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Reflection on the Buying Process Needed in today’s Competitive Retail Environment.
Introduction.
Buying process has been highly underscored in the current competitive retail environment. It is a key determinant in the buying and selling process of every business setting. As evident, the buying process is comprised of important steps that the consumer needs to follow in the effort to make the final buying decision in the entire competitive retail environment. The consumer buying process starts with problem identifications, information search, and evaluation of alternatives, purchase decisions, and post-purchase behavior, all which are paramount in the marketing process. It should be noted that business competition is a key driving force that dictates the performance and status of every sovereign market. As critics argue, lack of competition leads to a monopolistic market system (Mavlanova, Benbunan-Fich, & Lang, 2016). Herein, the customer is faced with a lack of variety of goods and increased oppression. Arguably, consumer purchasing decision paramount for marketer since it helps in defining what is important to the consumer and what influences them most at the time of making purchasing decisions. This study reflects on the buying process needed in the current day competitive retail settings and the relevance of quality and supplier management. 
The internal and external influences on buying decisions and range planning.
Customers buying decisions and range planning are highly integral to internal and external influences. It has been affirmed that the process of consumer behavior is conceptual and that it does not entail adequate information that helps in defining specific consumer behaviors (Mavlanova et al., 2016). It often manifests certain general beliefs of customers which can be quite helpful for marketers to categorically design their products and services according to the identified beliefs. Consumer behavior is integral to the consumer decision-making process, and it is influenced by a number of factors which are categorized into either internal influences or external influences.
To begin with, internal influences on consumer purchases are basically defined by the consumer’s lifestyle in addition to the way of thinking. They are also termed psychological influences. Internal influences include consumer’s self-concept, attitude, feelings, personal thoughts, lifestyles, and motivation (Mavlanova et al., 2016). Lifestyle is the leading factor that defines complicated customers’ behavior. As such, it defines the way in which groups of customers spend their money and time. These include things such as car racing, attending charity events, watching sports events, and having pets among others.  In this concern, customers buying choice and range planning demands a high level of engagement, where customers tend to consider a variety of choices as well as develop beliefs about every probable choice, they develop feeling concerning the product, and they ultimately decide to buy the product that best fits their preferences and their lifestyle as well.
Another internal factor that influences a customer’s buying choice is an attitude. Attitude exists as an internal evaluation which is expressed outwardly concerning an object or an issue. Customer’s attitude pertains to how the customer feels about a product, and it is well outlined in customer buying patterns (Mavlanova et al., 2016).  Customer attitude is often rigid and hard to change once developed. As evident, when a consumer has a negative attitude concerning certain products or service, it gets harder to change the customer’s belief and perception. Buyers’ attitude gives marketers adequate information concerning their potential markets (Mavlanova et al., 2016). It should be noted that customer’s negative attitude is quite detrimental to the business in that it tends to win the attention of family, friends and the wider media coverage. For effective and successful business operation, marketers must get determined to challenge the attitude of customers in an effort to replace it with an effective perception in the mind of customers.
Another internal factor is personal needs and motives. Arguably, need is defined as a lack of something as well as difference amid desire and the actual state. Personal motives, on the other hand, refer to individual’s inner state that motivates a customer to meet his or her specific needs (Mavlanova et al., 2016). Arguably, every customer has different needs and motives which encourage them in purchasing certain products. For a business to be successful, they must certainly identify customer needs and motives for acute market segmentation in an effort to serve them in an effective manner.
On the contrary, external factors play a core role in defining customer’s buying choice and range planning. Some of the external factors influencing customer’s behavior include cultural factors. Customers’ culture implies the most complex collection of beliefs, customs, traditions, moral law and other forms of habit acquired by people as members of society. As evident, customer’s purchasing behavior is highly challenged by their culture such as different cultures for buying, using as well as disposing of products (Mavlanova et al., 2016). Sub-cultural influences within every culture are paramount in defining customer choices depending on the many segments of people who have distinct traditions, customs, and behaviors as well. In this setting, customers are motivated to purchase products that best suits their cultural values.
Another external factor is a social class which refers to the group of people who have common features and have an equal position in society. Customer’s social class is featured with aspects such as education, income, and occupation (Mavlanova et al., 2016). As evident, customers who share the same social features tend to purchase similar products. In this setting, the knowledge of social class in conjunction with customer behavior is paramount to marketers. 
Customers buying choices and range of panning is also challenged by regional or national factors such as disasters, matches, and Olympic Games. They tend to give a temporary impression in the mind of consumers and hence affecting his behavior. In such events, products and services are often advertised (Mavlanova et al., 2016). Herein, customers are highly motivated to adopt a range of planning methods for their expenditures. Moreover, aspects such as price reduction, production display, and attractive offers tend to influence customer’s buying choice and behavior as well.  Marketers should be much aware of the contributions of these external influences among others to enhance successful operation
Processes for designing and developing an effective range of products to meet consumer needs and compete in the market.
In the contemporary retail market, designing and developing an effective range of product is essential in meeting consumer needs as well as competing in the market. To create a wide range of profitable products, competing firms are required to design and develop appealing products in the market (McDonald & Wilson, 2016). There is always a regular need for businesses to develop new products to keep on enticing customer as well as meeting the customer tastes and preferences as per the market segmentation. The process of designing and developing a range of profitable products includes the following; 
First, the company must start with an effective idea generation. In this phase, the firm is required to get involved in a wide array of systemic searches for new product ideas. Herein, the firm is required to establish a wide array of production ideas in the effort to weigh and find out which production idea is worth implementation (McDonald & Wilson, 2016). The firm is required to reflect on the main sources of production ideas which include customers, internal sources, distributors, suppliers, and competitor as well.  
The second step is the idea screening. In this setting, producers are to narrow down the large pool of ideas by paring them in accordance with their worth. This phase helps in establishing a checklist that can be used in rating each idea in accordance with the basic factors required for effectively launching of the product in the market in addition to its relative importance (McDonald & Wilson, 2016). Moreover, the management can also help in assessing how well the idea aligns with the firm’s marketing skills as well as experiences and others. The management is required to evaluate the firm’s ability to launch the product effectively. 
The other step is concept development and testing. After devising an interesting idea to be developed into a product concept, the new product idea is then tested to in meaningful consumer terms. In this step, consumers’ perception of the potential product is the main point of interest. Consumers are examined by giving them a chance to respond to it by answering a collection of questions in an effort to help the firm to define which concept seems the most profitable. The next step is marketing strategy development.  In this phase, managers are required to pay attention to how the designed product will be marketed. It entails describing the target market, focusing on the planned product positioning as well as the sales, market share and profit goals for the first few years.  It should also focus on the products planned price, in addition to marketing and distribution budget. Also, the management should evaluate the marketing strategy statement in terms of planned long run sales, profit goals based on the product in addition to marketing mix strategy.
The next phase entails product development. In this case, the manufacturing team transfers the conceptualized product into ideal or physical product featured with large investment (McDonald & Wilson, 2016). The products are designed in a way that they will address specific customer needs and within the budget limits.  Thereafter, functional tests are carried out to affirm that the products are safe and effective.
The next phase is test marketing. It entails the product and marketing initiatives. Through test marketing, marketers are served with the opportunity to twist the marketing mix prior to exposing the product (McDonald & Wilson, 2016). The final step entails commercialization. It involves introducing the newly established product to the market while focusing on the cost of manufacturing, advertising, and promotions as well. The company is required to be accurate on the timing of the launching and market location as well. Through these promising phases, the firm is faced with the opportunity to develop a product with unique features which will possibly allow the firm’s product to crush out the competition while increasing the profit margin.
The impact of technology and innovation on new product development.
In the current business world, technology and innovation have taken a central focus on new product development in multiple ways. As evident, technology sets the phase for companies' innovation success as well as organizational performance. Technology and innovation enable companies to gain a competitive advantage over its newly adopted products (Tukker & Tischner, 2017).  Technology enables firms to develop highly competitive product and services. More importantly, technology enhances new techniques which avail viable opportunities which featured with both products and services. Technology and innovation on new product development facilitate effective product differentiation (Tukker & Tischner, 2017). As such, businesses are able to learn the features of other competing products and come up with similar but highly differentiated products which best suits the tastes and preferences.  
Technology and innovation allow forms to carry our effective market research for newly developed products. Technology enables firms to focus on and suitably access target groups through different techniques such as advertising and market segmentation. Technology and innovation have helped in creating awareness of the newly developed products (Tukker &Tischner, 2017). As evident, many contemporary firms have relied on social media as the most convenient marketing tool by testing, measuring, and assessing the customer feedback based on the possible brand new ranges through multiple channels such as Facebook among others. 
Through technology and innovations, companies have been able to establish customer care desks to address issues affecting their consumers of newly created products. As such, customers have been able to reach their manufactures for inquiries relating to the price of the product, accessibility, safety and other related products (Tukker & Tischner, 2017). More importantly, technology has facilitated the ease of market penetration and dominance of new products. As such technology has allowed firms to invent and develop a product which requires a high amount of capital to invest and produce. In such a case, technology and innovation have impacted by creating an opportunity and defending monopolistic power for the firm and hence enhancing access to a greater market share. 
Processes and techniques for effective and sustainable supplier sourcing and management.
Effective and sustainable supplier sourcing, as well as management, is paramount for every contemporary business. As evident, every bit of stakeholder’s pressure stretching from investors, through shareholder to customers keenly underscore effective and sustainable supply chain management (Ross, 2017). The process and techniques for effective as well as sustainable suppliers sourcing in addition to management involves the following key steps;
The first step is mapping the supply chain. Majority of the companies lack effective comprehension to the impacts of sustainability attached to the supply chain. In this step, firms are required to inventory suppliers, define the most essential environmental as well as social challenges they have, as well as emphasize their effort with suppliers (Monczka et al., 2015). The most important techniques in this step include forming a strong and positive partnership with supplies while emphasizing on the level of spending, the benefits to business continuity, as well as the market location.
The second step is by communicating expectations. It entails exchanging information on the corporate culture and values to suppliers and customers. Creating and communicating anticipations via a supplier code of conduct is a technical aspect that incorporates suppliers in sustainability and management efforts (Ross, 2017). The third step includes baseline supplier performance (Monczka et al., 2015). It entails establishing target suppliers by collecting data from the supplier and setting compliance standards, and then the manager is required to carry out self-assessment to facilitate an understanding of the start point.  In essence, the baseline supplier assessment serves as the starting ground for future programs to enhance supply chain sustainability and management.  This phase helps in setting the ground where the greatest need for improvement is evident. 
The other step is that of creating training and capacity building programs.  This step plays a technical role in establishing sustainability and management through impacting on behavioral changes in the entire supply chain (Monczka et al., 2015). Herein, supply chain managers are required to complement their outlined practices with external forces which are available to support the outlined efforts while focusing on specific needs fully. Supplier’s knowledge can be impacted by leveraging the best practices. Case studies from annual conferences and online training modules among others are effective.   
The other step is driving performance improvement. In this step, managers are required to apply an audit program to measure performance improvement with time effectively.  However, such a practice should be complemented with the execution of corrective plans through communication of the results and anticipations to suppliers, creating the capacity-building program, and where possible, termination of all non-compliant suppliers if they become persistent (Monczka et al., 2015).  The assessment and audits should be correctly paired with innovative programs which often rewards sustainability efforts while enhancing the supplier’s ability to drive sustainability performance. Herein, transparency and accountability are highly encouraged for stronger and sustainable performance.
Finally, the process must include the aspect of joining industry collaboration. In this step, the firm realizes that the supply chain is faced with complex and high minded threatening factors which are hard to solve at an individual level and hence industrial collaboration is deemed necessary. Collaboration is aimed to help prevent audit challenges, remaining redundancy, in addition to voluminous paperwork for suppliers when carrying out their activities to meet the needs to their customers (Monczka et al., 2015). Joining industry collaboration helps in managing and sustaining supplier performance through encouraging innovations, expanding sustainable goals, giving logistics assessments, and creating a transition towards supply chain management.
Quality requirements of for new product development and processes for quality assurance.
Quality requirement refers to the conditions which are deemed necessary for assessing performance through validation of the acceptability of attributes for the quality of a result. In new product development, manufacturers are required to meet the outlined quality aspects. These include; attending to the voice of the customer through customer market research. Herein, the manufacturer is required to focus on both stated and unstated needs of customers. Such a practice enables product developers to incorporate capabilities in the product to meet the needs and desires of customers. 
The other aspect is designed inputs. In this step, the understanding of the customer needs in conjunction with manufacture objectives must be incorporated in the customer market requirement document.  In this approach, Quality Function Deployment (QFD) methodology is deemed effective for planning a product and translating customer needs into technical features required in the product. The quality requirement of new product development is defining the product design. This step requires design engineers to start developing a higher level of the product. The designer is required to focus on the materials necessary for manufacturing (Mitra et al., 2016). Moreover, the potential suppliers of the material inputs must be informed about the nature of materials and component of the new product. In regards to the product's design, the manufacturing process must be developed, and suppliers must be selected. Another requirement for quality assurance is designed outputs. In this case, design engineers are required to establish multiple records as well as files which often outline the process design. It entails computer-aided design, drawings, quality control plan, manufacturing work instructions, and material specifications which are paramount for manufacturing inspection.
Design verification and validation is another stage that must be developed to ensure that the outlined design approach effectively meets the outlined requirements.  After product verification and validation, the other step is that of product launch.  It requires the provision of the raw materials and components to the suppliers (Mitra et al., 2016).  Both products designed and manufactured are required to establish quality control procedures. Finally, the quality assurance entails manufacturing quality assurance, where, the manufacturer must outline factory acceptance test procedures in an effort to affirm that production of the product will keep on fulfilling customer’s requirements
Conclusion.
To sum up, business has become quite competitive in all levels, and hence the retail environment is not exceptional. The retail setting has been highly impacted by both internal and external influences that define customer interest in buying choices and a range of planning. More importantly, the retail business setting has grown quite competitive thus creating the need for new product development through technology and innovation. In this approach, firms have been able to assume a competitive advantage and adherence to the customer needs in a more appropriate manner.  Quality requirements for new product development have often served as the control item for new products to ensure that they meet the required standards and customer’s needs.
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