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1.  Introduction

In summary, this study deeply explores and evaluates whether technology advances, particularly in the field of E commerce and E business, have made the traditional models of organisational structure and theories of management roles obsolete within the 21st century global corporations. The study examines and analyses the extent with which the technological advancements have taken over the traditional models of organisational structure within organisations, and impacted on the theories of management roles. 

1.1 The Title of The Study

“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.”

1.2 Background

The Summary of The Study

The study explores the main themes: E commerce, E business, the retail industry in the UK, IKEA, Marks and Spencer Plc, Amazon.com Inc, traditional models of organisational structure and the theories of management roles.

1.3 The Rationale of The Study

The study aims to evaluate whether technology advances, particularly in the field of E commerce and E business, have made the traditional models of organisational structure and theories of management roles obsolete within the 21st century global corporations. The study deeply examines and analyses the extent with which the technological advancements have taken over the traditional models of organisational structure within organisations and impacted on the theories of management roles. 

In the deep analysis, the retail sector in the UK has been chosen to be investigated. The companies such as IKEA, Marks and Spencer Plc and Amazon.com Inc, used as examples of key 21st century corporations, clearly indicate that the traditional models of organisational structure and theories of management roles prove obsolete, at least to a big extent.

The study concludes that there is a need for constant improvement and development of new models of organisational structure and theories of management roles as currently applied organisational arrangements do not always prove fully flawless and successful. The search for finding a golden remedy which could make the organisations maximise their profits and make the employees fully satisfied continues.

The purpose of the study is to exploit an opportunity created by the rise of E business and E commerce in the retail sector in the UK. E business and E commerce has definitely impacted the traditional models of organisational structure and theories of management – making them become obsolete to a large extent – as well as caused the on going management changes, as a result.

1.4  The Research Questions

-  To what extent have the technology advances, particularly E business and E commerce, taken over the traditional structures within organisations and made the theories of classical management roles obsolete?
-  What are the opportunities and limitations of E commerce and E business in the retail sector in the UK?
-  What lessons can be learned from the previous application of E commerce and E business in the retail sector in the UK?
-  What recommendations can be made for the future management changes?

2.  Literature Review 

2.1  E Commerce

The Rise of E Commerce

‘E-commerce is about transactions between business entities and their customers (or suppliers)’ (Cole and Kelly, 2020, p.161).

‘E-commerce and e-business are similar but not synonymous. E-commerce narrowly refers to buying and selling products online, whereas e-business defines a wider range of business processes, including supply chain management (SCM), electronic order processing and customer relationship management, designed to help companies operate more effectively and efficiently. E-commerce therefore should be considered a subset of e-business. E-commerce describes any part of the business processes associated with online ordering and purchasing. An e-commerce transaction, for example, is a customer ordering online and picking up the product at the brick-and-mortar store. By contrast, e-business processes can be handled in-house through a company's internal network or outsourced to providers that specialize in specific parts of the transaction.’ (Barney, Pratt and Cole, 2025).

2.2  E Business

The Rise of E Business

‘E-business (...) is a broader concept that encompasses e-commerce and considers using internet technologies as the platform for internal business operations, electronic commerce and enterprise collaboration’ (Cole and Kelly, 2020, p.161-2).

‘E-business (electronic business) is the conduct of online business processes on the web, internet, extranet or a combination thereof. These customer-, internal- and management-focused business processes include buying and selling goods and services, servicing customers, processing payments, managing production and supply chains, collaborating with business partners, sharing information, running automated employee services and recruiting employees. E-business is similar to e-commerce but encompasses much more than online purchasing transactions. Functions and services range from the development of intranets and extranets to the provision of e-services over the internet by application service providers. Enterprises conduct e-business to buy parts and supplies from other companies, collaborate on sales promotions and conduct joint research’ (Barney, Pratt and Cole, 2025).

2.3  The Retail Industry

The retail industry in the UK has been extremely competitive and lucrative, especially in the recent years. As Davies (2025) from Statista states in her article on ‘Retail Trade In The UK - Statistics & Facts’, ‘The retail sector is an important contributor to the economic landscape of the United Kingdom, not just as a source of income but also as an employer, as the sector employs an average of three million people across more than 235,000 enterprises. With a few exceptions, the annual value of retail sales in the UK has steadily increased over the past decade, with 2022 witnessing the highest total of roughly 496 billion pounds. In 2021, the gross value added of UK retail trade, excluding sales of motor vehicles, was more than 100 million pounds.’ According to Statista Research Department (2024), ‘With the most advanced and undeniably the most lucrative e-commerce market across Europe, online shopping has undeniably become the norm for people everywhere in the United Kingdom (UK). In 2024, the country is expected to have about 50 million e-commerce users — leaving non-digital buyers as a minority of the total population.’ ‘In 2023, e-commerce sales in the United Kingdom had a growth of 4.8 percent, much higher than the negative 7.2 percent seen in the previous year. In 2028, e-commerce sales are expected to grow by 3.8 percent’ (Statista, 2024).
2.4  IKEA


[image: C:\Users\User\Desktop\Zenith School of Studies\My Folder\UWTSD London\MBA Term 2\MBA International Marketing\Assignment 100%\IKEA Logo.jpg]

IKEA’s Logo Re Designed in 1983

Source: Alzghool, 2020, p.4


In 2024, IKEA employed 216,000 staff worldwide – an increase of approximately 65,000 staff comparing to 2013. ‘According to Millward Brown Optimor's "Brandz Top 100 Most Valuable Global Brands 2023", IKEA was not only the most valuable furniture retailer brand in the world, it was also the seventh most valuable retailer in the world, valued at almost 22 billion U.S. dollars. The furniture business operates more than 450 stores and is present in the major world markets. Additionally, there were about 900 million customers visits to IKEA stores in the fiscal year of 2024, compared to 860 million in 2023’ (Statista Research Department, 2025)

2.5  Marks and Spencer Plc
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Marks and Spencer plc, one of the UK’s most successful multinational retailers, specialising in trading food, beauty and home goods, to name a few, has over 1,000 stores operating inside the UK and over 400 internationally (Statista Research Department, 2024). By the end of 2024 the company employed just under 66, 000 staff (Statista Research Department, 2024). On 30th March 2024, Marks and Spencer plc generated approximately 13 billion British pounds revenue, both in the UK and abroad, which was one billion British pounds more than a year before (Statista Research Department, 2024).  

2.6  Amazon.com Inc

Both E Business and E Commerce exercise the power of technology and competitive strategy for gaining the competitive advantage and on the global market (Porter, M. E., 2011). Amazon.com Inc’s agility, resilience and ability to utilise Artificial Intelligence (AI) and adapt to constant changes makes the company stay ahead of the game. Sustainable competitive advantage is the core competency and capabilities of the organisation (Whittington, et al., 2020).

2.7  The Traditional Models of Organisational Structure

Organisation Structure

According to Cole and Kelly (2020) ‘Organisation structure (also termed design) comprises functions, relationships, responsibilities, authorities and communication of individuals within each part of the company’ (p.261).

Henry Mintzberg ‘identified the various organizations as a result of their blend of strategy, environmental forces and the organisational structure’ (Cole and Kelly, 2020, p.27). ‘Mintzberg’s model looks on the surface as though it is the hierarchical model we associate with bureaucracy (...)’ (Cole and Kelly, 2020, p.262).

Some traditional models of organisational structure include:  

Hierarchical Structure

The hierarchical structure – or the line organisation – is the structure, where the control and decision making process is exercised from the top – the board of directors – down to the CEO and then through the other employees in the company. The structure is of a pyramid – the power has been exercised from the top to bottom (Freedman, 2024).

Functional Structure

The functional structure – the centralised structure that overlaps with the hierarchical structure. ‘(...) each department has its own staff director, who reports to the CEO. Any company with several modestly sized departments may find the functional structure to be a fit.’ (Freedman, 2024).

Divisional Structure

The divisional structure – the centralised structure – or the divisional organisation – is the structure applied more commonly in large organisations with many large departments or markets. ‘In the divisional structure, each line or product has its own chief commanding executive’ (Freedman, 2024).

2.8  The Theories of Management Roles

Classical Management Theories

‘The classical approach to management describes a set of management theories that evolved in the first quarter of the 20th century and were primarily concerned with the structure and activities of formal or official organization (...). Issues such as division of work, the establishment of a hierarchy of authority, and the span of control (...) were seen to be of utmost importance in the achievement of an efficient organization. (...) The classical management theorists set out to produce a set of rational principles (laws) of management that could be universally applied in order to achieve organizational efficiency. The resultant ‘theories’ of management were concerned primarily with the structuring of work and organisations, rather than with motivation or organizational culture. The label generally ascribed to these theorists is ‘Classical’, or, in some cases, ‘Scientific Managers. Their approaches were generally prescriptive, i.e. they defined what managers ought to do in order to fulfil the leadership functions within their organization’ (Cole and Kelly, 2020, p.11).

Scientific Management Theory

Scientific management theory was pioneered by Frederick Taylor. The theory promotes the optimisation of productivity following the standardised procedures.

Administrative Management Theory

Administrative management was pioneered by Henri Fayol who put an emphasis on the clarity of the order and functions within the organisation.

Contemporary Management Theories 

Systems Management Theory

‘Systems management offers an alternative approach to the planning and management of organizations. (...) According to the theory, the success of an organization depends on several key elements: synergy, interdependence, and interrelations between various subsystems’ (CFI Education Inc., 2025). The employees, departments or business units – it is crucial that all the elements function well together as a whole – a holistic approach. This can result in fruitful collaborations on different programs and the overall success of the company’ (CFI Education Inc., 2025).

Contingency Management Theory
‘The main concept behind the contingency management theory is that no one management approach suits every organization. There are several external and internal factors that will ultimately affect the chosen management approach. The contingency theory identifies three variables that are likely to influence an organization’s structure: the size of an organization, technology being employed, and style of leadership’ (CFI Education Inc., 2025).

‘Fred Fiedler is the theorist behind the contingency management theory. Fiedler proposed that the traits of a leader were directly related to how effectively he led. According to Fiedler’s theory, there’s a set of leadership traits handy for every kind of situation. It means that a leader must be flexible enough to adapt to the changing environment’ (CFI Education Inc., 2025).

3.  Detailed Discussion 

3.1  The Application of E Business in The Retail Industry – An Analysis

Opportunities

The rise of E business has been creating constant new opportunities for customers and organisations. The customers have ever so increasing demands. They favour bespoke and speedy options such as self service options to conduct transactions, for example. To meet the customers expectations companies have introduced and applied security protocols, digital ceritifcates, encryption or multifactor authentication, to name a few. This is all to combat external challenges such as fraud, theft or hackers (Barney, Pratt and Cole, 2025).

One of the examples of Artificial Intelligence (AI) used in E business are very popular chatbots. As Marr (2022) states ‘The voice assistants that we see everywhere today are a prime example of current AI. (...) The technology is already being used in many industries and in our homes, through AI-enabled chatbots like Alexa and Siri’ (p.7).

Marr (2022) further elaborates on the phenomenon of the Internet of Things (IoT). ‘The other core technology paradigm shift driving this growth in data and analytics is the Internet of Things (IoT), sometimes known as the Internet of Everything (IoE). (...) By 2026, the value of the global market for this technology will reach $1.6 trillion’ (p.6).

IKEA uses a chatbot Billie as well as customer services to solve the customers’ complaints on line (IKEA United Kingdom, 2025). To answer the queries, IKEA introduced a chatbot/ avatar in the ‘Ask Anna’ feature. It uses Artificial Intelligence (AI), connecting to all the IKEA products without a problem (Chaffey and Ellis-Chadwick, 2022). Marks and Spencer plc uses chatbot, which system is built on the cloud service called Twilio (Marr, 2022, p. 95-6).

IKEA has created a Demand Sensing tool – in other words, the forecasting system – which can predict future demand, based on sales as well as demand from the previous years. ‘(...) Demand Sensing can make use of up to 200 data sources for each product to calculate forecasts and predict the future demand more smartly and effectively. The tool can use several influencing factors, such as shopping preferences during festivals, the influence of seasonal changes on purchase patterns, and weather forecast, among others.’ Demand Sensing is an innovative way of using AI for best supply chain planning (Inter IKEA Systems B.V., 2021).

‘Amazon, the world's largest online retailer and marketplace, has used its e-business model to disrupt and expand into numerous well-established industries, including publishing and supermarkets’ (Barney, Pratt and Cole, 2025).

Limitations

It can be argued that human beings are the only ones who are ‘the brain’ behind programming any system and that computers, although able to process streams of data, will not be able to gain complete control (Marr, 2022).

Although Artificial Intelligence (AI) and Machine Learning (ML) has proven flawless and superbly innovative for IKEA on a number of occasions, there are still many areas that will need to seek major improvements to offer competitive solutions. IKEA’s supply chain management, using AI, will definitely need more attention. Moreover, IKEA should invest in developing more various prediction models. They could forecast different supply chain scenarios. It is pivotal to predict the length of the lead time or the price of a new product to sell for, for example. Additionally, there is always room for improvement in terms of designing much more sophisticated and complex planning parameters, also using AI. IKEA should also look into innovating their supply chain planning – planning and problem solving – using AI, of course.

The issue of cybersecurity has become extremely important in E business for both consumers and enterprises. Securing on line transactions, providing all the required cybersecurity tools and technologies, browsers or digital certificates is essential for the companies to grow at a healthy pace and for the consumers to enjoy their purchases in a safe on line environment. The deployment of endpoint device security, advance detection and capabilities to respond is pivotal at this point (Barney, Pratt and Cole, 2025).

Conclusion

Although the vast number of opportunities created by E business solutions in the retail industry outweigh the limitations, the fast pace of the 21st century demands developing ever so new platforms for various on line transactions as well as innovating chatbot, Internet of Things (IoT), predictive analytics, Big Data or supply chain planning. The issue of cybersecurity still remains one of the biggest challenges and it is crucial to constantly keep finding solutions to overcome the problem.

3.2  The Application of E Commerce in The Retail Industry – An Analysis

Opportunities 

Digital Marketing, used in E Commerce and the retail industry, uses various applications to maximise the Return on Investment (ROI) and Return on Sales (ROS). These are following: Search Engine Optimisation (SEO), customer service chatbots, dynamic pricing, predictive analytics, creation at scale, PPC ad optimisation, behaviour analysis or content creation, to name a few.

According to Statista Research Department (2024), ‘In 2023, e-commerce sales in the United Kingdom had a growth of 4.8 percent, much higher than the negative 7.2 percent seen in the previous year. In 2028, e-commerce sales are expected to grow by 3.8 percent.’

‘Amazon has set the new standard and many consumers expect to receive products ordered online within 48 hours.’ (Atkins, 2019) 

‘In e-commerce, AR applications are allowing online shoppers to download holograms of products. (...) IKEA (...) offer libraries with thousands of 3-D product images and apps that integrate them into a view of an actual room, enabling customers to see how furniture and decor will look in their homes. IKEA also uses its app to collect important data about product preferences in different regions’ (Porter and Heppelmann, 2019, p.65).

As innovative as IKEA has always been, it has come up with the newest idea and introduced the self service kiosks. The customers can now complete their orders and pay for their final purchases without the need of going to a traditional check out counter. There is an enormous amount of benefits of it. As Wassel (2024) reports ‘After installing self-service kiosks, Ikea says it can assist 6 times as many customers’. 

‘Marketplace expansion is a key strategic growth area for the M&S International business.’ (Dawson, 2022) The role of Tom Flintoff The Head of Marketplaces, International Ecommerce, at Marks and Spencer is to develop strategic partnerships for the company by promoting the brand globally and expanding on the new selling channel. The company aims to become ‘a digital first global retailer’. (Dawson, 2022)

The customers of Marks and Spencer plc have been experiencing an omni channel shopping – an all channel shopping experience – on the CommerceHub platform. It is a very modern, advanced and impressive purchase touchpoint. The customers are able to shop various brands on the platform, including Ted Baker or Superdry. The company has expanded the assortment and the customer base as well as increased its revenue substantially, as a result (Wright, 2023).

Additionally, Marks and Spencer plc uses the Flooid platform as a Point of Sale - an innovative purchase touchpoint. ‘The retailer can now evaluate demand scenarios and use prescriptive recommendations to make more accurate supply chain decisions, from staging the right inventory through the distribution network to minimizing stock-outs and maximizing inventory turns’ (Berthiaume, 2022). 

Limitations

‘Other big players such as Target and Walmart are now trying to compete with Amazon by integrating a two day shipping model as a standard part of their platform. To keep up with increasing demand from e-commerce channels and meet the expectations of consumers, organizations will need to invest in their warehouses and distribution centres and increase the development and implementation of advanced supply chain and logistics processes. New technologies such as augmented reality, drones, advanced robotics, and smart glasses for hands free pick, pack, ship, are the key to reducing costs and ensuring the competitiveness of the company and satisfaction of the customer’ (Atkins, 2019).

The issue of cybersecurity has become extremely important in E commerce for both consumers and enterprises. Securing on line transactions, providing all the required cybersecurity tools and technologies, browsers or digital certificates is essential for the companies to grow at a healthy pace and for the consumers to enjoy their purchases in a safe on line environment. The deployment of endpoint device security, advance detection and capabilities to respond is pivotal at this point (Barney, Pratt and Cole, 2025).

Even though the companies invest a vast amount of money in cybersecurity, the danger of hacking remains one of the biggest challenges. The price to pay for Marks and Spencer plc after the cyber attack took place over Easter weekend of 2025 has been extremely costly. As O'Keeffe (2025) mentions ‘In its latest financial results, M&S reported that about a third of its UK clothing and household goods' sales are through its online platforms and were worth £1.26bn. The Guardian reported that the impact of the attack on its online clothing and homeware sales amounts to almost £3.8m a day on average. The disruption has also wiped more than £500m off M&S's stock market value in the week that followed.’ It just shows that even such multinational retailers are not sometimes able to secure their on line operations. Similar incidents have taken place globally in the past, especially during the Covid-19 pandemic.’

Conclusion

Although the vast number of opportunities created by E business solutions in the retail industry outweigh the limitations, the fast pace of the 21st century demands constantly innovating Search Engine Optimisation (SEO), Augmented Reality (AR), self service kiosks, omni channel shopping and purchase touchpoints as well as increasing E commerce sales, searching for new marketplaces and reducing time for shipping even more. The issue of cybersecurity still remains one of the biggest challenges and it is crucial to constantly keep finding solutions to overcome the problem.

3.3  The Application of The Traditional Models of Organisational Structure in The Retail Industry – An Analysis

Opportunities

Gibson (2022) explains: ‘Firstly, we need to agree the level of the organization on which we will be conducting workforce planning. The power of our stakeholder is a key determining factor: we will be unable to operate effectively at the macro level if the power of our stakeholder is limited to the meso level. If we are operating at the meso level, be specific around functions and departments’ (p.103).

Limitations

Conclusion

The number of arguments in favour of the claim that the technology advances, especially E commerce and E business, have rendered the traditional models of organisational structure obsolete in the light of the changing nature of 21st century corporations outweighs the number of arguments against this claim. The evidence shows that in the light of E commerce and E business, the traditional models of organisational structure have become completely obsolete or obsolete to a big extent within the 21st century global corporations. Therefore, it can be concluded that it has become necessary to keep constantly re examining and re evaluating the traditional models and innovating, and developing the new modern ones. There is the need for an on going investigation and assessment of hierarchical structures, flat organisations, matrix organisations, cross functional teams, de centralisation and empowerment, to name a few. It remains crucial to promote, educate and raise awareness among the employees about new models of organisational structures to implement in order to face and overcome the challenges of the 21st century global business and corporations.

3.4  The Application of The Theories of Management Roles in The Retail Industry – An Analysis

Opportunities 

Artificial Intelligence (AI), although very useful and innovative, brings ethical concerns, especially, when applied in human resources and recruitment. As Marr (2022) ‘In 2019 Amazon provoked strong criticism when it was revealed that it had used AI to help identify and then dismiss warehouse employees who were judged to be less productive than other colleagues. Documents seen by The Verge showed that AI wasn’t just used to determine productivity, but was used to generate and send letters of termination, too, without human input’ (p.105). 

‘In 2018, Amazon stopped using a machine learning algorithm that was designed to assess job applicants after discovering that it was basically sexist. Because far fewer women than men had applied to work for the company over the previous 10 years, the dataset that the algorithm used was found to discriminate against women, passing them over for opportunities for no reason other than the fact it did not have enough data on female applicants for these roles. To make things even more complicated, sometimes it might be appropriate to introduce bias into a system deliberately, in order to compensate for social factors that lean towards unfairness or intolerance.’ (Marr, 2022, p.159)

The re defining management roles and functions, and reverting from the traditional theories and systems becomes a challenge at times, especially when talking about decision making. To continue staying competitive, IKEA needs to start to register the solutions to the issues solved. As Peter Grimvall The Supply Chain Development Area Manager stresses: ‘‘‘With this corporate memory, we will bring in automation. We call it as digitalized decision making. So, that’s a big area that we are exploring right now”’ (Inter IKEA Systems B.V. 2021).

Limitations

The rise of E business has created new business models or hybrid workforces to meet the expectations of both the employees and employers. In January 2023, Marks and Spencer plc ‘launched a flexible working programme for retail managers - a four-day week, a nine-day fortnight or a combination of the two’ (Webber, 2023). This initiative proved to be a huge success, as it created a better work – life balance among employees, attracted the best and most qualified staff as well as provided the best results. A win-win situation. 

Marks and Spencer plc uses chatbot, which system is built on the cloud service called Twilio. The company has replaced 100 call staff, however they have all been assigned to other customer service tasks (Marr, 2022, p. 95-6).

The introducing of self service kiosks by IKEA has empowered and rewarded the staff even more. Wassel (2024) states ‘Associates can now spend more time on complex customer interactions rather than operating registers (...).’ The company recognises that the staff employed are the experts in the field of home furnishing advising and planning, and want to empower them to advise the customers as much as possible. In this way the employees have a chance to utilise their talents, which is going to maximise the profits for the company, as a result as well. Another win-win situation.

Daniel Goleman, the father of Emotional Intelligence (EI), in his five million copy bestseller published in 1994 titled Emotional Intelligence: Why It Can Matter More Than IQ, argues that Emotional Intelligence (EI) consists of: self awareness, self regulation, motivation, empathy and social skills. (Goleman, 2021) Goleman (2022) in his article ‘Embracing Mindfulness For Emotional Intelligence’ stresses the significance of mindfulness, meditation and cognitive therapy, defining them as the key to success both professionally and personally. 

It has become more and more evident that since Covid-19 companies have been seeking the candidates with soft skills, especially Emotional Intelligence (EI). ‘With this global shift in the way work is done, essential skills such as high emotional intelligence (EQ), which include concepts like flexibility, adaptability, creativity and resilience, are now more important than ever as teams navigate uncharted waters’ (InsideHR, 2023).

Marks and Spencer plc has partnered with Talogy LLC to design a special Breakthrough Leaders programme. The topics covered are: Leader with Emotional Intelligence, Leader of Self and Inclusive Leader (Talogy LLC, 2024). Umay Nadeem is another proof of success. Marks and Spencer plc inclusion and diversity programme - Marks and Start – made Umay re gained her confidence and combat interpersonal issues rooted in her mental health and being neurodivergent (Marks And Spencer Plc ‘UK’, 2024). Marks and Spencer has been recognising the importance of Emotional Intelligence (EI) and inclusive leadership, and has been running corporate schemes and programmes, providing the employees with both corporate and personal development (Marks And Spencer Plc ‘UK’, 2025). Archie Norman The Chairman stated: ‘Behind every successful turnaround is a renewal of culture, talent and leadership. The M&S culture is transitioning from slow, hierarchical and inward looking, to one of equal respect, straight talking, closer to stores and closer to customers. A healthy organisation is one which embraces criticism and is comfortable with argument and debate, but once a decision is made, organises to execute with disciplined speed and efficiency. Progress towards this faster, more dynamic M&S is the wellspring of our improved competitiveness’ (Marks And Spencer Plc Corporate Website, 2024, p.2).

David Rooke and William R. Torbert in their paper on ‘Seven Transformations of Leadership claim that ‘(...) leaders who do undertake a voyage of personal understanding and development can transform not only their own capabilities but also those of their companies’ (p.137). The authors stress the significance of developing a personal leadership style to grow as a strong leader in order to achieve the success within the organisation as well as make the organisation and their employees successful too. The scholars list seven different types of transformational leaders: opportunist, diplomat, expert, achiever, individualist, strategist and alchemist. 

Additionally, Vanessa Urch Druskat and Steven B. Wolff in their work on ‘Building The Emotional Intelligence Of Groups’ stress the significance of organisational culture and employee’s emotion over the Intelligence Quotient (IQ).

Conclusion

The number of arguments in favour of the claim that the technology advances, especially E commerce and E business, have rendered the theories of management roles obsolete in the light of the changing nature of 21st century corporations outweighs the number of arguments against this claim. The evidence shows that in the light of E commerce and E business, the theories of management roles have become completely obsolete or obsolete to a big extent within the 21st century global corporations. Therefore, it can be concluded that there has been the need to re define management roles. Although there has been an ethical issue with the application of Artificial Intelligence (AI) in human resources and recruitment and with re defining management roles and functions, when it comes to decision making process, the phenomenon of Emotional Intelligence (EI) and leadership in companies, transformational leadership, in specific, organisational culture and the constant need for educating the staff about technology and embracing technological literacy is absolutely pivotal to apply to combat the challenges of the 21st century global business and corporations.

4.  Limitations and New Opportunities

Limitations

Although the vast number of opportunities created by E business solutions in the retail industry outweigh the limitations, the fast pace of the 21st century demands developing ever so new platforms for various on line transactions as well as innovating chatbot, Internet of Things (IoT), predictive analytics, Big Data or supply chain planning. 

Although the vast number of opportunities created by E business solutions in the retail industry outweigh the limitations, the fast pace of the 21st century demands constantly innovating Search Engine Optimisation (SEO), Augmented Reality (AR), self service kiosks, omni channel shopping and purchase touchpoints as well as increasing E commerce sales, searching for new marketplaces and reducing time for shipping even more. 

The issue of cybersecurity still remains one of the biggest challenges for both E business and E commerce, and it is crucial to constantly keep finding solutions to overcome the problem.

It can be concluded that there has been the evidence of the obsolescence of the traditional organisational structures. There is the need for an on going investigation and assessment of hierarchical structures, flat organisations, matrix organisations, cross functional teams, de centralisation and empowerment, to name a few. It remains crucial to promote, educate and raise awareness among the employees about new models of organisational structures to implement in order to face and overcome the challenges of the 21st century global business and corporations.

It can also be concluded that there has been the need to re define management roles. Although there has been an ethical issue with the application of Artificial Intelligence (AI) in human resources and recruitment and with re defining management roles and functions, when it comes to decision making process, the phenomenon of Emotional Intelligence (EI) and leadership in companies, transformational leadership, in specific, organisational culture and the constant need for educating the staff about technology and embracing technological literacy is absolutely pivotal to apply to combat the challenges of the 21st century global business and corporations.

The rise of E business has created new business models or hybrid workforces to meet the expectations of both the employees and employers.

New Opportunities

Necessity is the mother of invention. Every need and limitation is a new potential solution and opportunity.

Jon-Arild Johannessen in his book ‘The Workplace Of The Future: The Fourth Industrial Revolution, The Precariat And The Death of Hierarchies’ published in 2019, pictures the workers of the The Fourth Industrial Revolution as the knowledge or innovation workers. He describes the changes to the traditional models of organisational structure, new bsuienss models and re defines the management roles. ‘(...) hierarchies will change their form and character. The bureaucracy was an important component of the organizational hierarchy of the industrial society. When the functions of bureaucracy are taken over by robots, this means that the hierarchy will also be eroded, together with bureaucracy’ (p.32).

The author further explains that although the organisational structure of the companies of the future is most likely going to be functional, employees will be organised based on their talent, but most importantly, passion. They will need to justify why they are passionate about a certain thing, otherwise they will not have the place nor function with an organisation. The scholar also stresses that the meeting of customers is going to be pivotal for the organisations of 21st century. ‘This design, based on experiences gained from meeting customers and users, will promote a front-line focus and will downplay the past functions of bureaucracy and hierarchy in the industrial society’ (p.27). ‘People at the frontline make decisions in real time. They will receive the support at all levels. The new organizational logic constitutes a transition from functions via cross-functional teams to process organization, where the customer, user and citizen (the public) are placed at the centre, and this centre is organized around the frontline. This design is called here experience-design, because the experience between the customer and the frontline people happens here’ (p.46).

Johannessen (2019) in his book also states that ‘(...) management roles will change. There will be more focus on getting teams and projects to work optimally. At the same time, creating the future of the business will become an even more important task for the manager, because the rate of change will increase sharply’ (p.32).

Both E Business and E Commerce exercise the power of technology and competitive strategy for gaining the competitive advantage and on the global market (Porter, M. E., 2011). Amazon.com Inc’s agility, resilience and ability to utilise Artificial Intelligence (AI) and adapt to constant changes makes the company stay ahead of the game. Sustainable competitive advantage is the core competency and capabilities of the organisation (Whittington, et al., 2020).

5.  Conclusion

The study has deeply explored and evaluated whether technology advances, particularly in the field of E commerce and E business, have made the traditional models of organisational structure and theories of management roles obsolete within the 21st century global corporations. The study has deeply examined and analysed the extent with which the technological advancements have taken over the traditional models of organisational structure within organisations, and impacted on the theories of management roles. 

In the deep analysis, the retail sector in the UK has been chosen to be investigated. The companies such as IKEA, Marks and Spencer Plc and Amazon.com Inc, used as examples of key 21st century corporations, clearly indicate that the traditional models of organisational structure and theories of management roles prove obsolete, at least to a big extent.

The study concludes that there is a need for constant improvement and development of new models of organisational structure and theories of management roles as currently applied organisational arrangements do not always prove fully flawless and successful. The search for finding a golden remedy which could make the organisations maximise their profits and make the employees fully satisfied continues.

5.1  Summary of Findings

Although the research on technology advances - specifically in the areas of E commerce and E Business – remains fairly young, there have been a lot of sources published on the topic so far. The new findings are likely to be smaller, however, they are going to be ever so significant and fascinating. 

This study and the literature review has shown that although the technology advances come with endless opportunities, sadly the societies all over the world have been left with a reasonable amount of limitations as well. It remains pivotal to understand that unless we tackle the limitations and challenges, the crucial solutions are not going to be found. There is a demand for the new research to be conducted. The phenomena of Artificial Intelligence (AI), blockchain technology, cryptocurrency or the Internet of Things (IoT), to name a few, need to be further explored. 

5.2  Implications for Future Research

The study has shown that the research and literature gap still exists.

1. Evidence gap

2. Knowledge gap (practical)

a) Methodology gap
b) Empirical gap

The traditional models of organisational structure, theories of management roles and the on going management changes inside the constantly evolving 21st century corporations require to be re evaluated and re examined. It is crucial to follow the pace of time and adjust to transformations and the changing needs of the companies management and staff – internal stakeholders and beneficiaries – as well as customers – external stakeholders and beneficiaries, both locally and globally.
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