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Abstract:

Consumer behavior and the adoption of e-commerce by the food industry are crucial during Saudi Arabia's digital revolution.
As the Kingdom adopts technology and online food platforms grow, businesses must understand consumer preferences to
compete. Shopping has gone digital thanks to smartphones and the internet. This required empirical research on food sector
e-commerce adoption drivers, trends, and barriers. Strategic analysis must consider Saudi Arabia's socio-cultural fabric and
consumer preferences, but global e-commerce trends are useful. This research examined e-commerce adoption drivers and
barriers to help businesses improve marketing and consumer engagement, and policymakers target interventions to sustain
growth and innovation in the Saudi Arabian food industry's growing e-commerce ecosystem. The study utilized a quantitative
research design to investigate consumer behavior and e-commerce adoption in the Saudi Arabian food industry. Furthermore,
integrating sustainability, ethical sourcing, and corporate social responsibility in digital strategies could enhance brand
reputation and attract environmentally-conscious consumers. Exploring the convergence of online and offline retail, virtual
reality shopping experiences, and the impact of social commerce trends may drive differentiation, competitive advantage,
and leadership within the digital food retail space.

Keywords: Consumer behavior, E-commerce adoption, Saudi Arabia, Food industry, Digital transformation, Sustainability,
Innovation

Introduction:

In the midst of rapid technological advancement and global integration, the world witnesses unprecedented growth,
particularly in emerging economies like Saudi Arabia. The advent of digitalization has revolutionized various industries,
including the food sector, reshaping consumer behavior and business practices. As humanity continues to evolve, our
understanding of societal dynamics deepens, presenting new opportunities and challenges for businesses and policymakers
alike. Consumer behavior and the adoption of e-commerce by the food industry are crucial during Saudi Arabia's digital
revolution. As the Kingdom adopts technology and online food platforms grow, businesses must understand consumer
preferences to compete. Shopping has gone digital thanks to smartphones and the internet (Hamli & Sobaih, 2023). This
requires empirical research on food sector e-commerce adoption drivers, trends, and barriers. Strategic analysis must take
into account Saudi Arabia's socio-cultural fabric and consumer preferences, but global e-commerce trends are useful. This
research examines e-commerce adoption drivers and barriers to help businesses improve marketing and consumer
engagement, and policymakers target interventions to sustain growth and innovation in the Saudi Arabian food industry's
growing e-commerce ecosystem.

Problem of the Study

The rapid adoption of digital technologies in Saudi Arabia’s food industry created both opportunities and challenges. Despite
the growth in online food platforms and increasing consumer use of e-commerce, there was limited understanding of the
specific factors driving or hindering e-commerce adoption within this sector. Companies lacked a comprehensive view of
consumer behavior, preferences, and barriers to adoption, which were essential for competing effectively and enhancing
customer engagement. Additionally, there was a need for strategic insights that considered Saudi Arabia's unique socio-
cultural dynamics and aligned with global e-commerce trends. Without this knowledge, businesses struggled to implement
effective marketing strategies, and policymakers missed key areas for promoting sustainable growth in the food e-commerce
ecosystem.

This study aimed to address this gap by investigating the factors that influenced consumer behavior and e-commerce adoption
in Saudi Arabia's food industry, providing actionable insights to enhance industry growth and sustainability.

Hypotheses of the Study
H1: e-loyalty has a positive and significant impact on brand popularity among Saudi consumers in the food industry.
H2: e-trust has a positive and significant impact on brand popularity among Saudi consumers in the food industry.
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H3: e-satisfaction has a positive and significant impact on brand popularity among Saudi consumers in the food industry.
H4: Brand popularity has a positive and significant impact on online food purchase behavior among Saudi consumers in the
food industry.

H5: Brand popularity mediates the relationship between consumer loyalty to e-commerce platforms and online food purchase
behavior among Saudi consumers in the food industry.

H6: Brand popularity mediates the relationship between consumer trust in e-commerce platforms and online food purchase
behavior among Saudi consumers in the food industry.

H7: Brand popularity mediates the relationship between consumer satisfaction with e-commerce platforms and online food
purchase behavior among Saudi consumers in the food industry.

Objectives of the Study
Research Questions

The research questions for this study are tailored to investigate the intricacies of consumer behavior and e-commerce adoption
within Saudi Arabia's food industry:

1. What factors drive consumer preferences and e-commerce adoption in the food industry in Saudi Arabia?

2. What are the key challenges hindering e-commerce adoption among food businesses in Saudi Arabia?

Primary Objective

Aligned with the research questions, the objectives of this study are outlined as follows:

To explore the critical drivers influencing consumer preferences and e-commerce adoption within the Saudi food industry.

Sub-objectives:

. Identify the essential skills and resources necessary for successful e-commerce implementation within food
businesses.
. Examine the input factors crucial for overcoming barriers to e-commerce adoption in the food industry.

Importance of the Study
This study holds paramount significance for both managerial and academic realms, contributing to the understanding of
consumer behavior and e-commerce dynamics within the Saudi food industry:

Managerial Relevance

The findings of this research offer actionable insights for food industry practitioners, enabling informed decision-making in
navigating the e-commerce landscape and enhancing competitiveness.

Scientific Relevance

From a scholarly perspective, this study occupies a unique vantage point within the burgeoning field of e-commerce research,
shedding light on previously unexplored facets of consumer behavior and market dynamics in Saudi Arabia. By illuminating
the drivers and impediments of e-commerce adoption within the context of the Saudi food industry, this research contributes
to the expanding corpus of knowledge, enriching our understanding of the evolving interplay between technology, culture,
and commerce in the digital age.

Limitations of the Study

The consideration of future research fields is essential for an organization to be ahead of the trend, to understand the changing
behaviors of the consumers, as well as to take advantage of emerging technologies for sustainable growth. Tracking
longitudinal studies that record consumer choice, digital adoption phenomenon, and market trends over long intervals will
lead to a more profound knowledge of changing consumer psychographics and digital consumption patterns. Comparative
studies across different regions, cultures and market segments can reveal subtle differences in consumer behaviors,
preferences and brand interactions, which can guide targeted marketing strategies and market expansion initiatives.
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Moreover, investigating how the emergence of new technologies such as block chain, 10T, and Al affect supply chain
management, customer experiences, and business sustainability within the digital food retail sector opens a wide field for
increasing performance, customer engagement, and innovation. Considering consumer attitudes toward sustainability, ethical
sourcing, and corporate social responsibility within the digital food retail space will help create eco-friendly marketing
strategies, grow the brand reputation, and attract green-minded consumers. Apart from that, studying the convergence of
offline and online retail experiences, the role of virtual reality in enhancing digital shopping experiences, and the influence
of social commerce trends on consumer behaviors can lead to new ways of differentiation, competitive advantage, and market
leadership in the digital food retail domain.

Terms and Definitions

E-commerce Adoption: Refers to the uptake and integration of digital platforms and online shopping tools by consumers and
businesses, specifically within the food industry in Saudi Arabia. Adoption rates are influenced by factors such as
convenience, trust, and availability of online services.

Consumer Behavior: The patterns, attitudes, and decision-making processes of Saudi consumers related to their engagement
with e-commerce platforms. This includes preferences for online food purchases influenced by social, cultural, and
technological factors.

E-Trust: The level of trust Saudi consumers place in online food platforms, largely influenced by platform security, data
protection, and transparency in transactions. E-trust is crucial for building consumer loyalty and encouraging repeat
purchases.

E-Loyalty: Refers to the commitment and repeat purchase behavior of Saudi consumers toward specific online food brands.
E-loyalty is driven by factors such as satisfaction with the online shopping experience, brand reliability, and customer service.
E-Satisfaction: The satisfaction Saudi consumers feel from their online shopping experiences, measured by factors like
product quality, service, ease of use, and overall fulfillment of expectations.

Social Media Influence: The role of social media platforms in shaping consumer decisions within the e-commerce space. In
Saudi Arabia, brand popularity and recommendations on social media heavily impact consumer choices in the digital food
sector.

Brand Popularity: The perceived attractiveness and trustworthiness of a food brand on digital platforms. Popular brands on
social media are more likely to influence purchase decisions among Saudi consumers.

Literature Review (Framework and Previous Studies)
Literature review content from the source document...

Technology, cultural, and market constraints affect food business e-commerce adoption and consumer behavior. This section
reviews Saudi food sector customer behavior and e-commerce adoption research.

Consumer Behavior in E-commerce

Saudi food e-commerce customers are affected by changing tastes, socio-cultural norms, and technology. In cities that value
convenience and time-saving, online grocery and meal purchasing is growing as the Kingdom digitizes. Due to hectic
schedules and traffic, Saudi customers are using e-commerce platforms to speed up their purchasing, stressing the importance
of convenience in food industry e-commerce (Hamli & Sobaih, 2023). Saudis value online security, trust, and authenticity.
Saudi consumers trust e-commerce sites with secure payment methods, clear product information, and fast, reliable service.
E-commerce platforms must earn the confidence to overcome skepticism and promote adoption among Saudi consumers,
who appreciate traditional business methods. Product assortment affects the Saudi food industry's e-commerce consumer
behavior. Local foodstuffs, imported goods, and specialist items for Saudi cuisines and cultures are desired. Saudi consumers'
preferences can be met with more products, improving online shopping engagement and loyalty.

E-commerce Adoption Factors

E-commerce adoption influences Saudi food sector customer behavior, digital transformation, and market dynamics.
Traditional retailers in the Kingdom must understand what motivates private and company e-commerce adoption. Saudi
shoppers want fast, convenient shopping for their busy lifestyles and different demographics. E-commerce allows shoppers
to avoid malls and checkout lines from home or work. E-commerce is popular in Saudi Arabia because consumers value
security, privacy, and reliability (Amornkitvikai et al., 2021). To build trust, E-commerce platforms must protect sensitive
data, customer rights, openness, and accountability. E-commerce companies must adopt robust security processes, secure
payment systems, and clear return policies to reassure Saudi consumers and promote continuous engagement as cybersecurity
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worries grow. Product quality, transit reliability, and transaction security affect e-commerce adoption. Saudi e-commerce
platforms must educate, raise awareness, and collaborate to build consumer trust. E-commerce companies may minimize
adoption barriers and develop long-term connections with Saudi customers by emphasizing openness, accountability, and
customer-centricity, encouraging sustainable growth and innovation in the food industry's digital environment.

Socio-Cultural Influences

Saudi food industry consumer behavior and e-commerce adoption are complex socio-cultural, technological, and commercial
interactions. Islamic beliefs, family-centric culture, and social conventions influence Saudi Arabia's digital revolution and
public attitudes toward technology and online business. Saudi society values family and makes choices collectively.
Discussions and family recommendations affect online shopping (Alghamdi, 2023). Since Islamic modesty, privacy, and
gender segregation affect product preferences and online interactions, e-commerce platforms must overcome cultural
sensitivities and create trust with Saudi consumers. Gender-based e-commerce in Saudi Arabia shows women's digital
economic potential and social standards. E-commerce lets women work from home, breaking down gender barriers in public
spaces. The Saudi digital economy empowers women through online purchasing and commerce. Millennials and Generation
Z are changing consumer behavior and e-commerce in the Kingdom with digital literacy and lifestyle goals. In Saudi Arabia,
younger generations' e-commerce habits shape industry, technology, and consumer expectations.

Global and Regional Trends

Due to global and regional e-commerce trends, the Saudi food business must adapt to changing customer behaviors and
technology. Saudi Arabia is increasingly digitizing. Therefore, consumers desire personalized, simple, and frictionless online
food shopping. Data analytics and machine learning algorithms are needed to offer Saudi consumers diet-specific advice,
promotions, and product selections on food e-commerce platforms (Al-Maliki, 2021). Food companies need omnichannel
integration to boost brand loyalty and customer engagement across websites, mobile apps, and stores. Using an omnichannel
approach, food businesses may let customers research, buy, and receive their orders through their chosen channels, improving
customer satisfaction and repeat purchases. To stay competitive in the digital marketplace, stakeholders in the Saudi Arabian
food industry should benefit from evolving trends and client preferences as they embrace digital innovation and global e-
commerce best practices.

Research Gaps and Opportunities

E-commerce penetration and customer behavior in Saudi Arabia's food industry are poorly researched, making market
dynamics and regulations unclear. International e-commerce and consumer behavior research has increased, but Saudi food
market studies still need to be conducted. Through this gap, researchers can investigate the Kingdom's evolving market
landscape's difficulties, preferences, and trends affecting e-commerce adoption and customer behavior. Few studies have
examined Saudi food industry e-commerce consumer preferences (Al-Maliki, 2021). Businesses and authorities must
understand Saudi consumers' buying decisions, product preferences, and shopping patterns to improve e-commerce platforms
and market competitiveness. E-commerce legislation and practices for Saudi Arabia's food business are seldom examined.
As the Kingdom embraces digital transformation and e-commerce, governments must innovate while protecting consumers,
privacy, and security. The regulatory landscape, compliance requirements, and industry standards can reveal gaps and
opportunities to improve responsible e-commerce and customer trust in online transactions. Technology and internet
platforms impact Saudi food e-commerce.

Research Model
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Methodology (Study Tool if any)

This quantitative study explored customer behavior and e-commerce uptake in the flourishing Saudi food business
(Algamash et al., 2022). Online food purchases and e-commerce platforms are examined for reasons, beliefs, and attitudes.
We investigate quantitative dynamics to understand consumer decisions and industrial tactics. The study examines Saudi
customer behavior and e-commerce adoption outside conventional restrictions. The Saudi Arabian market-relevant research
enables educated decisions, new strategies, and revolutionary digital food retail projects.

Research Design

This study will utilize a quantitative research design to investigate consumer behavior and e-commerce adoption in
the Saudi Arabian food industry. The quantitative research explores consumers' and industry stakeholders' motivations,
views, and attitudes around online food purchases and e-commerce platforms (Alotaibi & Aloud, 2023). The research helps
understand Saudi customer decision-making and e-commerce adoption. This quantitative exploratory study analyzes
customer behavior and e-commerce adoption in the booming Saudi food business sector. It examines consumer and industry
behavior for online food purchases and e-commerce platforms.

This study targets Saudi people 18 and older who buy food online and utilize e-commerce, including urban and rural
Saudis from varied socioeconomic and cultural backgrounds.

The study will use convenience sample and purposive sampling. Purposeful sampling will select participants based
on online food purchases and e-commerce experience. The convenience sample will help find diverse viewpoints and
experiences through target population networks and referrals.

Theoretical saturation will determine sample size—data collection until no new ideas or themes emerge from the analysis.
Because the study is exploratory and the target group is diverse, 235 volunteers are expected. The sample size may be
modified during data collection to guarantee theme saturation and coverage.

Data Collection Methods

This study will collect data through a survey utilizing a pre-tested and pre-developed scale from previous studies.
Google Forms will host the poll, which responders will access via WhatsApp, Facebook, and Instagram. Structured
questionnaires will gather customer preferences, buying behaviors, e-commerce platform ratings, and business adoption
problems. The surveys will be well-designed and standardized for data consistency and cross-group comparisons. The study
will consist of 235 participants. The stratified sample will include different demographics and company sizes to improve
study generalizability (Algamash et al., 2022). Questionnaires reduce answer bias and improve data dependability. Social
media shopping from previous research will be surveyed to acquire insights. These interviews will highlight Saudi customer
behavior and e-commerce adoption. Semi-structured interviews enable question flexibility and data consistency
(Amornkitvikai et al., 2021). Participants will be asked about their online food purchases and e-commerce experiences
Participants will assess their agreement or disagreement on a 5-point Likert scale from 1 (strongly disagree) to 5 (strongly
agree).

Data Analysis

This study quantitatively examines customer behavior in the Saudi food industry and e-commerce adoption. The
CFA verifies quantitative concepts and factors. Consumer and industry stakeholder surveys will assess online food purchase
and e-commerce motivations, beliefs, and attitudes. The study will evaluate e-commerce platform trust, convenience, online
purchase satisfaction, and delivery. Using quantitative interview findings, CFA operationalizes factors or latent variables
into indicators or survey items. E-commerce platform confidence is measured by perceived reliability, transaction security,
and policy openness. Online buying convenience depends on navigation, product diversity, and payment options. Saudi
online food and e-commerce shoppers will receive a standardized questionnaire containing these survey items.

Setting, Sample, and Data

The research employed most of the online approaches to data collection as most people prefer online engagement
since the Covid-19 outbreak. Nevertheless, a significant part of the data, about 15%, was obtained by offline means. In
stratified-cum-purposive sampling technique, we will use previously done studies that formed the basis of the selection of
items. The emphasis was on practitioners based in academia, including professors and university associates of advanced
business administration institutions KSA. The country was selected as they have seen a potential for a significant increase in
the online sales of food and beverages amid the present pandemic. Our sample group was respondents who had bought online
food from the last month to three months.

A multi-sectional questionnaire was developed with some parts on demography and socioeconomics, another one
with measurement items for all constructs, and the last one with open-ended questions for suggestions or comments
(Khalednejad et al., 2022). In section B, the survey included a seven-point scale from strongly disagree to strongly. Groups
of magnetized participants got the questionnaire via email. After a week, we sent a reminder to cover those participants for
every person who still needed to answer the questionnaire. This survey was designed according to previous research and
incorporated customer preferences, observations on purchasing behavior, e-commerce platform reliance, restrictions, and

Almutairi Consumer Behavior and E-commerce Adoption in the Food Industry in Saudi Arabia



http://www.ajsp.net/

csolellpiillamellalxall

@AJSP

Qseadl g gl ) daad) — bl laa)
2024 — ¥ G HS — 2 Yl Fy

www.ajsp.net

ISSN: 2663-5798 || Arab Journal for Scientific Publishing

" 5 & frak) S
I i g s e ity A3 (ENND %

obstacles to e-commerce adoption. The questionnaires used had standardized scales and response forms to provide data
consistency and allow for cross-group comparisons.

Consumer focus groups, online shop owners, and food industry experts were interviewed via in-depth semi-
structured interviews to collect qualitative and quantitative data. (Amornkitvivikai et al., 2021). Research/interviews aimed
to collect information revealing people's profound understanding of buying food online and their adoption of e-commerce.
The interviews were adaptable, relying on probing commissions of questions and follow-up issues to make sure harvesting
of the whole information was done.

The data was collected in 2024 and covered a total of 442 respondents. Overall, this survey netted more than 400
respondents, while some were discarded in the data analysis process for involving little or no participant names. A pilot study
of twenty marketing faculty members was carried out to mark the scales down, and we returned the measures accordingly.
Avrticles were retained for the final study with the initial low thresholds so that a recommendation could be made.

Details of the respondents and data collection procedures are outlined in Table 1 below

Table 1
Participants
Sample
Gender
Male 51
Female 391
Total 442
Age
18-24 49
26-34 329
35-44 52
45 -54 13
55 Years and above 1
Total 442
Education
High School 109
Diploma/Certificate 24
Bachelor’s degree 260
Master’s degree 42
Doctorate/Ph.D. 7
Total 442
I make food-related purchases through social media platforms
Strongly Disagree 16
Disagree 6
Neutral 28
Agree 170
Strongly Agree 222
Total 442

Gender distribution reveals a notable predominance of females, with 391 female participants compared to 51 males.
This gender disparity suggests a higher representation of women in the sample and could potentially impact consumer
behavior analysis. Age demographics depict a significant concentration within the 26-34 age range, with 329 participants
falling into this category. This age group likely represents a key demographic for marketers targeting consumers through
social media platforms, given their substantial presence within the sample. Educational backgrounds exhibit a diverse range
of attainment levels, with the highest proportion holding Bachelor's degrees (260 participants), followed by High School
(109), Master's degrees (42), Diploma/Certificate (24), and Doctorate/Ph.D. (7). This varied educational profile indicates a
mix of educational experiences within the sample, which could influence purchasing behavior and preferences.

Attitudes towards making food-related purchases through social media platforms showcase a generally positive
inclination, with a majority either agreeing (170 participants) or strongly agreeing (222 participants) with the statement. This
suggests that a significant portion of the sample perceives social media platforms as viable channels for food-related
purchases, potentially influencing their consumer behavior and shopping habits. Overall, these insights underscore the
importance of considering demographic factors, educational backgrounds, and consumer attitudes when analyzing
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purchasing behavior, particularly in the context of online platforms such as social media. Understanding these dynamics can
inform marketing strategies and enhance engagement with target audiences in the food retail sector.
Constructs and Variables

This study analyzed numerous structures and variables to examine Saudi Arabian food sector customer behavior
and e-commerce adoption. Researchers measure variables (Creswell, 2014). Using the conceptual model, many concepts and
aspects are used to investigate customer behavior and e-commerce adoption in Saudi Arabia's food market (Figure 1). The
study used literature-based constructs. Faith in Online Food Retailers (TOR) measures consumers' trust in digital retail
platforms' transaction security and reliability (Zaheer et al., 2024). Saudi consumers' trustworthiness in the e-commerce
platform and online food purchases was assessed using this concept.

PCIFS, another critical factor, measured customers' views of convenience in online food shopping (Dissanayake et
al., 2021). This model considered ordering and delivery speed to determine how convenience influences food industry e-
commerce adoption. Customers' perceptions of online food product variety and quality were also assessed using PPAQ
(BuBler et al., 2020). The study examined digital food retail consumer preferences, product selection, and quality decision-
making using PPAQ.
The Pricing and Promotions Strategy Index (PSPI) conducted a thorough investigation into the intricate workings of online
food shopping, highlighting the significant impact of pricing strategies and promotional activities on consumer behavior.
Through a detailed examination of pricing competitiveness and the influence of promotions on purchasing habits, PSPI
uncovered valuable insights into effective marketing strategies within the food industry's online market. Building upon the
foundational research by Hassen et al. (2021), which emphasized the importance of factors like E-commerce Adoption (EA)
and Customer Satisfaction with Online Food Purchases (CSOFP), PSPI provided a nuanced understanding of consumer
behavior and the shifting trends in e-commerce adoption within Saudi Arabia's food sector. This holistic approach not only
clarified the complexities of consumer decision-making but also offered essential guidance for shaping strategic plans and
policies in digital food retailing. Armed with these insights, stakeholders in the food industry were better equipped to develop
customized strategies that resonated with online consumers' preferences, thereby improving their competitive edge and
fostering sustainable growth in the digital marketplace.
Results, Recommendations, and Conclusions
Results
Demographics

The research participants were asked crucial demographic questions during this study. These questions were on
Gender, Age, Level of Education and Nationality. The data collected was analyzed and presented in tables, graphs and
figures.

The first question that the researcher asked the participants was their age. The age group question was asked to
gauge the enthusiasm of young people towards adopting e-commerce compared to the perceived reluctance of older
generation people, often labeled as technophobic. The diagram below illustrates the distribution of age groups among survey
participants. Among the total respondents, 49 (11.1%) belonged to the age group of 18-24 years, 329 (74.4%) were in the
25-34 years range, 52 (11.8%) belonged to the 35-44 years range, 13 (2.9%) were in the 45-54 years range and only 1
representing 0.2 of the entire sample space belonged to the age group of 55 years and above.

Almutairi Consumer Behavior and E-commerce Adoption in the Food Industry in Saudi Arabia
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The second question was based on the gender of the participants who took part in this study. This question was
asked primarily to find out how the various genders felt about the adoption of e-commerce in the Saudi Arabian Food Retail
Industry. Besides, this question was posed to the respondents to examine the potential gender-related differences in e-brand
experiences and consumer-based e-service brand equity within the Saudi Arabian digital food retail projects. Gender is
crucial in shaping consumer preferences, behaviors, and perceptions. By understanding the gender distribution among
participants, we can explore whether there are any notable variations in how males and females engage with digital food
retail platforms, perceive e-brands, or assess e-service brand equity. The diagram below shows how many Females and Males
participated in our study. Out of the 442 respondents, 391 participants, representing 88.5%, were Females. Only 51 (11.5%)
of the total participants were Male.

10
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Gender of the Research Participants

Gender

L EE
M Female

The third question we asked the respondents was about their Nationality. This question was asked to gain insights
into the diversity within our sample group, specifically within the context of Saudi Arabian digital food retail projects.
Understanding the nationalities of participants allows us to explore potential variations in e-brand experiences and consumer-
based e-service brand equity across different cultural backgrounds. Given the multicultural nature of Saudi Arabia, examining
the nationality distribution provides valuable context for understanding how various consumer segments perceive and interact
with digital food retail platforms. This information enhances the depth of our analysis, enabling us to identify potential cross-
cultural differences and tailor strategies accordingly to optimize e-service brand equity within the Saudi Arabian market. A
total of 438 respondents, representing 99.1 percent, reported being of Saudi Arabian Origin. Only 4 of the respondents,
representing 0.9 percent of the entire sample space, were expatriates residing in Saudi Arabia. The Pie Chart below shows
how our research participants responded to the question of nationality.

11
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¥patriate residing in Saudi Arabia

Saudi Arabia

The last question we asked the research participants was about their level of education. We included a question
about respondents' level of education to investigate potential correlations between educational attainment and perceptions of
e-brand experiences and consumer-based e-service brand equity within the Saudi Arabian digital food retail projects.
Education level significantly influences individuals' attitudes, behaviors, and decision-making processes. Therefore, our aim
of why we captured the educational backgrounds of participants was to explore whether there are any discernible patterns or
differences in how individuals with varying levels of education engage with digital food retail platforms, perceive e-brands,
and evaluate e-service brand equity. The Pie chart below shows the level of education of all the respondents who participated
in our study. A total of 260 (58.8%) respondents indicated that they possess a Bachelor’s Degree. They were followed by
High Schoolers, who were 109, representing 24.7 percent of the entire population. 42 (9.5%) of the respondents had a
Master’s Degree, while 24 respondents, representing 5.4 percent of the entire sample, have a Diploma/Certificate. Only 7
(1.6%) have a PhD or a Doctorate Degree.

12
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Education:
442 responses
@ High School

@ Diploma/Certificate
Bachelor's degree
@ Master's degree

Descriptive Analysis

The descriptive analysis section was focused more on the core or the primary questions of the questionnaire. The
section was divided into five primary parts: E-Trust, E-Loyalty, E-Satisfaction, Brand Popularity, and Online Food Purchase
behavior.
E-Trust

A total of six statements on E-Trust were put to the respondents to state their level of agreement. The general motive
was to ascertain whether e-commerce can be trusted or not. Out of the 442 respondents, 190 (43%) agreed that social media
platforms are generally trustworthy for shopping. 175 (39.6%) strongly agreed with this statement, while 54, representing
12.2 percent, were neutral. The level of disagreement with this statement was quite low, with only 14 (3.2%) respondents
strongly disagreeing and 9 (2%) disagreeing with the statement.

A huge number of respondents, 233, representing 52.7 percent of the total respondents, strongly agreed with the
statement, “I trust the information on social media platforms to be true.” Agree were 133 (30.1%), 41 (9.3%) were neutral,
21 (4.8%) disagreed with the statement, while 14, representing 3.2% strongly disagreed with the statement.

Furthermore, 211 (47.7%) strongly believed that social media platform stores would not take advantage of their
customers, 158 (35.7%) agreed, and 35 (7.9%) were neutral. However, 22 (5%) and 16 (3.6%) disagreed and strongly
disagreed with this statement, respectively. This trend was similar across the remaining three statements as most respondents
strongly agreed with statements such as | feel comfortable making purchases from social media platforms stores (56.1%), |
trust the food brands or retailers | follow on social media (50.2%), and | trust most of my contacts in my friends list in the
social networks | am a member of (53.6%).

The following table represents the summary of the descriptive statistics for E-Trust.

Descriptive Statistics

N Minimum  Maximum  Mean Std. Deviation
1. Social media platforms are 442 1 5 4.14 931
generally trustworthy for
shopping.
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3 I believe that social 442 1 5 4.19 1.024

media platforms stores will
not take advantage of their

customers.

2. | trust information on 442 1 5 4.24 1.019
social media platforms to be

true.

4. | feel comfortable making 442 1 5 4.38 .896

purchases from social media
platforms stores.

5. | trust the food brands or 442 1 5 4.31 .907
retailers | follow on social

media.

6. | trust most of my contacts 442 1 5 4.36 .898

in my friends list in the social
networks | am a member of.
Valid N (listwise) 442

Social media platforms are generally trustworthy for shopping: On average, respondents rated their trust in
social media platforms for shopping quite high, with a mean score of 4.14 out of 5. The standard deviation indicates relatively
low variability in responses, suggesting that most respondents view social media platforms as trustworthy for shopping.

I trust information on social media platforms to be true: Respondents expressed a high level of trust in the
truthfulness of information on social media platforms, with a mean score of 4.24 out of 5. The standard deviation suggests
that responses are moderately spread out, indicating some variability in perceptions regarding the truthfulness of information.

I believe that social media platforms stores will not take advantage of their customers: The mean score for this
statement is 4.19 out of 5, indicating a high level of belief among respondents that social media platform stores will not take
advantage of their customers. The standard deviation suggests moderate variability in responses.

| feel comfortable making purchases from social media platform stores: Respondents generally feel comfortable
making purchases from social media platform stores, as indicated by the high mean score of 4.38 out of 5. The low standard
deviation suggests that responses are relatively consistent, with minimal variability.

I trust the food brands or retailers I follow on social media: Respondents exhibit a high level of trust in the food
brands or retailers they follow on social media, with a mean score of 4.31 out of 5. The standard deviation suggests relatively
low variability in responses, indicating a consistent level of trust among respondents.

I trust most of my contacts in my friends list in the social networks | am a member of: On average, respondents
trust most of their contacts in their friends list on social networks, as indicated by a mean score of 4.36 out of 5. The standard
deviation suggests relatively low variability in responses, indicating a consistent level of trust in social network contacts.

E-Loyalty
Descriptive Statistics
N Minimum  Maximum  Mean Std. Deviation
Age 442 1 5 2.07 .600
1. | continue purchasing food 442 1 5 4.34 .888

products from the same

online brand or retailer.

2. | feel a sense of loyalty to 442 1 5 4.42 .883
the food brand or retailer |

prefer when engaging with

them on social media.
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3. I would recommend using 442 1 5 441 .851
the food brand to my friends.
4. 1 visit the website or app of 442 1 5 4.39 .895

my preferred food brand

more frequently than others

in the same category.

5. | find it difficult to switch 442 1 5 4.36 .906
to another website or app for

purchasing food products.

6. My beliefs about the 442 1 5 441 .887
reliability of my preferred

food brand are well-

established.

Valid N (listwise) 442

I continue purchasing food products from the same online brand or retailer: Respondents generally exhibit a
high level of loyalty towards their preferred online food brand or retailer, with a mean score of 4.34 out of 5. The relatively
low standard deviation suggests that responses are consistent, indicating a widespread tendency among respondents to
continue purchasing from the same brand or retailer.

| feel a sense of loyalty to the food brand or retailer | prefer when engaging with them on social media: The
mean score for this statement is 4.42 out of 5, indicating a strong sense of loyalty among respondents towards their preferred
food brand or retailer when engaging with them on social media. The standard deviation suggests relatively low variability
in responses, indicating a consistent level of loyalty among respondents.

I would recommend using the food brand to my friends: Respondents express a high likelihood of recommending
their preferred food brand to friends, with a mean score of 4.41 out of 5. The standard deviation suggests relatively low
variability in responses, indicating a consistent tendency among respondents to recommend the brand to others.

I visit the website or app of my preferred food brand more frequently than others in the same category: On
average, respondents visit the website or app of their preferred food brand more frequently than others in the same category,
as indicated by a mean score of 4.39 out of 5. The standard deviation suggests relatively low variability in responses,
indicating a consistent behavior among respondents.

I find it difficult to switch to another website or app for purchasing food products: Respondents generally find
it difficult to switch to another website or app for purchasing food products, as indicated by a mean score of 4.36 out of 5.
The standard deviation suggests relatively low variability in responses, indicating a consistent perception among respondents
regarding the difficulty of switching.

My beliefs about the reliability of my preferred food brand are well-established: Respondents' beliefs about
the reliability of their preferred food brand are well-established, with a mean score of 4.41 out of 5. The standard deviation
suggests relatively low variability in responses, indicating a consistent perception among respondents regarding the reliability
of their preferred brand.

E-Satisfaction

Descriptive Statistics
N Minimum  Maximum  Mean Std. Deviation
1. | feel satisfied with the 442 1 5 4.34 915
online shopping experience
provided by the food brands
or retailers | follow on social
media.
2. | am delighted with my 442 1 5 4.42 .867
experience of purchasing
food products online.
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3. The food brand meets my 442 1 5 4.39 .897
expectations in terms of
quality and service.

4. The food brand is the only 442 1 5 4.36 933
one | prefer to buy from and

use.

5 I consider the food 442 1 5 4.40 .870

products of my preferred
brand to be reliable.

6. The food brand offers 442 1 5 4.43 .833
products  with  excellent

features.

Valid N (listwise) 442

| feel satisfied with the online shopping experience provided by the food brands or retailers I follow on social
media: Respondents generally express satisfaction with their online shopping experience provided by the food brands or
retailers they follow on social media, with a mean score of 4.34 out of 5.

I am delighted with my experience of purchasing food products online: Respondents generally report being
delighted with their experience of purchasing food products online, with a mean score of 4.42 out of 5.

The food brand meets my expectations in terms of quality and service: Respondents feel that the food brand
meets their expectations in terms of quality and service, with a mean score of 4.39 out of 5.

The food brand is the only one | prefer to buy from and use: Respondents indicate a strong preference for the
food brand, as it is the only one they prefer to buy from and use, with a mean score of 4.36 out of 5.

I consider the food products of my preferred brand to be reliable: Respondents perceive the food products of
their preferred brand to be reliable, with a mean score of 4.40 out of 5.

The food brand offers products with excellent features: Respondents believe that the food brand offers products
with excellent features, with a mean score of 4.43 out of 5.

Brand Popularity
In this section, we wanted to compare the means of Male and Females based on several statements about brand

popularity.
Group Statistics

Gender N Mean Std. Deviation  Std. Error Mean
1. I am more likely to Male 51 3.84 .925 129
purchase food products after Female 391 4.42 .852 .043
reading reviews or posts on
social media.
2. The popularity of a food Male 51 3.96 147 .105
brand on social media Female 391 451 819 041

influences my decision to

make a purchase.

3. | believe the popularity of Male 51 3.88 .864 121
a food brand on social media Female 391 4.48 831 .042
plays a role in building trust

with the brand.

4. The popularity of a food Male 51 3.84 .903 126
brand on social media Female 391 4.48 .850 .043
contributes to my overall

satisfaction with the brand.

16
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5. 1 am more likely to engage Male 51 3.73 .896 125
in online food shopping if the Female 391 4.45 872 .044
brand is popular on social
media.
6. The popularity of a food Male 51 3.75 .868 122
brand on social media Female 391 4.40 909 .046

contributes to my overall
loyalty with the brand.

Based on the provided group statistics, which are separated by gender, we can observe the mean scores and standard

deviations for each statement on brand popularity:

1. Statement 1 - Purchase Intent after Reading Reviews on Social Media:
e Male: Mean = 3.84, Std. Deviation = 0.925
e Female: Mean = 4.42, Std. Deviation = 0.852
2. Statement 2 - Influence of Brand Popularity on Purchase Decision:
e Male: Mean = 3.96, Std. Deviation = 0.747
o Female: Mean = 4.51, Std. Deviation = 0.819
3. Statement 3 - Role of Brand Popularity in Building Trust:
e Male: Mean = 3.88, Std. Deviation = 0.864
o Female: Mean = 4.48, Std. Deviation = 0.831
4. Statement 4 - Contribution of Brand Popularity to Overall Satisfaction:
e Male: Mean = 3.84, Std. Deviation = 0.903
e Female: Mean = 4.48, Std. Deviation = 0.850
5. Statement 5 - Influence of Brand Popularity on Online Food Shopping:
e Male: Mean = 3.73, Std. Deviation = 0.896
o Female: Mean = 4.45, Std. Deviation = 0.872
6. Statement 6 - Contribution of Brand Popularity to Overall Loyalty:
e Male: Mean = 3.75, Std. Deviation = 0.868
e Female: Mean = 4.40, Std. Deviation = 0.909

Independent t-tests

The table below shows the results of independent samples t-tests conducted to compare the mean scores between

male and female respondents for each statement on brand popularity

Almutairi Consumer Behavior and E-commerce Adoption in the Food Industry in Saudi Arabia
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Independent Samples Test

Levene's Test for Equality of

Wariances ttest for Equality of Means
95% Confidence Interval of thel
Mean Std. Emor Difference
F Sig. t df Sig. (2-tailed) Difference Ence Lower Upper
1.1am more likely to Equal variances 776 378 -4516 440 =001 -.578 128 -83 -.32
purchase food products assumed
after reading reviews or i}
. Equal variances not -4.242 61.603 =.001 -.579 136 -.852 -.30
posts on social media. I —
2. The popularity of a food  Equal variances 3882 049 -4.581 440 =.001 A5 5 A -.791 =2l
brand on social media assumed
influences my decision to ;
§ Equal variances not -4.916 66.690 =.001 -.553 13 -.778 -.32
make a purchase. I —
3. | believe the popularity Equal variances 1.745 87 -4.833 440 =.001 -.601 124 -.845 =K
of a food brand on social assumed
media plays a role in
building trustwith the Equal variances not -4.694 62.704 =.001 -601 128 -.B57 -.34
brand. assumed
4. The popularity of a food  Equal variances 266 607 -5.004 440 =.001 -.638 27 -.888 -.38
brand on social media assumed
contributes to my overall
satisfaction with the Equal variances not -4.776 62.119 =001 -.638 134 -.905 oI
brand. assumed
5.1 am mare likely to Equal variances 036 849 -5.581 440 =.001 =727 30 -.983 -47
engage in online food assumed
shopping ifthe brand is .
X X Equal variances not -5.467 63.003 =001 -727 133 -.993 -46
popular on social media e —
6. The popularity of a food  Equal variances 1.017 314 -4.885 440 =.001 -.659 135 -.924 -.38
brand on social media assumed
contributes to my overall g g o) yariances not 5070 65146 <001 -659 130 -919 -39

loyalty with the brand. I —

On the first statement, the Levene's test indicates that the assumption of equal variances is met (p =.379). The t-test
reveals a significant difference in mean scores between male and female respondents (p < .001), indicating that there is a
significant difference in the likelihood of purchasing food products after reading reviews or posts on social media between

male and female respondents.

For statement 2, the assumption of equal variances is violated based on the Levene's test (p = .049). Therefore, the
t-test indicates a significant difference in mean scores between male and female respondents (p <.001), suggesting that there
is a significant difference in the influence of brand popularity on purchase decisions between male and female respondents.

Similar to Statement 2, the assumption of equal variances for statement 3 is violated (p = .187). The t-test reveals a
significant difference in mean scores between male and female respondents (p < .001), indicating a significant difference in

the belief regarding the role of brand popularity in building trust between male and female respondents.

Direct Effects or Samplel and Sample 2

Hypothe | Hypothesized Sample Sample Group
sis Relationship differences(p
Estimate Accepted/R | Estimate Accepted/Rejec | -Value
ejected ted’
HI BID | OCE 0.18 Accepted 0.16 Accepted 0.85
H2 BID | ORPI 0.21 Accepted 0.19 Accepted 0.97
H3 BIM | OCE 0.19 Accepted 0.15 Accepted 0.88
H4 BIM | ORPI 0.19 Accepted 0.18 Accepted 0.94
H4 BIN | OCE 0.35 Accepted 0.22 Accepted 0.15
H5 BIN | ORPI 0.09 Accepted 0.04 Rejected 0.66
H6 BINT | OCE 0.18 Accepted 0.16 Accepted 0.04
H7 BINT | ORPI 0.28 Accepted 0.22 Accepted 0.99

Indirect Effects or Samplel and Sample 2

Almutairi
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. . . . Original | t- P .
Hypothesis | Hypothesized Relationship Sample | statistics | Value Accepted/Rejected
Online
H5 el B ~e 0457 | 1729 | 0084 | Accepted
Loyalty Popularity > Purchase
Behavior
Online
H6 i e ~o 0147 | 2109 |0035 | Accepted
Trust Popularity > Purchase
Behavior
Online
H7 Consumer Brand ~o 0340 | 4740 | 0000 | Accepted
Satisfaction Popularity > Purchase
Behavior
EL1
L J
F2 9ass
EL3 21813
7.439
EL4 14331
13.259
ELS 21691
EL6 E-loyalty BP1 PBA1
1.848 / /’
= 937 _ BP2 gorz _ B2
- - 5
14430 12.508 /12.-315
£ 17.364] 2270 11.147% ::c o imm"’ FE3
ET3 12.080 > - . L |
14508 70005, gy S
ET4 13626 \\EESE 10444
#1s936  E-trust Bram:lP<:|pu|arit_-,-\.|1—|,,}3,““’IL Online FoodPuKhaseB(éTzé4?‘
5 : BP5 ' PB5
-
ETE
BP& PBE&
ES1
12,198
Esz  10705)
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ES4 49594
K/
ESS
(3
ESG
Discussion
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This study aimed to establish the factors that may affect the consumers in the online food industry in Saudi Arabia
among the pilot sample of 391 Saudi Arabian women working and actively participating in the online food industry. The
results of the SEM analysis highlighted the existence of e-trust e-satisfaction and brand popularity towards social media
behavior. The research employed Structural Equation Modeling (SEM) analysis with the help of the AMOS statistical tool.
SEM is a statistical method that studies the connection between the construct variables and the manifest variables (Hair et
al., 2021). Single-headed arrows represented the hypothesized direct effects of one variable on another. For instance, the
directional arrow from E-loyalty toward Online Food Purchase Behavior indicates that high E-loyalty influences the former.

Double-headed arrows explain relationships between variables other than causing them without implying the act of
causing. The fact that E-trust and E-satisfaction are positively related to each other through a double-headed arrow does not
necessarily mean that one determines the other or affects the other. The numbers adjacent to the arrows show the signs and
magnitude of the connections. If the value is more than zero, the person has positive relationships; otherwise, if it is less than
zero, it means the person has negative relationships. It can range from -1 to +1, though the more the result has an absolute
value of 1, the more related the two variables are.

The analysis indicated that based on the theory of the Structural Equation Model (SEM), there are several
relationships between the latent variables and the Online Food Purchase Behavior. More sharply, it aligns with Alghamdi,
(2023) assertions that E-loyalty and E-satisfaction affect the tendencies relating to online food buying. Also, E-trust
(customer trust in an online environment) is postulated to influence E-loyalty and E-satisfaction. Furthermore, it theorizes
that Brand Popularity has a direct positive relationship with Online Food Purchase Behavior. The model also considers
possible relationships like the one between E-trust and E-satisfaction. This further indicates that each measured variable is
an error in the model, representing the measurement errors. Some of the various coefficients on these paths represent the
mean values of the relationships, and if these values are statistically significant, they prove the accuracy of the hypothesized
links. In addition, the model was tested in terms of the goodness of fit to estimate the fitness level of the model with the
observed data, which increases the model's reliability when applied to practical problems.

Besides the hypothesis testing, the combination of Structural Equation Modeling (SEM) analysis empowers the
study of the factors affecting online food purchase behavior. Overall, the values from the hypothesis tests mostly support the
relationships outlined in the SEM model, which increases confidence in the model's accuracy (Al-Maliki, 2021). A difference
is established by comparing the two samples regarding the correlation between brand image and online purchase intention.
This suggests that consumers from these groups may differ, which drops a note for further research. Also, the present research
results identify the strong moderation of brand image on consumers’ loyalty and trust, satisfaction, and purchase intentions
through the mediating role of brand popularity. These outcomes firmly underscore the need to pay much attention to customer
loyalty, trust, and satisfaction, as well as the formation of the brand about web food purchases.

Regarding the mediated effects of consumer opinion, this study supports Amornkitvikai et al.’s (2021) concept that
popularity is an important variable that links consumer attitudes and behaviors within the online food environment. Finally,
based on H5, the research confirmed that while consumer loyalty influences online food purchase behavior, brand popularity
mediates the extent of the association. This implies that the recurrent buyers create publicity for the brand under question
and, hence, more purchases on the internet. In the same way, consumer trust affects brand popularity, influencing online food
purchase behavior (H6). This suggests that when consumer trust is created in a brand, it improves its popularity, which
translates to more internet sales.

In addition, results reveal a highly mediated effect of brand popularity on the link between satisfaction and
purchasing behavior of quality Foods ordered online (H7). That means that the satisfied customers who directly do not buy
food online also help to increase gross by increasing brand popularity. In conclusion, brand popularity significantly influences
consumers' behaviors in the context of the online food industry. This way, by raising consumers' loyalty, trust, and
satisfaction, businesses improve the popularity of their brands and, thus, stimulate the demand for food delivered online.

The presented findings can be useful for various companies engaged in the online food delivery business. They
emphasize the significance of gaining customers' confidence, loyalty, and satisfaction and the impact of brand image on
Internet purchases. The distinctions between the different customer groups (as shown in the sample differences) could allow
for a more detailed analysis of improving marketing and customer relations
Conclusion

In conclusion, the study of demographics, consumer perceptions, and brand behaviors within the digital food retail
sector of Saudi Arabia provides a deep understanding of the complex interconnection of market forces and consumer
dynamics. Through the diligent investigation into demographic leans, it is evident that the teenage populations, especially
those aged between 25-34 years, are perfect adopters of e-commerce platforms for food retail; this signifies a fundamental
change in consumer behavior in response to technological advancements. Moreover, a high proportion of females were
involved in the survey sample, constituting 88% of the sample population. 5% of respondents indicate that they are essential
to household purchasing decisions and their growing role in shaping digital consumption patterns. The fact that this
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representation of gender suggests that the market should seek gender-sensitive strategies as well as personalized consumer
experiences which cater to the different choices of female and male consumers within the digital food retail market.

Moreover, the overwhelming number of discussants are Saudi nationals, 99. 1% representation shows the localized
nature of the study and the necessity of contextualizing the findings within the socio-cultural and economic realities of the
Saudi market. Although the statistical purpose of this similarity is a narrow concentration of the analysis, the presentation of
expatriates in an undue proportion of 0. 9% shows snapshots of how cultural varieties and perspectives can be a source for
enriching the understanding and as a base for the development of strategies of balancing cultural segment of people. The
educational background analysis shows that the group is relatively educated, with a large part having bachelor's degrees,
which means they have a higher level of digital literacy and sophistication in online platforms for food retail purposes. In
addition to determining consumers' perceptions and generating their expectations concerning digital brand experiences,
quality of the product, and value-added services, there is a need for a strategy based on educational attainment and the
elaboration of brand credibility.

Recommendations

The strategic recommendations based on the detailed analysis of the digital food retail sector in Saudi Arabia are
action-oriented insights that help understand how to optimize the market presence and nurture long-lasting consumer
relationships. Firstly, as digital addiction is notable in younger age groups, digital food retailers should focus on delivering
unique digital marketing techniques that will rock the generation that is up-to-date with technology. Examples are using
social media platforms for advertising and personalized content creation, cooperating with influencers, and creating gamified
experiences that keep young consumers linked to the brand. The use of immersive online experiences like virtual shopping
environments or product recommendations based on browsing history can increase user satisfaction and thus increase
conversion rates. However, it is also essential that these platforms are linked seamlessly so that the customer can do so with
ease. This will lead to brand consistency and meeting shopper's changing demands.

Secondly, recognizing that women are leading consumers who form opinions and purchase decisions, it should be
crystal clear that digital food retailers should introduce gender-responsible marketing campaigns that are not just buzzwords
but mean something of value to women. Cohorting with women influencers who align with the brand's values can extend the
scope and credibility of the brand among the female audience. Community-building initiatives like women-oriented events
or forums on health and wellness might be the best strategy to build stronger relationships among women followers. To
further increase brand relevance and interaction, we can personalize the products and their related promotions to match
female preferences by using, for example, the packaging, flavor, or convenience, among other things.

Thirdly, recognizing the Saudi market as a regional one, the food retailers in the digital sector need to integrate the
region's cultural norms with the content into their strategies. The language translation and the population's culture, traditions,
and sensitivities must be understood and incorporated into the marketing messages and product offerings. Constructing
sincere relations with customers through the valuation of ethnic traditions and consumer culture creates mutual trust and
devotion. Activity in community initiatives, standing up for local causes, and participating in cultural evenings show their
draw with the local community and can increase the brand's reputation.

Moreover, the application of diversity in consumer segments through inclusive marketing practices is an essential
step for the expansion of the market and the creation of inclusivity. Targeted marketing that meets the needs and desires of
different groups of consumers, expatriates, and multicultural communists is an indication of the understanding of the
challenges and preferences, which enable the brand to connect better with the customers, thus increasing loyalty. Spending
on heavy data analytics and Al-based valuable advice helps the business generate personal recommendations and offerings
tailored for different consumer groups, which, as a result, attracts clients and builds brand loyalty.

The constant observation of market tendencies, competitor strategies, and technological advancements is the key to
remaining competitive and innovative. Partnering with local influencers with deep knowledge of the market scenario and
aligning with prominent players such as suppliers and delivery services could help the brand with issues such as visibility,
trust, and relevance in the digital food retail ecosystem, which is evolving. People participate in community activities not
only because these activities help strengthen brand image but also because, due to such initiatives, the circle of trust and the
sense of social responsibility grow, strengthening the market positioning and consumers' feelings.

Future Research

The consideration of future research fields is essential for an organization to be ahead of the trend, to understand
the changing behaviors of the consumers, as well as to take advantage of emerging technologies for sustainable growth.
Tracking longitudinal studies that record consumer choice, digital adoption phenomenon, and market trends over long
intervals will lead to a more profound knowledge of changing consumer psychographics and digital consumption patterns.
Comparative studies across different regions, cultures and market segments can reveal subtle differences in consumer
behaviors, preferences and brand interactions, which can guide targeted marketing strategies and market expansion
initiatives.
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Moreover, investigating how the emergence of new technologies such as block chain, 10T, and Al affect supply
chain management, customer experiences, and business sustainability within the digital food retail sector opens a wide field
for increasing performance, customer engagement, and innovation. Considering consumer attitudes toward sustainability,
ethical sourcing, and corporate social responsibility within the digital food retail space will help create eco-friendly marketing
strategies, grow the brand reputation, and attract green-minded consumers. Apart from that, studying the convergence of
offline and online retail experiences, the role of virtual reality in enhancing digital shopping experiences, and the influence
of social commerce trends on consumer behaviors can lead to new ways of differentiation, competitive advantage, and market
leadership in the digital food retail domain.
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