matrices
The appropriate use of these decision-making matrices will ensure the company can grow equitably satisfy both the manufactures and the market.McAdams' prospect for a Toronto-based manufacturing company is influenced majorly by the production costs. In this case, employing the decision-making matrices will help the company focus on the right partner to engage. Value-based management systems explain the need to have good decision-making tools beyond the statutory norm of business organizations to incorporate various factions of the entity that compose the basis from which decisions can be made (Koller, 1994).The combination of value drivers, quality of goods, value creation mindset, targets goals, and objective matrices peak as the most appropriate tools for decision-making in MCADAMS.
Conclusion
Employing VBMs has become crucial in business organizations and should be implemented at all levels. For decision-making to be full proof, the business should focus on implementing the VBM as a means of direction to ensure maximum performance and sustainability. The proposer matrices can be of great use to the company fostering its success.
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