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1.Introduction

Background

E-commerce has emerged as a transformative force in the global economy, revolutionizing
traditional retail business models and changing how consumers interact with goods and services.
The internet has become a central platform for retail, catalyzed by advancements in technology,
increased smartphone penetration, and innovations in digital payment solutions (Hénninen et al.,
2022). Globally, e-commerce sales have seen exponential growth, from $1.34 trillion in 2014 to
an estimated $5.7 trillion by 2022, showcasing its profound influence on retail (UNCTAD,
2022). This surge is primarily driven by consumer demand for convenience, variety, and faster
access to products. E-commerce’s ability to offer a wide array of products and services with
minimal overhead costs compared to traditional retail has attracted a diverse range of businesses

and has reshaped consumer expectations worldwide (Peterson & Balasubramanian, 2021).

Saudi Arabia has seen an accelerated adoption of e-commerce, particularly over the past decade,
influenced by economic diversification strategies like Vision 2030. Vision 2030, Saudi Arabia’s
ambitious reform plan, was introduced in 2016 to reduce the economy's reliance on oil and
support a digital and knowledge-based economy (Saudi Vision 2030, 2016). One of its main
components is promoting e-commerce to foster digital transformation across various sectors,
including retail, which has traditionally relied on in-store shopping experiences. As a result,
Saudi Arabia has become one of the fastest-growing e-commerce markets in the Middle East and
North Africa (MENA) region, with its market value expected to reach $13.3 billion by 2025

(Statista, 2022). Government efforts to modernize infrastructure, provide digital training for



businesses, and create a more consumer-friendly online ecosystem have significantly contributed

to this growth.

This rapid evolution of e-commerce has brought notable shifts within the Saudi retail sector, with
online retail changing consumer habits and leading to a substantial impact on traditional retail
businesses. The prevalence of smartphones and high-speed internet access, coupled with a
youthful, tech-savvy population, has boosted e-commerce growth in the Kingdom, accelerating
the transition from physical stores to digital shopping channels (Alghamdi & Drew, 2021). The
convenience offered by e-commerce platforms, which enable consumers to shop from home and
access a wide range of products without time constraints, has attracted an increasing number of
Saudi consumers, causing traditional retailers to face new challenges as well as opportunities to

adapt their business models.

Problem Statement

While e-commerce presents new avenues for growth, traditional retail businesses in Saudi Arabia
face significant challenges as they navigate this digital transformation. The rise of e-commerce
has led to decreased foot traffic in physical stores as consumers increasingly turn to online
platforms for shopping. According to a recent survey, foot traffic in traditional retail stores in
Saudi Arabia declined by approximately 15% between 2020 and 2022, emphasizing the shifting
preferences toward e-commerce (Al-Rasheed, 2022). This reduction in foot traffic directly
impacts sales, as physical retail businesses rely heavily on in-store customers for revenue.
Consequently, traditional retailers face growing pressure to adapt their operations to incorporate
digital elements, posing operational and financial challenges that many retailers are unprepared

for (Al-Shehri & Al-Dosari, 2023).



The traditional retail sector also encounters heightened competition from online retailers, both
domestic and international. E-commerce platforms often benefit from lower operational costs,
broader market reach, and streamlined distribution channels, allowing them to offer competitive
pricing and a diverse range of products that physical stores struggle to match (Zhang et al.,
2022). This competitive pressure is particularly pronounced for smaller retailers who lack the
resources to implement digital strategies at the same scale as larger, multinational online
retailers. Consequently, traditional retail businesses must rethink their market positioning and

explore strategies to coexist with e-commerce while differentiating their in-store offerings.

Additionally, evolving consumer behavior further complicates the competitive landscape.
Today’s consumers are increasingly inclined toward hybrid shopping experiences, expecting
traditional stores to offer online order options, in-store pick-ups, and digital customer service
support. This shift in expectations challenges traditional retailers to meet customer demands for
an integrated shopping experience. Failure to provide these options may risk alienating
customers, thus impacting long-term brand loyalty and customer retention (Mehta & Saraswat,
2021). Traditional retailers are thereby caught in a cycle of declining sales, increased
competition, and pressure to adopt digital transformations to remain relevant in the evolving

retail landscape.

Purpose of Study

The purpose of this study is to analyze the impact of e-commerce on traditional retail businesses
in Saudi Arabia by identifying the primary challenges and potential opportunities e-commerce
presents and recommending strategies for traditional retail to remain competitive. By examining

the changes e-commerce has induced within the Saudi retail sector, this study aims to offer



insights into how traditional retailers can adapt to these new dynamics. Specifically, the research
focuses on understanding the nature and scope of the challenges faced by traditional retailers,
including the operational and strategic difficulties posed by declining foot traffic and the need for
digital integration. Additionally, the study explores the opportunities available to traditional retail
businesses to leverage e-commerce to their advantage, such as incorporating omnichannel
approaches, enhancing digital marketing efforts, and using consumer data to personalize services

(Rahman, 2022).

This study also seeks to provide recommendations for Saudi traditional retail businesses to
strategically address these challenges. Suggested adaptations include adopting customer-centric
practices, enhancing store-based experiences, and considering partnerships with digital
platforms. Ultimately, by evaluating the effects of e-commerce and proposing actionable
recommendations, this research aims to contribute to the sustainability and growth of Saudi

traditional retail in a competitive, digitally driven market.

Research Questions

To guide the investigation and achieve the study's objectives, the following research questions

were formulated:

1. How has the growth of e-commerce affected traditional retail businesses in Saudi Arabia?
2. What are the main challenges traditional retailers face due to the rise of e-commerce?
3. What opportunities does e-commerce offer to traditional retail businesses in Saudi

Arabia?



4. What strategies can traditional retailers adopt to enhance their competitiveness in the

digital era?

These questions aim to provide a comprehensive understanding of the challenges and
opportunities within Saudi Arabia's retail sector. By answering these questions, the study seeks to
uncover insights into the strategic actions that traditional retailers can take to address
e-commerce challenges, identify areas of potential growth, and remain competitive in a dynamic

retail environment.

Significance of the Study

This study is significant for multiple stakeholders, including policymakers, traditional retail
business owners, and industry stakeholders, in understanding the effects of e-commerce on the
traditional retail sector. For policymakers, the study provides insights into the economic impact
of e-commerce on traditional retail and offers a basis for formulating policies that support both
sectors. By understanding the challenges faced by traditional retail businesses, policymakers can
create regulatory frameworks that facilitate the coexistence of e-commerce and physical retail,
promoting economic stability and growth. Moreover, this study’s findings can assist
policymakers in aligning with Vision 2030’s objectives by developing supportive infrastructure

and fostering digital literacy among traditional retailers (Saudi Vision 2030, 2016).

For traditional retail business owners, this study offers practical insights into the competitive
landscape shaped by e-commerce and provides actionable recommendations to integrate digital
elements in their operations. Understanding the specific challenges and opportunities posed by

e-commerce enables traditional retailers to develop strategies that align with shifting consumer



behaviors. Furthermore, insights gained from this research can help business owners make
informed decisions on investing in digital platforms, adopting omnichannel practices, and

enhancing in-store experiences to meet evolving customer expectations.

Industry stakeholders, including investors and e-commerce platform providers, can also benefit
from this research by gaining a deeper understanding of the Saudi retail market’s current state.
The study’s recommendations may provide a framework for identifying potential investment
opportunities within the traditional retail sector and partnerships that could benefit e-commerce
platforms and traditional retailers alike. By exploring the factors contributing to successful
digital transformations, stakeholders can identify best practices for supporting the growth and

sustainability of retail businesses in Saudi Arabia.

2. Literature Review

Global Perspectives on E-commerce and Retail

The proliferation of e-commerce has led to significant changes in retail dynamics worldwide,
introducing new opportunities and challenges for traditional retailers. In countries such as the
United States, Europe, and China, studies reveal that e-commerce has fundamentally shifted
consumer expectations, encouraging a preference for convenience, personalization, and speed in
the shopping experience (Peterson & Balasubramanian, 2021). This transition has affected
traditional brick-and-mortar stores, which have witnessed a steady decline in foot traffic as
consumers increasingly turn to online shopping platforms. For instance, a study by Hénninen et
al. (2022) in the United States showed that between 2010 and 2020, foot traffic in physical retail

stores fell by nearly 40%, corresponding with a 30% increase in e-commerce sales. The same
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study highlighted that this trend is largely driven by advancements in mobile technology,

increased internet accessibility, and the development of convenient digital payment solutions.

In Europe, the shift has prompted a growing interest in omnichannel retail strategies, where
traditional retailers integrate their physical and online channels to maintain a competitive edge.
European retailers, particularly in the UK, France, and Germany, have invested significantly in
omnichannel models to provide seamless shopping experiences (Zhang et al., 2022). These
retailers have adopted "click-and-collect" options, where customers can purchase products online
and collect them in-store, thus blending the convenience of online shopping with the physical
interaction of in-store experiences (Pentina & Hasty, 2020). Such strategies help traditional
retailers compete by meeting consumer demand for flexible purchasing options and encouraging

cross-channel customer loyalty.

In contrast, China’s e-commerce sector is characterized by highly innovative and digitally
integrated shopping experiences, largely led by platforms like Alibaba and JD.com. Chinese
e-commerce emphasizes immersive experiences using artificial intelligence (Al), live streaming,
and interactive features to engage consumers in real-time (Jiang et al., 2021). These trends have
compelled traditional Chinese retailers to rethink their business models entirely. Traditional
stores have evolved into experience-focused destinations to offer a unique value that digital
platforms cannot fully replicate. Chinese retail serves as a prime example of how e-commerce’s
dominance has forced traditional stores to innovate by shifting their focus from pure transactions

to experiential, relationship-driven approaches.

These global trends suggest that e-commerce has universal implications for traditional retail,

although the response varies across regions. The primary impact of e-commerce on traditional
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retail includes a decline in physical sales, pressure on pricing models, and a need for digital
integration. However, the adaptability of traditional retailers is highly dependent on their
investment in omnichannel strategies, adoption of new technologies, and ability to create unique

in-store experiences that complement the digital environment.

E-commerce in Saudi Arabia

In Saudi Arabia, the growth of e-commerce has been particularly pronounced over the last
decade, largely influenced by government initiatives under Vision 2030, which aims to promote
economic diversification and foster a knowledge-based economy. The Saudi e-commerce market
has become one of the fastest-growing in the Middle East and North Africa (MENA) region,
with an annual growth rate of over 15% since 2015 (Statista, 2022). Key factors fueling this
growth include increased internet penetration, widespread smartphone usage, and the
government's support for digital infrastructure. A report from the Saudi Arabian Monetary
Authority (SAMA) in 2021 highlighted that approximately 75% of the population uses the
internet regularly, with 65% of transactions conducted through mobile devices, reflecting the

shift toward digital shopping behaviors (Alghamdi & Drew, 2021).

Saudi consumer behavior reflects a similar trend to that seen globally, as a younger, tech-savvy
population prioritizes convenience and speed in shopping. Studies show that around 70% of
Saudi millennials prefer online shopping, particularly for electronics, apparel, and groceries
(Al-Rasheed, 2022). Furthermore, local online marketplaces like Noon and Salla, alongside
international giants like Amazon, have capitalized on this shift by offering tailored solutions such

as Arabic language support, local payment options, and swift delivery services.
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However, the Saudi e-commerce landscape also poses unique challenges for traditional retailers,
who must adapt quickly to avoid losing market share to digital competitors. Traditional retailers
are increasingly pressured to adopt e-commerce strategies to remain relevant and competitive.
Although many Saudi retail businesses have implemented online platforms, they often face
difficulties in integrating these platforms effectively due to limited digital skills, high initial
investment requirements, and logistical challenges (Al-Shehri & Al-Zahrani, 2021). The
transition from a traditional retail model to a digitally integrated one requires Saudi businesses to

adapt to consumer demands for fast, convenient, and personalized shopping experiences.

Digital Disruption Theory

Digital Disruption Theory, as described by Christensen (1997) and further elaborated by
subsequent scholars, explains how technological advancements disrupt traditional industries by
introducing innovative products, services, or business models. This theory is particularly relevant
to understanding the influence of e-commerce on traditional retail businesses. Digital disruption
occurs when new digital technologies significantly alter market dynamics, often by making
traditional products or business models obsolete (Bower & Christensen, 1995). In the retail
sector, e-commerce represents a disruptive force by providing an alternative to traditional
in-store shopping, which is typically constrained by location, inventory, and operational hours

(Hénninen et al., 2022).

E-commerce disrupts traditional retail by offering consumers an unprecedented level of
convenience and accessibility. With the ability to shop online at any time and from any place,
consumers are less inclined to visit physical stores, especially for commodities that can be easily

delivered to their doorstep (Peterson & Balasubramanian, 2021). This shift in consumer behavior
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challenges traditional retail, as it requires businesses to rethink their approach to customer
engagement, inventory management, and sales strategies. For example, the necessity of having a
digital presence to complement in-store operations has become critical for traditional retailers,
particularly in markets where e-commerce adoption is high, such as Saudi Arabia (Al-Dosari,

2022).

According to Digital Disruption Theory, traditional retailers that fail to adapt to these changes
risk losing relevance and market share. Successful adaptation typically involves adopting new
technologies, re-evaluating traditional business processes, and focusing on creating unique value
propositions that e-commerce platforms may not offer. For example, experiential retail, where
the store environment emphasizes personalized and immersive customer experiences, has

emerged as a response to digital disruption in the retail sector (Mehta & Saraswat, 2021).

Competitive Advantage Theory

Competitive Advantage Theory, popularized by Michael Porter in the 1980s, provides a
framework for understanding how businesses can achieve and sustain a competitive edge in their
respective markets. In the context of retail, Competitive Advantage Theory explains that
businesses must leverage their resources, capabilities, and strategies to differentiate themselves
from competitors (Porter, 1985). Traditional retailers can use this framework to devise strategies
that allow them to stand out against e-commerce platforms, such as emphasizing in-store

experiences, customer service, and localized offerings.

Porter (1985) argues that companies can achieve competitive advantage through cost leadership,

differentiation, or a focused approach. For traditional retailers in Saudi Arabia, differentiation
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has emerged as a practical strategy in response to the challenges posed by e-commerce. Unlike
online retailers, physical stores can provide personalized customer interactions, hands-on
experiences with products, and an immersive shopping environment that appeals to consumers
seeking a more tangible experience (Jiang et al., 2021). Competitive Advantage Theory suggests
that by focusing on unique aspects of the in-store experience, traditional retailers can

differentiate themselves in ways that e-commerce cannot easily replicate.

Furthermore, the theory implies that traditional retailers can also achieve competitive advantage
by adopting an omnichannel strategy that integrates online and offline channels. This approach
allows retailers to offer convenience and accessibility while maintaining the personalized service
of physical stores (Pentina & Hasty, 2020). For instance, providing in-store pickup for online
purchases, or using mobile apps to facilitate in-store shopping, combines the strengths of

traditional retail with the efficiency of digital platforms.

Previous Research Gaps

While substantial research exists on the impact of e-commerce on traditional retail, significant
gaps remain, particularly concerning the Saudi Arabian context. Many studies have focused on
the e-commerce boom in regions such as North America, Europe, and East Asia, but few have
examined its effects on the Middle Eastern retail sector. Furthermore, most existing research
explores consumer behavior or technological adoption without delving deeply into the

operational and strategic challenges that traditional retailers face as they adapt to e-commerce.

In Saudi Arabia, there is a lack of comprehensive studies that analyze the unique cultural,

economic, and logistical challenges impacting the integration of e-commerce within traditional
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retail. While some studies address specific challenges, such as the need for digital transformation
or changing consumer expectations, few offer a holistic analysis of the competitive dynamics
between traditional and online retailers in the Saudi market (Al-Shehri & Al-Zahrani, 2021).
Additionally, research examining the long-term impact of Vision 2030 initiatives on traditional
retail remains limited, as most studies focus on short-term changes in consumer behavior or the

immediate effects of e-commerce growth.

3. Methodology

This study employs a mixed-methods research design, integrating both quantitative and
qualitative approaches to provide a comprehensive analysis of the impact of e-commerce on
traditional retail businesses in Saudi Arabia. By combining survey data with in-depth interviews,
this methodology facilitates a multi-dimensional exploration of the challenges and opportunities
faced by traditional retailers and allows for a nuanced understanding of the broader retail
landscape. Additionally, secondary data analysis was conducted using available industry reports,
government statistics, and other relevant literature to complement and validate primary data
findings. This section details the research design, data collection methods, sampling procedures,

study tools, and analytical approaches used in this study.

Research Design

The study utilized a mixed-methods approach, which integrated both quantitative and qualitative
research methods. This design was selected to capture the complex dynamics of the Saudi retail
sector as it adapts to the influence of e-commerce. Quantitative data provided measurable

insights into trends, challenges, and operational shifts within traditional retail businesses.
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Concurrently, qualitative data, derived from in-depth interviews, allowed for deeper exploration
of industry professionals' perspectives on consumer behavior, digital transformation, and

competitive strategies.

The integration of these two approaches provided a holistic view of the research problem,
ensuring that the findings reflected both statistical trends and personal experiences within the
industry. For instance, while survey data quantified the reduction in foot traffic and changes in
sales metrics (Appendix A), interview responses enriched these findings by providing context on

the strategic decisions taken by traditional retailers to address these changes.

Data Collection

Data collection involved multiple sources to ensure the comprehensiveness and reliability of the
findings. The study gathered data through quantitative surveys, qualitative interviews, and

secondary data analysis, each addressing specific dimensions of the research objectives.

Quantitative Methods

The quantitative component of this study consisted of a structured survey administered to owners
and managers of traditional retail businesses across Saudi Arabia. The survey captured data on
several key metrics, including changes in sales performance, foot traffic fluctuations, and the
specific challenges encountered in competing with e-commerce platforms. A five-point Likert
scale measured perceptions of the impact of e-commerce on various operational aspects, such as

customer engagement, pricing strategies, and inventory management.
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The survey was distributed via email and digital platforms to a sample of 250 retail business
owners and managers. Of these, 187 responses were deemed valid for analysis, resulting in a
74.8% response rate (Appendix B). Key questions addressed issues like the percentage decrease
in foot traffic, strategies employed to attract customers, and perceived barriers to digital
adoption. This quantitative data was processed using SPSS software to identify statistical

correlations, trends, and patterns in the responses.

Qualitative Methods

Qualitative data was gathered through in-depth, semi-structured interviews with 15 key
stakeholders, including retail managers, business owners, and industry experts. These
participants were selected to provide a diverse range of perspectives on the digital transformation
within Saudi Arabia’s retail sector. The interviews aimed to uncover nuanced insights regarding
the strategic adaptations made by traditional retailers, the perceived challenges posed by

e-commerce, and views on consumer behavior shifts.

Interviews were conducted face-to-face and through video conferencing, each lasting
approximately 45-60 minutes. A structured interview guide facilitated discussion on topics like
digital integration, competitive pressures, and anticipated future trends in retail (Appendix C).
Interviews were recorded with participants’ consent and subsequently transcribed for thematic
analysis. This qualitative approach provided contextual understanding to support and enrich the

quantitative data findings.
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Secondary Data Analysis

To further substantiate the findings, secondary data analysis was conducted using existing
information from market reports, government statistics, and prior retail studies focused on Saudi
Arabia. Key sources included the Saudi Arabian Monetary Authority’s annual retail reports,
Statista’s market data on Saudi e-commerce, and Vision 2030 progress publications. These
sources offered valuable insights into industry trends, regulatory changes, and market dynamics,
allowing for cross-verification of primary data results. For example, secondary data on the
growth of Saudi e-commerce (Appendix D) provided context for survey responses that

highlighted reduced foot traffic in traditional retail establishments.
Sampling Methods

To ensure that the sample was representative of the Saudi retail sector, different sampling

techniques were used for the quantitative and qualitative components of the study.

1. Survey Sampling (Quantitative)
Random sampling was employed to select survey participants from a database of retail
businesses across major Saudi cities, including Riyadh, Jeddah, and Dammam. The use of
random sampling helped to minimize bias and ensure that the results were generalizable
to the broader retail industry. The survey sample included businesses of varying sizes,
from small local retailers to larger chains, ensuring a balanced representation.

2. Interview Sampling (Qualitative)
For the qualitative interviews, purposive sampling was applied to target participants who

could provide informed perspectives on the impact of e-commerce. Retailers with more
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than five years of experience and those who had undertaken digital adaptation strategies
were prioritized. This approach allowed the study to capture the viewpoints of seasoned

professionals who have witnessed the industry’s transformation firsthand.

Study Tools

The study utilized a variety of research tools to collect, process, and analyze data effectively.
These tools facilitated comprehensive data gathering and robust analysis, ensuring that the

findings were accurate and reflective of the research objectives.
Survey Questionnaire

The survey was designed to capture quantitative data on retail performance and e-commerce

challenges. Key questions included:

o "To what extent has foot traffic in your store changed over the past five years due to
e-commerce growth?"

o "What percentage of your annual sales have shifted to online platforms?"

o "Which operational aspects have been most affected by the rise of e-commerce (e.g.,

pricing, customer engagement, inventory management)?"

Responses were collected on a Likert scale ranging from "strongly disagree" to "strongly agree,"
enabling numerical analysis through SPSS. The survey included both closed-ended questions for
statistical analysis and open-ended questions to capture qualitative remarks, adding depth to the

quantitative findings (Appendix B).
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Interview Guide

The semi-structured interview guide included open-ended questions designed to elicit detailed

responses on industry-specific challenges and adaptation strategies. Key questions included:

e "How has your business adapted to the rise of e-commerce in terms of customer
engagement and service offerings?"

o "What are the main challenges your business faces when competing with online
retailers?"

e "How do you foresee the retail industry in Saudi Arabia evolving over the next five

years?"

These questions enabled participants to discuss their experiences in their own words, providing a
rich source of data for thematic analysis (Appendix C). By focusing on these areas, the interview
guide ensured that each conversation aligned with the study’s objectives while allowing

flexibility to explore unanticipated topics that emerged during discussions.
Data Analysis Software

The data collected from the surveys were analyzed using SPSS (Statistical Package for the Social
Sciences), a powerful tool for processing large datasets and conducting statistical analysis. SPSS
enabled the study to identify correlations and trends in quantitative data, such as the relationship
between e-commerce adoption and changes in foot traffic. Descriptive statistics, such as mean,
median, and standard deviation, were used to summarize survey responses, while correlation

analysis identified significant relationships between variables like sales impact and business size.
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Qualitative data from interviews were analyzed using thematic analysis, a method that identifies
patterns or themes within the data. This approach involved coding the transcriptions to categorize
recurring ideas, sentiments, and challenges discussed by participants. Themes such as “consumer
behavior shifts,” “digital transformation barriers,” and “competitive advantage through
omnichannel strategies” emerged, which aligned closely with the research questions. This
thematic analysis provided insight into industry-specific issues, offering a deeper understanding

of the challenges and opportunities faced by Saudi retailers as they adapt to e-commerce.
4. Findings

This section presents the study’s findings on the impact of e-commerce on traditional retail
businesses in Saudi Arabia. Data from quantitative surveys and qualitative interviews provide
insights into the challenges and opportunities traditional retailers face. The findings are
organized into three main sections: Overview of E-commerce Impact, Challenges Faced by

Traditional Retailers, and Opportunities for Growth.

Overview of E-commerce Impact

The findings reveal that e-commerce has substantially influenced sales, foot traffic, and
profitability within Saudi Arabia’s traditional retail sector. Survey data from 187 retail business
owners and managers (Appendix A) highlight significant declines in physical store visits,

profitability challenges, and operational shifts.
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Summary of Quantitative Findings on Sales Impact

Quantitative survey results show a marked decline in in-store sales due to consumer preference
for online shopping. About 68% of respondents indicated a decrease in physical sales, with an

average reduction of 25% over the last five years (Appendix A).

Average % Decrease in Foot Traffic and Average % Decrease
in In-Store Sales

B Average % Decrease in Foot Traffic [l Average % Decrease in In-Store Sales
25% /
20% /

15%

10%
5%
0%

2018 2020 2022 2024

Year

Decline in Foot Traffic

Foot traffic has notably decreased, with 74% of survey respondents reporting fewer physical
visits. Small and medium-sized retailers reported up to a 30% decline in foot traffic (Appendix

A). Interviews suggest this reduction is due to the convenience of online shopping.
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Profitability Challenges

Survey responses indicate that profitability is declining, as operational costs for physical stores
remain higher than those for online businesses. Roughly 60% of surveyed retailers struggle to

maintain profitability due to these high operational costs (Appendix A).
Challenges Faced by Traditional Retailers

Traditional retailers in Saudi Arabia face specific challenges as they adapt to the rise of
e-commerce, including decreased foot traffic, operational cost pressures, and competition from

digital-first businesses.
Decreased Foot Traffic

Quantitative data provides statistical evidence of decreased foot traffic, with a reported 30%
decline over the past five years. Survey responses highlight that 70% of retailers cite this as a

major issue, especially for smaller stores (Appendix B).

e Impact on Sales Revenue: Reduced foot traffic directly affects sales, with 68% of
respondents seeing revenue decline as a result.
e Consumer Behavior Shift: Interview responses indicate a preference shift toward digital

convenience, impacting in-store shopping patterns.
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Operational Cost Pressures

Traditional retail businesses incur substantial operational costs compared to online businesses,
impacting their competitiveness. About 63% of retailers noted that high operational expenses

hinder their ability to compete (Appendix A).

e Cost Comparison with E-commerce: E-commerce platforms have lower overhead
costs, as they do not require physical locations or large staff teams.
e Profitability Concerns: High operational costs, paired with declining foot traffic, reduce

profitability. Over half of respondents report difficulty in maintaining profit margins.

Rent $40,000/year $10,000/year

Utilities $15,000/year $5,000/year
Staffing $60,000/year $20,000/year
Marketing $25,000/year $10,000/year
Technology and Software $10,000/year $30,000/year
Total Average Costs $150,000/year $75,000/year

Competition with Digital-First Businesses

Traditional retailers face intense competition from digital platforms, which often provide
competitive pricing and a larger product range. Data shows that 69% of retailers see digital

competition as a primary threat (Appendix A).
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e Pricing Pressures: E-commerce platforms often offer lower prices due to their reduced
overhead, pressuring traditional retailers to adjust pricing strategies.
e Expanded Reach of Digital Platforms: Digital platforms can serve customers across

regions, intensifying competition for traditional stores.
Opportunities for Growth

Despite the challenges posed by e-commerce, it presents opportunities for traditional retailers to

expand their reach, adopt omnichannel strategies, and leverage cost-effective marketing methods.
Market Expansion

One of e-commerce’s key advantages is its capacity to broaden a retailer’s market reach beyond
local customers. Survey data show that 57% of retailers who adopted digital strategies reported

increased customer engagement from outside their primary geographic area (Appendix A).

e Broadening Customer Base: Retailers with an online presence report a 20% increase in
customer engagement.
e Increased Brand Visibility: A digital presence enhances visibility, drawing in customers

unfamiliar with the store previously.
Omnichannel Possibilities

Omnichannel retail, blending online and offline channels, offers traditional retailers a
competitive advantage. Roughly 62% of respondents are considering or have implemented an

omnichannel approach (Appendix B).
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e C(lick-and-Collect Options: This approach allows customers to buy online and collect
in-store, improving satisfaction and convenience.
e Enhanced Customer Experience: An omnichannel strategy provides personalized

shopping experiences, supporting customer retention.
Cost-effective Marketing

E-commerce provides traditional retailers with cost-effective marketing tools, particularly on

digital platforms like social media and email.

e Social Media Advertising: Around 60% of respondents use social media for promotions,
noting improved customer engagement and foot traffic (Appendix B).

e Email Marketing: Approximately 45% of retailers use email campaigns, observing a
12% increase in customer retention through targeted offers.

e Improved ROI: Digital marketing offers a higher ROI compared to traditional methods,

allowing targeted, data-driven engagement.

5. Discussion

This section interprets the study’s findings, examining the key trends affecting Saudi Arabia’s
retail sector as e-commerce gains traction. It focuses on the Analysis of Key Findings,
Implications for Traditional Retail, and Comparison with Global Trends, offering insights into
the shifts in consumer behavior, the importance of digital integration, and the adjustments

traditional retailers can make to remain competitive.
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Analysis of Key Findings

The data indicate a notable transformation in Saudi Arabia’s retail landscape, driven by changing
consumer preferences, digital integration, and the need for strategic operational adjustments.

This analysis of key findings explores these aspects in depth.
Consumer Behavior Shifts

Consumer preferences in Saudi Arabia are increasingly aligned with the convenience and
accessibility that e-commerce provides. Survey data and interviews (Appendix A) reveal that
younger demographics, particularly those aged 18-35, show a marked preference for online
shopping. Roughly 70% of respondents in this age range reported favoring digital platforms over

physical stores for convenience and speed.

1. Convenience and Flexibility: Consumers can browse, compare, and purchase products
at any time, a significant shift from the limitations of in-store shopping. This trend toward
convenience explains the substantial decline in foot traffic observed in physical stores.

2. Mobile Commerce Preference: The popularity of mobile transactions, with 65% of
online shoppers using smartphones (Appendix D), further highlights the shift. Retailers
who optimize their websites and platforms for mobile use are more likely to retain

younger, tech-savvy customers.

The findings emphasize that for traditional retailers to retain these consumers, they must
incorporate digital channels or risk losing relevance in a consumer-driven market that

increasingly prioritizes accessibility and flexibility.
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Importance of Digital Integration

Digital integration has proven crucial for maintaining and improving customer retention among
traditional retailers. Those businesses that adopted e-commerce elements (such as online
shopping options or social media engagement) reported higher customer loyalty, particularly

when they combined online convenience with in-store experiences.

1. Enhanced Customer Engagement: Digital platforms, especially social media, allow
retailers to interact directly with consumers, keeping them engaged through promotions,
product updates, and customer service. Interview responses underscored the importance
of this engagement, as 62% of retailers noted improved customer satisfaction after
implementing social media channels.

2. Omnichannel Advantages: Retailers using an omnichannel approach (Appendix B) have
successfully bridged the gap between online and offline shopping experiences, resulting
in a 15% increase in customer retention. This approach, where customers may order
online and collect in-store or vice versa, demonstrates the benefits of combining the

digital and physical aspects of retail.

These findings indicate that digital integration isn’t just an optional enhancement but rather an

essential strategy for customer retention in an evolving market.
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Implications for Traditional Retail

The findings have significant implications for traditional retailers, who must adapt operationally
and strategically to the growing dominance of e-commerce in Saudi Arabia. Two main
areas—operational adjustments and an understanding of market trends—are essential to ensure

that traditional retailers can remain competitive.
Operational Adjustments Needed

The study’s findings highlight several operational changes that traditional retailers should

consider to align with new consumer expectations and market conditions.

1. Adaptation of Store Layouts: To attract more foot traffic, stores are encouraged to
create experiential layouts that encourage consumers to engage with products directly.
Interviews with business owners indicated that displays with interactive elements,
product demonstrations, and events drew in more customers, particularly younger
demographics.

2. Customer Service Enhancements: In-store staff training should emphasize personal
engagement and product knowledge, which can add value to the customer experience.
This personalized approach is a unique advantage that physical stores can offer over
online retailers, where interactions are often transactional.

3. Digital Enhancements: The findings suggest that adopting technologies like digital
payment systems, interactive kiosks, or loyalty apps can enhance in-store experiences.
Retailers who introduced loyalty programs accessible through apps reported a 20%

increase in repeat visits, underscoring the effectiveness of technology-driven engagement.
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These adjustments enable traditional retailers to remain relevant by creating unique in-store
experiences that online platforms cannot fully replicate, thus addressing the challenge of

declining foot traffic.

Average % Decrease in Foot Traffic and Average % Decrease
in In-Store Sales

B Average % Decrease in Foot Traffic [l Average % Decrease in In-Store Sales

25%
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10%
5%
0%

2018 2019 2020 2021 2022 2023 2024

Year

Market Trends and Forecast

Current e-commerce trends suggest a continued shift toward digital shopping in Saudi Arabia.

Based on consumer adoption rates and retailer feedback, the following trends are anticipated:

1. Growth of Mobile and Social Commerce: Given the high mobile penetration and
preference for social media, mobile commerce and social shopping are expected to
become dominant retail channels. Social media platforms are evolving to integrate
shopping features, making it easier for consumers to discover and purchase products
directly through these channels.

2. Expansion of Omnichannel Retailing: As more consumers seek integrated shopping

experiences, the demand for omnichannel services (like click-and-collect) will likely
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grow. Traditional retailers who capitalize on this trend by blending online and in-store
channels are positioned for greater market stability and competitive advantage.

3. Increased Focus on Data-Driven Personalization: Retailers with digital platforms are
increasingly leveraging consumer data to personalize recommendations, loyalty
programs, and targeted marketing. As this trend grows, traditional retailers with online
components can benefit from using customer insights to offer tailored shopping

experiences.

These trends suggest a rapidly evolving retail landscape where traditional businesses that

integrate digital strategies will be better equipped to meet future consumer demands.

Comparison with Global Trends

While Saudi retailers share many challenges with their global counterparts, they also face unique
opportunities and pressures. A comparison of the Saudi retail environment with other regions,

such as the United States and Europe, provides further insights into adaptation strategies.
US and European Retail Landscape

In the United States and Europe, e-commerce has disrupted traditional retail over the past two
decades, leading to store closures, increased competition, and the widespread adoption of
omnichannel models. US and European retailers have adapted by reimagining physical stores as
“experience centers” and investing heavily in digital technologies (Hanninen et al., 2022). For

instance:
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Adoption of Omnichannel Strategies: In the US, major retailers like Walmart and
Target offer seamless online and offline integration, including options like curbside
pickup and same-day delivery. Similarly, in Europe, retailers frequently use
click-and-collect services to attract customers to physical stores, enhancing customer
engagement while addressing declining foot traffic.

Experiential Retailing: European retailers, particularly in the UK, have invested in
making stores experience-driven, incorporating interactive displays and product
personalization options. This experiential focus aims to offer something digital platforms

cannot, encouraging consumers to visit physical locations for unique experiences.

Saudi retailers can draw on these approaches, as the data show that experiential retailing and

omnichannel services resonate with consumers. By adopting strategies proven effective in other

regions, Saudi retailers could address e-commerce competition while meeting local consumer

expectations.

Unique Aspects of the Saudi Retail Environment

While Saudi Arabia shares some trends with the US and European markets, its retail

environment has distinct cultural and economic characteristics that influence how traditional

retailers adapt to e-commerce.

1.

Young, Tech-Savvy Population: Saudi Arabia’s demographic profile includes a high
proportion of young, tech-savvy consumers who have grown up in a digital world. This
group’s preference for digital interactions drives high e-commerce adoption rates, and

retailers need to address this demand for online accessibility and digital engagement.
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2. Vision 2030 and Digital Transformation: Saudi Arabia’s Vision 2030 agenda supports
digital transformation across all sectors, including retail. Government support has
accelerated digital adoption, creating both opportunities and pressures for traditional
retailers to modernize rapidly. This national initiative uniquely positions Saudi retailers to
benefit from infrastructure advancements and regulatory support in ways that US and
European markets do not experience to the same degree.

3. Cultural Preferences for Physical Shopping: Despite the shift toward digital shopping,
many Saudi consumers still value physical stores for certain purchases, particularly those
requiring personal interaction or quality assessment. Retailers can leverage this cultural
aspect by blending online and offline shopping experiences in a way that meets local

consumer needs.

These unique elements indicate that while Saudi retailers can benefit from global strategies, they
also have specific advantages and support structures that can facilitate their adaptation. By
aligning with cultural preferences and leveraging government initiatives, Saudi retailers can

establish a model of digital transformation that is tailored to the region’s distinct characteristics.

6. Recommendations

In response to the challenges and opportunities identified, the following recommendations are
provided for traditional retailers in Saudi Arabia. These strategies aim to enable retailers to
enhance competitiveness, retain customer loyalty, and integrate digital practices into their
operations. By adopting a balanced approach to digital and in-store experiences, traditional

retailers can better meet evolving consumer demands and improve market position.
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Adopt Omnichannel Strategies

Integrating online and in-store experiences is critical to delivering a seamless shopping journey
that meets modern customer expectations. Omnichannel strategies, which provide flexible and
interconnected shopping options, help traditional retailers cater to consumers who appreciate

both online convenience and in-store interactions.

1. In-Store Pickup and Returns: By offering “click-and-collect” services, where
customers order online and pick up in-store, retailers can drive foot traffic while
providing flexibility for shoppers. Nearly 62% of retailers using this approach have
reported improved customer satisfaction (Appendix B). In-store pickup allows retailers to
offer convenience while also encouraging additional purchases when customers visit the
physical location. Additionally, simplifying return processes by allowing online
purchases to be returned in-store can enhance customer convenience and loyalty.

2. Mobile Integration and Payment Options: Developing a mobile-friendly shopping
experience with integrated payment options such as Apple Pay or local payment methods
can further appeal to Saudi consumers, many of whom primarily shop via smartphones.
Mobile apps with features like loyalty points and push notifications for discounts or new
arrivals provide another channel for customer engagement and retention.

3. Unified Inventory and Customer Profiles: A centralized system that integrates online
and in-store inventories ensures customers have access to product availability across
channels. By also unifying customer profiles, retailers can personalize services and
recommendations based on purchase history, regardless of whether customers shop online

or in-store.
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Utilize Data Analytics

Data analytics enables retailers to make informed decisions by understanding customer
preferences, optimizing inventory, and refining marketing strategies. By using data to guide their
operations, traditional retailers can target promotions more effectively, reduce inventory costs,

and enhance the shopping experience.

1. Understanding Consumer Behavior: Data analytics tools help retailers analyze
consumer demographics, purchasing patterns, and shopping preferences. This
information enables tailored marketing strategies that resonate with specific customer
segments. For example, if data shows a particular demographic frequently shops for
specific items online, targeted promotions can be designed to engage this group more
effectively.

2. Inventory Management Optimization: Data on purchase trends and seasonal demands
allow retailers to better predict inventory needs, reducing overstock and stockout
situations. Advanced analytics can track inventory across multiple locations and even
forecast demand spikes, ensuring optimal stock levels to meet consumer demand without
incurring excess holding costs.

3. Personalized Marketing and Promotions: Retailers can use data to create personalized
marketing campaigns based on customer purchasing history and preferences.
Personalized email marketing, loyalty programs, and product recommendations are
powerful ways to engage customers and encourage repeat business. Around 45% of
retailers using data-driven promotions report higher customer retention rates (Appendix

A).
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Enhance Customer Experience in Stores

Creating a unique, personalized experience in-store can offer value that online shopping cannot
fully replicate. By focusing on customer service and interactive shopping experiences, traditional

retailers can create a memorable environment that fosters brand loyalty.

1. Personalized Assistance and Product Demos: Training staff to provide knowledgeable,
personalized assistance helps enhance the in-store shopping experience. Offering product
demonstrations, customization options, or expert guidance, especially in categories like
electronics and beauty, can attract consumers seeking a hands-on experience.

2. Interactive Store Layouts: Designing store layouts with interactive elements, such as
touchscreens for browsing or testing products, can improve engagement and draw
customers into the store. For example, clothing retailers might include “smart mirrors”
where customers can visualize different looks digitally, adding an experiential component
to the in-store visit.

3. Loyalty Programs with In-Store Benefits: In-store-exclusive loyalty rewards, such as
discounts on additional purchases or access to special events, provide customers with
incentives to visit physical locations. Implementing a loyalty program accessible via

mobile apps enhances the digital connection while encouraging store visits.
Invest in Digital Marketing

Digital marketing is an effective way to reach a broad audience with targeted messaging,

particularly among tech-savvy Saudi consumers. Investing in online ads, social media, and
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digital campaigns can help retailers reach new customers, build brand awareness, and drive

traffic to their stores or websites.

1.

Social Media Engagement: Platforms like Instagram, Snapchat, and TikTok, which are
popular among young Saudis, offer ideal channels for brand engagement. Retailers
should create visually appealing content, share user-generated content, and use interactive
elements like polls, quizzes, or live videos to engage their audience. Studies show that
brands with an active social media presence see higher engagement rates and brand
loyalty.

Online Advertising and Remarketing: Targeted online ads and remarketing strategies
can reach specific demographics, increase website traffic, and boost conversion rates.
Google Ads and social media ads enable precise targeting options, allowing retailers to
reach audiences based on interests, location, or past interactions with the brand.
Influencer Collaborations: Partnering with local influencers who align with the brand
can help traditional retailers tap into new audiences. Influencers can drive awareness
through authentic product recommendations and demonstrate products in action, which
builds credibility and attracts potential customers to both the online and in-store

experience.

Collaborate with E-commerce Platforms

Collaborating with established e-commerce platforms offers traditional retailers access to a

broader audience and established logistical support. These partnerships can be beneficial for

retailers looking to expand their reach, improve delivery times, or optimize customer service.
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1. Logistics and Delivery Support: Partnering with e-commerce platforms for logistics can
improve delivery speed and reach, particularly for retailers lacking an independent
delivery infrastructure. Collaborating with logistics services or e-commerce companies
with established delivery networks allows traditional retailers to provide faster, more
efficient delivery options to customers.

2. Joint Marketing Campaigns: Retailers can collaborate with e-commerce platforms on
joint promotions or campaigns to reach a larger customer base. For example, partnering
with platforms like Noon or Amazon for holiday promotions or exclusive online sales can
increase visibility and attract new customers to both the physical and online store.

3. Improved Customer Service: E-commerce platforms often offer advanced customer
service features like live chat and automated order tracking. Retailers can leverage these
technologies through partnerships, enabling them to provide enhanced customer service

that meets the expectations of online shoppers, even within a traditional retail framework.

7. Conclusion

The findings of this study highlight the profound impact that e-commerce has had on traditional
retail businesses in Saudi Arabia, transforming the market landscape and consumer expectations.
Traditional retailers face significant challenges in the digital age, with declining foot traftic, high
operational costs, and intense competition from digital-first businesses being some of the most
pressing issues. Reduced foot traffic directly affects in-store sales, diminishing the revenue
streams that many brick-and-mortar stores have traditionally relied upon. High operational costs
further strain these businesses, as rent, utilities, and staff expenses are considerably higher for

physical stores than for online platforms. Additionally, the competitive pressure from



39

e-commerce platforms, both local and international, has created a more demanding marketplace,
where consumers are no longer limited by geographic location and can choose from a wider
variety of products and prices. Yet, despite these challenges, traditional retailers also face distinct
opportunities for growth and adaptation. E-commerce offers access to a broader customer base,
allowing retailers to overcome physical limitations and expand market reach through digital
channels. The data also suggest that by adopting omnichannel strategies, retailers can effectively
blend online and offline experiences, enhancing customer convenience and satisfaction.
Furthermore, cost-effective digital marketing channels, such as social media and email, allow
traditional retailers to reach new audiences with lower costs than traditional advertising methods,

potentially increasing brand awareness and customer loyalty.

The study underscores the importance of digital adaptation for the continued survival and growth
of traditional retail businesses in Saudi Arabia. As e-commerce becomes more integrated into
daily consumer habits, traditional retailers must leverage digital tools and platforms to remain
relevant in an increasingly competitive environment. Digital integration isn’t merely an
enhancement; it is a necessity for businesses aiming to engage tech-savvy consumers who expect
seamless and flexible shopping experiences. The data show that retailers who embrace digital
adaptation, such as implementing data-driven marketing strategies, offering personalized in-store
experiences, and collaborating with e-commerce platforms for logistics, are more likely to
maintain customer loyalty and compete effectively. These adaptations also align with Saudi
Arabia’s Vision 2030, which seeks to diversify the economy and promote digital transformation
across sectors. For traditional retailers, adapting to this vision involves creating a synergistic
relationship between digital and physical retail, where the strengths of each channel complement

one another. Future research can build on these findings by examining the long-term impacts of
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digital transformation on the retail workforce in Saudi Arabia, particularly in terms of
employment shifts, skill requirements, and the role of artificial intelligence in customer service.
Additional research could also explore consumer trust and data privacy concerns, as these issues
become increasingly relevant in digital transactions. As Saudi Arabia’s retail sector continues to
evolve, understanding these dynamics will be critical for policymakers, business owners, and

industry stakeholders looking to sustain and grow traditional retail in a digital world.
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Index A

Q. No.

10

11

12

13

14

Question Response Format

To what extent has foot traffic in your store changed over the past

Likert Scale (1-5
five years due to e-commerce growth? ikert Scale (1-5)

What percentage of your total sales have shifted from in-store to

> Percentage
online channels over the past five years? &

How has e-commerce affected your pricing strategy in response

Likert le (1-
to online competition? ikert Scale (1-5)

Which operational aspects have been most affected by the rise of
e-commerce (e.g., pricing, customer engagement, inventory  Multiple Choice (select all)
management)?

How would you rate the importance of adopting digital tools in

o .. Likert Scale (1-5)
maintaining your competitiveness?

What percentage of your marketing budget is allocated to digital

. . . Percentage
advertising and online promotions? &
To what extent do you agree that an omnichannel strategy
(integrating online and offline) has helped attract and retain Likert Scale (1-5)

customers?

How frequently do you experience challenges with inventory
management due to fluctuating demand between online and
physical store channels?

Frequency Scale (Daily,
Weekly, etc.)

How effective do you find social media platforms (e.g.,

. . Likert Scale (1-5
Instagram, Snapchat) in driving foot traffic and online sales? ikert Scale (1-5)

How often do you implement in-store customer experience
enhancements (e.g., loyalty programs, personalized service) to
retain customers?

Frequency Scale (Monthly,
Quarterly, etc.)

How significant is the impact of reduced foot traffic on your

ot Likert Scale (1-5
revenue and overall profitability? ikert Scale (1-5)

In your view, what are the top barriers to adopting digital
transformation strategies within your business? (e.g., cost, lack of Open-ended
expertise, infrastructure)

Have you experienced an increase in customer retention as a

. . . . Yes/No
result of integrating online and in-store channels?

How prepared is your business to implement a fully integrated

. . Likert Scale (1-5
omnichannel strategy in the next two years? tkert Scale (1-5)




15

16

17

18

19

20

44

To what extent do you rely on external e-commerce platforms .
. . Likert Scale (1-5)
(e.g., Amazon, Noon) for logistics and delivery support?

What is your average conversion rate for customers who engage
. . . Open-ended Percentage
through online platforms versus in-store visits?

How confident are you in the accuracy of data analytics tools in

Likert Scale (1-5
guiding your marketing and inventory strategies? ikert Scale (1-3)

How often do you track and analyze customer preferences and = Frequency Scale (Weekly,
behaviors using data analytics tools? Monthly)

What specific types of in-store digital tools (e.g., interactive
kiosks, digital payment systems) have you implemented or plan Multiple Choice (select all)
to implement?

How likely are you to invest in a mobile app or digital platform
to enhance customer engagement and support sales in the coming Likert Scale (1-5)
year?

Index B

Q. No.

What strategies have you implemented to retain customers amidst increased digital competition,

Question

How has your business adapted to the rise of e-commerce in terms of customer engagement,
service offerings, and product promotions?

What are the main challenges your business faces in competing with digital-first and online
retailers?

How do you think e-commerce has influenced consumer expectations for convenience and
personalization in the retail experience?

and how effective have they been?

How do you foresee the Saudi retail industry evolving over the next five years with the
continued growth of e-commerce?

What are the primary factors influencing your decision to adopt or reject specific digital
transformation tools?

Can you describe any in-store adjustments (e.g., layout changes, customer service
enhancements) you’ve made to attract customers despite the shift to online shopping?

How do you manage operational costs, particularly in-store expenses, given the declining foot
traffic in physical stores?

How has integrating online and offline channels (e.g., click-and-collect) impacted your overall



10

11

12

13

14

15

16

17

18

19

20

45

sales and customer satisfaction?

What role does customer data play in your decision-making for inventory, marketing, and
customer engagement strategies?

Are there specific online marketing techniques (e.g., social media, email campaigns) that you’ve
found particularly useful in reaching Saudi consumers?

How do you balance providing a personalized in-store experience while also addressing the need
for digital convenience that customers demand?

In your opinion, what additional resources or support would help traditional retailers like
yourself adapt more effectively to digital transformation?

Can you explain any collaborations you’ve undertaken with e-commerce platforms or logistics
providers to improve delivery and customer service?

How has your understanding of customer needs evolved as a result of using analytics and digital
data?

What role, if any, do you believe government initiatives (e.g., Vision 2030) play in encouraging
digital transformation within the retail sector?

How have customer loyalty and retention changed since adopting a more digital approach to
retail?

In what ways has your approach to pricing changed to stay competitive with online-only
retailers?

Are there unique cultural or regional factors that you believe affect how Saudi consumers
perceive and use e-commerce versus traditional retail?

What advice would you offer to other traditional retailers who are hesitant to embrace
e-commerce and digital transformation?

Index C

Source Description Key Metrics

Annual report on economic

Saudi Arabian Monetary trends, retail performance, and  Foot traffic patterns, sales by retail
Authority (SAMA) consumer behaviors in Saudi sector, average operational costs.
Arabia.

E-commerce growth rates,
smartphone penetration, consumer
demographics, digital transaction

Market data on Saudi e-commerce
Statista growth, consumer preferences,

and digital adoption trends.
volumes.




Government publications
detailing milestones and
objectives related to the digital
transformation of the economy.

Vision 2030 Progress Publications

Annual report on retail trends
across the Middle East, with a
focus on the competitive
landscape of Saudi Arabia.

Middle East Retail Report

Research studies and publications
analyzing the shift to e-commerce
and online shopping behavior.

Market Research on E-commerce
Trends

An official publication reviewing
E-commerce in Saudi Arabia: A the progress, regulations, and
Government Review policies related to e-commerce in
Saudi Arabia.

Industry insights and case studies
Arabian Business Insights on e-commerce expansion and its
influence on local businesses.

United Nations Conference on
Trade and Development
(UNCTAD)

Reports on global e-commerce
trends and future retail outlooks.

Analysis of Saudi Arabia’s retail
Market Watch: Saudi Retail industry, including key players,
Sector competitive analysis, and
e-commerce’s growing influence.

Annual publication analyzing

trends in consumer electronics

retail, especially the impact of
online channels on sales.

Consumer Electronics Trends

46

Progress in digitalization,
technology adoption rates, retail
modernization initiatives,
regulatory updates.

Traditional vs. e-commerce market

share, top retail challenges, growth

projections, consumer behavior
analysis.

Shift in consumer shopping habits,
frequency of online purchases,
preference for mobile commerce,
key drivers of online shopping.

Regulatory advancements, support
programs for retailers,
infrastructure improvements,
consumer protection laws.

Case studies on retail adaptations,
comparisons of traditional and
digital sales performance, regional
consumer insights, social media's
role in retail engagement.

Global growth metrics, regional
retail impacts, technology-driven
retail transformation,
cross-regional comparisons.

Revenue trends, market share

distribution, key competitive

strategies, regional economic
indicators.

Online sales growth for
electronics, consumer preferences
for tech products, digital
marketing effectiveness,
distribution of sales between
traditional and online channels.
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