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[bookmark: _Toc8044659]Introduction
	The use of Information Technology (IT) has become pivotal in business practices currently. It is undeniable that the use of IT is increasing in current business management (Mohsen et al., 2015). In fact, the use of IT is increasing not only in the management of businesses but also in tourism, education, and even engineering. Mobile technology is also on the increase in this 21st century. Other sectors where technology is being used such as the education, engineering, and tourism industry are nothing less than business. The reason for the adoption of information in business management is that it enables channel integration from where the different departments in a given business are easily connected and managed (Piotrowicz and Cuthbertson, 2014). Furthermore, every business aims at becoming international in its operations. The global market is complex in nature and, therefore, requires innovation of high levels so as to cope with the competition therein. 
	It is also clear that new technologies continue to emerge just the same way new products are introduced into the market every now and then. Obal and Lancioni (2013) stated that as technology continue to advance, the relationship between the buyers and the suppliers has changed and become more dependent on technologies than ever. The most common technologies that have emerged in business management include computer-mediated communications (CMC) and Partner Relationship Management (PRM) (Obal and Lancioni, 2013). The way in which different businesses manage their consumers also indicate that technology is the core of efficient business management. For instance, Piotrowicz and Cuthbertson (2014) demonstrated that social media has gained an increased role in meeting the diverse needs of consumers. This demonstrates that there is a significant shift in the way in which businesses are being carried out in different sectors. 
[bookmark: _GoBack]	The emergence of new technologies in business management has also been accompanied by challenges. As new technology emerges, it is also required that the suppliers and retailers should educate the consumers about the benefits associated with technology in their shopping activities (Obal and Lancioni, 2013). Therefore, suppliers in the retail sector are expected to train their consumers on the ways in which they can use the technology, and also how they can interact in the technology-related activities relating to the business. Assuming that this was a no challenge, the traditional business structures and management strategies also required that consumers should be trained on the various business transaction ways. This would be even more difficult and challenging than when technology has come to aid the business management. Hence, it can be asserted that technology has improved the way of conducting business in the current day world. 
	The success of every business is always pegged on the decisions that a business makes. The decisions are made in the strategic and other planning options that apply to the business. Technology has become instrumental in supporting the decisions that a business makes. Currently, technology is widely used in advancing the Decision Support Systems (DSS) of various businesses. According to Mohsen et al. (2015), the flexibility of strategic performance and strategic performance based on the cost is achieved through DSS. The claim is that technology assists in effective decentralization of responsibilities in various business sectors, managing the participation of consumers, updating customer responsibilities, and other business departments that contribute to the general success of the business. 
	No matter the decentralization method used, the effective performance of the duties is what always contribute to the achievement of the business goals. For the retail sector, consumer management is what matters. Hong and Hartley (2011) revealed that the relationship between the supplier and the buyers can be strengthened by using an interactive team, using a modular design, and making a connection between various suppliers. Nonetheless, buying firms are constantly pursuing technological innovations to help them in enhancing their competitive position (Ellis, Henke and Kull, 2012). This implies that inasmuch as retailers continue to manage consumers through the various factors that have been stated, every other business is also using the strategies that they use. Therefore, they need to improve their competitive advantage through technological innovations.
	Various technological advances already exist from where the suppliers can improve their competitive position in their consumer management strategies. The use of social media networks and smart mobile devices have become of great significance in the technological solutions in in-store services (Piotrowicz and Cuthbertson, 2014). Advances in technology have as well created challenges to most retailers alongside the promising opportunities that they present. The main challenge that retailers experience is the creation of omnichannel which meets the customer experience regardless of the requirements of the customers (Piotrowicz and Cuthbertson, 2014). 
In response, high technological advances need to be adopted for proper channel integration management. DSS has been instrumental in the decision-making for an omnichannel development since the technology used in DSS enables productivity in the employees and minimizes the time used in the decision-making process (Mohsen et al., 2015). The application of DSS also improves the quality of decisions that are made by the various business managers (Mohsen et al., 2015). Moreover, DSS acts as a competitive advantage tool for a firm. Therefore, proper competitive advantage can be enhanced by the developed technology such as the use of DSS in making decisions on the fundamental operations that a business has.
Besides the use of DSS in boosting the competitive advantage of a firm, it is imperative to maintain a strong network between the suppliers and the customers. Gao, Xie and Zhou (2015) reported that new methods of information sharing mediate the differences and diversity in technology, especially in the supplier network. Technological diversity can either be beneficial or detrimental to the operations of a firm. The effectiveness of technological diversity in business management can be obtained from the strength of the relationship between the buyers and the suppliers (Gao, Xie and Zhou, 2015). However, the density of the supplier network inhibits the effectiveness of technological diversity.
 From the available background information on the technological advances in business management, it is clear that most businesses operate with the aid of technology. Apparently, the use of traditional models of organizational structure and theories of business management are becoming extinct with technological advances. This paper investigates the verity in the statement “Technology advances - specifically in the areas of e-Commerce and e-Business 2.0 — have rendered traditional models of organisational structure and theories of management roles obsolete in the light of the changing nature of 21st-century corporations.” The discussion is based on the case of retailers sector with a focus on the technological advancement in DSS. 
[bookmark: _Toc8044660]Technological Advancements in DSS
	The use of IT in DSS is continually changing and advancing. DSS is instrumental in every business operations since the information that is obtained from the DSS is useful in making important decisions to operate a given business (Mohsen et al., 2015). Therefore, much attention needs to be put in the DSS management whereby companies are required to execute specific operations for the proper functioning of the company. The operations put in place also need to be escorted with proper planning so as to be certain with the end results of the operations which have been set for achieving the aim of the business (Mohsen et al., 2015). Obviously, proper planning and operational management rely on the way in which information is being disseminated in a particular program or project in the business. 
	The most essential advancements that can be made in the DSS is the use of decision support which is oriented to the services offered by the retailer (Demirkan and Delen, 2013).  Considering data used in the supplies, analytics and information become essential in the services that a business can offer. In such a case, the use of traditional measurement mechanisms become ineffective since they are controlled by cost and time. However, the use of technology in the management of DSS takes limited time and is also cost-effective. Unjointed dots can be seen from this point on the fate of traditional business structures and systems of business management with the advancement of technology.
	Nature and the use of DSS in making business decisions indicate that technology is being applied in business. According to Demirkan and Delen (2013), DSS in the cloud has advanced in such a way that it enables speed, scope, and scale economics. Mohsen et al. (2015) also indicated that DSS enables automation of reported as per the requirements and the preferences of the managers. In a retail shop, for example, orders that are made can be distributed to several departments and the work be seen by all the members within the project (Mohsen et al., 2015). It implies that DSS not only helps in the automation of services and placement of orders in an enterprise but it also widens each of the information that is being shared in a business. Traditional business structures and methods of sharing information, on the other hand, required that there be a physical communication between the different departments in the business. DSS is widely used in managing various aspects and departments within a business. In essence, technological advances will replace traditional methods of business management. 
[bookmark: _Toc8044661]Time Management with DSS
	DSS is essential in the management of time in business decisions and operations.  Işık, Jones and Sidorova (2013) demonstrated that technological capabilities such as enhanced quality of data, integration and user access are the benchmarks for the success in the business integration regardless of the environmental factors on customer decisions. Although efficiency is essential in every business management, the reliability of the services offered is determined by the speed at which the activities are being carried out. With DSS, information is automated and the accuracy is still kept. Therefore, it can be concluded that the quickness in the sharing of information and the facilitation of decision-making process in business reduces the bulk of time that could be spent in other business operations. 
	The gravity of DSS in saving operational time can be understood from the fact that information is the leading source of competitive positioning of a business (Mohsen et al., 2015). Therefore, it is essential to use advanced technology that can allow for the sharing of various reviews in the supply services offered by a retailer. Mohsen et al. (2015) further stated that consumers develop trust in a product based on whether or not a person has ever tried the product or service. Technological advances in social media enable retailers to have their customers share their experiences with the supplies (Renko and Druzijanic, 2014). From the review, a client who was is still undecided on what to purchase can shift towards the product that has been reviewed and responded to. In addition, reviews regarding the services offered by a particular retailer are a major source of information required in the GSS to make proper decisions regarding the operations of the business.
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 	Technology is essential in retailing. One of the major roles of technology in retailing is the improvement of customer service (Renko and Druzijanic, 2014). Technology enables customer service quality improvement by improving the operation management and at the same time reducing the costs of operations. Additionally, technology improves the service quality received by the customers in that it creates higher speed service delivery in the store, and also helps in a better understanding of the goals of the consumers so as to be specific in meeting the needs of the consumers (Renko and Druzijanic, 2014). The use of innovative and advanced technology helps the consumers to make proper shopping decisions and also to have a better understanding of the stored information related to the delivery of customer service (Renko and Druzijanic, 2014). The operations of a business need to be based on the needs of the customers. With the understanding of the customer needs, the retailer can be specific in addressing the requirements and demands of the customers. 
	Because of improved customer service, technology also helps in achieving a competitive advantage. Mao et al. (2016) reported that competitive advantage in business is enhanced by knowledge management capability. Knowledge management capability is in turn made possible through IT resources which include IT human, IT infrastructure, and IT relationship. Businesses also need to have an appropriate selection of the IT resources so as to ensure that there is sustainable knowledge management. Indeed, Marinagi, Trivellas and Sakas (2014) showed that global competition and the economic environment are becoming complex as the changes in the global market also occur. Marinagi, Trivellas and Sakas (2014) also suggested that companies need to exploit and support their information exchange and have support strategies for their business functions so as to prevent the challenges in the global market. This is a confirmation that advances in technology render traditional business structure obsolete. 
	Achievement of competitive advantage lies with supply chain management. Marinagi, Trivellas and Sakas (2014) showed that a sustainable competitive advantage can be achieved through proper management of the supply chain. Supply chain management is determined by the planning strategies. Collinearly, planning is established by the decision-making processes in a business. DSS has been pivotal in the management of the decision-making process. According to Mohsen et al. (2015) study, the primary role of DSS is to help improve the financial performance of a company. The process of decision-making should be a source of appropriate information which is used in taking the right decisions in the business operations and also in improving the financial performance of the business (Mohsen et al., 2015). It is also from the information presented in the decision-making process that helps in the formulation of the right goals to guide the operations of the business. Proper decision—making process can be achieved by DSS. As per the challenge in the market environment, it is obvious that traditional business structures and business management strategies cannot cope with the dynamic market environment. Therefore, the advances in technology in the DSS can be said to have rendered traditional business structures obsolete. 
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	DSS is well-known for its ability to boost the performance of a business. It has already been seen that the core of DSS is the management of information system. Nevertheless, superior financial performance can be realized through the proper and systematic use of information technology within the company (Mohsen et al., 2015). Also, Mohsen et al. (2015) reported that DSS capabilities and support for the main competencies can influence the performance of a firm, especially from a resource-based view. The competencies in DSS also have a direct relationship with the performance of the business operations as well as in the performance in the market. 
Through DSS, businesses can effectively design online word-of-mouth such as in the user experiences, consumer opinions, and product reviews (Gu, Park and Konana, 2012). The work of online word-of-mouth has become essential information sources for the purchase decisions of the consumer. It has also been shown that consumer always conducts their research on a product before they purchase especially for high-involvement products such as digital devices (Gu, Park and Konana, 2012). The main source of information in the searches that the consumers make has always remained to be word-of-mouth processes. This shows that retailers need to have a properly organized word-of-mouth website where consumers can get only positive reviews and experiences from other consumers. The ability to have positive reviews on the word-of-mouth website is to be consistent in quality service delivery to the already existing consumers. As has been discussed, service quality is enabled through the decisions made in the DSS. Hence, technological advances in DSS have a major role in attracting new customers in the retail stores thereby rendering the traditional business structures obsolete. 
Components of a company performance clearly support the argument that technological advances will replace the traditional business structures and methods of operation. For instance, Mohsen et al. (2015) listed technical infrastructure flexibility of IT and staff abilities as the components of company performance. The component of information technology is where information is well distributed both to the firm staff and also to the consumers. Essentially, customer decisions are influenced by the information IT management and flexibility. Indeed, Erbıyık, Özcan and Karaboğa (2012) established that decisions on long-term investments are costly to change since the selection of the retail stores is a matter that needs keenness so as to avoid the challenge in the general operation of the buyer. To make decisions, managers are always tasked with the determination of scientific methods to extract data and make dependable decisions. 
It is also required that the business administrators use a combination of different criteria for the selection of the retail stores (Erbıyık, Özcan and Karaboğa, 2012). The implication herein is that the retail stores must have proper management of information technology so that various buyers can have access to the information that they require on a particular retail store. Additionally, the staff of the retail store also need to be included in making these decisions and managing the IT processes of the business. The interconnection between the company performance components together with the need to meet the consumer needs is a complex phenomenon. Consequently, it is salient that technological advances are applied to DSS when making business decisions. Conclusively, technology, as used in business decisions, especially in the retail sector, has rendered obsolete traditional models of organizational structure and theories of business management.
 Although IT management is essential in making business decisions that sufficiently meet the needs of the clients, its ability to improve company performance rets with the resource-based view. The resource-based view of IT in an organization helps in determining the levels of influence of IT to the performance of the business (Mohsen et al., 2015). Mohsen et al. (2015) further demonstrated that supporting the core competencies of a business through IT needs to be based on the relationship of resources, technology, and human nature. Creation of resource relationships also helps in improving the capabilities of the business capabilities, especially where the company has its competencies directed towards the creation of new and unique competencies. 
Nevertheless, the decisions made in the use of IT in retail operations is determined by the long-term goals of the business (Mohsen et al., 2015). Strategic business goals are always formulated based on the decisions that are made in the planning process. As has been noted, the decision-making process of a business can be improved through DSS (Işık, Jones and Sidorova, 2013). The main role of DSS is to help in the identification of business priorities. Furthermore, DSS also helps in the creation and implementation of technology means essential in targeting sustainable IT resources used in enhancing the competencies for business performance (Işık, Jones and Sidorova, 2013). High-quality applications used in IT management can also be efficiently achieved with regards to time and costs through the use of DSS. Therefore, DSS helps in measuring the effectiveness of IT and the performance of the firm in general. 
  Decisions made in the planning process are always aligned to the supply chain under which the retail business is operating. Qrunfleh and Tarafdar (2014) showed that there is a positive link between the performance in the supply chain and the performance of a firm. This means that business success is largely dependent on the appropriateness of supply chain management. It is already known that supply chain management in the current market requires IT management as well. Accordingly, Mohsen et al. (2015) demonstrated that IT infrastructure needs to be carefully designed in such a way that it builds a technological foundation on the future performance of a firm.
 Proper IT management is also accompanied by core competencies which are the essentials of business sustainability in the market (Mohsen et al., 2015). That is, IT is essential in the supply chain management since it allows for a deeper assessment of the consumer needs from where the reactions of the business will be based. Undeniably, IT management helps in identifying consumer preferences alongside their needs within a relatively short time than when traditional models of business structures are used. The assessments made in the market through IT management enhances the operation of the supply chain. In return, the firm performance is also heightened. Based on the benefits accrued by the use of IT in supply chain management, it is visible that traditional business models are becoming obsolete with regards to the nature of the market. 
[bookmark: _Toc8044664]Importance of IT on Retailing   
	Alongside the capabilities of technological advances in DSS, technology also has significant importance in the retail sector. Technology enables retailers to have effective channel integration, mobile solutions, supply chain design, personalization and privacy, boosting the role of social media, changing the physical store roles, and meeting the diverse customer requirements (Piotrowicz and Cuthbertson, 2014). The diagram presented in figure 1 can be used to understand the importance of technology for retailers.  
[image: ]
Figure 1: Impact of Information Technology in Retailing
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	Channel integration is of vivid importance that IT has shown to retailers. Oh, Teo and Sambamurthy (2012) demonstrated that IT has the ability to integrate the activities of a business and offer a uniform kind of activities across various channels of operation. By so doing, IT offers vast opportunities to retailers in enhancing the relationship between the suppliers and the buyers and hence improved performance of the retail business. Oh, Teo and Sambamurthy (2012) also revealed that consumers are always concerned with the flexibility of the offerings that they get from business as they complete their orders and obtain the required service across the various channels. The complex nature of the consumer requirements demands that IT be extensively used to integrate and automate business operations even across the traditional channels.
	The importance of having the automated operation is that it enables consumers to meet their needs in an instant avoiding the unnecessary delays that were formerly experienced in the traditional business model structures. Piotrowicz and Cuthbertson (2014) revealed that consumers are always concerned with consistent experience and integrated service. Consumers also feel satisfied when the seamlessly move across the different channels from where they operate. Currently, consumer preferences revolve in the online and traditional stores as well as mobile. However, it has always been a challenge for retailers to deliver the experiences that exactly meet the desires of the consumers. 
Despite the efforts to use an integrated channel to deliver their products and services, consumers still have the belief that there is a big difference between the traditional and online stores (Cao and Li, 2015). This has indeed, been a major challenge in achieving consumer satisfaction. With the channel integration using IT, staff do not directly interact with eh consumers making them (consumers) to lose confidence in the services that they receive. Therefore, there is an equal conflict on the effectiveness of IT in the channel integration. The main challenge is always in the integration of brand building, promotion, pricing, marketing, consumer experience, and supply chain management (Piotrowicz and Cuthbertson, 2014). In some cases, there can be direct competition between two channels of business. It is, therefore, essential that retailers should have a uniform pricing policy in the different channels so as to eliminate the various conflicts that may arise in the channel integration. 
Proper implementation of technological advances helps in improving firm performance. Cross-channel integration has been demonstrated to be associated with sales (Cao and Li, 2015). It is obvious that the growth in sales will result in the profitability and hence the general firm performance. The implemented technological advances in the retail operations also need to be in such a way that there is a balance between the traditional and online presence of the business. The conflict between can be a major downfall for the business.
Another importance of technological advances in channel integration is that it leads to a competitive advantage of the various retail stores. Herhausen et al. (2015) showed that online integration causes channel synergies and competitive advantage. This demonstrates that the integration of various channels can be used as a strategy to make customer outcomes more effective. Competitive advantage depends on how best the customers are treated in their purchases from a business. If treated well, consumers will always continue coming to the business and hence sustained in the business. The more the consumers are attracted and retained in the business, the more the sales increase and so the competitive advantage is achieved.
Technological advances also cause innovation in the channel integration of various retailers. Oh, Teo and Sambamurthy (2012) found, in Singapore, that channel integration in retailing is made more innovative through IT management. Furthermore, the application of IT in the channel integration helps the retailers inefficient delivery of services to the consumers. To reinforce this point,  Beck and Rygl (2015) also demonstrated that there is increased enthusiasm on channel integration of the retail world from where consumers can reach different stores at any time and at any location within the world. This means that success in channel integration should be achieved in Omni-channel integration. Omni-channel integration enables consumers to shop everywhere that they want. Actually, the creation of Omni-channel integration is the innovativeness that IT management offers to retail operations. 
The innovations in channel integrations also need to be viewed differently: that is, consumers should be at the center stage of all the decisions made in the channel integration. For proper channel integration in the retail stores, Cao (2014) suggested that retailers should consider the redefinition of the clients being targeted, redesign the value chain, and establish a new value position. Additionally, stage-of-adoption model is always created as retailers change in the cross-channel strategy (Cao, 2014). Effective shifts in the cross-channel strategies are enabled by the optimization of activities and not merging of the activities across the different channels. Retailers also need to reinforce the strengths of their physical stores, revamp their organization, and develop value co-creation with the stakeholders (Cao, 2014). It is clear that despite the effectiveness of IT management in channel integration, physical stores also need to be reinforced. However, technology is at the center stage of channel integration. It can, therefore, be concluded that technological advances have, to some extent, rendered obsolete the traditional models of business structures and theories of business management. 
[bookmark: _Toc8044666]Mobile Solutions 
 	Technology also helps retailers with mobile solutions which in turn improve the achievement and performance of various businesses. The increased urbanization and globalization in various markets have caused the interaction between foreign and domestic brands thereby changing the consumer preferences as well (Verma, D. and Verma, 2013). The technological advances have also changed the way in which retailers do business since it is through the technology that the satisfaction of consumer needs are met sufficiently (Verma, and Verma, 2013). Meeting consumer needs implies attracting their attention and collecting their views on how business operations can be adjusted in such a way as to satisfy their needs. 
	Newman, Wachter and White (2018) stated that the use of the critical app can foster the connection between the consumers and the retail store. It is also the connection that exists between the consumers and the suppliers that will change their purchase behaviors. If their (consumers’) needs are sufficiently met as per their preferences obtained from the app connection, then they will be retained as customers of the business. Imagining the use of traditional structures of the business model clearly indicates that there would be a major challenge in connecting the consumers and the suppliers. It is still evident that technology has taken a huge position that cannot be replaced by traditional business models and structures. 
	It is equally important to realize that it is through the media that consumer interests are drawn. Advances and developments in digital channels create a unique and positive experience in the to the consumers (Verm and Verma, 2013). These experiences are made better through an appropriate mix of communication, brand, product, and service aspects and how these aspects are maximized in quality to meet customer satisfaction (Verma and Verma, 2013). It is challenging, however, to predict what the consumers need unless retailers have direct interaction with the consumers. 
Presenting personalized solutions to consumers is still a challenge to most retailers since they cannot get the exact needs of the consumers. Technology through video-conferencing, mobile apps based on consumer location, and the use of augmented reality sufficiently help in getting information that can be used to shape the operations of a firm in meeting the consumer needs (Parise, Guinan and Kafka, 2016). Mobile solutions are offered by technological advances in understanding the needs of the customers and then developing the appropriate strategies on how to specifically meet the needs. Apparently, traditional business models could consume too much time to interact with the consumers and get their satisfaction preferences as opposed to the use of technology which quick and efficient. 
Mobile solutions can also be used in addressing some of the challenges presented with channel integration. Implementation of channel integrations is improved with the use of mobile solutions in the store. The use of smartphones and tablets can help in blurring the barrier between online stores and physical stores of retailers (Piotrowicz and Cuthbertson, 2014). Most of the retail online pages and stores are always not designed or optimized with the use of mobile devices. Rather, consumers can make their searches using any type of device and still get the information that they need to know about the store (Piotrowicz and Cuthbertson, 2014). Nevertheless, the use of mobile apps is more flexible and efficient that the use of other big devices that are not even portable when conducting the search. Therefore, mobile solutions, especially the use of mobile apps has become instrumental in helping the consumers to have a quick search and then make purchase decisions. 
Mobile technology also helps in achieving a personalized experience with consumers. Neuhofer, Buhalis and Ladkin (2015) showed that the recent changes and advances in technology, especially in smart solutions, have provided wide opportunities for offering personalized consumer experience. Smart devices exist in networking sites such as social media and the use of mobile apps (Moreno-Munoz et al., 2016). The use of such mobile devices helps in engaging consumers and getting even more information regarding their needs. Mobile technology also helps in preserving the fidelity of consumers on a long-term basis (Moreno-Munoz et al., 2016). Certainly, it is according to the information presented by the consumers that retailers will make decisions for improving their services. Mobile solutions are advances in technology that are widely used in the GSS to make decisions on operations. The decisions made are specific to the complaints presented by the consumers. Therefore, it can be seen that technological advances such as the use of mobile solution technologies in retail management are rendering traditional business models and theories of business management obsolete. This is because mobile solutions can offer personalized consumer experience which heightens the retention of the client.
[bookmark: _Toc8044667]Role of Social Media
	Social media is a form of technological advances that significantly improves the retail operations. Together combined, revolutions in mobile technology and the advances in social media have enabled customers to have a holistic view of the retail stores (Piotrowicz and Cuthbertson, 2014). Through social media and mobile technological advances, consumers can check the ratings and reviews of the products that they want to purchase, ask questions regarding the product, seek for opinions and thoughts, and get the experiences of another customer on the quality of the products and services that are offered by the business (Piotrowicz and Cuthbertson, 2014). Evidently, the interactions that the consumer has with the information that they get on the product through social media network significantly influences their decisions on the product.
	Indeed, Goh, Heng and Lin (2013) demonstrated that contents seen in the social media platforms are capable of transforming the purchase behavior of the consumer (Goh, Heng and Lin, 2013). If the social media content is persuasive then there is a likelihood of creating positive attitude in the client regarding the purchase behavior. Social media is a product of technological advances. With the traditional business models, it is clear that there was no platform where views of as many customers as possible were being obtained to make decisions on the running of the business operations. 
	Social media just as channel integration and mobile solutions also helps in achieving competitive advantage. He et al. (2015) evidenced that the current competitive business environment requires retailers to have strategies that are well established for the collection, monitoring, and analysis of the data generated from the users. This analysis needs to be made from the site of the retailers themselves and also from the site of their competitors. It is only through social media that retailers can gather user-related data on their services. It is also through the use of social media that the staff of a company can behave as a buyer for a competitor site and have access to the different reviews on the sites of competitors and get an insight on how to improve their business operations as well. Apparently, the information from the customers will be used in reinforcing DSS resolutions, hence, advanced technology through the use of social media technology boosts the decision-making process.
	Interactions between the consumers and the suppliers are also boosted through technological innovations. For example, technology allows for the creation of social networks that are interactive that allows the consumers to post their personal information regarding the experiences that they have had with a particular retailer (Pookulangara and Koesler, 2011). Consumers can also converge and share their information with the others regarding the experience that they have had with the services they get in the various stores. The reviews in the social media networks form a clear indication of the satisfaction that consumers have had with the purchases that they have been making in the business (Ramanathan, Subramanian and Parrott, 2017). From social media reviews, company managers are able to visualize and evaluate the level and the quality of services that they offer to their customers. This means that the results of the enhanced interaction between the consumers and the retail services are beneficial in structuring the decisions in strategic planning.
	The use of social media also presents increased opportunities for retailers in improving their services. Retailers have the opportunity to harness and maximally utilize social media power (Pookulangara and Koesler, 2011). Appropriate use of social media enhances the marketing strategy of retailers. The opportunities associated with the use of social media is that retailers are in a position to learn the different customer needs and then maximally dwell on those needs to help them in improving the service quality that they deliver to the clients. Social media also presents the opportunity of learning the cultural differences and preferences of the consumers thereby offering services that are culturally acceptable as per the cultures of the clients. Therefore, retailers have a wide range of opportunities that they can get from social media networks in meeting the needs of their customers and hence delivering the best services as deemed by the consumers. 
	Lacking social media networking in a business exposes that business to vulnerabilities of losing customers. Öztamur and Karakadılar (2014) showed that the main challenge with small and medium-sized businesses in Turkey originate from the use of formal language in the communication process with the customers. Contents that are unattractive to the consumers are also non-effective social media strategies that continue to impede the success of various businesses. In response, it is recommended that social networking should be implemented in such a way that there is a free interaction between the consumers and the retailers (Pookulangara and Koesler, 2011). Therefore, it is not only important to focus on the anticipated success from social media networking but also be concerned with the content that is used within the social media marketing strategies. Making the decisions on the kind of content to be shared on the retailer’s website is a booster to the decisions made in the DSS’s. Compared with the traditional business model structures and theories of business management, it can be seen that social media replaces these traditional methods of these business models.
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	Technology also impacts retail stores by changing the roles of physical stores. The nature of the consumers is that their decisions are influenced by how they are allowed to feel the store atmosphere by feeling, touching, seeing, and try the product (Piotrowicz and Cuthbertson, 2014). The consumer preferences regarding the way they want to interact with the stores challenge the advancing technologies that have equally proved important to the management of the retail stores. Physical stores can use a source of personal experience by the consumers and even build more trust with the business. However, Piotrowicz and Cuthbertson (2014) demonstrated that the role of the stores to attract customers is based on the ability of the consumers to be engaged with the products. 
Taking the purchase of products such as perfumes, for example, consumers always buy such products based on their sense of smell (Morales and Krishna, 2010). Unfortunately, the sense of smell is not provided for in the online retail stores. Additionally, beholding the sight of the store also enhances the preferences and the perceptions of the customers since the consumers are able to see the different designs and shapes of the products they want to purchase from a three-dimensional view (Morales and Krishna, 2010). Similarly, the way in which the products feel in the hands and sight of the consumers influences the way in which they carry out their purchases. This shows that replacing the physical stores completely with the technology would be detrimental to the sales of the company and hence reduced the financial performance of the firm.      
	Although physical stores are influential in improving the consumer experience, technological advances are also fast-growing and offering equally important and even better consumer experience with the products than the traditional store. A more specific way to attract the attention of consumers and impact their purchase decisions is the use of technology (Gambetti, Graffigna and Biraghi, 2012). The importance of technology over the traditional and physical stores is that technology allows for specific descriptions about the brand and from there consumers can see their preferences and match them with what they see in the company sites. 
	Further solutions to the conflicts between physical and online stores are to have an integrated form of the store that combines both the traditional and online stores. Online stores always have the feature of click and collect (Piotrowicz and Cuthbertson, 2014). However, the ability to return the products in-store, and order while in-store has become challenging for most retailers. Inasmuch as the roles of the in-store technologies are increased, it is also essential to keep the structure of the physical store but has an integrated form of a retail store that contains both the online and physical access to the stores. The technologies used in the in-store should have the ability to interact with the experiences of the consumers so that those needs that could not be met through the physical stores are now achieved technologically. 
	Despite the desires to integrate physical and online stores, a major challenge arises in that in some cases, it is necessary to have an overall redesign of the store following the challenges with the layout of the stores. The layout of every store needs to be based on product visibility and flow and not merely on the experience of the consumes (Piotrowicz and Cuthbertson, 2014). Nonetheless, the incorporation of technology into business operations may not be a big deal in the sense that technology only promotes elf-checkouts. This means that consumers can view the products they want to purchase even away from the physical store. The physical layout of the store may be challenged in terms of visibility because of the limited physical space. 
On the other hand, online stores have no limited space and the displays are placed in a way that every item can be viewed by the consumer and make choices where necessary regarding the products that they want to purchase. Indeed, Poncin and Ben Mimoun (2014) highlighted that the use of in-store technologies plays a critical role in minimizing the gap between the physical store and e-store in terms of the business atmosphere. The implication is that despite the challenges that are associated with the incorporation of technology in the physical stores, technological advances are still more effective than the physical stores in terms of display and also with regards to the customer attraction and experience management. Hence, technological advancement is still likely to replace the traditional business model structures and traditional theories of business management. 
[bookmark: _Toc8044669]  Diverse Customer Requirements
	Technology also enables specific addressing of consumer needs. Consumer demands are dynamic in nature with regards to the sensory, convenience, health, processes, and qualities considerations (Grunert, 2011). Meeting the specifics of these needs automatically causes the competitive advantage positioning of a business. The main competencies for concern include the understanding of the consumers, management of consumer relationship, and the development of new products (Grunert, 2011). This means that as the consumer demands change, the retailers also need to change their operations and service delivery in a proportionate was as per the pace of the changes occurring in the consumer demands. This means that effective retail will be concerned with the changing corporation forms among the value chain members which ensures that new ways of value addition are adopted by the business. 
	The changes in consumer demands can be seen as a challenge for the achievement of retail service delivery rather it is an opportunity for retailers. The heterogeneity of consumer demands is actually the point of starting business segmentation, positioning, and targeting the desired consumers (de Jonge and van Trijp, 2013). Viewing heterogeneity of customer demands as a challenge and not opportunity is as a result of forgetting that consumers have different requirements that also need to be met sufficiently and in a different manner (Piotrowicz and Cuthbertson, 2014). It is also worth noting that it is true that all consumers will require the same level of interaction with technology and their advances. The difference in consumer interaction with technology is evident between older shoppers and those who were brought up with full technological access (Piotrowicz and Cuthbertson, 2014). Therefore, it is salient for retailers to understand the choice of interaction between the consumers and the consumers. Moreover, the integration of in-store technology should be in a way that it attracts more consumers rather than causing a barrier to the hoppers who are unfamiliar with the operation of the new technology.
	Available research indicates that technology advances through electronic word-of-mouth and word-of-mouth are effective only to 69% of the consumers (Cheung and Lee, 2012). Those who perceive the use of technology as effective to them always feel the sense of belonging, enjoyment, and also helping others to make purchase decisions through word-of-mouth persuasions (Cheung and Lee, 2012). The remaining 31% have to be accounted for since a holistic capture of the consumers is beneficial to the general performance of the business. Therefore, retailers need to capture the needs of their consumers’ first before using various technologies to boost the interaction between the clients and the services offered by the business. In sum, consumer needs are diverse and therefore, retailers need to implement technologies that can assess these needs and address them while considering that other consumers are not impressed with some of the technological advances in the stores. 
[bookmark: _Toc8044670]Personalization and Privacy
	Personalization and privacy is an essential issue when dealing with online purchases. Consumers always fear for the protection of their data. Therefore, there is a major challenge in balancing between privacy and personalization of the customers who make purchases from the retail stores (Piotrowicz and Cuthbertson, 2014). Retailers have the ability to collect data from the consumers based on loyalty cards and then focus on these customers with the offerings of their products. However, the main challenge is in the management of the privacy of the customers. Tsai et al. (2011)  reported that when retailers consider privacy as an important element in the business then the willingness of their customers will be heightened even to the level of paying premium purchase from the websites that are privacy protected. Businesses can also leverage the protection of privacy as a selling point (Piotrowicz and Cuthbertson, 2014). It is thus clear that the maintenance of privacy with the consumers is a way of increasing the sales that a retailer makes. 
	A concern arises with the way in which large companies such as Apple, Facebook, eBay, Amazon, and Google as well as other individual retailers track the behavior of consumers and they still maintain high sales. Piotrowicz and Cuthbertson (2014) present the resolution to this issue by stating that the reason for these companies to track consumer behavior is to enable them to understand the needs of the various consumers and leverage services according to the specific preferences of the consumers. Additionally, Jai, Burns and King (2013) also found that there is a disconnect between the trusted online retailers and the online shoppers regarding the information which is collected from the shoppers. This is because it has become a common practice in the market to share the information collected from a consumer to even the third parties for the purposes of advertisement. 
	However, the lacking relationship between the trust to a retailer and the way in which information collected from the retailers is a major threat with regards to decreasing the sales from a retailer. Consumers have increasingly become interested in knowing the way in which the information collected from them can be utilized (Piotrowicz and Cuthbertson, 2014). Furthermore, consumers also want to know the information about the retailer. Such information includes knowing the store owner(s), shares, and controls (Piotrowicz and Cuthbertson, 2014). Apparently, such data of the retail stores and the consumers will not be under the full control of the retailer but rather with a large third-party organization to manage the logistics for the retailer. Therefore, there is a major challenge with the management of privacy and personalization for the purposes of making an order. However, the challenge is common to all the retail companies, thus, has no significant impact on the competitive position of a business.
	There is a conflict between privacy and personalization. The findings of Shoniregun and Green (2017) indicated that personalization has positive affections on enjoyment and intention and has no effect on privacy.  On the other hand, it was demonstrated that privacy has negative affects both on the intention to purchase and enjoyment (Thirumalai and Sinha, 2011; Shoniregun and Green, 2017). Enjoyment has a positive influence on purchase intentions. This indicates that privacy is essential in attracting more customers. To solve the problems with personalization and privacy, Toch, Wang and Cranor (2012) suggested the use of personalization technologies that enhances the experience of the users. For example, systems such as the ones used in personalizing advertisements based on the physical locations may be a breach to the privacy of the users. The persistent challenges with privacy in e-retail requires that retailers establish a personalized retail strategy that has a high level of privacy amidst the unavoidable circumstances with privacy (Lee et al., 2015). Retailers need to understand that personalization increases the purchase intention and at the same time lack of privacy negatively impacts the intentions to purchase. Therefore, retailers need to seek consent from the consumers before sharing their information with other parties even in advertisements. 
[bookmark: _Toc8044671]  Supply Chain Design
	Technological advances in DSS also helps in improving the design of a supply chain. As demonstrated earlier, the supply chain is what determines the success and performance of a retailer (Marinagi, Trivellas and Sakas, 2014). However, the designed supply chain needs to be in such a way that it reflects the key issues in channel integration (Piotrowicz and Cuthbertson, 2014). To achieve this, the product design needs to be placed in a way that reflects the supply chain (Khan, Christopher and Creazza, 2012). The importance of such alignments is that it helps in the improvement of competitive advantage of the business (Khan, Christopher and Creazza, 2012). Effectiveness in supply chain management requires that both the online and traditional options for supply chain management are used (Piotrowicz and Cuthbertson, 2014). Whichever the case, technology is still the center and the core of the business operations. 
	Data from the current supply management is also essential for the future reference and strengthening of future supply chain management. The knowledge obtained from a supply chain management data is essential for the leaders of the future supply chain (Waller and Fawcett, 2013). At the same time, it is salient to note that the environmental factors surrounding a company influence the way in which big data analytics is being done (Chen, Preston and Swink, 2015). Therefore, it is always necessary to have a reference with the previous data when making decisions in a business’ supply chain. The most effective way to make reference to the previous data is to have a data reference which is achieved through cloud computing. Therefore, technology is still essential for proper data management strategy and supply chain design.  
[bookmark: _Toc8044672]Conclusion
In conclusion, this paper investigated the verity in the statement “Technology advances - specifically in the areas of e-Commerce and e-Business — have rendered traditional models of organisational structure and theories of management roles obsolete in the light of the changing nature of 21st-century corporations.” The discussion was based on the case of retailers sector with a focus on the technological advancement in DSS. It has been shown that the use of IT has become pivotal in business practices currently. New technologies continue to emerge just the same way new products are introduced into the market every now and then. However, as technology continue to advance and shape the retail industry, challenges have accompanied the changes. It is required that suppliers and retailers should educate the consumers about the benefits associated with technology in their shopping activities.
Regardless of the challenges that come with technology in a retail business, technological advancements in DSS continue to surpass the disadvantages. The most essential advancements that can be made in the DSS is the use of decision support which is oriented to the services offered by the retailer. Technological advancements in DSS have also minimized the time in which decisions are being made in the business. Technology also contributes to quality service delivery and generally enhance fir performance. 
It has also been shown that IT is important in retailing since it enables retailers to have effective channel integration, mobile solutions, supply chain design, personalization and privacy, boosting the role of social media, changing the physical store roles, and meeting the diverse customer requirements. However, the main challenge with technology is the trust that consumers develop with regards to the services and products that they get. The discussion has demonstrated that the intention of consumers to purchase is influenced by the atmospheric feeling of the store, the feel, sensory, and touch on the products to be purchased. The weight of this challenge makes the argument that “Technology advances - specifically in the areas of e-Commerce and e-Business — have rendered traditional models of organisational structure and theories of management roles obsolete in the light of the changing nature of 21st-century corporations” not to be true. This is because technology is just an improvement on the already existing traditional models of organizational structure and theories of management roles. Therefore, retailers should not abandon their traditional stores but rather improve them with technology.  
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