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Introduction

Background

The retail industry is undergoing a significant change known as digital
transformation, which involves companies changing how they engage with
customers, optimize operations, and develop new business models. The rapid
advancements in technology have brought about a significant transformation, greatly
affecting the customer experience and changing expectations and behaviors in the
digital era. The incorporation of cutting-edge technologies such as artificial
intelligence (Al), the Internet of Things (loT), big data analytics, and blockchain
into retail operations has not only improved operational efficiencies but also offered
retailers unprecedented chances to interact with customers in more customized,
efficient, and significant manners (Akram et al., 2021).

The context for this change is a fiercely competitive and rapidly changing
market environment in which consumer preferences and behaviors are continuously
fluctuating. Modern consumers possess a greater amount of knowledge,
connectivity, and authority compared to previous times. They expect shopping
experiences that are smooth, captivating, and tailored to their preferences, regardless
of whether they occur online or in physical stores. The proliferation of e-commerce
platforms and digital marketplaces has heightened competition, compelling
conventional brick-and-mortar retailers to innovate and adjust in order to endure and
prosper. Within this framework, digital transformation has become an essential tactic
for retailers seeking to fulfil and surpass customer expectations, cultivate loyalty,
and stimulate business expansion (Flavian & Orus, 2018).

A crucial element of digital transformation in the retail industry is the focus
on customer-centricity. Retailers are utilizing data analytics and artificial

intelligence (Al) to acquire valuable information about customer behavior,
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preferences, and buying habits. This empowers them to provide tailored and
individualized experiences. Technology empowers retailers to craft a customer
journey that is more pertinent and captivating by offering personalized product
recommendations and tailored marketing messages. Furthermore, the incorporation
of omnichannel strategies guarantees a unified and uniform encounter across various
points of contact, including online platforms, physical stores, and mobile
applications, thereby amplifying customer contentment and allegiance (Flavian &
Orus, 2018).

Another notable consequence of digital transformation is the enhancement of
operational efficiencies and the generation of novel value propositions. Retailers are
utilizing technologies such as the Internet of Things (1oT) and Artificial Intelligence
(Al) to enhance inventory management, supply chain operations, and in-store
logistics. This implementation leads to cost reduction and improved profit margins.
Moreover, through the utilization of big data and analytics, retailers can enhance
their ability to make well-informed business decisions, anticipate market trends, and
introduce novel product offerings and services. This not only facilitates maintaining
a competitive advantage but also enables a closer alignment with the changing needs
and preferences of customers (Gomez et al., 2020).

The process of digital transformation presents both challenges and
opportunities in the realm of customer data management and privacy. Retailers must
prioritize data security and privacy compliance as they gather extensive customer
data to improve the shopping experience. The adoption of technologies such as
blockchain has been driven by the need for a secure and transparent system to
manage customer data and transactions. This helps to establish trust and credibility
with customers (Hanninen et al., 2018).

Furthermore, the process of transitioning to digital technology in the retail
industry is not devoid of difficulties. Retailers face several key challenges, including
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the need for substantial investment in technology and infrastructure, the necessity
for a cultural shift towards innovation and agility within organizations, and the
continuous adaptation to rapidly changing technologies and market dynamics.
Nevertheless, individuals who can successfully navigate these challenges are in a
favorable position to take advantage of the opportunities brought about by digital
transformation (Hoyer et al., 2020).

The emergence of technologies like augmented reality (AR) and virtual reality
(VR) is starting to blend the boundaries between online and physical shopping,
providing immersive and interactive experiences that were previously
inconceivable. These technologies enable customers to perceive products in their
own surroundings or fully engage in virtual stores, thereby improving decision-
making and satisfaction. AR applications allow customers to visualize the
appearance of furniture in their living room prior to making a purchase, thereby
greatly improving the online shopping experience and decreasing the probability of
returns (Masoud & Basahel, 2023).

Furthermore, the increasing prevalence of voice commerce and Al-driven
smart assistants is enhancing the convenience and accessibility of shopping.
Consumers now have the ability to utilize voice commands to search for products,
compare prices, and complete purchases, all without the need for manual interaction.
The high level of convenience, combined with personalized recommendations from
Al-powered intelligent assistants, is enhancing the customer experience to
unprecedented levels, transforming shopping from a mere transaction into a
seamlessly integrated part of daily life (Matarazzo et al., 2021).

The digital revolution has also given rise to novel business models in the retail
sector, including subscription services and on-demand delivery, which cater to the
demand for convenience and customization. Subscription models provide a
customized experience that caters to individual preferences and requirements,
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guaranteeing that customers receive products they adore and explore new items they
may not have come across otherwise. In contrast, on-demand delivery services cater
to the immediate requirements of consumers, providing rapidity and convenience
that augment the overall shopping experience (Mostaghel et al., 2022).

Digital transformation not only revolutionizes customer experience but also
restructures the workforce in the retail sector. The integration of digital tools and
technologies necessitates the acquisition of novel proficiencies, resulting in the
emergence of fresh job positions and the alteration of current ones. Retailers are
allocating resources towards implementing training and development initiatives to
equip their employees with digital proficiencies, thereby enabling them to provide
exceptional customer service and interact with consumers in more substantial
manners. Moreover, the utilization of artificial intelligence (Al) and automation in
mundane tasks enables employees to dedicate their attention to strategic and
customer-oriented activities, thereby augmenting the value they contribute to the
customer experience (Verhoef et al., 2021).

Although there are many advantages, the process of achieving digital
transformation is filled with obstacles. Retailers must address challenges pertaining
to the integration of technology, the management of change, and the maintenance of
a harmonious equilibrium between digital and human interactions. To achieve a
consistent and unified customer experience across all channels, it is necessary to
adopt a comprehensive approach to digital transformation. This approach should
encompass not only technological aspects but also organizational culture, processes,
and personnel (Reinartz et al., 2019).

As we consider the future, the influence of digital transformation on customer
experience in the retail sector is expected to intensify. The advent of technologies
such as 5G has greatly improved connectivity and opened new opportunities for
creating immersive and customized shopping experiences. Retailers who actively
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adopt digital transformation, prioritizing innovation and customer-centric strategies,
will not only succeed in this emerging era but also revolutionize the concept of
shopping, fundamentally reshaping the retail industry for future generations
(H&nninen et al., 2018).
Problem Statement

The retail sector in the Kingdom of Saudi Arabia (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. 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
Kingdom of Saudi Arabia (KSA) has not been adequately investigated. There is a
lack of understanding regarding the impact of digital transformation on customer
satisfaction, loyalty, and behavior 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).
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Research Objectives
The research objectives of this research work will be:
¢ To Investigate the Impact of Digital Transformation on Customer Experience
in the Retail Industry in the Kingdom of Saudi Arabia
Research Questions
The research questions of this research work will be:

« What will the impact of digital transformation be on customer experience in
the retail industry in the Kingdom of Saudi Arabia?
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 policies regarding digital transformation and to
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 endeavors (Verhoef et al., 2021).
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Moreover, this study enhances the academic literature by presenting empirical
evidence from the Kingdom of Saudi Arabia (KSA), thereby 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
retailing and customer experience. This research aims to provide guidance for 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 behavior, 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 et al., 2022).

Research Hypothesis

H:: Digital Transformation will significantly impact Customer Experience in the

Retail Industry in the Kingdom of Saudi Arabia.

Literature Review

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 (1oT) 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
behavior, 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 & Ords
(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 and 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 in

order to stay pertinent. The intense competition is fueling an ongoing process of
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innovation 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 behaviours,
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 studies conducted by Bradlow et al. (2017) and 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 behaviors.
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).
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
consumer behavior 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 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
12
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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 of overseeing 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).

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).

Last but not least, the idea of a "digital ecosystem," which is a complicated
web of companies, consumers, technology suppliers, and government agencies
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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 at 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 the larger societal and economic transformations (Rafique et al., 2020).

Research Methodology

Research Design
This study will employ a quantitative research design to thoroughly examine
the influence of digital transformation on customer experience in the retail sector of
the KSA. The research aims to gather quantitative data using a systematic survey
methodology from consumers in the KSA who have engaged with digital retail
platforms. The survey will encompass inquiries assessing diverse aspects of
customer experience, including satisfaction, loyalty, and engagement, in connection
with digital transformation endeavors carried out by retailers. This methodology
allows for the examination of statistical correlations between digital transformation
strategies and customer experience results. The collected data will undergo
guantitative analysis methods, such as descriptive statistics, correlation analysis, and
regression models, to detect patterns, trends, and the magnitude of associations
between variables. The utilization of a structured and statistical methodology offers
14
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a lucid and unbiased comprehension of the impact of digital transformation on
customer experience within the retail sector of the Kingdom of Saudi Arabia (KSA).
Target Population

The target population of this study includes individuals in KSA who have
interacted with digital retail platforms, and they are the target population. This
encompasses a wide range of individuals across various age groups who engage with
e-commerce websites, mobile shopping applications, and other digital technologies
employed by retail enterprises. Due to the extensive adoption of digital technology
among different age groups and the substantial expansion of e-commerce in the area,
this population offers a thorough examination of consumer experiences and
perspectives regarding digital transformation in retail. It is essential to prioritize
KSA consumers who have direct experience with digital retail to obtain precise and
pertinent observations regarding the influence of digital transformation on customer
experience within the unique cultural and economic environment of the KSA.
Sample Characteristics

The sample for this study will consist of a heterogeneous cross-section of the
population of the Kingdom of Saudi Arabia (KSA), encompassing various age
groups, genders, income brackets, and geographic locations across the country. The
study will encompass 200 individuals who have interacted with diverse digital retail
channels, encompassing online shopping platforms, mobile commerce applications,
and in-store digital encounters, such as augmented reality or digital payment
systems. The inclusion criteria are formulated to encompass a broad range of digital
retail interactions, guaranteeing that the sample accurately reflects the diverse ways
in which consumers encounter digital transformation in the retail industry. The

presence of diverse elements is crucial in comprehending the intricate influence of
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digital transformation on customer experience. This enables a detailed examination
that considers various consumer demographics and levels of digital engagement.
Data Collection Procedure

The data collection for this study will be carried out through the utilization of
a well-organized questionnaire specifically designed to gather quantitative data
regarding consumers' encounters with digital transformation in the retail sector of
the KSA. The survey will comprise closed-ended inquiries, encompassing Likert-
scale items, multiple-choice queries, and rating scales, to evaluate various facets of
customer experience, such as contentment, allegiance, perceived worth, and the user-
friendliness of digital platforms. The survey will be disseminated electronically
through social media platforms, email, and online forums, specifically targeting
consumers in the KSA. This approach takes advantage of the study's digital focus to
reach a wide and diverse audience efficiently. This methodology guarantees
uniformity in the gathering of data, thereby enabling the comparison and
examination of responses among diverse participant demographics. Before being
distributed, the questionnaire will be subjected to a pilot test with a small sample of
the intended population to verify the questions' clarity, relevance, and reliability.
Data Analysis

The data analysis for this study will be conducted utilizing SPSS (Statistical
Package for the Social Sciences), a comprehensive software designed for statistical
analysis. This will entail importing the gathered data into SPSS and conducting
preliminary data cleansing to ensure precision and comprehensiveness. Descriptive
statistics will be 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, will be used to analyze the connections between digital
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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 will facilitate the detection

of noteworthy patterns and provide valuable insights into the influence of digital

transformation on consumer behavior and perceptions within the retail sector of the
Kingdom of Saudi Arabia (KSA).

Research Structure

The research structure for investigating the Impact of Digital Transformation

on Customer Experience in the Retail Industry in the Kingdom of Saudi Arabia is

designed to offer a complete investigation of the topic, divided into respective

chapters.

Research Structure

1. Introduction:

This chapter describes the general introduction of the
research topic. It also highlighted the research problem
statement, the purpose of the study, the research objectives
and the significance of the study.

2. Literature Review

This research chapter critically reviews the predominant
literature on digital transformation and its influence on
customer experience in the retail industry. This chapter
also elaborates on the theoretical framework of the study
hypothesis of the research and pinpoints the research gaps
in the existing studies.

3. Methodology

This chapter discusses the methodology of the conducted
research, including the design of the research, target
population of the study, procedure of data collection,
sample size determination and characteristics, data
analysis process, and ethical considerations of the
research.

17
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4. Data Analysis

This chapter presents the data analysis in tables, bar charts,
graphs, and pie charts. It also elaborates on the
explanations of the data analysis to conclude the findings.
The interpretation of the results in terms of the objectives
and research questions will be discussed in this chapter.

5. Discussion

This section of research discusses the major results of the
results derived from the analysis of data after the statistical
evaluation. This chapter discusses the main findings by
supporting them with the prevailing studies while inferring
evidence from the analysis.

6. Conclusion

This section of the research summarizes the main results
of the research and concludes the entire research subject,
reflecting on the research aim and objectives and
highlighting the research's contribution to knowledge.
This section also presents the study's limitations and
recommendations for future studies.

7. References and
Appendices

This section presents the references cited in an entire
research project, while the appendices section presents the
additional tables of data that supplement the major body of
research. Appendices also include the transcripts of
interviews or surveys such as questionnaires.

Research Limitation

This research work will be limited to the retail industry of KSA; thus, findings

could be generalizable to other sectors and regions. The data will be collected

through a questionnaire, and self-reported data could be subject to potential biases

in the results.

Anticipated Qutcomes

The expected results of this study involve gaining a thorough comprehension

of the influence of digital transformation on customer experience in the retail

industry of the Kingdom of Saudi Arabia. The findings are anticipated to

demonstrate positive correlations between digital transformation initiatives and
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enhancements in customer satisfaction, loyalty, and engagement. The study's
specific objective is to determine the digital technologies and strategies that have the
greatest impact on improving the retail experience as perceived by consumers. In
addition, the research may reveal obstacles and opportunities for enhancing the
execution of digital transformation initiatives, such as usability problems, privacy
apprehensions, or disparities in digital access among various consumer segments.
These insights will offer retailers in the Kingdom of Saudi Arabia valuable direction
on how to optimize their digital transformation strategies to meet consumer
expectations and improve their competitive advantage. Moreover, the results could
enhance the wider scholarly conversation on digitalization in the retail sector,
providing empirical proof from the distinctive setting of the Kingdom of Saudi
Arabia.
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