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[bookmark: _Toc234501111]1. Introduction
The issue Maldiva Ltd. is currently having is not a small administrative issue – it is a Systems capability issue. The sales growth through 30 stores and a sale through e-commerce channel has highlighted the deficiencies of manual stock keeping, lack of customer data integration, disconnected sales and finance, and a lack of data security. The proposed cloud-based integrated retail information system is thus an enterprise resource planning (ERP), order management, warehouse/inventory management, customer relationship management (CRM) and business intelligence (BI) system all rolled into one governed data environment. Recent ERP evidence reveals that improvement of the SME decision quality can be achieved if the ERP implementation is designed to support the process change. Recent ERP evidence indicates that, when implemented with the intent of supporting the process change, an integrated system can improve the SME decision quality (Gessa et al., 2023).
The fundamental business challenge is Maldiva's guarantee to its customers is presented before its information capability. Although it is possible to purchase online, the company cannot guarantee the availability of the product at the various retail locations and warehouses. Managers can see the growth in sales but are not able to identify rapidly the customers who are growing, the products which are oversold, and who are likely to return for subsequent purchases. In retail, this translates into a direct correlation between information failure and operational failure: out-of-date stock information leads to refunds, customer grievances, lost revenues and much more; inconsistent CRM practices mean less personalisation; and manual reporting means less management action. The proposal offers practical systems architecture solution to these problems, rather than just a single, generic software solution.
[bookmark: _Toc234501112]2. Evaluation of Existing Systems
The current inventory system is the biggest problem, as it is manual and channel specific. There is a lack of coordination between the store management and the e-commerce system, and they seem to be working on updating stocks separately. There is not much coordination between the store management and the e-commerce system as they appear to be updating stocks separately and orders are taken without guaranteed real-time availability. This produces a classic single source of truth problem: multiple departments have a part of the truth, but no one can be relied upon as the operational master source of truth. Inditex is a good real-world case study to illustrate how digital stock visibility is a vital element of omnichannel retail as their annual report reports, 'The implementation of the RFID system and an integrated stock management system enable staff to locate items both in the stores and in the online operations, making this an essential part of the business today' (Inditex, 2025).
The structure of the CRM environment is also poor. The company has various sales, marketing and support systems that are disconnected, making it difficult for the company to have a complete view of its customers. This equates with marketing being unable to break up customers based on their buying habits, the ability of the support team to easily confirm orders and the opportunity the business misses to offer loyalty incentives. CRM should not be viewed as just a contact database, but as a strategic tool for retaining customers, improving service levels and increasing profitability. Empirical studies conducted recently reveal that CRM technologies can be used to facilitate analysis, integrate data, and measure the performance measures of the business when coupled with a customer relationship orientation (Pașcalău et al., 2024).
The current management information process is slow, as spreadsheets are used as decision systems and not analysis tools. Spreadsheets are suitable for small-scale, short-term work, but are prone to error, versioning problems and stale data when reporting enterprise data. Maldiva should have dashboards that display sales, inventory turnover, delays in sale, refunds, themes of complaints and profitability of products in real time. Research on business intelligence and analytics adoption suggests a data-driven culture is a key factor in enhancing decision-making effectiveness and managerial performance with BI (Hurbean et al., 2025).
The third and last weakness is governance. The existing system does not have robust access controls, audit trails and consistent data-retention policies. This is not just a technical problem and an ethical problem as Maldiva records customer identities, addresses, purchases and complaints. The maximum penalty, under the GDPR and the Data Protection Act 2018, is up to £17.5 million or 4% of global annual turnover, depending on the size of the infringements and size of the undertaking (ICO, 2026).
[bookmark: _Toc234501113]2.1. Evaluation of System Options
	Option
	Strengths
	Limitations
	Fit for Maldiva

	Standalone CRM
	Improves customer profiles, support history and targeted promotions.
	Does not solve stock accuracy, finance integration or fulfilment visibility.
	Useful component but insufficient alone.

	Standalone BI tool
	Improves dashboards, trend analysis and management reporting.
	BI only reports on available data; poor source data will still produce unreliable insight.
	Needed as a reporting layer, not as the core solution.

	WMS/OMS only
	Improves inventory accuracy, order routing and fulfilment control.
	Limited value for CRM, finance and enterprise-wide governance.
	Important retail module but too narrow alone.

	Integrated cloud ERP with CRM, OMS/WMS and BI
	Creates a single operational data model across stores, e-commerce, finance, inventory and customers.
	Higher implementation effort and change-management risk.
	Best strategic fit because Maldiva’s problems are cross-functional.


[bookmark: _Toc234501114]3. Recommended Solution
The suggested solution is to deploy an integrated cloud-based retail ERP solution based on five modules – core finance and procurement, inventory/WMS, order management, CRM and BI dashboards. Customers’ orders should be generated from the website or POS on the store, be reserved in real time, be updated after fulfilment, be automatically posted as a financial transaction and should update the manager dashboards of the store. Individual tools making the best-of-breed approach may yield good results but would recreate the burden of integration on Maldiva. Relative advantage, system quality, security, vendor lock-in, and top management support and regulatory pressure are known as key factors in the adoption of cloud ERP—making a modular cloud suite more apt than individual departmental systems (Christiansen et al., 2022).
It is always vital to handle the inventory and order management system. One master record, one stockkeeping unit (SKU) structure, stock movement with bar code or RFID, automatic reorder thresholds and availability rules at the channel level should be provided in each product. This will help to minimise over-selling as online orders will only be taken when there is stock in hand or transferable. It would also help to decrease overstocking as slow-moving inventory would be marked by location of the product, season, and product category. Research conducted in recent years on omnichannel inventory indicates that stochastic inventory planning and scenario-based inventory allocation reduce the costs exposure and enhance the balance between store sales and e-commerce fulfilment (Abouelrous et al., 2022).
CRM module should be able to merge all the customer profile, consent preferences, purchase history, complaint history, support tickets, and response to campaign. This will enable Maldiva to split the customers based on their products interest, lifetime value, return behaviour and service history. There would be support teams that can immediately check purchase records, marketing can send specific marketing deals instead of general marketing. According to digital retention research, personalisation, trust, digital innovation and efficient support are crucial elements for retaining customers, and this is where CRM plays a vital role in Maldiva's customer satisfaction problem (Pereira et al., 2025).
The BI layer should be created for decisions – operational and strategic. Store managers require daily Stock Variance, Fulfilment Delay and Sales-Conversion dashboards, whilst Finance requires Margin, Refund and Working Capital reports – and Senior Management require Forecasting, Category Performance and Expanding Readiness reports. The research into data-driven decision-making reveals that using transaction data, customer behaviour and campaign performance is helpful for segmentation, pricing and for more responsible marketing decisions (Cruz and Rosário, 2025).
In addition to this, privacy-by-design and security-by-design must be incorporated in the solution. Role-based access, multi-factor authentication, encryption, audit logs, supplier due diligence, backup testing and data-retention controls should be configured before go-live. The average cost of a data breach in 2025 is US$4.4 million, highlighting the need to address cybersecurity as a business risk on the board of directors' agenda, not an IT afterthought (IBM, 2025).
Business case should include sustainability. Improved demand forecasting, better stock visibility can help to minimise emergency deliveries, inter-store transfers and obsolete stocks. Digital supply-chain research highlights that integrating information systems into supply chain processes and not as standalone reporting tools can contribute to economic, environmental and social sustainability (Stroumpoulis et al., 2024).
The suggestion isn't a solution based on AIs. Maldiva's big problem is not that it lacks sophisticated algorithms, but rather, data is siloed across transactions. After the ERP, CRM and BI foundations are solid, the company can consider implementing predictive replenishment, churn scoring, and campaign optimisation in the future. Safety: Staged logic is safer as analytics and AI rely on clean, governed and timely data. The literature on data-driven marketing also highlights that governance and ethical uses need to be built in parallel with the capability to use data for marketing (Cruz and Rosário, 2025).
The proposed system also brings the benefit of the data management aspect of the system by defining the ownership of the data on the master. The product data, stock movement, customer consent and financial records should be the responsibility of the merchandising, operations, marketing and support respectively. This governance approach is one of the ways of eliminating the common problem that occurs in various departments when they edit their version of the truth. Data quality rules should prevent duplicate customers, product code inconsistencies, unauthorised changes to stock and missing consent fields. This improves the accuracy of the operation as well as the accountability for the ethical responsibilities.
Key aspects of the recommendation are cost and scalability. The cloud suite would typically help move Maldiva away from large server ownership, and towards subscription, configuration, integration and training costs. This doesn't imply that this project is low cost, it's just that costs can be associated with users, modules and staged deployment. The cost needs to be compared with the avoidance of refunds, decreased manual administration, decreased stockholding errors, faster and better reporting, and improved compliance. 
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The implementation will take place in 6 phases. To start with Maldiva must map out the processes in sales, stock, finance, marketing and service and determine which processes are required and their data owners. Second, it should choose a vendor based on a weighted analysis of the following criteria: retail functionality (weight 10), integration capability (weight 9), security certification (weight 8), total cost of ownership (weight 7), scalability (weight 6), implementation support and exit flexibility (weight 5). Thirdly, the company must cleanse its master data such as product codes, customer data, supplier data, and store inventory counts. The risks that are found in the GDPR and cloud-service research are those of unauthorised access, loss of confidentiality, and loss of control over the system, which could be mitigated by encrypting the data, establishing clear governance procedures, and implementing contractual measures with cloud service providers (Issaoui et al., 2023).
Fourth, Maldiva could test the solution in three stores and the e-commerce channel, before rolling it out. The pilot needs to try out real-time stock reservation, refunds, handling of CRM tickets, dashboard accuracy, finance posting etc. Fifth, training should be done by role: scanning, stock adjustment, CRM and complaint workflows should be taught to the store teams; dashboard interpretation to managers; and security and data-quality to administrators. Sixth, stores should be installed in waves of 5-7, and weekly issue logs, help desk, floorwalkers. The success indicator for the implementation should be stock accuracy, cancellation rate of orders on the internet, resolution time for complaints, report preparation time and the rate of customer repeat purchases.
The primary threats include cost escalation, change management, data migration and over-customisation. These should be controlled by executive sponsorship, a change champion in every store, minimal customisation, decision rights and post go-live stabilisation. The system is not just a system that is installed, but it is also one that is used properly and in which processes are accelerated, improved in accuracy and improved in security. ERP studies conducted when the businesses are in turmoil reveal that the implementation benefits do not come from just the software; they require managerial commitment and alignment of the businesses (Sykora, et al. 2022).
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Maldiva Ltd. should upgrade its disorganized manual processes with an integrated cloud retail ERP with inventory management systems such as OMS, CRM and BI dashboards. This recommendation directly addresses case problems that are encountered by businesses: stock discrepancies, customer dissatisfaction, poor marketing personalisation, slow reporting, GDPR exposure and departmental duplication. A standalone CRM or BI would only address one of the issues, but never the main one of integration. The benefits that are anticipated include an increase in the accuracy of the stocks, fewer cancelled online orders, quicker handling of complaints, better forecasting, improved data governance, better customer retention, and an expandable platform for growth. 
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