Proposal for a Modern Information System for AKPerog Ltd.
Student Number: (2333683)
Albert Mircea
Assessment
Managing Business Information
1. Introduction
AKPerog Ltd. is a rapidly expanding consumer electronics retailer that operates a network of 30 physical stores and an online e-commerce platform. The company's strong sales growth over the past year indicates a high demand for its products, as well as growing customer confidence. However, this fast-paced growth has presented significant operational challenges, particularly due to the company’s reliance on outdated, siloed, and inefficient information systems (Bandyopadhyay & Pathak, 2019). These legacy systems, while initially adequate, are now creating bottlenecks in AKPerog’s ability to scale and respond to market demands efficiently (Chaffey, 2020).
One of the primary issues that AKPerog faces is its manual and disconnected inventory management system. Currently, inventory tracking is done through spreadsheets, with no real-time integration between its physical stores and the online platform. This lack of synchronization leads to significant inventory discrepancies, such as stockouts and overstocking, ultimately affecting sales performance and customer satisfaction (Kaplan & Norton, 2019). Furthermore, fragmented customer data across multiple platforms impedes AKPerog's ability to provide personalized services, limiting its marketing and customer engagement efforts (Muller et al., 2020).
To address these challenges, this proposal suggests a solution in the form of an integrated Retail Information Architecture (RIA), which will unify key operational components such as an Automated Inventory Management System (AIMS), a Cloud-based Customer Relationship Management (CRM) system, a Data Warehouse, Business Intelligence (BI) Analytics, and Integration Middleware. This architecture will help AKPerog streamline its operations, enhance decision-making capabilities, and improve the customer experience (Liu & Siau, 2020).
2. Evaluation of Existing Information Systems at AKPerog Ltd.
The existing information systems at AKPerog Ltd. are fragmented, outdated, and insufficiently integrated, creating multiple operational inefficiencies. These issues not only hinder day-to-day operations but also complicate strategic decision-making and limit the company’s ability to respond to market demands effectively. The primary challenges associated with the company’s current systems are as follows:
2.1 Inventory Management Inefficiencies
The company’s inventory management relies heavily on manual processes, which are both time-consuming and error-prone. Store managers track inventory manually, updating stock levels on spreadsheets without any real-time integration between physical stores and the online store. This disjointed system leads to significant discrepancies in stock levels across different sales channels. As a result, customers often experience frustration due to items being listed as "in stock" online but being unavailable in-store or vice versa. This not only results in lost sales but also damages customer trust, affecting AKPerog’s reputation in the market (Toni & Sweeney, 2020). Additionally, the lack of real-time inventory visibility means that inventory replenishment is reactive rather than proactive, contributing to stockouts or excess stock in some locations, both of which harm profitability.
2.2 Fragmented Customer Relationship Management (CRM)
The company’s customer relationship management (CRM) efforts are similarly hampered by fragmented systems that do not allow for a unified view of customer data. With data scattered across different platforms including sales records, customer support interactions, and marketing campaigns AKPerog’s marketing team struggles to provide personalized and targeted promotions. Without a consolidated database, customer interactions are often disjointed, leading to a subpar customer experience. Moreover, the lack of synchronization between customer touchpoints creates a challenge for support teams to offer seamless service, which results in delayed responses and missed opportunities to enhance customer satisfaction (Barker & McCloud, 2021). This inefficiency in managing customer relationships leads to a loss of potential sales, decreased customer retention, and reduced loyalty.
2.3 Delayed and Inaccurate Reporting
The company’s reliance on manual reporting and outdated analytics tools further contributes to operational inefficiencies. Management often relies on spreadsheets to generate financial reports and sales forecasts, which are time-consuming and prone to human error. This lack of real-time data and insights means that key decision-makers often act on outdated information, resulting in missed opportunities or delayed responses to changing market conditions (Sharma & Singh, 2022). The absence of automated reporting also leads to inefficient resource allocation and slow response times to demand fluctuations, exacerbating operational inefficiencies and increasing operational costs.
2.4 Data Protection and Compliance Risks
AKPerog’s fragmented data management system poses significant risks to data security and regulatory compliance. Sensitive customer data is stored in multiple locations without sufficient protection, increasing the likelihood of data breaches and legal penalties (Kim & Lee, 2018). The absence of secure, role-based access controls and data encryption protocols exposes the company to cybersecurity threats (Sweeney, 2019).
2.5 Lack of System Integration
AKPerog’s various systems, such as inventory management, CRM, and reporting tools, do not integrate well with each other. This lack of system interoperability results in duplicate data entry, delayed communication, and errors (Henderson, 2020). The absence of seamless integration between departments limits collaboration and inhibits timely decision-making (Gable et al., 2020).


3. Proposed Solution: Retail Information Architecture (RIA)
The proposed solution is the implementation of a Retail Information Architecture (RIA), a comprehensive system that will integrate key technological components such as an Automated Inventory Management System (AIMS), Cloud-based CRM, Data Warehouse, Business Intelligence (BI) Analytics, and Integration Middleware.
3.1 Automated Inventory Management System (AIMS)
The AIMS will provide real-time inventory tracking across both physical stores and the e-commerce platform, ensuring that stock levels are accurate at all times. The system will automatically update inventory data as products are sold, reducing the risk of stockouts and overstocking (Bandyopadhyay & Pathak, 2019). Key features include:
· Real-time inventory updates to avoid discrepancies between physical and online stock levels
· Reorder alerts to prevent stockouts
· Demand forecasting capabilities to optimize inventory levels based on historical sales data (Jain et al., 2019)
3.2 Cloud-based Customer Relationship Management (CRM)
A cloud-based CRM system will centralize all customer data into a unified profile, enabling personalized marketing, efficient customer support, and enhanced loyalty programs (Noble & O’Rourke, 2019). The CRM will allow AKPerog Ltd. to better understand customer behavior and preferences, which will improve marketing efforts and customer engagement (Kim & Choi, 2020).
3.3 Data Warehouse
The Data Warehouse will consolidate all business data, including sales, inventory, and customer interactions, into a centralized repository. This will ensure that all departments have access to accurate, consistent data for decision-making (White & Kiani, 2020). Key features include:
· Data consolidation from multiple sources
· Historical data analysis to identify trends and inform long-term business strategies
· Ensuring high-quality, accurate data for reliable analysis (Zhao et al., 2019)
3.4 Business Intelligence (BI) Analytics
Business Intelligence (BI) Analytics will allow AKPerog Ltd. to analyze data in real time and generate insights into sales trends, customer behavior, and inventory performance. BI analytics will support data-driven decision-making and improve the company's ability to adapt to changing market conditions (Huang & Lee, 2020). Features include:
· Real-time dashboards to monitor key performance indicators (KPIs)
· Predictive analytics to forecast demand and sales trends
· Customizable reports for specific business needs (Zhao & Liu, 2021)
3.5 Integration Middleware
Integration Middleware will ensure that all components of the Retail Information Architecture (AIMS, CRM, Data Warehouse, and BI Analytics) work seamlessly together. This middleware will synchronize data across platforms and reduce the need for manual data transfers (Liu & Siau, 2020). Benefits include:
· Ensuring system interoperability across different functions
· Reducing data redundancy and errors
· Facilitating real-time data sharing across departments (Chen & Zhang, 2021)
4. Benefits of the Proposed Solution
The implementation of the RIA will provide several key benefits to AKPerog Ltd., including:
· Improved Operational Efficiency: Automating inventory management and reporting will streamline workflows and reduce manual effort, allowing employees to focus on more strategic tasks (Kaplan & Norton, 2019).
· Enhanced Customer Experience: Centralizing customer data in a CRM system will enable personalized interactions, faster customer service, and improved loyalty programs (Markovic et al., 2020).
· Data-Driven Decision-Making: Real-time reporting and BI analytics will allow AKPerog to make informed decisions quickly, improving responsiveness to market changes (Chen & Zhang, 2021).
· Scalability and Flexibility: The cloud-based architecture will enable AKPerog to scale its systems without the need for extensive hardware upgrades (Chaffey, 2020).
5. Implementation Plan
The implementation of the Retail Information Architecture will follow a phased approach:
· Level 1: Requirements Gathering (4-6 weeks): Workshops with stakeholders to define business requirements.
· Level 2: Vendor Selection (3-4 weeks): Evaluate and choose the right vendors for AIMS, CRM, Data Warehouse, and BI Analytics.
· Level 3: System Design and Integration (8-12 weeks): Configure systems and implement integration middleware.
· Level 4: Testing and Training (4-6 weeks): Conduct user acceptance testing (UAT) and provide training to key users.
· Level 5: Go-Live and Post-Implementation Support (1-2 months): Deploy the system and provide ongoing support (Henderson, 2020).
6. Conclusion
In conclusion, AKPerog Ltd. must prioritize the implementation of a modern Retail Information Architecture (RIA) to address the operational challenges presented by its outdated and fragmented information systems. The current infrastructure, which relies heavily on manual processes and disconnected systems, has hindered AKPerog's ability to scale effectively and capitalize on growth opportunities. By integrating key technologies such as an Automated Inventory Management System (AIMS), Cloud-based Customer Relationship Management (CRM) system, Data Warehouse, Business Intelligence (BI) Analytics, and Integration Middleware, AKPerog will be able to streamline its operations, improve customer experiences, and empower data-driven decision-making (Toni & Sweeney, 2020).
The introduction of AIMS will not only provide real-time inventory visibility across all sales channels but will also optimize stock management, reducing issues like stockouts and overstocking that currently plague the company. Real-time inventory updates and demand forecasting will ensure that AKPerog can respond to market shifts quickly, improving sales performance and customer satisfaction. Furthermore, the cloud-based CRM system will centralize customer data, enabling the company to better understand and engage with its customer base. By offering personalized marketing, faster customer support, and loyalty programs, AKPerog will enhance customer retention and build long-term loyalty, which is critical in a highly competitive retail market (Barker & McCloud, 2021).
The Data Warehouse and BI Analytics components will provide AKPerog’s management with accurate, real-time data to inform strategic decisions. With insights into sales trends, inventory performance, and customer behavior, the company will be better positioned to make informed, timely decisions. The integration middleware will ensure seamless communication between all systems, eliminating manual data transfers and reducing the risk of errors, which will increase overall operational efficiency.
Ultimately, implementing these modern systems will not only resolve current inefficiencies but also set AKPerog Ltd. on a path toward sustainable growth and success. As the retail landscape continues to evolve, a robust and scalable information architecture will ensure that the company remains competitive and agile in the face of future challenges (Sharma & Singh, 2022).
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