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Abstract

This assessment aims to determine the visions for the future: theoretical perspectives on management. It also aims to determine the contemporary management practice’s philosophical underpinnings and different paradigms, perspectives and contexts on the management. The main sector selected for this purpose is the retail sector, specifically, the online retail sector within UK. The key focus has been on e-commerce, e-business, M-commerce, technology, organisational structure and the change in the management theories with the time. Furthermore, the key objective of this assessment is to assess whether technology advances in the areas of e-Business 2.0 and Ecommerce have applied the theories of management along with the organisational structure’s traditional models in 21st-century. This claim has been discussed in relation to the retail sector of the UK.
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Technology Advancements in e-Business 2.0 and e-Commerce realms and Management Theories Superseding the Contemporary Corporation’s Changing Nature
Introduction

Many industries and organisations employ technologies that are mainly based on the wireless communications, World Wide Web and Internet for transforming their businesses. The application of these technologies has been noticed in the last three decades. The organisation of digital technologies provides several opportunities for businesses to bring innovation in their products and practices for transforming their services (Hearn 2016). According to Moore and Tambini (2018), most of the E-businesses like Google, Amazon and Apple have preferred to use the artificial intelligence for understanding the consumer demands related to all the products (Moodley, Chiclana, Caraffini and Carter 2019). Artificial intelligence has been used in all the sectors by decision-making or automatic learning on the basis of the data available to the companies (Soluciones 2018). By using these methods, the companies in different sector automate and optimize their processes to increase the profitability (Soluciones 2018). Due to this reason, AI has been considered an important technology that helps the business develop their products according to the need of the people who buy such products (Moodley, et al. 2019). 
Similarly, in the online retail sector, the AI has been used by businesses for increasing profits and meeting the demands of consumers by understanding their repetitive behaviours of buying any product (Hall and Pesenti 2017). In this assessment, the claim that technology advancements, particularly in the e-Business 2.0 and e-Commerce realms, have reduced organisational structure’s traditional models and management theories roles superseded in the changing nature of the corporations in the 21st century has been evaluated in relation to the retail sector of UK. Furthermore, the online retail sector has been selected in this paper and the discussion will be mainly on the online and digital retailing sector but other aspects will also be discussed.
Discussion

According to Moodley, et al. (2019), research has shown that several consumers prefer to use the Internet for searching for the products prior to making purchases by traditional channels. This is done by integrating e-commerce services by using the artificial intelligence and assessing the official website of the business (Moore and Tambini 2018; Soluciones 2018). In the past years, it was considered as a place that mainly attracted the customers, and it has become the emotional value, reputation and conscience of the seller for using, communicating and creating (Parker and Wang 2016). The Internet has been considered unique as it promotes this particular process of communication (Kepuska and Bohouta 2018). Therefore, the businesses have preferred to spend more on the artificial intelligence as it is most advanced technology that helps in identifying the interests and behaviour of the consumers related to any product that is bought by them (Soluciones 2018). 
E-Business and E-commerce

E-business is a type of business that is mainly carried out online. For conducting business practices in e-business, the internet is used along with new technologies like artificial intelligence (Basker 2016). In assessing the strategic impact of e-commerce on an organisation, as shown in Figure 1.2, it is useful to identify opportunities for e-commerce transactions of buyers and sellers due to the need to create systems with various functions in the organisation to manage transactions with customers and suppliers. The aspects of e-commerce linked with the buyers’ behaviour provide a clear way to the businesses for determining the purchases done by the consumers online through using different websites and apps. Social commerce is becoming an increasingly important part of e-commerce for website owners, as the inclusion of comments and ratings on websites and links to social networking sites could help understand customers’ needs and increase sales conversion (Kurnia, Choudrie, Mahbubur and Alzougool 2015). From this point, it can be analysed that the consumers’ behaviour can easily be understood through their reviews and comments regarding any of the products that they have preferred to purchase online. 
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Figure 1.1: Distinction between Buy-Side and Sell-Side E-commerce (Wirtz 2019).

 The term electronic commerce appeared in the commercial sector in the 1970s and included fax/telephone services, electronic data interchange (EDI) and electronic funds transfer (EFT), which are mainly transactions between companies (Dabija and Grant 2016). With the growth of the Internet, the e-commerce development on the World Wide Web has been specially developed (Dabija and Grant 2016). The wide use of the ecommerce and e-business terms has demonstrated that the use of information technology has become a mandatory thing in contemporary world. This mainly includes the provision of customer services and cooperation with business partners (Parker and Wang 2016). Furthermore, e-commerce describes the process of buying, selling or exchanging products, services and information with the help of the modern technologies including android phones, ipads and apple iwatches. The primary developments in the information technology sector that works best for the e-business and ecommerce are information methods and negotiation methods (Thompson and McLarney 2017). 

The information focuses on creating a brand image and informing consumers about purchasing decisions, and the business methods are focused on promoting the retail process: for exchanging services or products for the financial value. It has been widely believed that business methods provide a competitive advantage. This could be noticed in the virtual companies or network companies’ proliferation and in many types of electronic commerce’s first definitions, which focus only on electronic transactions. The EC offers the possibility to buy and sell products and information on the Internet and other online services. The EU uses a computer network to perform electronic transactions with a competitor, customer and/or supplier, mainly for the sale of goods and services. This type of transaction or trading method has a limited impact on electronic commerce’s potential and could explain numerous failed virtual starts (García, García-Nieto and Aldana-Montes 2016). 

 Several attempts have been made for developing best e-commerce practices. Such attempts have been considered an effective way for achieving the business goals with the support of the IT sector in facilitating the companies’ actions and allowing them to identify and interact with more a wide range of potential consumers, and communicate and establish permanent relationships with such consumers on the basis of their historical buying habits and requests. Researchers and e-commerce professionals are beginning to understand that commercial websites need more than just transactions to succeed. Different online platforms and discussion forums that provide good knowledge and content to the users about the products have helped the businesses in developing valuable communities (Ramanathan, Subramanian, Yu and Vijaygopal 2017). 

Considering these aspects, it can be analysed that the consumers use Internet to get information about any services and products, and the best companies that offer better deals for purchasing it. Therefore, in the global world, it has become a need for all the businesses and companies to maintain a virtual position by working on their websites and official pages on different social networking sites like face book, twitter, Instagram and LinkedIn. Some concerned individuals of e-commerce believe that e-commerce should work on repeating the ways in which individuals purchase in the real world. This would require the e-businesses to develop a sense of communication and build a strong consumers’ community virtually (Zhang, Zhu and Ye 2016). 

Studies have shown that the online communities’ interests provide a better understanding to the e-businesses to work on their virtual presence within such communities on different websites online (Ramanathan, et al. 2017; García, et al. 2016). Many people want to use the virtual community to communicate with their company. E-commerce continues to evolve, but it has been clear that this new channel offers enormous potential for businesses and consumers. Some people think that there is a cultural war. It is noticed that consumers have preferred to become part of the virtual world for maintaining social power and building strong business communities. However, it is significant to note that in other corporate industries, the businesses work on the ways to understand the needs of the consumers, and provide adequate solutions to their problems. The corporations also work on the training programs regarding the World Wide Web for their resources so that a broad forum could be created for the advertising and direct sales. This has a great potential for electronic commerce (Zissis, Aktas and Bourlakis 2017). 

The key business processes mentioned in the DTI and IBM definitions are organisational processes or divisions in the centre of the diagram (Fernie and Sparks 2018). These include R & D, marketing, production, as well as entry and exit logistics (Espinosa, Terol and González-Ladrón-de-Guevara 2018). The buyer’s e-commerce transactions with vendors and the seller’s e-commerce transactions with customers could also be considered key business processes. Figure 1.2 shows some alternative perspectives on the relationship between electronic commerce and electronic commerce. In Figure 1.2 (a), the degree of overlap between e-commerce is relatively small. Figure 1.2 (b) seems to be more realistic as many critics believe that e-commerce and e-business are synonymous. However, it could be stated that Figure 1.2 (c) is the most realistic, since e-commerce does not apply to many transactions within the company, such as processing purchase orders, which is part of it (Fernie and Sparks 2018). Since the interpretation in Figure 1.2 (b) is equally valid, it is important that in any particular company the managers involved in e-commerce or its implementation are in agreement with the scale they wish to achieve.
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Figure 1.2: Three definitions of the relationship between e-commerce and e-business (Pham 2016).

The range of digital services is wider than e-commerce. E-commerce is considered a transformation of key business processes through the use of Internet technologies. The key digital business processes include R & D, marketing, production, as well as entry and exit logistics. Buyer’s e-commerce transactions with sellers and e-commerce transactions with customers could also be considered key digital business processes. Most Internet services are available for any company or consumer with Internet access. Moreover, the number of internet users has also increased on a great level which can be seen in the figure 1.3 below (Fisentzou 2019).
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Figure 1.3: Global Digital Population (Fisentzou 2019).
However, many digital business applications that access the company’s confidential information only require access to qualified professionals or partners. In the current time, the term intranet is still used, but software services such as Twitter and Facebook are introduced into the company to achieve similar goals of information exchange and collaboration. If access to the organisation’s Web services extends to others and not to everyone outside the organisation, this would be an extranet (Kirby-Hawkins, Birkin and Clarke 2018). When a person accesses an online service, such as an online store or an Internet news site, it is actually an agreement with an extranet, although this term is used more to refer to business applications (Kirby-Hawkins, Birkin and Clarke 2018). 
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Figure 1.5 The relationship between intranets, extranets and the Internet




Figure 1.4: The relationship between intranets, extranets and the internet (Rodrigo 2016).

E-commerce plays an increasingly important role in many markets as the new technology it brings affects not only prices but also other components of the market structure having a different effect on the business (Fernie and Sparks 2018). Further, the companies that could operate at low cost, and transfer some cost advantages to the customers, could gain market share and profitability. While the companies with higher costs could suffer commercial damage (Parker and Wang 2016). 

M-Commerce, Technology and Organisational Structure

Mobile commerce (m-commerce) is the purchase and sale of goods and services via wireless portable devices, such as smartphones and tablets. As an e-commerce format, mobile commerce allows users to access online shopping platforms without using a desktop computer. Some examples of mobile commerce are virtual market applications, such as in-app purchases, mobile banking services, Amazon mobile applications or digital wallets such as Samsung Pay, Android Pay and Apple Pay (Parker and Doyle 2018). Over time, the delivery of content via wireless devices becomes faster, more secure and scalable. As of 2017, the share of mobile commerce accounted for 34.5% of e-commerce sales. The sectors most affected by mobile commerce include financial services, including mobile banking, when customers use hand-held devices to access invoices and payment accounts, and brokerage services that could show stock quotes from the same device (Bilinska-Reformat and Stefanska 2016). 

It also affects telecommunications, where changes in service, bill payments and account verification could be made from the same portable device. Besides, services and retailing are also affected, as consumers have the opportunity to place orders and pay for orders on the fly. Finally, information services are also involved, including the provision of financial news, sports data and traffic updates for selected mobile devices (Wang and Gutierrez 2018). The United Kingdom is one of the most competitive retail markets in the world. It is mature and any significant growth occurs at the expense of competitors and many people struggle to share them. At the same time, consumers could easily enter the number of competitors, because people live in a small country with a high population density and many shopping opportunities, whether it is physical or online (Clarke, Thompson and Birkin 2015).

As the market matures and operating costs are high, retailers must do their job quite well to exist and prosper (Bilinska-Reformat and Stefanska 2016). It must provide products that consumers want to buy, rather than encourage them to buy, and provide services that guarantee the purchase process quickly and efficiently (Wang and Gutierrez 2018). Therefore, in this context, the retailers in UK are forced to innovate to survive (Clarke, Thompson and Birkin 2015). For example, the UK is considered a leader in online trading, recognising their potential and investing heavily in retailing in other countries. They also learned that physical retailing remains an important part of the consumers’ shopping experience, and has developed skills in all channels and an adaptation to the retail format to fit the way people currently buy (Boardman, Blazquez, Henninger and Ryding 2019). 

Mobile commerce could be classified according to the mobile purchase function, mobile banking or mobile payment (Kim, Kim, Choi and Trivedi 2017). Purchases from mobile devices allow customers to purchase products from mobile devices using an application such as Amazon or a Web application (Ha 2018). A sub-category of mobile purchases is the app trade, which is a transaction made in one’s own application (Kim and Ryu 2015). Mobile banking includes any portable technology that allows customers to make hectic transactions (Kazan, et al. 2018). This is usually done through a secure and specialised application provided by a banking institution (Kazan, et al. 2018). Mobile payments allow users to purchase products independently via mobile devices. Digital wallets, like Apple Pay, allow buyers to buy products without having to make a purchase or pay in cash (de Regt and Barnes 2019). 

For most mobile commerce platforms, mobile devices connect to wireless networks that could be used to purchase products over the Internet (Desmal, et al. 2019). Key KPIs to monitor those responsible for developing mobile commerce applications include total mobile traffic, total application traffic, average order value and order value (Greenstein‐Messica, Rokach and Shabtai 2017). Similarly, monitoring the speed with which mobile phones are added to the shopping cart would help developers understand if a user is becoming a customer (Lopez-Iturri, et al. 2016). Mobile commerce developers might also be interested in recording average page load times, shopping cart conversion rates and SMS subscriptions (Tidy, Wang and Hall 2016). 

In particular, in terms of mobile payment products, they operate in the form of peer-to-peer exchange (P2P) (Feld, Schönfeld and Werner 2016). As soon as the mobile device is associated with credit card information, the phone could be moved through the payment terminal to pay for the product (Feld, Schönfeld and Werner 2016). This contactless payment via mobile devices is possible through the use of Near Field Communication (NFC) (de Luna, Montoro-Ríos and Liébana-Cabanillas 2018). Some of the advantages of mobile commerce include increasing customer retention by simplifying access (Blaise, Halloran and Muchnick 2018). It is also more convenient for customers to compare prices, read reviews and make purchases without a desktop computer and a wider range of products and services (Yadav, Sharma and Tarhini 2016). Furthermore, automation companies have contacts with customers and sales points. Some of the disadvantages of using mobile commerce are that inefficient mobile experiences could prevent buyers from making purchases (Blaise, Halloran and Muchnick 2018). Furthermore, mobile payment options are not available in all geographic locations and might not be compatible with all types of digital wallets (Bezovski 2016). Besides, companies must understand and comply with the tax laws and regulations of all the countries to which they are sent (some companies avoid it by only allowing shipments and purchases from their country of origin) (Hayes 2018). 

Combined with the positioning capabilities of the Global Positioning System (GPS), the ubiquity of mobile phones and the creativity of Internet marketing, Shopkick and many other similar applications are changing the consumer landscape (Choi and Jang 2017). As retailers strive to attract customers, they are increasingly reluctant to consume in an underground economy, and the use of this new technology further differentiates retailers (Choi and Jang 2017). The first users of mobile commerce would have more opportunities to influence buyers in real time while developing the analyses of real customers (Kolodziej and Hjelm 2017). Late salespeople would see more and more customers browsing their corridors, installing their smartphones to review reviews, compare prices and trade locally with competitors (Kolodziej and Hjelm 2017). In summary, mobile commerce blurs the distinction between websites and regular stores, connects multiple companies and, for the first time (Huang and Benyoucef 2015), makes the Internet a key selling point for many retailers and dangerous for other retailers (Marzband, Javadi, Domínguez-García and Moghaddam 2016).

In the true mobile digital market, no channel exists in isolation. Instead, retailers would increasingly develop a fully integrated shopping experience to satisfy informed consumers and, indeed, create a new electronic retail ecosystem (Yacoub 2019). Amazon Mobile products are a good example. Online stores offer real-time synchronisation of the shopping cart through electronic and mobile channels (Hussain, Mkpojiogu, Musa and Mortada 2017). If a person inserts a CD in the cart while shopping on the smartphone, it would be displayed when he/she log in from the desktop at a later time (Yacoub 2019). On the mobile device’s home page, Amazon offers personalised recommendations, purchase history, easy access to ratings, product reviews and product recommendations (Yu and Kong 2016). The most interesting result of Amazon for Business is an application called Amazon Remembers (Darlington 2017). Consumers could take a photo of the product in the store (or product at home), and the seller would send a message on a similar product sold by Amazon, for a connection within a few minutes (Jenkins and Williamson 2015). 

The most innovative use of mobile commerce has not yet been invented. For example, a high-end clothing retailer could develop a mobile application that allows customers to take pictures of their favourite clothes on the street or at work, combine items in virtual closets, view photos of clothes in physical lockers and combine this set of information (Roggeveen and Grewal 2018). Offer advice from retailers and share potential purchases with friends through social networks to collect the immediate noise that helps them make decisions (Darke, et al. 2016). As shown, retailers in the not quite distant future would have to maintain customer preferences and offer targeted offers from any number of data sources: images, videos, chats and who knows what else (Yaoyuneyong, et al. 2016). The fair price attracts the consumer to buy a new shirt he was thinking of, or simply takes a picture, sits in a bar and enjoys an espresso (Tachizawa, Alvarez-Gil and Montes-Sancho 2015). 

As applications become more sophisticated in smartphones (purchases, preferences, products viewed and comments), it would become part of a continuous digital magazine that influences consumer decisions and their type of reference and the offer received. Retailers would also synchronise e-commerce and mobile commerce operations through outlets to create new levels of sales, cross-selling and customer service (Nudurupati, Tebboune and Hardman 2016). If retailers are looking for a mobile commerce strategy, the first step for a company should be to conduct a reliable assessment of their business (Faqih and Jaradat 2015). A successful strategy must take into account the company’s main technological capabilities, the commercial channels it uses such as kiosk, e-commerce, small or large retailers, competitive dynamics in the retail sector and current mobile commerce, which is the most advanced technology (Pantano and Vannucci 2019). In other words, a mobile strategy must have the face and identity of the company behind it (Nudurupati, Tebboune and Hardman 2016).

Most online retailers like Amazon have started to use existing e-commerce features trained through the product’s website and supply chain experience for mobile channels with little customisation (Prashar, Vijay and Parsad 2015). This would allow a person to at least enter the game and get a certain price in the market. The next step is to develop better mobile commerce opportunities to stimulate revenue growth (Khan 2016). This would help in attacking key categories, influence buyers’ decisions and transfer purchases to competitors to gain market share (Khan 2016). In some cases, retailers must adopt an aggressive strategy, such as integrating offers and product information into smartphone formats, replacing competitors and directly influencing consumer purchasing decisions (Hearn 2016). 

By giving preference to use the artificial intelligence, businesses have achieved the best results in the market (Briggs 2018). Therefore, the Internet and e-commerce are collectively considered a significant part of any retail business as it has a great impact on the organisation (Laudon and Traver 2016). It affects their way of working and their functioning, offers new opportunities for companies of all sizes and creates a new sales channel by providing new platforms online for carrying out business activities (Saghiri, Wilding, Mena and Bourlakis 2017). In other words, organisations must be equipped for restructuring in a continuous manner (Verma and Ratheesan 2016). Therefore, the understanding of how to effectively manage the change in the time and the way technology has been used has become a key point (Verma and Ratheesan 2016). It has been observed that as long as the company does not adopt its organisational methods and its structure for conforming to the new working methods, the expected Internet’s benefits would be materialised (Freathy and Calderwood 2016). 

Firstly, e-commerce influences the way people in an organisation work together, exchange information and communicate with each other (Farjou and Eslami 2016). It also affects the transactions and connections that occur in the supply chain between customers, distributors and suppliers (Gregory, Ngo and Karavdic 2017). The Internet allows companies to create and manage networks, allowing companies to establish closer relationships to meet customer needs (Choshin and Ghaffari 2017). For example, at Dell, customers become familiar with the production planning processes and the product, and all the employees have been encouraged for contacting the customers (Caro, Kök and Martınez-de-Albéniz 2019). Working together across borders, a person could share ideas about value propositions and product design. The result is faster, customer-oriented innovation in products and services (Basker 2016). To create this opportunity, it is necessary to pay close attention to the organisational structure, processes, skills and culture. These elements might require profound reforms in mature companies (Kurnia, Choudrie, Mahbubur and Alzougool 2015). 

Amazon has adopted such e-commerce strategies and has faced a major change in its business approach (Evans and Basole 2016). Whereas the new technology and business environment develop and identify opportunities and key challenges for them, the company must make many changes (Farjou and Eslami 2016). In the world of e-commerce, organisations should anticipate the need for transformation and must be ready for reconsidering the essence of their organisation (Gregory, Ngo and Karavdic 2017). Besides Amazon, other online retailers have been divided into categories through electronic initiatives (Parker and Wang 2016). 
It could be stated that the real strategy of electronic commerce implies far-reaching organisational changes (Evans and Basole 2016). Furthermore, Internet devices play a key role that could add a technical complexity’s level to quite a dynamic situation. But the reorganisation of company structures and processes has been far from being a simple technical problem (Mazzarol 2015). This includes a serious social redesign. This change would always depend on intervention and threats (Mazzarol 2015). Therefore, the successful implementation of changes in e-commerce requires a deep understanding of the change process, in particular, its micro-political and cultural aspects, and how to manage it (Dabija and Grant 2016). 

The more radical the change in the project, the more open and damaged the organisation. Furthermore, there are two main aspects related to radical change (Ayden, Demirbag and Tatoglu 2018). Besides, the first question concerns the extent to which change is crucial to the organisation’s survival and strategy and requires change throughout the organisation (Ayden, Demirbag and Tatoglu 2018). The second question refers to the extent to which these changes are quite different from how they are implemented (Ayden, Demirbag and Tatoglu 2018). This has been the case with e-commerce. For example, these changes indicate a redesign of business processes, the development of cross-functional teamwork and a transition to a customer-oriented culture as compared to under management (Thompson and McLarney 2017). 

 It should be noted that there might be a high degree of uncertainty about how to do and what to do, the goals might be unclear and resource requirements are not well known. Furthermore, the creation of a general idea of the objective as well as the establishment and maintenance of the necessary obligations could be difficult. For this reason, it has been proposed to spend more time guaranteeing effective communication to encourage flexibility, solve ideas, generate and reproduce participation (García, García-Nieto and Aldana-Montes 2016). 

In this case, the traditional approach to managing project management might be inadequate (Chaffey, Hemphill and Edmundson-Bird 2015). Instead, managers and change agents must have experience in leadership and corporate policy (Chaffey, Hemphill and Edmundson-Bird 2015). Support for registration and re-registration, compensation for objections and boycotts and the need to protect resources would require the ability for achieving the consensus and support and networking skills (Lapoule and Colla 2016). Firstly, they must get support. It has been noted that an organisation might have the largest networking strategy in the world, but it would not work if managers and results are not favourable (Lapoule and Colla 2016). To this end, it is recommended to form a group of changes guided by the Chief networking officer (CNO) (Andrews and Beynon 2017). Furthermore, it has been suggested that companies strengthen their teams with managers who maintain good relations with the staff of other departments. CNO needs many advantages; therefore, make sure the equipment is reliable in the eyes of the entire company (Lapoule and Colla 2016). Change management is more likely to succeed if it recognises the kinds of changes they face, as well as the skills and strategies they could use (Andrews and Beynon 2017). But this would also include the resolution of some aspects of the problem (Ramanathan, Subramanian, Yu and Vijaygopal 2017). 

One of the first issues that are faced by the companies is when they try to embrace e-commerce and its technology is how to go from an entity to an entity to click and continue (Wang, Sanchez Rodrigues and Evans 2015). In this way, a person could create a more virtual form of organisation that combines traditional methods of working with electronic communications (Wang, Sanchez Rodrigues and Evans 2015). As the second case study shows, the key problem for existing companies is the transition from their obsolete infrastructure to the e-commerce infrastructure (Zhang, Zhu and Ye 2016). 

Although new companies could overcome these problems, existing companies face some difficult problems (Akeb, Moncef and Durand 2018). This is why it was initially thought that the new Internet companies, also known as dot.com or pure games, would become one of the leading business models in the B2C Internet market (Akeb, Moncef and Durand 2018). An effective e-commerce solution requires an integrated internal and external system. This demonstrates that when the customers interact through the network, place orders and buy products, inventory financial systems and management systems also perform some of their transactions and utilise the same language (Zissis, Aktas and Bourlakis 2017). 

The issue has been that it is unlikely that many of these server systems work on the basis of the open Internet protocols or on the custom protocols (Fernie and Sparks 2018). However, such systems could be critical to a business of the company and include detailed information, such as stock turnover data and bank account data (Fernie and Sparks 2018). Replacing such systems also requires time, which could slow down network development, which is crucial for rapid innovation in electronic commerce (Fernie and Sparks 2018). As a result, the legacy server system must be integrated with the interface network system, which might require close collaboration between the two organisations (including subcultures) and the organisation (Fernie and Sparks 2018). On these problems, less attention is paid to research, companies are more advantageous for these problems and benefit more from e-commerce (which could stop working) and do not influence prices. The traditional view is that the organisational structure could have a big impact: an example is the rapid growth of online travel sites at the expense of local travel agencies (Fernie and Sparks 2018).

The types of market and organisational effects naturally derive from a model in which companies with different production costs sell research costs to a different set of consumers (Kirby-Hawkins, Birkin and Clarke 2018). Consumers do expensive research when they decide which company to buy and the company sets prices based on the consumer’s best search behaviour and the cost of the products for them and their competitors (Kirby-Hawkins, Birkin and Clarke 2018). Companies must support fixed operating costs and entry into the industry: the model predicts the price results recorded in previous studies. The lower costs of consumer research (or the shift to the left) due to the introduction of electronic commerce reduce the level of equilibrium of the average price and the dispersion of prices (Kirby-Hawkins, Birkin and Clarke 2018). However, what is most important to discuss here is that the model also predicts that lower research costs would lead to cheaper companies in the sector, while expensive companies in the sector would decrease or even disappear (Kirby-Hawkins, Birkin and Clarke 2018). 

In other cases, a more service-oriented position is adequate to protect market share and enrich the highest level of customer service (Parker and Wang 2016). IKEA uses augmented reality technology to allow customers to create virtual models of rooms where they buy furniture (by entering the dimensions) and then provide them with three-dimensional models of objects to see how they fit (Parker and Wang 2016). Providing such an experience is not only beneficial to buyers but also focuses on the store’s products and minimises the chances of navigating the mobile network to find alternatives (Parker and Wang 2016). 

In any case, it is necessary to develop a series of key functions, including the ability to work with external service providers, such as web advertising analysts and hosting companies (including AdMob, DataXu and AdNetwork), Facebook and Shopkick (Parker and Doyle 2018). Furthermore, it is highly desirable to integrate these externally oriented mobile business solutions with their own internal IT and marketing systems (Parker and Doyle 2018). These systems currently collect customer information and analyse business analysis. Indeed, mobile commerce would limit the traditional marketing analyses and systems that are not ready for decisive action with real-time data (Parker and Doyle 2018).

As indicated in previous adaptations, the implementation of mobile commerce would differ from those that initiated them. This includes offering customers a useful and creative channel to buy their products and increase their loyalty. If this goal persists, the company’s mobile application would soon become a deep-rooted 50 or 20-year-old site that customers are used to (Bilinska-Reformat and Stefanska 2016). Retail is a dynamic and diverse industry that is undergoing a transformative change. The main global industry contributes around 96 billion pounds a year to the economy of the United Kingdom and has been the largest employer in the private sector with more than 3 million employees (Inside Retail 2017). 
Technology has been the key to transformation’s engine. Consumers could buy any product anywhere and anytime and retailers continue to innovate and offer customer service’s high standards by new developments that are exciting (Wang and Gutierrez 2018). Therefore, digital innovation aims at successful retailers. Indeed, last year retailing was the driving force behind the growth in productivity within the United Kingdom. The challenge is how retailers could solve complex economic problems in this period of profound change in the structure (Wang and Gutierrez 2018). For several individuals, this offers the opportunity for changing the competitive models and their business for the long-term benefits. In essence, successful retailing always implies an understanding of customers (Wang and Gutierrez 2018). Due to the support of public policies, the sustainability of the retailers, companies and net efforts would allow to lower prices, offer quality services to customers and, ultimately, see how the industry prospers (Wang and Gutierrez 2018). 

However, another key aspect of customer orientation is understanding the buying path; all companies should focus on this. This must be linked to the commercial strategy and the basis of everything the company decides to do. Evaluating consumer behaviour with this objective is a key business, not only the basis for building a successful e-commerce strategy, but also a healthy activity in today’s dynamic and technologically advanced market. Digital brands for the home, like Amazon, have become important brands that identify the most profitable customers and include their trade routes (de Regt and Barnes 2019). 

Owners of traditional brands are less experienced. However, Argos is a notable exception (Boardman, Blazquez, Henninger and Ryding 2019). Recently, it has been named the best multichannel retailer in the UK with major in-store technology investments and the move to consumer buying via digital kiosks and the use of clicks and collections for a home purchase (Boardman, et al. 2019). Therefore, the winners of tomorrow’s e-commerce in the UK would be the ones that would put consumers at the centre of everything they do. Thus, mastery of this is vitally important, as every company faces all the challenges and Brexit would be just one of them (Boardman, et al. 2019). However, the development of a business strategy based on the needs and demands of consumers, the rest, including success, would surely continue (Boardman, et al. 2019).
Change in Management Theories

As the retail market becomes increasingly global, competition becomes increasingly fierce and technology evolves to redefine the competitive advantage, even the theory and management style has changed. The theories are developed to make management more appropriate to current conditions. It has been pointed out that modern managerial theory tends to explain the nature of rapid changes in the modern organisational environment. One of the first foundations of the administration was linked with the bureaucratic organisations that used traditional administration theory for controlling the behaviour. Nonetheless, modern management practice and theory demonstrates that bureaucracy has not been considered an effective model. Amazon is one of the retail companies that have been selected in this study to examine the individual management theories, its reliance on the particular guidelines for highlighting their limitations along with analysing the management theory’s implications (Tidy, Wang and Hall 2016). 

Scientific Management Theory

The first person who made human beings equivalent to the parts of the machine through scientific analysis of human behaviour using machine models was Frederick Taylor. He divided the task into the smaller subdivision to find the best route (Hayes 2018). After a thorough work analysis, the workers were skilled and performed only those actions that were crucial to the mission. Taylor tries to create science for every work object and limits the behavioural choices faced by workers and explores the interaction between activities, social environment, human characteristics, physical cost, duration, speed, abilities and environment. The general objective is to eliminate human variation (Hayes 2018). 

The model of Taylor has been successful and has really increased profitability and production as reasonable rules have replaced trials and errors, the administration has been more formalised and, in the end, efficiency has increased (Marzband, Javadi, Domínguez-García and Moghaddam 2016). However, Taylor’s attitude towards people, like cars, faces the resistance of workers and managers, who believe that this way of completing work has been the work’s dehumanisation (Marzband, et al. 2016). Another feature of Taylor’s work is the observation of time as a basis for observing and dividing time into elements. Besides, this approach also addresses strong resistance for the group as no one prefers to follow such a small part of their work so closely (Marzband, et al. 2016). 

Irrespective of the criticism, Taylor’s approach had a great influence on his work as he invented a new productive and efficient way of working that changed the sector’s nature of work (Jenkins and Williamson 2015). Before the scientific management, it was noticed that there were no departments for quality control, service, personnel, study and work (Jenkins and Williamson 2015). The intrinsic scientific management’s elements have been still quite popular in manufacturing companies, but have been updated and modified for reflecting the current situation (Jenkins and Williamson 2015). Under scientific guidance, managers must take responsibility for motivating employees and guiding them in the best or best way to carry out their tasks. Scientific management begins with the management of the factory store and aims to improve business processes (Jenkins and Williamson 2015). 

Considering the ways in which Amazon ensures effective management, it can be stated that scientific management theory has been applied by this retail company that has helped it shape its overall business structure (Tachizawa, Alvarez-Gil and Montes-Sancho 2015). For example, the intrinsic principles related to the scientific management theory include the separation of the work process from the skills of the employees, routing activities, optimising the work and the work process will be modified to the less qualified workforce (Tachizawa, et al. 2015). In this way, the management within the retail industry would depend on less skilled labours. It has an independent execution concept, which conceptualises the production process and distributes the work tasks to the leadership, leaving only the store to carry out the planned plans, rigorously respected. This practical management’s form uses the knowledge’s monopoly of production at each level of production for centralising the decision-making process and controlling every phase of the work process by formal procedures and rules (Tachizawa, et al. 2015). 

Bureaucratic Management Theory

The theory of bureaucratic management modified by Max Weber is close to scientific management. Furthermore, this particular theory was quite popular in the 1930s and 1950s, with an emphasis on dividing the organisation into hierarchies and building strong lines of control and power. There is a close relation of this theory with the management of retail industry like Amazon. Weber have provided recommendations for the organisations for developing detailed and complete standard operating procedures for almost all the routine activities. The disadvantage of the theory is that it is aimed at the hierarchical organisation. Keeping in view the current position of the retail sector, it could be stated that the modern organisational environment focuses on decentralisation, on decision-making at all levels and on management structures that are no longer bureaucratic (Nudurupati, Tebboune and Hardman 2016).

The theory of bureaucratic management plays an important role in small business organisations, many of which are owner-based (Nudurupati, Tebboune and Hardman 2016). As the philosophy of science has shown, it is wrong to claim that the physical science’s methods could be applied to the organisations in a comprehensive manner (Sturdy, Wright and Wylie 2016). An example of this is Carly Fiorina, American businesswoman, who served Hewlett-Packard (HP) and sought to manage an organisation with authority to compete with companies like Dell and IBM (Sturdy, Wright and Wylie 2016). In the retail industry, it can be observed that most decisions are made by the centre and the department, and the departments have quite small decision-making powers (Sturdy, Wright and Wylie 2016).

Human relations Management Theories

The theory of managing interpersonal relationships is another management concept used by organisations. As the name suggests, this theory focuses more on individuals and their unique skills in organisations and emphasises the consistency between the organisation’s needs and the employees (Collings, Wood and Szamosi 2018). Frederick Hertzberg (1959) summarised the basic concepts of the interpersonal relationship approach and stressed that if a person wants people to do their job well, they must do it well. Unlike scientific management methods, the philosophy of interpersonal relationship management emphasises what motivates individuals and seeks for explaining and identifying the particular effects that motivate individuals (Noe, Hollenbeck, Gerhart and Wright 2017). 
Considering the Human relations Management Theories, it can be stated that Amazon has not applied this theory to its visual existence. But it is significant to note that in the retail industry, there is a key role played by the workers who serve the people on behalf of the retail industry (Noe, et al. 2017). Therefore, wherever there are any stores of Amazon, the Human relations Management Theories are applied for managing the business activities in a smooth way. Some of the critics believe that the theory of managing interpersonal relationships’ key problem has been the working environment (Noe, et al. 2017). From this point, it can be clearly stated that retail industry cannot work without applying the Human relations Management Theories as there is no organisation in the retail sector that could work without taking care of the human relations (Noe, et al. 2017).
Contingency Theory

In recent times, most of the managers have initiated using the contingency methods for determining which methods consider the best management or leadership style on the basis of the current conditions. It has been indicated that the contingency theory provides that when decisions are made by the managers, they should consider the current situation's aspects and act on the features that are crucial to the current situation. The emergency approach itself has not been a new approach; however, it has been recommended that managers manage the organisation based on their current situation, which could consider the organisational goals, objectives, culture, structure and existing issues (Otley 2016).

In the online retail sector, organisational performance is elevated from the structure of the company to external and internal surprises. For example, the organisational structure of Amazon has a certain degree of consistency at every level, which leads to greater productivity. Moreover, the inconsistencies in the online retail sector’s organisational structure leads to deterioration in performance. The theory states that the development and use of management systems depend on the organisational environment in which an organisation controls operations (Otley 2016).

Implications

It could be possible that in next five years, the transactions through mobile devices might be the only way to carry out activities related to businesses. Although many developments in technological advancements have been discussed in this study, it is likely to state that the use of Near Field Communication (NFC) might become less important and new tools are developed that can enable the connection of devices at a far distance. This could eventually require the retail industry to improve its technological aspects such as introducing new tools and make more savvy consumers. Besides, it is also more likely possible those new management theories are established according to the demands of the modern technological era. 
Recommendations

Some of the key recommendations that could be deemed as visions for the future theoretical perspectives on management for companies like Amazon and other companies in the online retail sector are discussed as follows. There should be new tools developed for meeting the contemporary criteria of businesses and the ways in which they make savvy consumers. Furthermore, it is also recommended that there should be appropriate descriptions provided to each of the employee working in the retail industry to handle the equipment that would be used in the future business dealings with the clients. Besides, it is also recommended that retail companies should conduct a reliable assessment of their business by using the advanced technologies as it would save adequate amount of time for the businesses and quick results can be obtained from the consumers’ perspectives. 
Conclusion

In conclusion, it can be stated that advancements in technology have led the retail sector to achieve its set goals as well as meet the needs of the people. The concept of e-commerce and e-business has become a substantial part of every organisation in the UK’s retail sector. Furthermore, it can be concluded that the technology advancements in the e-Business 2.0 and e-Commerce areas have rendered the organisational structure’s traditional models and management theories roles. Besides, such advancements have superseded the corporations’ changing nature in the current time, specifically in the UK’s retail sector.
My Take:

My take on these developments is that no corporation within the retail industry, including the online retail industry, could manage its operations effectively without getting updated as per the current technological advancements. I believe that for the purpose of e-commerce and e-business to become successful, corporations have to fulfil the current needs of their consumers as every person in any part of the world is using technology. Keeping in view these developments, I believe that AI would take the e-business and e-commerce to a certain level where no corporation would be able to survive, generate profits and manage its operations without getting into the field where AI is deemed a mandatory success factor. Certainly, these developments would herald a new business paradigm for the future corporations as AI has become a necessity for every business organisation to meet the current standards and expectations of their consumers.
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