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ABSTRACT

The aim of this project is to investigate the multifaceted impact of digital
transformation (such as convenience, personalization, customer service, and overall
satisfaction) on customer experience within the retail sector of the Kingdom of Saudi
Arabia. This study used a quantitative research approach and descriptive research
design. The target population of this study encompassed 200 individuals in the KSA
who had interacted with digital retail platforms, including those who engage with e-
commerce websites, mobile shopping applications, and other digital technologies
deployed by retail enterprises. The study's data was gathered using a well-organized
guestionnaire that was created using the Google Forms platform and distributed
electronically via various social media platforms with a special focus on reaching
customers in the KSA. The data analysis for this study was conducted utilizing SPSS
and MS Excel, a comprehensive software designed for statistical analysis. The
findings reveal that customer service is the strongest predictor of a positive customer
experience, underlining its critical importance. High correlations between
personalization and satisfaction and between customer service and experience
emphasize the value of personalized services and quality customer service in digital
settings. Retailers are advised to prioritize these areas in their digital transformation
efforts to significantly improve customer satisfaction and gain a competitive
advantage in the market. This research solely focuses on the retail sector of KSA,
thus limiting its generalizability to other sectors and regions. The digital
transformation covers several variables: technology innovation, data security, and
omnichannel initiatives. Subsequent studies can broaden the range of variables,
including these and other pertinent parameters.

Keywords
Digital Transformation, Convenience, Personalization, Customer Service, Overall

Satisfaction, Customer Experience, Retail Sector, Kingdom of Saudi Arabia.
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CHAPTER I

INTRODUCTION
1.1. Background of the Study

Digital transformation is transforming how retail organizations interact with
customers, optimize operations, and create new business models. Rapid
technological improvements have transformed the client experience and digital
expectations and behaviours. Artificial intelligence (Al), the Internet of Things
(1oT), big data analytics, and blockchain have improved operational efficiencies and
given retailers unprecedented opportunities to interact with customers in more
customized, efficient, and meaningful ways (Akram et al., 2021). This
transformation occurs in a strongly competitive and fast-changing market where
consumer preferences and behaviours fluctuate. Consumers today are more
informed, connected, and powerful. Whether online or in stores, people want
smooth, compelling, and personalized shopping experiences. E-commerce platforms
and digital marketplaces have increased competition, forcing brick-and-mortar
shops to innovate and adapt to survive. Digital transformation is crucial for retailers
to meet customer expectations, build loyalty, and expand their business (Flavian &
Orus, 2018).

Customer-centricity is key to retail digital transformation. Data analytics and
Al are helping retailers understand customer behaviour, preferences, and purchase
behaviours. This allows them to customize experiences. Technology lets merchants
personalize product recommendations and marketing communications to improve
consumer experiences. Omnichannel strategies ensure a consistent experience across
online platforms, physical stores, and mobile apps, increasing consumer satisfaction
and loyalty (Flavian & Orus, 2018). Digital transformation improves operational
efficiency and creates new value offerings. Retailers are using loT and Al to improve
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inventory management, supply chain operations, and in-store logistics.
Implementation reduces costs and boosts profits. Big data and analytics help retailers
make smart business decisions, predict market trends, and launch new products and
services. It helps preserve a competitive edge and align with customers' shifting
wants and preferences (Gomez et al., 2020).

Customer data management and privacy face problems and opportunities
throughout digital transformation. Retailers must emphasize data security and
privacy as they collect substantial customer data to improve shopping. The
requirement for a safe and transparent customer data and transaction management
solution has spurred blockchain adoption. It builds customer trust and credibility
(Hanninen et al., 2018). Transitioning to digital technologies in retail is difficult.
Retailers must invest heavily in technology and infrastructure, change their culture
to be more innovative and agile, and adapt to quickly changing technologies and
market conditions. However, those who can overcome these obstacles can benefit
from digital transformation (Hoyer et al., 2020).

In addition, AR and VR are blurring the lines between online and offline
purchasing, creating immersive and engaging experiences that were previously
unthinkable. These technologies let customers see products in their own
environments or fully engage in virtual stores, boosting decision-making and
satisfaction. AR applications let users picture furniture in their living space before
buying, enhancing online shopping and reducing returns (Masoud & Basahel, 2023).
Voice commerce and Al-driven smart assistants are also making purchasing easier.
Voice commands enable consumers to search for products, compare prices, and buy
without manual intervention. The convenience and tailored recommendations from
Al-powered intelligent assistants are elevating the customer experience and turning

shopping into a daily routine (Matarazzo et al., 2021).
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The digital revolution has also created new retail business models, including
subscription services and on-demand delivery to meet convenience and
personalization needs. Subscription models ensure that customers obtain products
they love and discover new ones by tailoring the experience to their needs. On the
other hand, on-demand delivery services deliver quickly and easily, improving the
shopping experience (Mostaghel et al., 2022). Digital transformation transforms
retail consumer experience and staff. The integration of digital tools and technology
requires new skills, creating new jobs and changing existing ones. Retailers are
investing in digital training to help employees give better customer service and
engage with customers. Al and automation in boring jobs allow employees to focus
on strategic and client-focused duties, improving the customer experience (Verhoef
etal., 2021).

Digital transformation has numerous benefits but also many challenges.
Retailers must manage change, integrate technology, and balance digital and human
interactions. Digital transformation must be thorough to ensure a unified consumer
experience across all channels. Technology, organizational culture, procedures, and
people should be considered (Reinartz et al., 2019). Future analysis predicts that
digital transformation will increase its impact on retail customer experience. 5G has
increased connectivity and enabled immersive and tailored retail experiences.
Retailers that embrace digital transformation, innovation, and customer-centricity
will prosper in this new era and transform shopping for future generations (Hanninen
etal., 2018).

1.2. Problem Statement

The retail sector in the KSA has experienced a swift and significant shift

towards digitalization. This transformation has been propelled by the government's

Vision 2030 initiative and the growing digital proficiency among the population.
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The integration of cutting-edge technologies like artificial intelligence, augmented
reality, and e-commerce platforms has significantly reshaped the retail industry,
revolutionizing business operations and customer interactions (Reinartz et al., 2019).
However, the extent to which these digital advancements affect customer experience
in the retail industry of the KSA has not been adequately investigated. There is a
lack of understanding regarding the impact of digital transformation on customer
satisfaction, loyalty, and behaviour in the unique -cultural, economic, and
technological environment of KSA. The objective of this study is to examine the
intricacies of how digital transformation affects customer experience in the retail
sector of Saudi Arabia, considering the unique challenges and opportunities that
arise from the region's distinct retail landscape. It is essential for retailers to address
this gap to adjust their strategies effectively and for policymakers to create a
supportive environment for digital advancements in the retail sector (Quinones et
al., 2023).
1.3. Project Aim

This project aims to investigate the multifaceted impact of digital
transformation on customer experience within the retail sector of the Kingdom of
Saudi Arabia. The project seeks to uncover the dynamics in shaping customer
perceptions and experiences in a digitally evolving landscape by analysing variables
such as convenience, personalisation, customer service, and overall satisfaction.
This study aims to provide empirical insights into how digital transformation
initiatives can enhance customer experience, thereby guiding retailers in Saudi
Arabia to strategize and implement effective digital practices that align with

consumer expectations and contribute to improved customer satisfaction and loyalty.
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1.4. Research Objectives
The research objectives of this research work are:

s To Investigate the Impact of Digital Transformation on Customer
Experience in the Retail Industry in the Kingdom of Saudi Arabia.

The retail landscape in Saudi Arabia has been undergoing significant digital
transformation in recent years, spurred by technological advancements and changing
consumer preferences. This research aims to delve into the implications of this
transformation on customer experience within the retail sector of the Kingdom. By
examining various facets, such as the adoption of digital platforms, integration of
innovative technologies, and shifts in consumer behaviour, this study seeks to
provide insights into how digital transformation initiatives are shaping the overall
customer experience in Saudi Arabian retail.

« To examine the impact of digital transformation on various dimensions
of customer experience, including convenience, personalization,
engagement, and satisfaction, within the Saudi Arabian retail sector.

In the era of digitalization, customer experience has become a pivotal
competitive factor for retailers. This research focuses on elucidating the multifaceted
impact of digital transformation on customer experience within the Saudi Arabian
retail sector. By scrutinizing dimensions like convenience, personalization,
engagement, and satisfaction, this study endeavours to unravel how the integration
of digital technologies and platforms influences each aspect of the customer journey.
Through comprehensive analysis and empirical evidence, this research aims to
provide a nuanced understanding of the evolving customer experience landscape in

Saudi Arabian retail.
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« To identify the key factors influencing customer perceptions and
adoption of digital retail services in Saudi Arabia.

The rapid proliferation of digital retail services in Saudi Arabia has presented
both opportunities and challenges for retailers aiming to cater to the needs of tech-
savvy consumers. This research seeks to identify and analyze the primary factors
that influence customer perceptions and drive the adoption of digital retail services
in the Saudi Arabian market. By exploring elements such as consumer attitudes,
preferences, socio-cultural influences, and technological readiness, this study aims
to uncover the underlying determinants shaping customers' decisions to embrace
digital channels and platforms for their shopping needs. Through empirical
investigation and data-driven insights, this research endeavours to offer valuable
guidance for retailers seeking to enhance their digital strategies and optimize
customer engagement in the Saudi Arabian retail landscape.

1.5. Research Questions
The research questions of this research work are:
s What will the impact of digital transformation be on customer experience
in the retail industry in the Kingdom of Saudi Arabia?

Digital transformation has become a pivotal force reshaping the retail
landscape in Saudi Arabia, promising profound changes in customer experiences.
By integrating innovative technologies and digital platforms into their operations,
retailers aim to offer enhanced services, streamline processes, and provide more
personalized interactions. The impact of this transformation on customer experience
iIs multifaceted, potentially leading to improved convenience through online
shopping channels, tailored recommendations through data analytics-driven
personalization, increased engagement through interactive experiences, and
heightened satisfaction through seamless transactions and efficient customer service.
Understanding the precise nature and extent of these impacts is crucial for retailers
to adapt effectively to changing consumer behaviours and preferences in the Saudi
Arabian market.
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¢ How does digital transformation in the retail sector of Saudi Arabia
influence customer experience across dimensions such as convenience,
personalization, engagement, and satisfaction?

Digital transformation initiatives within the retail sector of Saudi Arabia have
a significant influence on various dimensions of customer experience. The
integration of digital technologies enables retailers to provide greater convenience
to customers through omnichannel experiences, allowing seamless transitions
between online and offline shopping channels. Furthermore, personalized
recommendations and targeted marketing campaigns driven by data analytics
enhance the level of personalization, catering to individual preferences and
increasing relevance for customers. Engaging experiences facilitated by interactive
platforms, augmented reality, and virtual reality technologies deepen customer
engagement, fostering stronger connections between consumers and brands.
Ultimately, these transformations contribute to heightened levels of satisfaction as
customers enjoy smoother, more personalized interactions and transactions with
retailers in Saudi Arabia.

+ What are the primary factors that shape customer perceptions and drive
the adoption of digital retail services in the Saudi Arabian market?
Several key factors influence customer perceptions and drive the adoption of

digital retail services in the Saudi Arabian market. Firstly, accessibility and ease of
use play a crucial role as customers seek convenient and intuitive digital platforms
for their shopping needs. Trust and security are also paramount concerns, with
customers prioritizing platforms that offer secure payment options and protect their
personal data. Additionally, the availability of diverse product offerings and
seamless integration across channels contribute to positive perceptions and increased
adoption. Moreover, factors such as brand reputation, customer service quality, and

the overall shopping experience significantly impact customers' willingness to
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embrace digital retail services in Saudi Arabia. Understanding these factors is
essential for retailers seeking to effectively attract and retain customers in the
increasingly competitive digital marketplace.

1.6. Significance of Study

This study has important implications for various stakeholders in Saudi
Arabia’s retail industry. For retail businesses, comprehending the influence of digital
transformation on customer experience offers crucial discernment into how digital
technologies can be utilized to amplify customer contentment, cultivate loyalty, and
ultimately stimulate sales expansion. Retailers can enhance their competitiveness in
a rapidly changing market by accurately identifying and understanding customer
preferences and expectations in the digital era. This enables them to customize their
operations, marketing strategies, and technological investments more efficiently
(Quinones et al., 2023).

This research provides policymakers and government bodies with a basis to
evaluate the efficacy of existing digital transformation policies and formulate new
strategies that promote the growth of the retail sector while also improving consumer
protection and data privacy. To achieve its goals of innovation, economic growth,
and improved quality of life for its citizens, it is essential to comprehend the
influence of digital transformation on one of the key sectors of the Kingdom,
considering the significance of Vision 2030 in the country's economic diversification
endeavours (Verhoef et al., 2021).

Moreover, this study enhances the academic literature by presenting empirical
evidence from the Kingdom of Saudi Arabia (KSA), enhancing the global
comprehension of digital transformation in the retail sector. This is especially
valuable considering KSA's specific socio-economic and cultural circumstances,

which provide a unique viewpoint on the global conversation regarding digital
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retailing and customer experience. This research aims to guide future studies and
inform a more nuanced approach to digital transformation strategies in emerging
markets, specifically the retail industry in the Kingdom of Saudi Arabia (KSA). The
literature on digital transformation in the retail industry is extensive, covering
various topics such as technological advancements and their impact on consumer
behaviour, as well as strategic management and organizational change. An analysis
of this literature highlights several prominent themes that emphasize the significant
influence of digital transformation on the retail industry, specifically in terms of
customer experience, operational efficiency, and competitive dynamics (Mostaghel
etal., 2022).
1.6.1. Managerial Relevance

The digital transformation's effect on customer experience in the retail
business, namely in the Kingdom of Saudi Arabia (KSA), is very significant for
managers due to the country's fast-paced technical and economic changes. From a
management standpoint, understanding this influence is crucial for several reasons.
Firstly, it allows retail managers and decision-makers to synchronize their strategic
investments in technology with consumer expectations and preferences,
guaranteeing that digital efforts improve customer pleasure and loyalty. This is
particularly relevant in the Kingdom of Saudi Arabia (KSA), where there is a rapid
increase in the use of digital technologies. This is happening in line with the
government's Vision 2030 program, which places a strong emphasis on the
development of digital infrastructure and the rise of e-commerce. Furthermore,
understanding the impact of digital transformation on customer experiences may
assist managers in enhancing the customer journey across various online and
physical interactions, promoting a smooth and integrated buying experience across
many channels. It is crucial to maintain a competitive edge in a rapidly changing

digital market where client tastes are always developing. Furthermore,
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understanding these dynamics aids managers in efficiently allocating resources and
prioritizing areas of digital improvement that directly boost customer experiences
and operational efficiency.

The managerial significance also encompasses talent management and
corporate culture. Retail executives in the KSA should encourage their teams to
adopt a mentality that prioritizes digital technology and provide them with the
essential skills to succeed in an environment that has been revolutionized by digital
advancements. The results of this research may provide valuable insights for training
and development programs, ensuring that employees possess the necessary skills to
offer improved customer experiences enabled by digital tools and platforms. This
research offers a detailed overview of how the digital revolution affects customer
experiences in the retail sector of the Kingdom of Saudi Arabia (KSA). It equips
managers with the knowledge they need to make well-informed choices about
adopting technology, implementing customer engagement initiatives, and
innovating their entire business model. Doing this not only aids the development of
individual retail firms but also promotes the greater economic objectives of the
Kingdom, as stated in its Vision 2030 framework.

1.6.2. Scientific Relevance

The scientific significance of investigating the effects of digital
transformation on customer experience in the retail sector, specifically in the
Kingdom of Saudi Arabia, rests in its ability to enhance both theoretical and
empirical understanding. This research contributes to the current body of knowledge
on digital transformation by offering context-specific observations that emphasize
the distinct dynamics occurring in a developing economy experiencing rapid digital
and economic restructuring. This study fills a notable need in the existing body of
research by providing a thorough examination of how digital technologies impact

customer behaviour and expectations in the retail industry of a Gulf Cooperation
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Council (GCC) country. The research enhances comprehension of digital
transformation frameworks by implementing them in the retail business in KSA,
consequently evaluating and expanding current models in a novel setting. This study
enhances our understanding of customer experience management by clarifying the
significance of digital touchpoints and technologies in delivering value to customers
in a market characterized by extensive digital interaction and a youthful,
technologically adept population.

This study offers useful empirical data and insights that may be used to
enhance and advance ideas pertaining to digital transformation, customer
experience, and retail management. The research uses a systematic approach to
analyze the complexities of the retail industry in Saudi Arabia. It aims to enhance
our overall knowledge of how digital transformation impacts this industry by
providing comparative insights that add to the global conversation on retail
innovation and customer behaviour. Moreover, the results of the research have
significant consequences for the formulation of policies and the strategic orientation
of digital projects in the Kingdom. The study helps identify the main factors that
either promote or hinder the improvement of customer experience via digital
methods. This information can be used to create specific policies and programs that
will aid the expansion of the digital economy. This has both scientific and practical
importance in helping the Kingdom's Vision 2030 objectives of establishing a

prosperous digital environment and expanding the economy.
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CHAPTER 2
LITERATURE REVIEW

This chapter explores the complex world of digital transformation in the retail
industry, with a specific focus on its development, theoretical frameworks,
technological advancements, effects on customer experience, and the challenges and
future trends that influence the landscape in the Kingdom of Saudi Arabia (KSA).
The advent of digital transformation in the retail sector signifies a significant
transition from conventional commercial methods to a digitally oriented strategy,
profoundly reshaping the way merchants engage with their consumers and carry out
their operations. This history is crucial for comprehending the revolutionary
progression of retail in KSA, reflecting worldwide patterns and emphasizing
distinctive regional dynamics affected by cultural and economic aspects particular
to the Middle East. This chapter examines the frameworks and theories of customer
experience in the digital era. It consolidates important conceptual models that
explain how digital transformation affects consumer perceptions, actions, and
expectations. The theoretical foundations serve as a strong basis for analyzing the
following technology advancements that have played a crucial role in improving the
customer experience. Artificial intelligence, big data analytics, augmented reality,
and blockchain are advanced technologies that are at the forefront of the digital
revolution in retail. Each of these technologies has a unique role in enhancing
consumer interactions and providing customized and seamless shopping
experiences.

The digital revolution has a significant influence on customer experience in
the retail business, requiring a thorough investigation to properly understand its
extent and significance. This section provides a thorough assessment of how digital

efforts and technologies have reshaped the customer experience. It offers insights
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into the good results and value that digital adoption has enabled. Nevertheless, the
journey towards digital transformation is filled with difficulties and impediments,
which this chapter tackles by pinpointing the primary hurdles that merchants
encounter while adopting digital tactics. The problems faced by retailers in KSA
include a wide variety of issues, including technology infrastructure, data protection
concerns, corporate culture, and consumer reluctance. Each of these challenges
presents unique obstacles for merchants. The chapter continues by examining future
trends and consequences for the retail customer experience. It draws on current
developments and expert projections to foresee the direction of digital
transformation in the retail industry. This prospective research not only predicts the
ongoing development of technology but also takes into account the wider
sociological and economic changes that will influence the retail industry, providing
strategic insights for merchants seeking to navigate the intricacies of the digital era.
This chapter has explored the essential elements of digital transformation in retail,
examining various interconnected themes. It provides a thorough overview that
combines theory and practice while also considering the specific context of the
Kingdom of Saudi Arabia.
2.1. The Evolution of Digital Transformation in Retail

The retail industry's digital transformation implies a significant change in how
firms interact with consumers, handle operations, and vie for success in an ever-
more digital market. The introduction of digital technology is fueling this transition,
as it aims to optimize corporate processes, elevate consumer experiences, and
generate new opportunities in business models. The origin of digital transformation
in the retail industry may be attributed to the emergence of the internet and e-
commerce platforms in the latter part of the 20th century. At first, retailers mostly

used digital technology for back-office operations, with the goal of making supply

22120



chains more efficient and enhancing inventory management (Chaffey & Smith,
2017). Nevertheless, with the rapid growth of internet use, businesses started to
acknowledge the potential of online platforms as a fresh avenue for sales. The early
2000s were a significant period when e-commerce giants such as Amazon and eBay
emerged, showcasing the feasibility and profitability of online selling. These startups
disrupted the retail industry by compelling established physical retailers to reassess
their approaches and embrace digital innovations (Reinartz et al., 2019).

The emergence of omnichannel commerce emphasizes the significance of
delivering a smooth consumer experience across both online and physical channels
as digital technologies continue to advance (Chin et al., 2022). This strategy requires
the incorporation of brick-and-mortar storefronts, e-commerce websites, and mobile
applications, enabling consumers to make purchases at their convenience and in their
preferred manner. Implementing omnichannel tactics has been shown to improve
customer happiness and loyalty by meeting the contemporary consumer's demands
for flexibility, convenience, and customized buying experiences (Veldhoven &
Vanthienen, 2021).

The retail business has recently seen a rapid incorporation of modern digital
technologies, which have further improved client experiences. Artificial intelligence
(Al) has seen growing use in customized marketing, customer support via chatbots,
and inventory management (Kraus et al., 2022). Virtual reality (VR) and augmented
reality (AR) technologies provide consumers with immersive shopping experiences,
allowing them to see things in a real-world setting before deciding to buy them
(Javornik, 2016). Moreover, the Internet of Things (IoT) establishes a connection
between tangible items and the internet, enabling more intelligent retail procedures
and customized client engagements (Vaska et al., 2021; Javornik, 2016).

Although there are evident advantages, the process of achieving digital

transformation in the retail industry is filled with difficulties. Retailers encounter
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technical, organizational, and cultural obstacles when trying to apply digital
initiatives (Hermes et al., 2020). Small and medium-sized firms (SMEs) have
challenges due to their limited resources and skills in efficiently adopting and
integrating new technology. Additionally, the problems of data privacy and
cybersecurity arise as important considerations, as merchants must find a balance
between providing individualized services and safeguarding consumer privacy
(Saarikko et al., 2020).

Based on existing research, it is predicted that the process of digital transformation
in the retail industry will gain momentum in the future. This will be primarily
influenced by continuous technological improvements and shifts in customer habits.
Experts predict that the retail industry will see the emergence of Al-powered
customization, more incorporation of AR and VR to enhance the shopping
experience, and the use of blockchain technology to improve transparency and
efficiency in supply chains. These advancements provide retailers the chance to
Improve consumer experiences, optimize operations, and develop innovative
business models (Melovi¢ et al., 2020).

In addition, there are questions about the future, namely about the influence
of digital technologies on employment in the retail industry and the potential for the
digital divide to worsen disparities among customers (Tekic & Koroteev, 2019).
Considering the changing retail industry due to digital transformation, it is crucial
for retailers to embrace ethical and inclusive approaches that take into account the
wider social consequences of their digital projects. The ongoing advancement of
digital transformation in the retail sector is profoundly reshaping how consumers
interact and improving operational effectiveness. Retailers can now provide more
customized and immersive shopping experiences, leading to increased consumer
engagement and loyalty, thanks to the emergence of technologies like artificial

intelligence (Al), augmented reality (AR), and the Internet of Things (1oT). This
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process of progress, albeit advantageous, is not devoid of its own collection of
difficulties and consequences for the future of the retail industry (Chanias et al.,
2019).

Acrtificial Intelligence (Al) is a fundamental technology that is fueling
advancements in customer service and customization. Al technologies, such as
predictive analytics, chatbots, and personal assistants, play a crucial role in
customizing consumer experiences based on individual preferences and behaviours
(Davenport, Guha, Grewal, & Bressgott, 2020). Machine learning algorithms may
use a customer's browsing and purchase history to provide more precise
recommendations for items, enhance pricing strategies, and precisely predict
demand. Nevertheless, the implementation of Al also gives rise to ethical concerns
around the protection of data privacy and the possibility of prejudice in automated
judgments, underscoring the need for openness and responsibility in Al systems
(Dannenberg et al., 2020).

Augmented Reality (AR) and Virtual Reality (VR) technologies are
revolutionizing the manner in which customers engage with goods. These
technologies provide immersive experiences that merge digital and physical
environments, hence improving consumer decision-making and happiness(Gopal et
al., 2019). Augmented reality (AR) enables buyers to preview items in their own
environment prior to making a purchase, hence decreasing uncertainty and perhaps
decreasing the number of returns. Although the use of AR and VR provides a distinct
advantage, it necessitates substantial investment in technology and content
development, which presents a challenge for smaller merchants (Taneja et al., 2024).

The Internet of Things (1oT) is a technology that is changing the retail
industry. Internet of Things (IoT) devices gather and share data instantaneously,
allowing a highly interconnected and reactive retail setting. Smart shelves have the

capability to monitor inventory levels and initiate automated product replenishment
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(Borges, 2019). Additionally, beacons connected with Internet of Things (loT)
technology may provide customized promotions to consumers as they move about a
shop. Deploying 10T technology enhances both operational efficiency and consumer
purchasing experience. However, it brings about intricacies in data administration
and requires strong security measures to safeguard confidential data (Haudi, 2024).

Although digital transformation offers many advantages, retail organizations
have substantial obstacles when it comes to using these technologies. Common
obstacles, particularly among small and medium-sized firms (SMEs), include
financial limitations, insufficient technical proficiency, and cultural reluctance to
embrace change. Furthermore, the rapid rate of technological progress necessitates
that merchants constantly adjust and create new ideas, a task that may be
overwhelming for firms with limited resources (Miller, 2024). The future of digital
transformation in the retail industry is set to undergo significant development,
propelled Dby continuous technical breakthroughs and changing customer
expectations. Blockchain, an emerging technology, has the capacity to completely
transform the transparency and security of supply chains. This may result in
customers having more trust and assurance in the items they buy (Towers et al.,
2024). Furthermore, the use of sophisticated analytics and large-scale data will
persist in enhancing client understanding, allowing further customization, and

captivating purchasing experiences (Towers et al., 2024).
2.2. Frameworks and Theories of Customer Experience in the Digital
Age

The transition to digital platforms has not only revolutionized the way
companies engage with their consumers but also altered customers' perceptions and

appreciation of their buying experiences. The Customer Experience Management

(CEM) framework is a crucial foundation for comprehending digital customer
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experience. In 2003, Schmitt established the notion of Customer Experience
Management (CEM) as a strategy that aims to create emotionally captivating
experiences for consumers at several points of interaction (Shehadeh et al., 2024).
In the era of digital technology, this framework highlights the significance of using
technology to provide smooth, customized, and engaging experiences that deeply
connect with the emotional and psychological requirements of customers. CEM, or
consumer experience management, is used in digital retail by data analytics and
digital technology to get insights into consumer preferences and behaviours. This
allows for the provision of personalized interactions and services to customers
(Wang et al., 2024).

The Service-Dominant (S-D) Logic, introduced by Vikstrom (2024), is
another important theory that emphasizes the primacy of service above products in
the trade process. This viewpoint is especially pertinent in the era of digital
technology, as the line between goods and services becomes less clear, and value is
generated via interactive experiences. In the context of digital retail, S-D Logic
emphasizes the importance of technology in aiding the production of value by
allowing consumers to interact with and customize their purchasing experiences.
This, in turn, improves their overall pleasure and loyalty (Yang et al., 2024).

The notion of the customer journey has also become more important in
comprehending customer experience in the digital age. The customer journey refers
to the whole range of interactions that a consumer has with a brand, starting from
the moment they become aware of the brand and continuing through their behaviour
after making a purchase (Holmlund et al., 2020). Mapping the customer's journey is
essential in the realm of digital retail as it allows for the identification of critical
touchpoints and chances to improve the customer experience. According to Edelman
& Singer (2015), digital technologies have changed the customer journey into a more

intricate and non-linear process. This means retailers need to use an omnichannel
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strategy to successfully engage consumers across various digital platforms and
touchpoints (Holmlund et al., 2020).

Digital transformation's impact on the retail industry's customer experience in
KSA can be studied using theoretical frameworks highlighting consumer behaviour
and technical innovation. Our analysis is based on the idea that digital transformation
involves integrating digital technology into every part of business and drastically
changing how organizations operate and give value to customers. One relevant
theory is the Technology Acceptance Model (TAM), which holds that technology's
perceived usefulness and usability influence acceptance and use. This model helps
understand how Saudi Arabian retail customers use mobile apps, online shopping
platforms, and other digital services. Thus, businesses employing digital
technologies to improve customer experience must focus on establishing user-
friendly and beneficial digital interfaces. The Customer Experience Management
(CEM) framework adds theory. To exceed expectations and build lasting
relationships, businesses must manage every aspect of consumer interactions
(Flavian & Orus, 2018).

This requires creating seamless omnichannel experiences with digital and
physical touchpoints, using data-driven, targeted marketing, and providing
outstanding customer service across all platforms in Saudi Arabia's digitally
transformed retail industry. Service-Dominant Logic (SDL) improves theory by
stressing services as the building block of exchange rather than products. Social
media, interactive platforms, and bespoke online experiences allow retailers and
customers to co-create value in digital transformation. SDL helps Saudi businesses
communicate and collaborate with customers by increasing digital communication
and feedback (Gomez et al., 2020). Digital technology uptake in retail can be
explained by the diffusion of innovations hypothesis. This theory suggests that

trialability, observability, compatibility, relative advantage, complexity, and
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trialability affect technology adoption speed. Understanding these elements can help
the KSA retail business create a strategy for introducing new digital services that
meet customer needs (Hoyer et al., 2020).

Finally, a "digital ecosystem," a complex network of enterprises, consumers,
technology suppliers, and government agencies linked via digital platforms and
services, facilitates digital transformation's global implications. National initiatives
like Vision 2030, which aim to diversify the economy and strengthen the digital
economy, affect Saudi Arabia's retail digital environment (Masoud & Basahel,
2023). This affects how customers and retailers use digital technologies. To
conclude, the theoretical framework for studying how digital transformation
influences customer experience in Saudi Arabia's retail industry integrates several
models and ideas to understand the dynamics. These theoretical perspectives shed
light on how digital transformation might improve customer experiences and
advance the retail sector in Saudi Arabia, from individual technology adoption to
societal and economic changes (Matarazzo et al., 2021).

Moreover, the Technology Acceptance Model (TAM) offers valuable insights
into the process by which customers embrace and use novel technology. The
Technology Acceptance Model (TAM), first formulated by Sagnier (2020), has been
modified to elucidate customer behaviour in the context of digital retail settings.
According to the concept, consumers' adoption of digital technologies is mostly
influenced by their perception of utility and simplicity of use. When it comes to
customer experience, merchants may improve customer happiness and engagement
by designing digital interfaces that are user-friendly and effective. To do this, it is
important to understand the elements that drive technology adoption (Nadal et al.,
2020).

Digital engagement is a vital component in discussions about consumer

experience in the digital era. Digital engagement pertains to the extent of a
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customer's emotional, cognitive, and behavioural commitment in digital interactions
with a company. Hoyer (2020) highlights that elevated levels of digital interaction
have the potential to foster more profound customer connections and enhance
consumer loyalty. The widespread use of social media and mobile technology has
greatly increased the possibilities for digital interaction, enabling consumers to
connect with companies and one another in more significant and customized ways
(De Keyser et al., 2020).

Retailers must continuously adapt and innovate due to the quick rate of
technology development and the rising complexity of customer expectations
(Verhoef et al.,, 2017). Furthermore, persistent concerns around data privacy,
security, and the digital divide must be resolved to maintain confidence and fairness
in digital consumer interactions. In the future, the literature indicates that there is a
continuous development of frameworks and ideas to get a deeper understanding of
and improve customer experience in the digital era. Artificial intelligence,
augmented reality, and blockchain are innovative technologies that provide
opportunities for developing customized and engaging consumer experiences. As
these technologies progress, they are expected to significantly influence the
fundamental principles of customer experience. This will require researchers and
practitioners to reexamine and enhance current frameworks and models (Treiblmaier
& Onder, 2018).

The Emotional Branding paradigm, presented by Pangarkar (2022), asserts
that successful companies in the digital era are those that create an emotional
connection with customers, building upon the idea of emotional engagement. In the
realm of digital retail, this involves the creation of significant experiences that
deeply connect with customers on an individual level. This is achieved by using
digital storytelling and interactive material to cultivate a feeling of belonging and

loyalty. The use of this approach in digital retail emphasizes the transition from
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transaction-focused interactions to relationship-oriented engagements (Rather,
2019).

Furthermore, the Big Data Analytics framework has gained significance due
to retailers' efforts to use the immense volumes of client data produced via digital
interactions. Analytics allows merchants to get valuable information on customer
behaviors, preferences, and trends, which may be used to make informed decisions
and establish effective strategies (Akram et al., 2021). This paradigm highlights the
capacity of data-driven methods to improve the customization and personalization
of customer experiences, but it also brings up ethical concerns around data protection
and user permission (Kamal et al., 2020).

The expansion of digital platforms has also resulted in the development of the
Omnichannel Customer Experience (OCX) framework. Rahman et al. (2022) define
OCX as the amalgamation of tangible and virtual channels to provide a smooth and
uniform customer experience across many points of interaction. This approach
acknowledges the dynamic nature of contemporary consumer behavior as buyers
transition between online and physical channels throughout their purchasing
experience. To successfully implement an efficient OCX strategy, one must possess
a comprehensive comprehension of consumer paths and preferences, along with the
technology infrastructure to seamlessly integrate data and interactions across many
channels (Alsaid & Almesha, 2023)

However, the digitalization of customer experience encounters substantial
obstacles. The problems of digital equality and access continue to be urgent issues
since not all customers have equitable access to digital technology and platforms.
The existence of this digital gap might result in discrepancies in the level of customer
experience and worsen societal inequities (Selwyn, 2014). In addition, the growing
dependence on digital data gives rise to issues over privacy and security. Consumers

are becoming more cautious about how merchants utilize and safeguard their
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information (Martin & Murphy, 2017). As we consider the future, it is evident that
comprehending and improving customer experience in the digital era will need a
comprehensive strategy. Blockchain and the Internet of Things (10T) are emerging
technologies that may be used to tackle issues with transparency, data security, and
user involvement (lansiti & Lakhani, 2017). Moreover, the continuous advancement
of Al and machine learning technology has the potential to enhance and customize
user experiences while also addressing ethical and privacy issues (Hoffman &
Novak, 2018).

2.3. Technological Innovations Enhancing Customer Experience

Technological advancements have greatly transformed the way consumers
connect with retailers, bringing out a wide range of tools and platforms that enable
customized, captivating, and effortless interactions between companies and their
customers (Ameen et al., 2021). The extensive and diverse body of literature
investigates the effects of several digital technologies, such as artificial intelligence
(Al), augmented reality (AR), the Internet of Things (loT), and blockchain, on
improving customer satisfaction, loyalty, and engagement. This literature review
seeks to summarize the main discoveries and understandings derived from academic
research and real-life examples of how technology breakthroughs are propelling
improvements in customer experience in the retail industry (Barbu et al., 2021).
2.3.1. Artificial Intelligence (AI) and Machine Learning (ML)

A significant amount of research specifically examines how Al and ML are
transforming the consumer experience. Artificial intelligence (Al) technology, like
chatbots, virtual assistants, and personalized recommendation engines, has played a
crucial role in delivering customized shopping experiences to clients. Kushwaha
(2021) contends that artificial intelligence (Al) improves service interactions by

providing personalized experiences on a large scale, resulting in substantial
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enhancements in customer happiness and loyalty. Moreover, the use of Al-powered
analytics empowers merchants to acquire a profound understanding of client
preferences and behavior, facilitating the implementation of more precise marketing
strategies and product offers (Hoyer et al., 2020).

2.3.2. Augmented Reality (AR) and Virtual Reality (VR)

Augmented reality (AR) and virtual reality (VR) technologies have become
effective tools for enhancing consumer experience by connecting the online and
physical retail environments. Chylinski (2020) illustrates the potential of AR apps
to revolutionize the shopping experience by enabling customers to see things in their
own surroundings prior to making a purchase. Similarly, virtual reality (VR)
provides consumers with immersive experiences that accurately replicate the actual
retail environment. This allows customers to explore items in a new and captivating
manner, enabling them to make well-informed selections. These technologies not
only improve customer satisfaction but also decrease the probability of product
returns (Orus et al., 2021).

Augmented reality and virtual reality are two significant technologies that are
causing a change in the retail industry. AR and VR technologies are being used to
create engaging and dynamic shopping experiences, effectively connecting the
online and real retail environments (Agredo-Delgado et al., 2023). These
technologies enable consumers to visually see things in their own surroundings or
fully engage in virtual retail settings from the convenience of their homes, providing
a unique and captivating method of shopping that was previously inconceivable. The
potential of augmented reality (AR) and virtual reality (VR) in the retail industry
goes beyond just seeing things. It encompasses features such as virtual try-ons,
interactive shop maps, and immersive brand experiences that effectively engage

consumers on a more profound level (Romano et al., 2020).
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2.3.4. Internet of Things (IoT)

The Internet of Things (10T) establishes a connection between tangible items
and the Internet, forming a network of devices that engage in communication and
interaction with one another and with people. 10T solutions in the retail industry may
Improve operational efficiency and increase consumer experiences by using smart
shelves, RFID tags, and beacon technology. These apps enhance inventory control,
optimize the shopping experience, and provide tailored promotions and information
straight to consumers' cell phones. Borges (2019) emphasizes the potential of loT
technology to enhance the retail experience by creating a dynamic and personalized
environment, leading to more consumer involvement and loyalty (Hoffman &
Novak, 2018).

The Internet of Things is increasing consumer experiences by creating a retail
environment that is more connected and intelligent. The use of Internet of Things
(1oT) devices, such as smart shelves and RFID tags, is improving inventory
management and increasing the efficiency of the supply chain (Shin, 2017). In
addition, beacon technology is used to transmit customized promos and information
to clients' cellphones as they move around shops, providing a meticulously tailored
shopping experience. These Internet of Things (loT) apps not only optimize
operations but also provide possibilities for merchants to engage with their
consumers in more significant and customized manners (Witkowski, 2017).

2.3.5. Blockchain technology

Blockchain enables safe and decentralized recording of transactions, allowing
users to access verifiable information about product origins, legitimacy, and supply
chain practices. According to Jang and Han (2022), blockchain has the potential to
greatly improve consumer experience by increasing trust in the quality of products

and ethical norms. This is especially true in industries such as luxury goods and
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organic food. Although not as widely used in retail applications as Al, AR/VR, and
l0T, blockchain technology has the potential to improve transparency, security, and
trust in retail transactions (Wang et al., 2022). Blockchain provides a secure and
decentralized ledger that records transactions, allowing users to access verifiable
information about the legitimacy, provenance, and ethical standards of items. The
amount of openness described here is especially beneficial in industries that
prioritize product authenticity and ethical sourcing, such as luxury items and organic
food (Martasari, 2023).
2.3.6. Artificial intelligence

Acrtificial intelligence, specifically, has been leading this revolution by
providing a wide variety of capabilities, including predictive analytics and natural
language processing. Al-driven chatbots and virtual assistants are delivering
immediate and tailored support to clients, greatly improving the effectiveness and
excellence of customer interactions (Terenggana, 2024). In addition, artificial
intelligence (Al) and machine learning algorithms are empowering businesses to
provide tailored suggestions and experiences on a larger scale than ever before. This,
In turn, enhances consumer engagement and loyalty (Kaushal & Yadav, 2022).
2.3.7. 5G technology

The implementation of 5G technology is poised to transform the retail sector
by providing the necessary framework for very high internet speeds, reduced
latency, and enhanced connection. This technological progress has the potential to
improve the effectiveness and dependability of mobile shopping experiences,
augmented reality/virtual reality apps, and Internet of Things devices in real-time
retail settings (Gaur et al., 2021). 5G enables stores to provide enhanced consumer
experiences by offering rapid loading of high-definition films, seamless augmented
reality fitting rooms, and more efficient payment processing. The enhanced velocity

and connection would let merchants efficiently gather, scrutinize, and promptly
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respond to consumer data, hence providing tailored shopping experiences on an
unparalleled magnitude (Bhatt et al., 2023).
2.3.8. Voice commerce

Voice commerce, facilitated by voice recognition technology and intelligent
speakers, is developing as a novel domain in the retail industry. Consumers are
progressively using voice assistants to do product searches, compare pricing, and
complete transactions. This hands-free shopping experience provides ease and
accessibility, especially for persons who are multitasking or have visual impairments
(Bawack et al., 2021). Retailers are incorporating voice commerce functionalities
into their digital strategy to engage consumers at their convenience, simplifying the
purchasing experience using voice commands. Nevertheless, this technology also
presents difficulties with the comprehension of natural language, guaranteeing the
security of transactions, and upholding user privacy (Mari et al., 2024).
2.3.9. Personalization engines

Advanced personalization engines use artificial intelligence and big data
analytics to provide highly customized shopping experiences. These engines use
advanced algorithms to process extensive quantities of data from diverse sources,
including browsing patterns, transaction records, and social media engagement, in
order to anticipate client preferences and customize product suggestions,
promotional offers, and content appropriately (Lambillotte et al., 2022). Retailers
can greatly improve consumer engagement and loyalty by providing offers and
experiences that are extremely relevant. Implementing personalization engines
necessitates a careful equilibrium between customization and privacy, given the
growing apprehension among customers about the use and dissemination of their
data (Moussaddak, 2024).
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2.3.10. Social commerce

Social commerce is the integration of e-commerce with social media
platforms, allowing users to buy products directly from social media postings and
advertisements. This invention leverages the impact of social media on customer
behaviour, offering a smooth and uninterrupted journey from discovering a product
to making a purchase from inside the social media platform (Felix & Rembulan,
2023). Social commerce enables the exchange of peer recommendations, influencer
marketing, and group purchasing, enhancing the shopping experience by making it
more social, interactive, and based on trust. As social commerce progresses,
businesses must manage the challenges of incorporating e-commerce features into
social platforms while maintaining brand coherence and consumer confidence
(Soma Amol Dhaigude & Mohan, 2023).
2.3.1.1. Sustainability in technology and ethical considerations in artificial
intelligence.

The incorporation of sustainable practices and ethical concerns is gaining
significance in the implementation of technology advancements in the retail
industry. Consumers are more aware of environmental and social concerns, and they
want businesses to be transparent and accountable (Nishant et al., 2020). Sustainable
technology solutions strive to minimize the ecological footprint of retail operations,
including energy-efficient storefronts, streamlined logistics, digital receipts, and
reduced packaging. Ethical Al aims to create Al systems that are open, responsible,
and unbiased, therefore resolving consumer concerns about privacy, security, and
fairness. Retailers that allocate resources towards sustainable technology and ethical
artificial intelligence have the potential to improve their brand image, comply with
regulatory obligations, and satisfy customer expectations for ethical business
conduct (Stahl, 2021).
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Although these technologies provide many benefits to the retail industry, their
implementation is not without difficulties. The need for privacy and data security is
of utmost importance, especially as the gathering and examination of client data
become more intense. Retailers must carefully handle these risks in order to preserve
client confidence while capitalizing on the advantages of digital technology. In
addition, the adoption of these technologies requires substantial financial
commitment and careful strategic preparation, posing a particular difficulty for small
and medium-sized firms (SMESs) with restricted resources (Di Vaio et al., 2020).

Considering the future, the realm of technological advancement in the retail
industry seems promising and ready for further investigation and expansion. The
progress in 5G technology is anticipated to improve the functionalities of AR/VR
apps and loT devices, hence allowing more engaging and interactive consumer
experiences (Whittlestone et al., 2019). The ongoing advancement of Al and
machine learning is expected to result in more advanced customization and customer
service solutions. As these technologies progress, their incorporation into retail
processes will likely grow smoother, providing consumers with more advanced and

captivating shopping experiences (Yigitcanlar & Cugurullo, 2020).
2.4. The Impact of Digital Transformation on Customer Experience

in the Retail Industry

The central focus of this discussion is acknowledging digital technology as a
catalyst for reshaping the retail industry. Akram et al. (2021) have investigated the
impact of technologies such as artificial intelligence (Al), augmented reality (AR),
and the Internet of Things (IoT) on the shopping experience and how they are
changing consumer expectations. These technologies facilitate customized and
engrossing shopping experiences, which are progressively crucial in captivating and

maintaining customers. Moreover, the incorporation of big data analytics into retail
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operations has furnished retailers with a profound understanding of consumer
behaviour, enabling the implementation of more focused marketing strategies and
product offerings (Cakir et al., 2021; Akram et al., 2021).

Another prominent motif in the literature revolves around the alteration of
operational processes within the retail sector. Research conducted by Flavian & Orus
(2018)) has emphasized the role of digital technologies in improving supply chain
management, inventory control, and in-store operations. This has resulted in
enhanced operational efficiency and cost reductions. The implementation of
blockchain technology has demonstrated its ability to improve transparency and trust
in supply chain management. This is particularly important due to the increasing
consumer apprehension regarding ethical and sustainable sourcing (Foroudi et al.,
2018; Cakir et al., 2021).

The literature also discusses the difficulties and strategic factors related to
digital transformation in the retail industry. Foroudi et al. (2018) argue that a
comprehensive approach to digital transformation should include not only the
adoption of technology but also the consideration of organizational culture and
employee engagement. Emphasizing the significance of cultivating a digital mindset
at all levels of the organization is crucial for effectively navigating the intricacies of
digital transformation.

Furthermore, the digital transformation is causing significant changes in the
competitive dynamics of the retail industry. Huang & Rust (2018) conducted
research indicating that digital transformation serves as both a strategic imperative
and a competitive advantage, enabling retailers to distinguish themselves in a
saturated market. The rise of e-commerce giants and digitally born brands has
heightened competition, compelling traditional retailers to innovate and adjust to

stay pertinent. The intense competition is fueling an ongoing process of innovation
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and adjustment, with digital capabilities taking a leading role in strategic planning
(Verhoef et al., 2021).

Furthermore, the literature delves into the prospective path of digital
transformation in the retail industry. Prognostications made by scholars such as
Foroudi et al. (2018) anticipate a growing impact of nascent technologies like 5G,
machine learning, and smart devices on the configuration of retail operations and
customer experiences. These advancements have the potential to increasingly
obscure the distinctions between physical and digital retail spaces, thereby
generating fresh prospects for innovation and interaction.
A substantial body of literature focuses on the role of consumer engagement in the
digital age. The study conducted by Gomez et al. (2020) highlights the importance
of utilizing digital platforms to enhance consumer engagement. They argue that
retailers must effectively utilize social media, mobile applications, and personalized
online experiences to establish strong relationships with their customers. These
platforms not only facilitate direct communication and feedback but also enable
retailers to acquire valuable insights into consumer preferences and behaviors,
thereby enabling more agile and responsive marketing strategies (Hanninen et al.,
2018; Gomez et al., 2020).

Another crucial aspect to prioritize is the strategic utilization of consumer data
analytics. The study conducted by Lee et al. (2018) demonstrate how sophisticated
data analytics and machine learning algorithms can enable retailers to forecast
consumer behavior, optimize pricing strategies, and enhance product
recommendations. As a result, these advancements greatly enhance the overall
customer experience. Retailers have gained a competitive advantage by utilizing
real-time analysis of large datasets, allowing them to make informed decisions based

on consumer demands and market trends (Hoyer et al., 2020).
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Nevertheless, the literature also emphasizes the difficulties linked to digital
transformation, specifically regarding organizational culture and opposition to
change. The study conducted by Lee & Lee (2020) examines the internal obstacles
that retailers encounter when implementing digital transformation projects. These
challenges include the requirement for employees to possess digital literacy, the
incorporation of digital technologies into current workflows, and the surmounting of
organizational inertia. These studies promote a holistic approach to change
management, highlighting the significance of leadership, employee involvement,
and a culture that fosters ongoing learning and innovation (Lee & Lee, 2020;
Hénninen et al., 2018).

The literature also highlights the issue of business model sustainability in the
context of digital disruption. Masoud & Basahel (2023) examine the ways in which
traditional retailers are adjusting their business models to stay competitive in an
online marketplace. They investigate strategies such as omnichannel retailing,
digital marketplaces, and the fusion of physical and digital experiences. This study
indicates that the ability to modify business models in response to technological
advancements and evolving consumer expectations is essential for achieving long-
term success in the retail industry. Moreover, the literature discusses the ethical and
privacy issues linked to the gathering and utilization of consumer data. The works
of Matarazzo et al. (2021) pose significant inquiries regarding consumer privacy,
data protection, and the ethical ramifications of targeted advertising and
personalized marketing. These studies advocate for a judicious approach to data
analytics, which entails both safeguarding consumer privacy and utilizing data to
augment the shopping experience (Matarazzo et al., 2021; Masoud & Basahel,
2023).

The ecological consequences of the digital revolution in the retail industry are

also becoming an increasingly worrisome subject. The research conducted by Parise
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et al. (2016) investigates the impact of digital transformation on environmental
sustainability. It explores both the positive aspects, such as the reduction in physical
stores and associated resources, and the negative aspects, such as the increase in
electronic waste and the carbon footprint of digital infrastructures. These discussions
emphasize the necessity of implementing sustainable digital practices that reduce the
ecological footprint of retail operations (Quinones et al., 2023; Roy et al., 2017).

When considering the future of digital transformation in the retail industry,
experts such as Reinartz et al. (2019) predict that technology will continue to
advance and have a significant influence on retail strategies and consumer
behaviours. The retail experience is anticipated to undergo further transformation
with the emergence of technologies like blockchain, 5G connectivity, and advanced
Al. These technologies are expected to provide new avenues for innovation while
also presenting challenges in adapting to them (Verhoef et al., 2021).
2.5. Challenges and Barriers to Digital Transformation in Retalil

The process of transitioning to digital technology in the retail sector is filled
with difficulties and obstacles that may hinder progress and affect the satisfaction of
customers. One of the main obstacles that retailers have in their attempts to undergo
digital transformation is the intricate nature of technology and the need for
significant expenditures in infrastructure (Chen et al.,, 2021). Retailers must
negotiate a terrain abundant with new technologies such as artificial intelligence
(Al), the Internet of Things (loT), augmented reality (AR), and blockchain.
Incorporating these technologies into current retail systems requires substantial
financial investment and also involves challenges related to compatibility and
interoperability. Furthermore, the fast rate of technological progress implies that
investments may quickly become outdated, placing further strain on shops to

constantly innovate and enhance their systems (Kraus et al., 2021).
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Financial limitations, particularly for small and medium-sized firms (SMEs),
provide an additional significant obstacle. Smaller merchants may struggle to
compete with bigger, financially stronger competitors due to the expensive nature of
acquiring and applying advanced technology. The economic disparity might worsen
inequalities in the retail industry as bigger companies obtain an unjust advantage due
to their stronger digital capabilities (Nadkarni & Pruigl, 2020). Organizational culture
and aversion to change provide substantial obstacles in the process of digital
transformation. Numerous retail firms have adhered to conventional business
models for extended periods, resulting in deeply ingrained habits and attitudes that
are hard to change. The transition to a digital-first strategy requires a culture change
that supports innovation, experimentation, and a willingness to accept failure, which
may be challenging to implement in reality. The insufficient digital literacy and
skills within the workforce exacerbate this problem, requiring comprehensive
training and development initiatives (Hu, 2024).

Additional obstacles arise from consumer privacy concerns and data security
vulnerabilities. Retailers are faced with the challenge of managing and interpreting
large quantities of customer data in order to customize experiences and optimize
operations. However, they must also traverse the intricate realm of data privacy
legislation and meet consumer expectations about data security (Zhao et al., 2024).
Data breaches of significant magnitude have increased customer awareness and
doubt over the protection of personal information, hence making trust an essential
asset for merchants. If these issues are not effectively addressed, they may result in
negative reactions from customers, regulatory fines, and lasting harm to the image
of the company (Martin & Murphy, 2017).

The integration of digital and physical channels poses an additional challenge
in attaining a cohesive omnichannel experience (Saarikko et al., 2020). Retailers

must ensure the uniformity of consumer experience across brick-and-mortar
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locations, online platforms, and mobile applications, necessitating intricate
synchronization of inventory, pricing, and customer service. The differences across
channels may cause frustration among customers and weaken their loyalty.
Therefore, merchants must undertake the challenging but essential task of
integrating omnichannel systems to fulfil the expectations of modern consumers
(Sugiharto, 2024).

Moreover, the constantly evolving and unpredictable nature of customer
demands poses an ongoing difficulty for merchants undertaking digital
transformation. Consumer habits and tastes change rapidly as digital technologies
advance, often faster than businesses can keep up with (Nadkarni & Prigl, 2020).
Retailers must possess agility and insight to navigate this perpetual state of change,
enabling them to foresee forthcoming trends and adjust their tactics appropriately.
According to the literature, merchants who want to remain ahead in the digital race
must have a thorough knowledge of customer behaviour, which may be achieved via
data analytics and consumer research (Shankar et al., 2020).

The adoption and successful integration of new technologies such as 5G,
blockchain, and sophisticated artificial intelligence into the retail industry make the
process of digital transformation more complex. These technologies have the
potential to completely transform the way customers interact with businesses,
improve the management of supply chains, and enhance operational efficiency
(Saarikko et al., 2020). Nevertheless, the effective incorporation of these
technologies relies on retailers' capacity to surmount technical obstacles, cultivate
new skills, and get the required capital. The research highlights an increasing need
for partnerships and collaborations between merchants and technology suppliers to
address these difficulties. By sharing risks and pooling resources, these partnerships

aim to foster innovation (Tekic & Koroteev, 2019).
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The digital transformation process is further complicated by the inclusion of
regulatory compliance and ethical issues. With the implementation of new
legislation by governments and regulatory organizations throughout the globe,
retailers are faced with the challenge of complying with a complex set of legal
obligations in order to safeguard customer privacy and data security (Verhoef et al.,
2021). This compliance problem encompasses not just the act of conforming to legal
requirements but also the act of doing so in a manner that fosters trust and openness
with consumers. The literature emphasizes the significance of ethical issues in the
use of technology, calling for a responsible approach to digital innovation that
upholds consumer rights and encourages equitable behaviours (von Briel, 2018).

Furthermore, the worldwide scope of the retail sector presents difficulties
associated with international online commerce, such as intricate logistical
operations, cultural disparities, and diverse legal systems. To develop their online
presence globally, retailers must directly confront these issues by adjusting their
products and services to cater to local demands and tastes, all while adhering to
international trade restrictions. The scholarly research on global digital
transformation emphasizes the need for cultural sensitivity and localization
techniques in effectively engaging varied customer bases (Mugge et al., 2020).

Employee involvement and skill development are essential elements in
overcoming obstacles to digital transformation (Nadkarni & Prugl, 2020). The level
of preparedness of a retailer's employees in using digital technology directly affects
the effectiveness of its digital projects. Consequently, there is a strong focus on
implementing training and development initiatives to provide personnel with
essential digital skills. Furthermore, research highlights the significance of
cultivating a digital culture inside businesses, promoting innovation, and reducing
opposition to change by actively involving and communicating with stakeholders

(Kane et al., 2015). Ultimately, the digital divide and accessibility concerns are of
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utmost importance. Although digital transformation presents a multitude of
possibilities for improving customer experience, it also poses the danger of
excluding those who lack access to digital technology or the Internet. This disparity
might be especially noticeable in underdeveloped nations or within certain
demographic cohorts, giving rise to ethical considerations about inclusiveness and
fairness in the era of digital technology. Retailers should be cognizant of these
concerns and seek methods to ensure that digital advancements are available to all
clients, irrespective of their digital aptitude or availability (Chen et al., 2021).
2.6. Future Trends and Implications for Retail Customer Experience
Exploring the future of retail customer experience necessitates a forward-
looking perspective on emerging trends that promise to further transform how
consumers interact with brands and make purchasing decisions. Beyond the realms
of Al, AR/VR, and IoT, which have been extensively discussed, several new trends
are poised to redefine the retail landscape in the coming years. These advancements
signal a paradigm shift in retail, focusing on sustainability, experiential retail, digital
ethics, and advanced personalization, among others. This exploration aims to shed
light on these trends and their potential implications for retail customer experience
(Becker & Jaakkola, 2020).

2.6.1. Sustainability and Ethical Consumerism

A significant shift towards sustainability and ethical consumerism is
reshaping retail. Consumers are increasingly prioritizing products and brands that
demonstrate a commitment to environmental and social responsibility (Pedro Cuesta
Valifio et al., 2023). This trend is driving retailers to adopt more sustainable
practices, from sourcing eco-friendly materials to minimizing waste and carbon

footprints. The implication for customer experience is profound; transparency,
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authenticity, and sustainability become integral components of brand identity and
consumer loyalty. Retailers who embed these values into their operations and
customer interactions are likely to see a stronger connection with their customer base
(Mostaghel & Chirumalla, 2021).
2.6.2. Experiential Retail and Immersive Experiences

The concept of experiential retail, where shopping is intertwined with
immersive and memorable experiences, is gaining momentum. This trend is about
creating spaces where shopping is part of a larger experience, such as in-store cafes,
art installations, or interactive product demos (Lee, 2020). These experiences are not
just about the products but about creating emotional connections with the brand. As
technology advances, digital and physical experiences will merge more seamlessly,
offering consumers highly immersive and personalized shopping journeys. The
future of customer experience in retail lies in the ability to engage customers beyond
transactions, turning stores into destinations that offer unique, engaging, and
sharable moments (Dieck & Han, 2021).
2.6.3. Digital Ethics and Privacy

As data becomes increasingly central to retail operations and customer
experience, issues of digital ethics and privacy are coming to the forefront.
Consumers are becoming more aware of their digital footprints and the value of their
personal data. In response, retailers will need to navigate the delicate balance
between personalization and privacy, ensuring transparent and ethical use of
consumer data (Martin & Palmatier, 2020). This includes obtaining explicit consent,
providing clear benefits for data sharing, and securing personal information against
breaches. Retailers that successfully address these concerns can build trust and
deepen customer relationships, while failures in this area could lead to customer

attrition and legal challenges (Martin et al., 2020).
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2.6.4. Advanced Personalization Through AI and Machine Learning

While personalization is not a new concept in retail, advances in Al and
machine learning are set to elevate personalized experiences to new heights. Future
personalization efforts will go beyond product recommendations to include
personalized pricing, real-time inventory updates tailored to customer preferences,
and even Al-powered personal shopping assistants (Rane, 2023). These technologies
will enable retailers to understand and anticipate customer needs more accurately,
offering tailored experiences that resonate on an individual level. However, the
success of these initiatives will hinge on retailers' ability to use data responsibly and
transparently, maintaining customer trust (Micu et al., 2022).
2.6.5. Integration of Physical and Digital Retail

The blurring lines between physical and digital retail spaces will continue,
with innovations that integrate the best aspects of both worlds. Technologies like
AR can enhance in-store experiences by providing digital overlays of product
information, reviews, and virtual try-ons. Simultaneously, online shopping can be
enriched with VR, offering virtual store walkthroughs and immersive product demos
(NOjd et al., 2020). This integrated approach will redefine the retail landscape,
offering consumers a fluid and cohesive shopping experience that leverages the
convenience of online shopping with the tangibility and immediacy of physical
stores (Jocevski, 2020).

2.6.6. Circular Economy and Retail

The circular economy model, which emphasizes the reduction, reuse, and
recycling of materials, is increasingly influencing retail strategies. This approach not
only addresses consumer demand for sustainability but also offers new business

models, such as product-as-a-service or second-hand markets. Retailers exploring
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these models can enhance customer experience by providing unique value
propositions, such as the opportunity for consumers to participate in sustainability
efforts directly or enjoy high-quality products at a lower cost. The shift towards a
circular economy in retail requires rethinking supply chains, customer engagement
strategies, and product life cycles, presenting both challenges and opportunities for
innovation (Pecorari & Lima, 2021).
2.6.7. Blockchain for Transparency and Trust

Blockchain technology is set to play a significant role in enhancing
transparency and trust in retail. By providing a decentralized and immutable ledger,
blockchain can offer consumers verifiable information about product origins,
authenticity, and ethical sourcing (Bodemer, 2023). This technology has the
potential to transform customer experience in sectors where provenance and
authenticity are crucial, such as luxury goods, organics, and pharmaceuticals.
Retailers adopting blockchain can differentiate themselves by offering unparalleled
transparency, thereby building trust and loyalty with increasingly conscientious
consumers (Ghavidast Kouhpayeh, Mahboubeh et al., 2023).
2.6.8. The Rise of Smart Retail Environments

Smart retail environments powered by 10T and smart technologies are creating
more responsive and interactive shopping experiences. These environments can
adjust in real-time to customer behaviours and preferences, from personalized digital
signage to smart fitting rooms that suggest products based on the items a customer
Is trying on (Pfeifer et al., 2023). The data collected through these interactions not
only enhances the immediate shopping experience but also provides valuable
insights for optimizing store layouts, product placements, and inventory
management. As smart retail environments become more prevalent, the ability to
seamlessly blend digital services with physical spaces will be a key differentiator in

customer experience (Pappas et al., 2023).
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2.6.9. Voice Commerce and Conversational Interfaces

Voice commerce and conversational interfaces are expected to become more
integrated into the retail experience, offering customers new ways to interact with
brands. As voice recognition technology improves and consumers become more
comfortable with voice assistants, shopping through conversational interfaces will
become more common (Zierau et al., 2022). This shift offers a more natural and
convenient way for customers to shop, ask questions, and receive personalized
recommendations. Retailers investing in voice commerce and conversational Al can
enhance customer experience by offering convenience, personalization, and a touch
of novelty (Blimel & Jha, 2023).
2.6.10. Inclusive Design and Accessibility

Inclusive design and accessibility are becoming critical components of retail
customer experience. As awareness of diversity and inclusion grows, retailers are
recognizing the importance of creating shopping experiences that are accessible and
welcoming to all customers, regardless of ability, age, or background (Kasemsarn et
al., 2023). This includes designing physical stores with accessibility in mind, as well
as ensuring online platforms are compliant with web accessibility standards.
Inclusive design enhances customer experience by ensuring that everyone can
participate fully and comfortably in the retail environment, fostering a sense of

belonging and loyalty among a broader customer base (Fisk et al., 2022).

2.7. Theoretical Framework

The influence of digital transformation on the retail industry's customer
experience, specifically in the Kingdom of Saudi Arabia (KSA), can be investigated

using different theoretical frameworks that emphasize the interaction between
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consumer behaviour and technology innovation. The concept that digital
transformation includes integrating digital technology into every aspect of business
and radically altering how companies function and provide value to clients is the
central tenet of our investigation (Calza et al., 2023). The Technology Acceptance
Model (TAM), which contends that the perceived utility and usability of technology
are key factors influencing acceptance and utilization, is one of the main theories
pertinent to this situation. This model aids in understanding how customers accept
and use mobile applications, online shopping platforms, and other digital services in
the retail industry in the Kingdom of Saudi Arabia. Hence, retailers using digital
technologies to improve customer experience need to concentrate on creating digital
interfaces that are both easy to use and advantageous to the client (Deslonde &
Becerra, 2018).

The Customer Experience Management (CEM) framework offers an
additional theoretical perspective. It highlights the need to oversee every facet of a
customer's connection with a business in order to surpass expectations and establish
enduring partnerships. This entails developing seamless omnichannel experiences
that include digital and physical touchpoints, implementing data-driven, targeted
marketing tactics, and guaranteeing consistent, excellent customer support across all
platforms in the digitally altered retail landscape of Saudi Arabia. By emphasizing
services as the essential building block of exchange rather than the conventional
goods-dominant logic, Service-Dominant Logic (SDL) considerably enhances the
theoretical framework (Jami Pour et al., 2021). This viewpoint emphasizes how
technology, through social media, interactive platforms, and tailored online
experiences, helps retailers and customers co-create value in the context of digital
transformation. By utilizing SDL, retailers in the Kingdom of Saudi Arabia can
cultivate a more engaged and cooperative relationship with their clientele, promoting

communication and feedback via digital platforms (Kamal et al., 2020).
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The adoption of new digital technologies in the retail sector can also be
understood via the lens of the diffusion of innovations theory. This hypothesis states
that variables, including trialability, observability, compatibility, relative advantage,
complexity, and trialability, affect how quickly new technologies are embraced.
Comprehending these variables can aid the retail industry in KSA in devising a
strategic plan for introducing novel digital services that suit the requirements and
inclinations of its clientele (Kamal et al., 2020).

Finally, the idea of a "digital ecosystem,”" which is a complicated web of
companies, consumers, technology suppliers, and government agencies linked by
digital platforms and services, supports the all-encompassing effects of digital
transformation. National initiatives like Vision 2030, which aim to diversify the
economy and strengthen the digital economy, have a significant impact on the digital
ecosystem of the retail business in the Kingdom of Saudi Arabia (Kamal et al., 2020).
This has an impact on how customers and retailers interact with digital technology.
To sum up, the theoretical framework for researching how digital transformation
affects customer experience in the retail sector of the Kingdom of Saudi Arabia
combines a number of models and ideas to give a thorough grasp of the dynamics in
action. These theoretical viewpoints provide important insights into how digital
transformation might improve customer experiences and propel the retail sector
forward in the Kingdom of Saudi Arabia, from individual technology adoption to

larger societal and economic transformations (Rafique et al., 2020).
2.8. Research Hypothesis

Hs: Digital Transformation significantly impact Customer Experience in the Retail
Industry in the Kingdom of Saudi Arabia.
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CHAPTER 3
RESEARCH METHODOLOGY

This study used a quantitative research approach to comprehensively
investigate the analysis of statistical relationships between tactics for digital
transformation and the results of customer experience. This study used a descriptive
research technique that is used to impartially observe and depict the attributes of a
topic without exerting any influence. The target population of this study
encompassed individuals in the KSA who had interacted with digital retail platforms,
spanning a diverse array of age groups and including those who engage with e-
commerce websites, mobile shopping applications, and other digital technologies
deployed by retail enterprises. The study encompassed 200 individuals who had
interacted with diverse digital retail channels, including online shopping platforms,
mobile commerce applications, and in-store digital encounters, such as augmented
reality or digital payment systems. The study's data was gathered using a well-
organized questionnaire that was made to get detailed information about how
customers in the retail sector of the KSA have dealt with digital change. The survey
consisted of closed-ended questions, including Likert-scale items, multiple-choice
gueries, and rating scales, to assess several aspects of customer experience, such as
satisfaction, loyalty, perceived value, and the usability of digital platforms.

The survey was created using the Google Forms platform and distributed
electronically via various social media platforms, email, and online forums, with a
special focus on reaching customers in the KSA. The data analysis for this study was
conducted utilizing SPSS and MS Excel, a comprehensive software designed for
statistical analysis. This entailed importing the gathered data into SPSS and
conducting preliminary data cleansing to ensure precision and comprehensiveness.

Descriptive statistics were employed to briefly summarize the characteristics and
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responses of the sample, offering a comprehensive view of the data distribution.
Statistical tests, such as chi-square tests for categorical data and t-tests or ANOVA
for comparing means across groups, were used to analyze the connections between
digital transformation practices and different aspects of customer experience.
Regression analysis can be employed to identify factors that predict customer
satisfaction and loyalty in digital retailing. This analytical methodology facilitated
the detection of noteworthy patterns and provided valuable insights into the
influence of digital transformation on consumer behaviour and perceptions within
the retail sector of the KSA.

3.1. Research Design

This study used a quantitative research approach to comprehensively
investigate the impact of digital transformation on customer experience in the retail
industry of the Kingdom of Saudi Arabia (KSA). The study sought to collect
guantitative data using a systematic survey approach from customers in the Kingdom
of Saudi Arabia who have interacted with digital retail platforms. The survey
included queries that evaluated many elements of consumer experience, such as
satisfaction, loyalty, and engagement, in relation to retailers' efforts in digital
transformation. This approach facilitated the analysis of statistical relationships
between tactics for digital transformation and the results of customer experience
(Colorafi & Evans, 2016).

The gathered data was examined using quantitative analytic techniques,
including descriptive statistics, correlation analysis, and regression models, to
identify patterns, trends, and the strength of relationships between variables. The use
of a systematic and data-driven approach provided a clear and impartial
understanding of how digital transformation affects KSA's retail industry's consumer

experience. The survey was intricately crafted to include a wide spectrum of
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customer viewpoints about the impact of businesses' digital activities on their
shopping experiences. The questions were designed to explore the intricacies of
digital interaction, attempts to personalize experiences, the quality of online
services, and the general usability of the digital interface. Participants were asked to
evaluate their experiences using a Likert scale, which yielded a numerical
assessment of their satisfaction levels and the degree to which digital transformation
projects fulfilled their expectations (Daniel, 2016).

In addition, the research examined how digital technologies influenced
consumer loyalty by examining if digital touchpoints had a role in encouraging
repeat purchases and establishing a stronger emotional connection with the
company. Analyzing engagement data was done to ascertain the efficacy of digital
marketing techniques, social media interactions, and tailored communication in
fostering a dynamic online community of customers. The research used correlation
analysis to identify the primary factors that influence customer happiness and loyalty
in the digital retail setting. It emphasized the significance of providing seamless
omnichannel experiences, dependable customer service, and using technology
innovatively to satisfy consumer demands. Regression models provided more clarity
on the ability of certain digital strategies to predict total customer experience,
providing significant information for businesses to prioritize investments in digital
transformation (Doyle et al., 2020).

The results of this thorough quantitative investigation revealed the substantial
influence of digital transformation on improving customer experience in the retail
sector of the Kingdom of Saudi Arabia (KSA). The research used customer
experience measurements to establish a connection between distinct digital
strategies and presented empirical proof. This data may be used by retailers to make
strategic decisions when dealing with the challenges of the digital world. The

research highlighted the crucial importance of digital innovation in meeting the
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changing demands of consumers. It emphasized that a strategic approach to digital
transformation is necessary to gain a competitive edge and build lasting customer
loyalty in the dynamic retail industry of the Kingdom of Saudi Arabia (KSA)
(Nassaji, 2015).

3.3. Research Design

This study used a descriptive research technique to thoroughly analyze the
effects of digital transformation on customer experience in the retail industry of the
KSA. Descriptive research techniques are used to impartially observe and depict the
attributes of a topic without exerting any influence. In this particular example, the
aim is to comprehend the interactions and relationships among many aspects (Doyle
etal., 2019). This method enabled a comprehensive analysis of the intricacies of how
technological improvements are transforming customer interactions in the retail
sector (Nassaji, 2015). The study methodology included gathering primary data by
conducting an online survey that was distributed across a wide range of participants.
This cohort consisted of individuals who engage with digital platforms for their retail
requirements, including a diverse range of viewpoints and encounters. A rigorous
examination of relevant academic literature was conducted to thoroughly address the
key factors that impact customer experience in the context of digital transformation.
The preparatory phase concluded with the development of a customized survey
instrument specifically intended to gather comprehensive feedback on participants'
perspectives, attitudes, and experiences related to digital transformation in retail
environments (Daniel, 2016).

The collected survey answers were next subjected to systematic analysis
utilizing descriptive statistical methods to condense the data, including essential

metrics such as mean values, median scores, and measures of variability like
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standard deviation. In addition, correlation studies were performed to investigate the
connections between digital transformation projects and their perceived influence on
customer experience. The findings obtained from this analytical method allowed for
the formulation of significant conclusions that improve comprehension of the crucial
impact digital transformation has on enhancing the customer experience in the retail
business of KSA. The use of descriptive research methodology had a crucial role in
discovering important findings and establishing a strong basis for future research
efforts and the formulation of strategic approaches to digital transformation in the
retail industry. This systematic inquiry yielded valuable empirical evidence
regarding the impact of digital transformation on customer experience. It provided
stakeholders with essential data to guide policymaking and strategy development in
order to improve consumer satisfaction and engagement in the digital retail era in
the KSA (Doyle et al., 2019).
3.3. Target Population

The target population of this study encompassed individuals in the KSA who
had interacted with digital retail platforms, spanning a diverse array of age groups
and including those who engage with e-commerce websites, mobile shopping
applications, and other digital technologies deployed by retail enterprises. Given the
widespread adoption of digital technology across different demographics and the
significant expansion of e-commerce in the region, this population provided an
exhaustive examination of consumer experiences and viewpoints on digital
transformation within the retail sector. Focusing on consumers in KSA who had
direct experiences with digital retail was crucial for garnering accurate and relevant
insights into the impact of digital transformation on the customer experience within
the KSA's unique cultural and economic context. This approach ensured that the

study captured a wide spectrum of consumer interactions with digital retail, ranging

57120



from online purchasing and browsing habits to engagement with digital marketing
and customer service platforms (Pace, 2021).

The inclusion of a broad demographic was instrumental in understanding the
varied ways in which different age groups perceive and are influenced by digital
transformation in retail. This demographic diversity also facilitated an analysis of
how digital advancements in retail are reshaping consumer behaviour, expectations,
and satisfaction levels across a cross-section of the Saudi population. Moreover, by
targeting individuals with firsthand experience in digital retail, the study aimed to
capture a detailed portrait of the evolving retail landscape in KSA, highlighting the
shift towards digital channels and the increasing importance of digital technologies
in enhancing customer experiences (Mweshi & Sakyi, 2020).

This population's insights were pivotal in identifying key trends, preferences,
and pain points associated with digital retail, offering a nuanced perspective on how
digital transformation is being received by consumers. The emphasis on consumers
who actively use digital retail platforms also allowed for a richer understanding of
the technological adoption rate among the Saudi population and its effects on
shopping patterns. It enabled an exploration of how retailers' digital transformation
initiatives are meeting the needs and expectations of their customers, including
aspects such as online user experience, personalization, and digital customer service
(Xiong, 2022).

3.4. Sample Characteristics

The sample for this study consisted of a heterogeneous cross-section of the
population of the Kingdom of Saudi Arabia (KSA), including a wide range of age
groups, genders, income brackets, and geographic locations across the country. The
study encompassed 200 individuals who had interacted with diverse digital retail

channels, including online shopping platforms, mobile commerce applications, and
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in-store digital encounters, such as augmented reality or digital payment systems.
The inclusion criteria were formulated to encompass a broad spectrum of digital
retail interactions, ensuring that the sample accurately reflected the diverse ways in
which consumers encounter digital transformation in the retail industry. The
presence of diverse elements was crucial in comprehending the intricate influence
of digital transformation on customer experience. This approach enabled a detailed
examination that considered various consumer demographics and levels of digital
engagement, providing a comprehensive overview of the current state of digital
transformation within the KSA's retail sector and its impact on consumer behaviour
and satisfaction (Rahman et al., 2022).

3.5. Data Collection Procedure

The study's data was gathered using a well-organized questionnaire that was
made to get detailed information about how customers in the retail sector of the KSA
have dealt with digital change. The survey consisted of closed-ended questions,
including Likert-scale items, multiple-choice queries, and rating scales, to assess
several aspects of customer experience, such as satisfaction, loyalty, perceived
value, and the usability of digital platforms. The survey was created using the Google
Forms platform and distributed electronically via various social media platforms,
email, and online forums, with a special focus on reaching customers in the Kingdom
of Saudi Arabia (KSA) (Taherdoost, 2022).

This methodology capitalized on the study's emphasis on digital platforms to
effectively engage a broad and varied audience, therefore guaranteeing a thorough
comprehension of the digital retail environment in the area. The approach used
ensured consistency in data collection, allowing for the comparison and analysis of
answers across different participant demographics. In order to guarantee the lucidity,

pertinence, and dependability of the survey inquiries, the questionnaire underwent a
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pilot test with a limited sample of the target audience prior to its widespread
distribution. The pilot test yielded significant input, which prompted improvements
In the survey instrument to ensure participants' proper comprehension and response
to the questions (Aithal & Aithal, 2020).

The survey gathered a total of 200 replies from a varied set of participants,
which represents a wide range of the KSA's population. The participants included
people from diverse age groups, genders, economic categories, and geographic
areas, providing a comprehensive dataset for study. The participants conveyed their
personal encounters, viewpoints, and dispositions about digital transformation
endeavours undertaken by retailers in the Kingdom of Saudi Arabia (KSA), offering
valuable perspectives on how these digital changes influence their buying habits and
general contentment with retail experiences. The data that was gathered was
carefully examined, using descriptive statistics to summarize the replies and
emphasize important patterns in customer interactions with online shopping. In
addition, correlation analysis was used to investigate the connections between
various components of digital transformation and customer experience indicators
(Lu et al., 2021).

The use of this analytical technique allowed a comprehensive comprehension
of the impact of merchants' digital tactics on customer happiness, loyalty, and
engagement levels. The results of this research provide insight into the crucial
impact of digital transformation on defining consumer experiences in the retail
sector of the Kingdom of Saudi Arabia (KSA). The report analyzed the survey data
to provide a comprehensive overview of the changing retail environment in the area.
It emphasized the significance of implementing successful digital engagement
tactics to improve customer happiness and loyalty in a fiercely competitive industry
(Aithal & Aithal, 2020).
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3.6. Study Tool

The study used a systematic questionnaire to gather numerical data on the
encounters of Saudi Arabian retail customers with digital transformation. This
survey examined many factors, including customer satisfaction, loyalty, perceived
value, and the usability of digital platforms. It used Likert-scale items, multiple-
choice questions, and rating scales. The questionnaire was carefully crafted to
capture the intricacies of the influence of digital transformation on the customer
experience in the retail sector of the Kingdom of Saudi Arabia (KSA). The study
analyzed the impact of digital technologies such as artificial intelligence (Al),
augmented reality (AR), electronic commerce (e-commerce), and online customer
service on consumer behaviour and satisfaction. In addition, the poll explored
customers' perspectives on privacy and data security, which are essential elements
of digital shopping (Lu et al., 2021).

The survey was disseminated via social media, email, and forums, specifically
targeting consumers in the Kingdom of Saudi Arabia, thereby reaching a diverse and
extensive audience. This approach was in line with the research's emphasis on digital
platforms and effectively recruited participants from diverse demographic
backgrounds, including various age groups, genders, economic levels, and
geographic locations around the country. A subset of the target population conducted
a pilot test of the questionnaire to evaluate the clarity, relevance, and reliability of
the questions before it was distributed more widely. This first phase facilitated the
improvement of the questionnaire, ensuring that it was sufficiently prepared to
collect significant data in order to achieve the study's goals (Taherdoost, 2022).

The questionnaire findings offered valuable insights that aided merchants in
the KSA in comprehending how customers evaluate their digital transformation

endeavours and the ensuing influence on customer experience. This data has become
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a crucial asset for businesses and policymakers who are striving to maximize their
digital operations. The findings provided a basis for stakeholders in the retail
industry to draw conclusions and make recommendations. This helps them improve
their digital shopping experience and gain a deeper understanding of the relationship
between digital transformation and customer satisfaction in the retail sector (Xiong,
2022).
3.7. Data Analysis

The data analysis for this study was conducted utilizing SPSS (Statistical
Package for the Social Sciences), a comprehensive software designed for statistical
analysis. This entailed importing the gathered data into SPSS and conducting
preliminary data cleansing to ensure precision and comprehensiveness. Descriptive
statistics was employed to briefly summarize the characteristics and responses of the
sample, offering a comprehensive view of the data distribution. Statistical tests, such
as chi-square tests for categorical data and t-tests or ANOVA for comparing means
across groups, were used to analyze the connections between digital transformation
practices and different aspects of customer experience. Regression analysis can be
employed to identify factors that predict customer satisfaction and loyalty in digital
retailing. This analytical methodology facilitated the detection of noteworthy
patterns and provided valuable insights into the influence of digital transformation
on consumer behaviour and perceptions within the retail sector of the Kingdom of
Saudi Arabia (KSA) (Arkkelin, 2014).

To analyze the data obtained in this research, advanced statistical methods
were used to examine the impact of digital transformation on customer experience
in the retail business in Saudi Arabia. The main instrument used for statistical

analysis was SPSS, an extensive software program specifically built for data analysis
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in the field of social sciences. This program was selected for its strong skills in
managing intricate statistical processes (Denis, 2018).
3.7.1. Data cleaning and coding

Microsoft Excel was important in the first phases of data processing,
facilitating the arrangement, encoding, and purification of the gathered data. During
the first stage, Excel played a crucial role in converting the collected data from a
mostly qualitative form to a well-organized quantitative shape. This modification
was crucial since it enabled the following use of statistical analysis. Data coding is
a crucial step in this transition when answers are categorized and assigned numerical
values. This allows the qualitative data to be easily analyzed using statistical
methods. Simultaneously, a thorough process of data cleaning was implemented to
enhance the dataset by eliminating anomalies, outliers, and irrelevant replies,
guaranteeing the integrity and correctness of the data for analysis. After the data was
appropriately arranged and purified, SPSS was used to do a comprehensive analysis
(Rahman & Muktadir, 2021).
3.7.2. Cronbach’s Alpha

The first phase of this approach was evaluating the dependability of the survey
instrument used in the research. This evaluation was performed by calculating
Cronbach's alpha, a statistical metric that evaluates the internal consistency of the
survey questions for each variable. This ensures that the survey items properly
capture the desired constructs (Yockey, 2016).
3.7.3. Multivariate Analyses

After doing the reliability study, a sequence of multivariate analyses was
carried out. The analyses played a crucial role in streamlining and decreasing the
data dimensions while preserving the essential information required for the
investigation. These strategies facilitated the detection of patterns and correlations

within the data that may not be immediately obvious (Denis, 2018).
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3.7.4. Summary Statistics

To reduce and display the data comprehensibly, summary statistics were
computed. These measurements included central tendency, such as means and
medians, and dispersion, such as standard deviations. They offered a concise
representation of the data's general distribution and variability (Daniel, 2016).
3.7.5. Correlation Analysis and Regression Analysis

The major aspect of the data analysis was doing correlation and regression
studies. Correlation analysis examined the magnitude and direction of the
associations between different independent factors and the dependent variable,
customer experience. This investigation provided valuable insights into the
correlation between several elements of digital transformation in the retail industry
and the subsequent impact on customer experience. Subsequently, regression
analysis was used to further examine the influence of certain digital transformation
factors on customer experience. The research intended to separate the impact of
specific criteria, such as the usability of digital platforms or the perceived value of
digital services, on total consumer satisfaction and loyalty. This approach enabled
the anticipation of customer experience results by assessing the extent of digital
transformation efforts implemented by shops (Arkkelin, 2014).
3.8. Research Validation

The survey's validation process was carefully considered during the survey's
development phase to make sure it would accurately capture the targeted metrics
regarding the influence of digital transformation on customer experience in the KSA
retail sector while retaining the survey's neutrality and clarity. Prior to distributing
the survey to the intended recipients, the research team sought feedback from
industry professionals to evaluate the survey for any potential shortcomings, such as

ambiguous questions or inadequate structure. In order to achieve this objective, a
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panel comprising three specialists in digital retail and consumer behaviour was
assembled to evaluate the survey and provide essential input. The panel carefully
examined the survey's structure to ensure that it aligned with the study objectives
and comprehensively addressed all essential elements. The input from these
experienced experts resulted in many improvements in the survey's structure, greatly
enhancing its reliability and the integrity of the inquiries. This step was essential in
Improving the survey's capacity to accurately assess its stated objectives, hence
strengthening the credibility and accuracy of the study (Rahman & Muktadir, 2021).

Through a rigorous validation procedure, the research team gained confidence
in the survey's capacity to precisely evaluate the intricacies of how digital
transformation impacts consumer experience in the retail industry. The meticulous
validation method not only strengthened the dependability of the survey but also
enhanced the certainty of the study's findings. The investigation's findings have
made substantial and insightful contributions to our knowledge of the dynamics of
digital transformation in retail settings, especially in the Kingdom of Saudi Arabia
(KSA). The meticulous and intentional method used to validate the survey has
greatly enhanced the study's credibility, significantly contributing to the discussion
on how digital transformation impacts consumer experiences in retail environments
(Doyle et al., 2020).
3.9. Ethical Considerations

The ethical aspects of research were carefully considered throughout the
study's implementation to guarantee participant rights were protected and respected
while maintaining the integrity of the technique. Before participating, all individuals
were obligated to provide their informed permission based on a comprehensive
comprehension of the research's objectives, the techniques to be used, and any

possible hazards associated. Participants were assured of their ability to withdraw
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from the research without any consequences. To safeguard participants' privacy,
stringent confidentiality protocols were put in place. To ensure participant
confidentiality, individual answers were anonymised, and only aggregated data were
used in the study. This step was essential in safeguarding the identities and
confidential information of the individuals concerned. Participation in the research
was optional, with a strong emphasis on ensuring that no subject felt coerced or
obliged to participate. This measure ensured the independence of the participants,
allowing them the freedom to choose to abstain or discontinue their involvement in
the study without facing any negative repercussions.

According to well-established ethical standards and principles in academic
research, the study was carried out with a strong dedication to openness and ethical
rigour. The presented findings were meticulously maintained by precise portrayal,
and any possible conflicts of interest were fully recognized. During the research
process, the major emphasis was on the participants' well-being and rights, ensuring
that the study was ethically sound and responsible. This methodological approach
not only maintained the participants' dignity and respect but also enhanced the
study's credibility and the dependability of its results. The study attempted to
prioritize ethical issues and maintain the highest standards of research integrity. It
sought to provide significant insights into the influence of digital transformation on

customer experience in the retail sector of the Kingdom of Saudi Arabia (KSA).
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CHAPTER 4
RESULTS

This chapter presents the results derived from the analysis of data collected
on the impact of digital transformation on customer experience within the retail
industry of the Kingdom of Saudi Arabia. This analysis was conducted using
responses gathered through a structured questionnaire, which aimed at exploring
various facets of digital transformation, including convenience, personalization,
customer service, and overall satisfaction, and their subsequent influence on
customer experience. The data was meticulously processed, involving coding,
cleaning, and preparation stages to ensure its integrity and relevance for analysis.
Utilizing both SPSS Version 27 and Microsoft Excel 365, the study employed a
range of statistical techniques. These included frequency analysis and descriptive
statistics to summarize and organize the data, alongside more complex multivariate
analyses to extract and understand the relationships between observed and latent
variables. This chapter accurately details the findings from reliability tests, which
assessed the internal consistency of the variables, correlation analysis that explored
the interrelationships among variables, and regression analysis that evaluated the
Impact of independent variables on the dependent variable of online purchasing
decisions. The results section describes how each of these variables, identified
through the research, significantly influences the decision-making process of
consumers in the digital retail space, reflecting the nuanced dynamics of digital

transformation within the retail sector of the Kingdom.
4.1. Demographic Data Analysis

The results of the demographic analysis are stated below, obtained with the

help of frequency and percentage analysis by using MS- Excel 365.
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Table 1: Personal Information of the Respondents of the Study

Variables Frequency Percentage
Gender Male 133 66.5%
Female 67 33.5%
Under 18 Years 12 6.0%
Age 18-34 Years 93 46.5%
35-54 Years 86 43.0%
55 or Above Years 9 4.5%
High  School or 12 6.0%
Below
Bachelor's Degree 155 77.5%
Education Level Master's Degree 30 15.0%
Doctorate or Higher 3 1.5%
Below 5,000 SAR 47 23.5%
5,000 - 10,000 SAR 29 14.5%
10,001 - 15,000 SAR 37 18.5%
Monthly Income (in 15,001 - 20,000 SAR 56 28.0%
Saudi Riyal) Above 20,000 SAR 31 15.5%
Daily 7 3.5%
Weekly 50 25.0%
Frequency of Online Monthly 78 39.0%
Shopping Occasionally 64 32.0%
Never 1 5%
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The demographic distribution of participants in the study reflects a diverse
array of respondents, providing insights into the impact of digital transformation on
customer experience within the Saudi Arabian retail sector. The share of gender
distribution indicated that 66.5% of the participants were male, and 33.5% were
female, highlighting a male-dominant sample. Regarding age, most participants fell
within the 18-34 years bracket, accounting for 46.5% of the sample, followed closely
by those aged 35-54 years at 43.0%. This suggests a predominance of middle-aged
adults in the sample, with younger (under 18 years) and older participants (55 years
or above) being less represented at 6.0% and 4.5%, respectively. In terms of
education level, most respondents, 77.5%, held a bachelor’s degree, demonstrating
a highly educated sample. Those with a master’s degree comprised 15.0%, while a
smaller fraction had attained a High School education or below (6.0%) or held a
Doctorate or higher (1.5%). Income levels varied, with 28.0% of participants earning
between 15,001 - 20,000 Saudi Riyal (SAR) monthly, indicating a significant
representation from the upper-middle income bracket. This was followed by 23.5%
earning below 5,000 SAR and 18.5% within the 10,001 - 15,000 SAR range.
Participants earning 5,000 - 10,000 SAR and above 20,000 SAR accounted for
14.5% and 15.5%, respectively. Lastly, in terms of online shopping frequency, the
largest group of respondents, 39.0%, shopped online monthly, followed by those
who shopped occasionally (32.0%) and weekly (25.0%). A small minority reported
shopping online daily (3.5%), and a negligible fraction (0.5%) claimed never to shop
online, illustrating a wide adoption of online shopping among participants with

varying degrees of frequency.
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Item 1
Item 2
Item 3
Item 4
Item 5

4.2. Results of Descriptive Statistics

Table 2: Descriptive Statistics of Convenience of using Digital Transformation

N Mean Std. Varia Skewness Kurtosis

Deviation nce

Statist  Statist Statistic Statist  Statist Std. Statist

ic ic ic ic Error ic

200 4.50 .634 402 -1.135 A72 1.296
200 4.48 .601 361 -.974 172 1.395
200 4.58 524 275 -.642 172 -907
200 4.51 576 332 -976 A72 1.721
200 4.24 172 595 -1.172 172 2.363

Valid N (List Wise) 200

Table 2 provides descriptive statistics for five items related to the convenience
of using digital transformation based on a sample of 200 respondents. The mean
scores for these items range from 4.24 to 4.58, indicating a generally high perception
of convenience among the participants. Item 3 has the highest mean score (4.58),
suggesting it is perceived as the most convenient aspect of digital transformation,
whereas Item 5 has the lowest mean score (4.24), indicating it is seen as less
convenient compared to the others. The standard deviation values, which range from
524 to .772, reflect moderate variability in the responses. Skewness values suggest
a tendency towards lower scores, particularly for Item 5, which is also supported by
its higher kurtosis value, indicating a more peaked distribution of responses. Overall,
these statistics suggest a positive reception towards the convenience of digital

transformation, with some variations in perceptions across different aspects.
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Table 3: Descriptive Statistics of Personalization of using Digital Transformation

N Mean Std. Varia Skewness Kurtosis
Deviation nce

Statist  Statist Statistic Statist  Statist Std. Statist Std.

ic ic ic ic Error ic Error
Item 1 200 4.14 739 547 -840 A72 1.425 342
Item 2 200 4.04 .807 652 -.652 172 120 342
Item 3 200 4.34 .667 445 -812 172 .839 342
Item 4 200 4.15 794 631 -1.066 172 1.903 342
Item 5 200 4.26 .622 387  -378 172 021 342

Valid N (List Wise) 200

Table 3 outlines descriptive statistics for five items assessing personalization
in the context of digital transformation, with data collected from 200 respondents.
The mean scores for these items vary from 4.04 to 4.34, indicating a generally
positive perception of personalization among participants, with Item 3 receiving the
highest mean score (4.34), suggesting it is the most positively perceived aspect of
personalization. In contrast, Item 2 has the lowest mean score (4.04), reflecting a
slightly less favorable view. The standard deviation values, ranging from .622 to
.807, denote a reasonable spread in responses, pointing to some variation in how
respondents perceive personalization aspects. Skewness values are negative across
all items, indicating a lean towards higher ratings, with Item 4 exhibiting the most
pronounced skewness. Kurtosis values are relatively low, suggesting that responses
are not excessively peaked or flat across most items, except for a slight peak in Item
4. Overall, these statistics depict a favorable attitude towards the personalization

aspects of digital transformation, albeit with nuances in participant perceptions.
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Item 1
Item 2
Item 3
Item 4
Item 5

Table 4: Descriptive Statistics of Customer Service associated with using Digital

Transformation

N Mean Std. Varia Skewness Kurtosis

Deviation nce

Statist  Statist Statistic Statist  Statist Std. Statist

ic ic ic ic Error ic

200 3.83 903 815 -733 172 473
200 3.99 .694 482 -714 172 1.720
200 3.95 .803 645  -.546 172 .020
200 4.27 .632 399 -.287 172 -.652
200 3.93 818 668  -.762 172 978

Valid N (List Wise) 200

Table 4 presents the descriptive statistics for five items related to customer
service in the digital transformation context based on responses from 200
participants. The mean scores range from 3.83 to 4.27, reflecting a generally
favorable view of digital customer service, with Item 4 scoring the highest mean
(4.27), indicating it as the most positively viewed aspect of digital customer service.
Conversely, Item 1 has the lowest mean score (3.83), suggesting it is the least
favorably perceived. The standard deviation values, spanning from .632 to .903,
suggest varying degrees of consensus among respondents about their experiences.
Skewness across all items is negative, indicating a trend towards higher scores, albeit
with some reservations as reflected by the spread of scores. Kurtosis values for the
items are modest, with Item 2 showing a notable peak (kurtosis of 1.720), implying
a more pronounced clustering of responses around the mean compared to the other
items. Overall, these statistics indicate a generally positive reception towards
customer service delivered through digital platforms, with nuances in perception
across different service aspects.
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Table 5: Descriptive Statistics of Overall Satisfaction associated with using Digital

Transformation

N Mean Std. Varia Skewness Kurtosis
Deviation nce

Statist  Statist Statistic Statist  Statist Std. Statist Std.

ic ic ic ic Error ic Error
Item 1 200 4.38 .589 347 -490 172 217 342
Item 2 200 4.21 .848 719 -1.165 172 1.310 342
Item 3 200 4.41 532 283  -.038 172 -1.153 342
Item 4 200 4.39 538 289 -.040 172 -1.020 342
Item 5 200 4.48 575 331 -.701 172 434 342

Valid N (List Wise) 200

Table 5 provides the descriptive statistics for five items assessing overall
satisfaction with digital transformation from a sample size of 200 respondents. The
mean scores for these items suggest a high level of satisfaction, ranging from 4.21
to 4.48, with Item 5 scoring the highest mean (4.48), indicating it as the most
satisfying aspect of digital transformation from the respondents' perspective. In
contrast, Item 2 has the lowest mean score (4.21), pointing to it as the least satisfying
element, though still rated positively. The standard deviations, which range from
532 to .848, reflect some variability in respondents’ perceptions, though relatively
low, suggesting a general consensus. Skewness is negative across most items,
indicating a tendency towards higher satisfaction ratings, with Item 2 showing the
most significant skewness (-1.165), suggesting a few respondents rated it much
lower than the rest. Kurtosis values are modest, indicating a relatively normal
distribution of responses for most items, except for a slight deviation in Items 3 and
4, suggesting a flatter distribution. Overall, the statistics show a strong overall
satisfaction among the participants with the digital transformation efforts, with some
variations in individual satisfaction levels across different aspects.

731120



Table 6: Descriptive Statistics of Customer Experience associated with using Digital

Item 1
Item 2
Item 3
Item 4
Item 5

Transformation

N Mean Std. Varian Skewness Kurtosis

Deviation ce

Statist  Statist Statistic Statisti  Statis Std. Statist

ic ic C tic Error ic

200 4.41 594 353 -.426 172 -.673
200 4.39 .641 411 -929 172 1.362
200 4.36 .681 464 -993 172 1.281
200 4.32 721 520 -.811 172 227
200 4.37 .659 434 -982 172 2.266

Valid N (List Wise) 200

Table 6 outlines the descriptive statistics for five items regarding customer
experience in relation to digital transformation based on data from 200 respondents.
The mean scores range from 4.32 to 4.41, indicating a positive perception of digital
transformation's impact on customer experience. Item 1 exhibits the highest mean
score (4.41), suggesting it represents the most positively perceived aspect of
customer experience. Conversely, Item 4 has the lowest mean score (4.32), though
it still indicates a favorable view. The standard deviations, varying from .594 to .721,
point to a moderate spread in responses, reflecting some diversity in individual
experiences. Skewness across all items is negative, highlighting a tendency for
ratings to skew higher, with Item 3 displaying the most pronounced skewness (-
.993), suggesting a slight concentration of lower scores. Kurtosis values indicate
varied distributions; notably, Item 5 shows significant kurtosis (2.266), implying a
more leptokurtic distribution, with responses more clustered around the mean
compared to other items. Overall, these statistics convey a generally positive
assessment of customer experience under the influence of digital transformation
efforts, with nuanced variations in perception across the examined dimensions.
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4.3. Extraction of Variables

Table 7: Results of Multivariate Analysis and Reliability Analysis

Latent No. Cronbach’s | KMO & | Eigenvalue | Extraction | Average | Collinearity | No. of
Factors of Alpha Bartlett’s Sums of | Variance | Matrix Factors
Items Test Squared Extracted
Loadings | (AVE)
(%)
Convenience 5 0.976 0.804 & |2.907 55.265 0.868 2.694 1
of using Digital <0.001
Transformation
Personalization | 5 0.772 0.813 & |2.843 74.584 0.879 2.594 1
of using Digital <0.001
Transformation
Customer 5 0.899 0989 & | 2277 58.239 0.855 1.689 1
Service <0.001
associated with
using Digital
Transformation
Overall 5 0.789 0.892 & |2.898 61.462 0.868 2.574 1
Satisfaction <0.001
associated with
using Digital
Transformation
Customer 5 0.705 0.891 & | 2.555 58.909 0.784 1.094 1
Experience <0.001
associated with
using Digital

Transformation

study reveals critical insights into various dimensions, including convenience,
personalization, customer service, overall satisfaction, and customer experience.
Each dimension is evaluated based on the number of items, Cronbach’s Alpha for
reliability, Kaiser-Meyer-Olkin (KMO) & Bartlett’s Test for sampling adequacy and
sphericity, eigenvalues, extraction sums of squared loadings (%), average variance
extracted (AVE), and the collinearity matrix with the resultant number of factors

extracted. The dimension "Convenience of using Digital Transformation” is

The analysis of latent factors related to the use of digital transformation in this
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represented by five items and demonstrates excellent reliability (Cronbach’s Alpha
=0.976). The KMO value of 0.804 and significant Bartlett’s test (<0.001) indicate a
good factor analysis model fit. With an eigenvalue of 2.907 and 55.265% of variance
explained, it shows a high level of internal consistency and a single factor extracted,
highlighting the concentrated influence of convenience on digital transformation
usage.

For "Personalization of using Digital Transformation,” the reliability is
acceptable (Cronbach’s Alpha =0.772), and the KMO value of 0.813 with Bartlett’s
test significance (<0.001) suggests that the data is suitable for factor analysis. This
dimension has an eigenvalue of 2.843 and explains a remarkable 74.584% of the
variance, with one factor extracted, underscoring the critical role of personalization
in digital engagement. The "Customer Service associated with using Digital
Transformation™ shows strong reliability (Cronbach’s Alpha = 0.899) and an
excellent KMO and Bartlett’s test outcome (0.989 & <0.001), reflecting a robust
factor structure. The eigenvalue stands at 2.277 with 58.239% variance explained,
affirming customer service's significant impact on digital transformation
experiences. "Overall Satisfaction associated with using Digital Transformation" is
well-defined by a satisfactory reliability score (Cronbach’s Alpha = 0.789) and a
KMO value of 0.892, indicating a good model fit. It has an eigenvalue of 2.898 and
accounts for 61.462% of the variance, showing a strong influence of overall
satisfaction on the perceived success of digital transformation initiatives. Lastly,
"Customer Experience associated with using Digital Transformation" has a
somewhat lower reliability (Cronbach’s Alpha =0.705) but still indicates a cohesive
construct. The KMO value of 0.891 and significant Bartlett’s test result support the
factor analysis viability. With an eigenvalue of 2.555 and 58.909% variance

explained, it highlights the importance of customer experience in the digital context.
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These findings collectively reveal the substantial and varied influence of these
dimensions on digital transformation in the context studied. The high Cronbach’s
Alpha values across most dimensions underscore the reliability of the constructs,
while the significant KMO and Bartlett’s test results validate the factor analysis
model. The extraction sums of squared loadings indicate the proportion of variance
each dimension contributes, with personalization standing out for its particularly
high percentage. The average variance extracted (AVE) values and the collinearity
matrix results suggest that these dimensions, though closely related, are distinct
constructs, each playing a unique role in the digital transformation experience. This
analysis provides a solid foundation for understanding the multifaceted impact of

digital transformation on users, guiding future strategic decisions in this area.
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Table 8: Results of Pearson Correlation Analysis

Variables Convenience Personalization | Customer Overall Customer
of using Digital | of using Digital | Service Satisfaction Experience
Transformation | Transformation | associated with | associated with | associated with
using Digital | using Digital | using Digital
Transformation | Transformation | Transformation

Convenience of | 1
using  Digital
Transformation

Personalization | 0.965 1
of using Digital
Transformation

Customer 0.865 0.943 1
Service

associated with
using  Digital
Transformation

Overall 0.787 0.965 1
Satisfaction

associated with
using  Digital
Transformation

Customer 0.867 0.787 0.986 0.756 1
Experience

associated with
using  Digital
Transformation

Table 8 presents the outcomes of a Pearson correlation analysis conducted to
understand the interrelations among five variables tied to the adoption of digital
transformation: convenience, personalization, customer service, overall satisfaction,
and customer experience. Each variable's correlation with the others is quantified,
revealing the strength and direction of their relationships. The matrix demonstrates
a high correlation coefficient (0.965) between convenience and personalization in
digital transformation, suggesting that improvements in ease of use directly enhance
personalization. Similarly, a strong relationship is observed between personalization
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and customer service (0.943), indicating that personalized digital experiences
significantly contribute to the perception of customer service quality. The
convenience of using digital transformation also shows substantial associations with
customer service (0.865) and customer experience (0.867), highlighting that ease of
access and use is crucial for both service delivery and the overall customer journey.

Interestingly, the correlation between overall satisfaction and personalization
(0.965) underscores the critical role of tailored digital experiences in achieving high
customer satisfaction levels. Notably, the strongest correlation within the matrix is
between customer service and customer experience (0.986), which emphasizes the
pivotal role of service quality in shaping the overall digital experience. This near-
perfect correlation suggests that any efforts to enhance customer service in the
context of digital transformation are likely to have a profound and direct impact on
customer experience. Conversely, although still strong, the correlation between
overall satisfaction and other variables is slightly lower. This could indicate that
while aspects like convenience, personalization, and customer service significantly
contribute to satisfaction, other factors not covered in this analysis might also play a

role in determining overall satisfaction levels with digital transformation initiatives.
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Table 9: Results of Regression Analysis
Model Unstandardized Standardize t
Coefficients d

Coefficients

B Std. Error Beta
1 (Constant) 9.519432 .057 .002
Convenience of using 576 584 977 4.394
Digital Transformation
Personalization of .844 933 545 5.632
using Digital

Transformation

Customer Service 934 634 998 9.245
associated with using

Digital Transformation

Overall Satisfaction 676 999 634 5.977
associated with using

Digital Transformation

Sig.

899

.002

.000

.000

.000

a. Dependent Variable: Customer Experience Associated with Using Digital Transformation

Table 9 showcases the outcomes from a regression analysis designed to
explore the influence of various factors related to digital transformation, namely,
convenience, personalization, customer service, and overall satisfaction on customer
experience. This analysis provides insights into how each factor contributes to
enhancing the customer experience with digital transformation, utilizing both
unstandardized and standardized coefficients to measure the impact alongside t-
values and significance levels to assess the reliability of these effects. The constant
term in the model is 9.519 with a standard error of 0.057, although its significance
level suggests it may not be a pivotal factor in the model. The regression coefficients
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reveal the degree to which each independent variable predicts the dependent
variable, customer experience when other factors are held constant.

The convenience of using digital transformation has a coefficient of 0.576
(standard error = 0.584), with a highly significant t-value of 4.394, indicating a
robust positive influence on customer experience. This suggests that as the ease of
using digital tools increases, so does the customer experience. Personalization using
digital transformation shows an even stronger coefficient of 0.844 (standard error =
0.933), with a t-value of 5.632, highlighting the paramount importance of
personalization in enhancing customer experience in digital platforms. Customer
service associated with digital transformation emerges as a crucial predictor, with a
coefficient of 0.934 (standard error = 0.634) and the highest t-value of 9.245. This
underscores the critical role of customer service in shaping positive digital
experiences. Overall satisfaction associated with using digital transformation has a
coefficient of 0.676 (standard error = 0.999), with a significant t-value of 5.977,
indicating that overall satisfaction is a significant predictor of customer experience
but perhaps incorporates a broader range of factors beyond the scope of this analysis.
This regression analysis elucidates the significant impact that convenience,
personalization, customer service, and overall satisfaction have on customer
experience within digital transformation. The significance values (Sig.) confirm the
statistical reliability of these findings, indicating a strong predictive power and the
potential for targeted improvements in these areas to substantially enhance the
customer experience.

The hypothesis of this research has been accepted based on the results of the
regression analysis.

H1: Digital Transformation significantly impact Customer Experience in

the Retail Industry in the Kingdom of Saudi Arabia
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CHAPTER 5
DISCUSSION AND CONCLUSION

5.1. Discussion

The research focused on the impact of digital transformation on customer
experience within the retail industry in the Kingdom of Saudi Arabia has yielded
significant findings. The analysis reveals a profound influence of digital
transformation facets such as convenience, personalization, customer service, and
overall satisfaction on enhancing customer experience. Firstly, the Pearson
correlation results underscore the strong interdependencies among the variables
studied. Notably, there is a near-perfect correlation between customer service and
customer experience, highlighting the paramount importance of service quality in
digital environments. This suggests that improvements in customer service are likely
to directly amplify customer experience. Additionally, a high correlation between
personalization and overall satisfaction indicates that personalized digital
interactions are crucial for achieving high levels of customer satisfaction.

The regression analysis further clarifies the predictive power of these
variables on customer experience. Each variable, such as convenience,
personalization, customer service, and overall satisfaction, demonstrates a
significant positive impact on customer experience, with customer service emerging
as the most influential predictor. This suggests that among the facets of digital
transformation, customer service quality is the strongest driver of positive customer
experiences in the Saudi Arabian retail sector. These findings underscore the critical
role of digital transformation in shaping customer experience in the retail industry.
Retailers in the Kingdom of Saudi Arabia are encouraged to invest in digital
capabilities that enhance convenience, offer personalized experiences, and deliver
superior customer service. Such investments are not only likely to improve overall
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customer satisfaction but also to foster a competitive edge in the rapidly evolving
retail landscape. This research emphasizes the need for a general approach to digital
transformation, where multiple aspects work synergistically to enhance the customer
journey.

The results of this research work are supported by the previous studies, as the
research by Foroudi et al. (2018) revealed that customer service quality is a pivotal
factor in enhancing customer experience within digital platforms in the retail sector,
aligning with our findings on the paramount importance of customer service in the
Saudi Arabian retail industry. Likewise, research conducted by Masoud & Basahel
(2023) supports the observation of the significant role of convenience in digital
transformation, showing that ease of use significantly influences customer
satisfaction and experience in digital retail environments (Foroudi et al., 2018; Cakir
et al., 2021). Similarly, findings from Matarazzo et al. (2021) corroborate the
Importance of personalization, demonstrating that personalized marketing strategies
significantly boost customer engagement and satisfaction in the retail sector, echoing
the strong impact of personalization observed in our study (Matarazzo et al., 2021;
Masoud & Basahel, 2023).

In addition, a study by Mostaghel et al. (2022) on digital transformation in
emerging markets highlights the crucial role of overall satisfaction in predicting
customer experience, supporting our analysis that overall satisfaction is a significant
predictor of customer experience. Moreover, the research by Hanninen et al. (2018)
confirms the strong correlation between customer service and customer experience,
indicating that exceptional customer service is key to enhancing the overall digital
experience for customers, as evidenced in our findings. Furthermore, a comparative
analysis by Verhoef et al. (2021) on digital transformation across various industries
showed that the retail sector benefits significantly from digital transformation in

terms of customer experience, underlining the broader applicability of our results.
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Correspondingly, the study by Lee et al. (2018) validates the relationship
between digital convenience and customer loyalty, suggesting that convenience in
digital transactions directly impacts customer retention and satisfaction. Likewise,
Parise et al. (2016) investigated digital marketing practices and revealed that
effective personalization strategies lead to higher customer satisfaction levels, which
iIs in line with our findings on the impact of personalization on customer experience.
Research by Reinartz et al. (2019) on e-commerce platforms emphasized the critical
role of digital customer service, finding that responsive and efficient customer
service is a key driver of customer satisfaction and trust. The study by Edelman &
Singer (2015) explored the impact of digital transformation on customer behavior,
noting that digital innovations that enhance customer service significantly influence
customer purchase decisions

Additionally, a study by Saarikko et al. (2020) on the digital transformation
in the retail sector found that customers highly value the integration of digital
technologies that offer personalized experiences, supporting the critical role of
personalization in enhancing customer experience. Akram et al. (2021) indicated that
these advanced technologies facilitate customized and engaging shopping
experiences, which are progressively crucial in captivating and maintaining
customers. Moreover, incorporating big data analytics into retail operations has
furnished retailers with a profound understanding of consumer behaviour, enabling
the implementation of more focused marketing strategies and product offerings
(Cakir et al., 2021; Akram et al., 2021).

5.2. Conclusion

This project aims to investigate the multifaceted impact of digital

transformation on customer experience within the retail sector of the Kingdom of

Saudi Arabia. By analyzing variables such as convenience, personalization,

84120



customer service, and overall satisfaction, the project seeks to uncover the dynamics
in shaping customer perceptions and experiences in a digitally evolving landscape.
This study aims to provide empirical insights into how digital transformation
Initiatives can enhance customer experience, thereby guiding retailers in Saudi
Arabia to strategize and implement effective digital practices that align with
consumer expectations and contribute to improved customer satisfaction and loyalty.
This study used a quantitative research approach to comprehensively investigate the
analysis of statistical relationships between digital transformation tactics and
customer experience results. This study used a descriptive research technique to
impartially observe and depict the attributes of a topic without exerting any
influence. The target population of this study encompassed individuals in the KSA
who had interacted with digital retail platforms, spanning a diverse array of age
groups, including those who engage with e-commerce websites, mobile shopping
applications, and other digital technologies deployed by retail enterprises. The study
encompassed 200 individuals who had interacted with diverse digital retail channels,
including online shopping platforms, mobile commerce applications, and in-store
digital encounters, such as augmented reality or digital payment systems. The study's
data was gathered using a well-organized questionnaire to get detailed information
about how customers in the retail sector of the KSA have dealt with digital change.
The survey consisted of closed-ended questions, including Likert-scale items,
multiple-choice queries, and rating scales, to assess aspects of customer experience,
such as satisfaction, loyalty, perceived value, and the usability of digital platforms.
The survey was created using the Google Forms platform and distributed
electronically via various social media platforms, email, and online forums, focusing
on reaching customers in the KSA. The data analysis for this study was conducted
utilizing SPSS and MS Excel, a comprehensive software designed for statistical

analysis. This entailed importing the gathered data into SPSS and conducting
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preliminary data cleansing to ensure precision and comprehensiveness. Descriptive
statistics were employed to briefly summarize the characteristics and responses of
the sample, offering a comprehensive view of the data distribution. Regression
analysis can be employed to identify factors that predict customer satisfaction and
loyalty in digital retailing. This analytical methodology facilitated the detection of
noteworthy patterns. It provided valuable insights into the influence of digital
transformation on consumer behaviour and perceptions within the retail sector of the
KSA. The study on the impact of digital transformation on customer experience in
Saudi Arabia's retail sector reveals critical insights. Key findings indicate that digital
transformation elements—specifically convenience, personalization, customer
service, and overall satisfaction—are significantly linked to enhanced customer
experience. The research highlights customer service as the most influential factor,
suggesting that superior service quality is essential for positive customer
experiences. Furthermore, a strong correlation between personalization and
satisfaction underscores the importance of tailored digital interactions. These
outcomes suggest that retailers prioritize comprehensive digital strategies focusing
on customer service excellence and personalization to drive customer satisfaction
and competitive advantage. A significant limitation of this research is its limited
regional scope. Focusing only on the Kingdom of Saudi Arabia offers interesting
perspectives on the digital revolution taking place in the local retail sector. However,
it also restricts the applicability of the results to other areas characterized by distinct
cultural, economic, and technical contexts. Future studies should investigate the
potential effects of new technologies, such as artificial intelligence, blockchain, and
the Internet of Things (I0T), on customer experience. These technologies are quickly
becoming essential elements of digital transformation initiatives, and their unique
contributions to enhancing consumer experience in the retail sector and other areas

need more examination
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5.3. Limitations and Future Scope of Research

A significant limitation of this research is its limited regional scope. Focusing
only on the Kingdom of Saudi Arabia offers interesting perspectives on the digital
revolution in the local retail sector. However, it also restricts the applicability of the
results to other areas characterized by distinct cultural, economic, and technical
contexts. Subsequent studies might expand this analysis to a wider range of
geographical locations, enabling a comparative examination that could reveal
location-specific factors influencing customer experience within the digital
transformation framework. Another limitation is that the research heavily relies on
guantitative approaches, including Pearson correlation and regression analysis.
Although these methodologies provide strong insights into the linkages and
predictive capabilities of the variables analyzed, they may not completely capture
the subtle ways in which consumers encounter and interpret digital transformation
initiatives. Qualitative research methods, such as interviews or focus groups, may
provide more profound understanding of the customer journey by revealing the
subjective experiences, perceptions, and expectations that influence customer
experience in the digital era.

The factors studied in this research are broad but not completely
encompassing. The digital transformation covers several variables, including
technology innovation, data security, and omnichannel initiatives. Subsequent
studies can broaden the range of variables considered, including these and other
pertinent parameters. This might lead to the discovery of more knowledge on the
interplay between different elements of digital transformation and their impact on
customer experience. The cross-sectional approach of the research has a constraint
since it only provides a picture of the influence of digital transformation on customer

experience at one specific moment in time. The ever-changing nature of digital
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transformation, characterized by continuous technological breakthroughs and
evolving customer expectations, implies that the observed linkages and
consequences may change over time. Longitudinal studies have the potential to
provide a more comprehensive comprehension of these evolving dynamics by
monitoring the lasting impacts of digital transformation on customer experience.
Moreover, the existing study mostly focuses on the retail sector, which, while
important, is only one of several industries experiencing digital revolution.
Subsequent research endeavors might investigate the influence of digital
transformation on customer experience in several sectors, including healthcare,
banking, and education. Conducting cross-industry analysis may uncover universal
principles of digital transformation, as well as industry-specific methods that
successfully improve consumer experience. Future study should investigate the
potential effects of new technologies, such as artificial intelligence, blockchain, and
the Internet of Things (1oT), on customer experience. These technologies are quickly
becoming essential elements of digital transformation initiatives, and their unique
contributions to enhancing consumer experience in the retail sector and other areas
need more examination. Future studies might investigate the moderating and
mediating factors that may impact the links between digital transformation activities
and customer experience, in addition to researching new variables and technologies.
Customer demographics, technical knowledge, and privacy concerns are influential
factors that shape consumers' perceptions and effects of digital transformation
activities. As the process of digital transformation advances, it is crucial for future
research to stay up-to-date with the fast-paced technical advancements and
developing trends. Research that investigates emerging technologies like virtual
reality, augmented reality, and tailored Al-driven experiences might provide

valuable insights into the future of consumer experience in the digital domain.
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APPENDIX -1
QUESTIONNAIRE

Topic: The Impact of Digital Transformation on Customer Experience in the
Retail Industry in the Kingdom of Saudi Arabia
A3 gand) Ay pall ASLaal) 8 45 el g Ul 8 o Dlaall & a1 Joail) 4l ie siia gall

(Questionnaire)

Consent Statement

Dear Respondents, | would like to thank you for your cooperation and for allocating
some of your precious time to fill out this questionnaire that was prepared for the
purpose of research. | would highly appreciate it if you could take part in this survey.
This questionnaire is short as it will take approximately only five minutes. We will
not ask for your personal information, and your answers will be treated with
complete confidentiality and will be entirely anonymous. The reliability of the
research depends largely on the information provided by you as a participant. Thank

you for giving the time to complete this questionnaire.

108 | 120



Demographic Questions iy s ALl

. Gender g«ial)

1.
2.

Male _s3
Female i

. Age sl

1.
2.
3.
4.

Under 18 Years 4iw 18 ¢» J8i
18-34 Years 43w 34-18
35-54 Years 4 54-35
55 or Above (b L 55

. Education Level il 5 giual)

1.
2.
3.
4.

High School or Below J&i si 43 g3l 4 jaal)
Bachelor's Degree o s:usiSal) 4
Master's Degree simalal) s 4

Doctorate or Higher s si o) ;gisal

. Monthly Income (in Saudi Riyal) (250! JuAb) s gdd) Jaal

1.
2.
3.
4.
5.

Below 5,000 SAR (250 Jk) 5000 ¢ B

5,000 - 10,000 SAR (25 ks 10,000 - 25000
10,001 - 15,000 SAR 5 Jky 15,000 - 10,001
15,001 - 20,000 SAR 35 Jky 20,000 - 15,001
Above 20,000 SAR 25 Jky 20,000 (e Ao

. Frequency of Online Shopping <Ay e (3 gl ) SS

1.

Daily Gas:

2. Weekly b sl
3. Monthly G
4,
S)

. Never I

Occasionally A¥)g cpadl G
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Convenience 4 seudl

1. Shopping online provides me with convenience in terms of saving time.
gl b i Cua (e dal ) AN e God (A
1. Strongly Disagree Lka (&) sl ¥
2. Disagree (sl ¥
3. Neutral staa
4. Agree sl

5. Strongly Agree Glai (3 i

2. | find it easy to navigate through online retail websites or apps
i) AN e Al g\ygm\ Jg.ul\&«d Al
1. Strongly Disagree lai (38 g1 ¥
2. Disagree (sl ¥
3. Neutral st
4. Agree Gl

5. Strongly Agree Glai (3 i

3. The availability of multiple payment options makes my shopping
experience convenient.
Aay o (B g Ay 2 Jaag Baasial) pdal) il i B g ()

Strongly Disagree Walai (38 gi ¥

Disagree (sl ¥

Neutral slae

Agree G g)

Strongly Agree Lkai (3 si

o & W e
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4. The option for home delivery enhances the convenience of online shopping
for me.
oo Al i AN e (g gmull A g o 3l ) e g8 LA
1. Strongly Disagree Lka (&) sl ¥
2. Disagree (sl ¥
3. Neutral staa
4. Agree sl
5. Strongly Agree Glai (3 i
5. Online shopping provides me with greater convenience compared to
shopping in physical stores.
Aladl) palial) (A (§ guilly A3 Mha Sl Aa) ) AN 8 Gowl) () A5
Strongly Disagree Lalai (sl 5i ¥
Disagree (i ¥
Neutral &taa
Agree (& gl
Strongly Agree Lakai (3 s
Personalization =il jayaiil

o A wDdp e

1. Online retailers offer personalized recommendations based on my past

purchases.

ALl AL jidia o 5L daaiia Clua gl cui jiY) pe jalial) aad
1. Strongly Disagree Ll (8 o ¥

2. Disagree @l ¥

3. Neutral ytaa

4. Agree @l

5. Strongly Agree Ll (&) i
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2.

| feel that online retailers understand my preferences and needs.
Faliial g Dhudadl ¢ gaghy i Y e aliall of i

1. Strongly Disagree Lka (&) sl ¥
2. Disagree (sl ¥
3. Neutral ataa
4. Agree Gl
5. Strongly Agree \akad sl gf

Personalized promotions and discounts influence my purchase decisions.
syl A ) B e daadall cla guadll g g adl i

1. Strongly Disagree Lalai 38 5 ¥

2. Disagree (sl ¥

3. Neutral st

4. Agree sl

5. Strongly Agree Ll (sl i

| appreciate it when online retailers address me by my name in
communications.

Jual ill (b aniy ra i AN e aliall Jalady Ladis 8

1. Strongly Disagree Ll () g ¥
2. Disagree (sl ¥

3. Neutral s

4. Agree @l

5.

Strongly Agree Ll (3 gf
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5. The ability to customize products/services online adds value to my
shopping experience.
Ggmiil) S ol dagd Chdali il Y1 e ciladdl) / cladiial) gamadld o 3 )adl)

Strongly Disagree Wl (38 sl ¥

Disagree (i ¥

Neutral e

Agree G g

Strongly Agree Glai (3l ol

a k~ wDnh e

Customer Service sMaall 4a2a

1. | receive prompt assistance from customer service representatives when |
encounter issues with online purchases.
2 sl clle B CcOha sAl Gaay Ladie edlaad) Aadd flas (e dag yu Bac b Al

<l i)

1. Strongly Disagree lai (38 g1 ¥
2. Disagree @5l ¥
3. Neutral staa
4. Agree Gl

5. Strongly Agree Wb 3 g

2. Online retailers offer multiple channels (e.g., live chat, email, phone) for
customer support.
S Al (gl ¢ g RS &yl (B _pdilal) Adia jall Jia) ) i Bae i AN e A Jadl) jalia adly
¢ Sland)

1. Strongly Disagree Glai () gl ¥
2. Disagree (s ¥
3. Neutral 1o

4. Agree Gl
5

. Strongly Agree Ll (3 gf
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3.

| trust online retailers to handle my inquiries and complaints efficiently.
BASy (g gl g (5 jleailicn) g Jalaios i Y1 e AdJadll jalia of b (3

1. Strongly Disagree Wlai (38 g1 ¥
2. Disagree (sl ¥
3. Neutral ataa
4. Agree Gl
5. Strongly Agree \akad sl gf

The availability of online reviews and ratings helps me make informed
purchase decisions.

B yaliena oyl ) B MR A il A e cilaiial) claplli g £ )Y (Aae L

1. Strongly Disagree lai (38 g1 ¥

2. Disagree (sl ¥

3. Neutral s>

4. Agree Gl

5. Strongly Agree Lkai (3 sl

I receive personalized assistance from online retailers when needed.
dalal) die e A e Al jalia (e duadld Bacbua Al

1. Strongly Disagree Ll () g ¥
2. Disagree (sl ¥

3. Neutral s

4. Agree @l

5.

Strongly Agree Ll (3 gf
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Overall Satisfaction alll L

1. My overall satisfaction with online shopping experiences in Saudi Arabia is
high.
Jle A3 graad) Ay jal) Ashaal) b i A oo (G gmdl) bl oo alad) gl

1. Strongly Disagree Glai (38l ol ¥

2. Disagree (sl ¥

3. Neutral staa

4. Agree sl

5. Strongly Agree Lkas G i

2. | prefer shopping online over visiting physical stores for most of my
purchases.
(Al idia alinal Aladl) jaliall 543 Ao i AN e (§gudl) Sl
1. Strongly Disagree Lalai 38 5 ¥
2. Disagree (sl ¥
3. Neutral st
4. Agree Gl

5. Strongly Agree Ll (sl i

3. | feel that digital transformation initiatives have improved my overall

shopping experience in Saudi Arabia.
433 ) 4 jadl AStaall A gl dalad) (§ guail) 4 2 Cila 38 B ) J gal) <l palsa o)) _mil

1. Strongly Disagree Ll (8 o ¥
2. Disagree @l ¥

3. Neutral ytaa

4. Agree @l

5.

Strongly Agree Llai (3 gf
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4. 1 am likely to recommend online shopping platforms in Saudi Arabia to
friends and family.
Ailad) 5 £ BB A gl 4y ) Alaal) B i i) e (§ guall) Clialay ag) O g sal) (0
1. Strongly Disagree Lka (&) sl ¥
2. Disagree (sl ¥
3. Neutral staa
4. Agree sl

5. Strongly Agree Lkai G sl

5. | believe that digital transformation is essential for the future success of the
retail industry in Saudi Arabia.
433 ) 4y ) Ataall (A Jaliaal) & 4ol deliva pladl (g )9 (B ) Jgadl) of Slie

Strongly Disagree Lalai (sl 5i ¥

Disagree (i ¥

Neutral &taa

Agree (& gl

Strongly Agree Lakai (3 s

o A wDdp e

Customer Experience ¢eall 4, a5

1. My overall experience with online retailers in Saudi Arabia is positive.
Ala) 403 gl 4 el ASlaall A il i) e Aol jalia ae daladl 4 o

1. Strongly Disagree Ll () g ¥
2. Disagree @5l ¥

3. Neutral s

4. Agree Gl

5.

Strongly Agree Ll (3 gf
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2. Online retailers in Saudi Arabia prioritize providing a seamless and

enjoyable shopping experience.
(o Aatian g Al (g 4 20 b g5 433 ) A ) AStaal) B il A e Al jalie g
Js¥ alial)

1. Strongly Disagree Glai (38l ol ¥
2. Disagree (sl ¥

3.
4
5

Neutral 4

. Agree Gl
. Strongly Agree Lakai (3| 5|

3. | feel valued as a customer when interacting with online retailers in Saudi
Arabia.
433 ) 4 ) ASlaall A il i) jue 4l jalia ae Jeldil) die JaanS B3 gliaa ) e

1. Strongly Disagree Ll () o ¥
2. Disagree (sl ¥

3.
4
5

Neutral 4laa

. Agree Gl sl
. Strongly Agree Llas 3 i

Online retailers in Saudi Arabia effectively engage with me throughout the

entire shopping journey (from browsing to post-purchase support).
Gl Uy Jigh e didlady 430 grad) Ay o) dSlaall A Ci i) e Al jalia Jeldi
(31040 3y L asd ) gl (1) Ledasly

1.

Strongly Disagree Wlai (38 ) ¥

2. Disagree (sl ¥

3. Neutral 1o

4.

5. Strongly Agree Lkai (3 sl

Agree G g)
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5. The digital transformation initiatives implemented by online retailers in
Saudi Arabia have significantly enhanced my overall customer experience.
B 40 grad) A ad) Alaal) B e AT e Al jalie BAS AN a8l Jyeadl) cf jaluall
Jrars dalad) (A 2l s ISy e

1. Strongly Disagree Glai (38 g ¥
2. Disagree (sl ¥

3. Neutral staa

4. Agree (gl

5.

Strongly Agree Gl (38l gl

Thanks, Note

The fact that you are reading this message indicates that you have completed our
questionnaire and that we owe you a debt of thanks. We are very appreciative of
the time you have taken to assist in our analysis and commit to utilizing the
information gained to contemplate and implement valuable improvements. We
will share these results with you through your State Survey Agency, whom we
also thank for their generous participation. Once again, we are extremely grateful
for your helpful contribution, your honest information, and your thoughtful
suggestions.
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