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Abstract 

With globalization governing the world, increasing competition beyond borders, 

companies have seen their market share shrink and their profits disappear. This phenomenon 

gave rise to the e-commerce, a key platform to streamline globalization.  However, some parts 

of the world were still shy in adopting e-commerce for their daily transactions, particularly the 

Middle East region. It wasn’t until the surge the COVID-19 pandemic, that e-commerce made 

its way to every corner of the globe and became part of the daily lives of the citizens of the 

world, including the Middle East.  

The question that we attempt to answer in this thesis is whether the transition to digital 

economies was successful by looking at how well consumers adapted to the new normal and 

changed their buying behavior? A survey targeting 200 respondents was conducted to answer 

the question, in addition to factual data on purchase behavior of citizen and residents of Saudi 

Arabia. Results have supported the hypotheses by concluding a direct correlation between 

digitizing economies and the change in consumers’ buying behaviour, where people started to 

transact online whether by using social media platforms, downloading digital wallets or 

executing simple online transaction, which will in turn, help businesses survive by maintaining 

their profits.  

 

Keywords: digitizing economies, digital wallets, digital money, social media, websites, e-

commerce, Covid19, technological innovations, consumers’ buying behavior …  
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Introduction 

1.1 General Background – Need and purpose of the Study 

6 March 2020: The world woke up to silent streets, empty roads, closed shops, clear 

skies, and non-functional airports. In March 2020, WHO declares COVID-19 a pandemic. Since 

then, the world has been fighting an invisible enemy, taking a toll on people’s lives in every 

possible aspect, be it health, social or economic. Stressing on the latter, with the many 

lockdowns that invaded the streets, many shops that were already facing the increased 

competition as a result of globalization, found it hard to survive the economic impact of this 

crisis. Some of them however, decided to reshape their strategy, in order to retain profits and 

resorted to e-commerce, that was a by-product of globalisation and took the world by storm 

with the surge of the pandemic. 

With increased competition because of globalization, organizations are developing 

themselves to improve and gain competitive advantage in a challenging global context. The fast 

expansion and development compelled organizations to look for innovative approaches, ideas, 

and sources in refining their structure and procedures (Tan and Nasurdin, 2011). According to 

Porter (1998, p. 194), organizations are always challenged to alter, reshape and adapt to the 

current circumstances and evolution of the market. Those who adapt will win and survive. 

Going back to the pandemic, and in an attempt to help business in their daily struggle, 

governments started issuing reforms to aid companies and discourage layoffs. Since the 

pandemic lasted way longer than expected, this strategy proved to be unsustainable. In a study 

done at Brookings University (May 2020), 38 Million Europeans have already filed for 

unemployment and many more are expected to follow. The United States (US) was hit hardly 

during the pandemic where, according to the Washington post (May 2020), small businesses 
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that are the identity of the United States were suffering, and over 100,000 small businesses are 

expected to close by end of this year […] the pandemic impact is expected to be one of the 

worst recessions since the Great Depression. More than 22 Million jobs have been lost in the 

US and 4.2 million businesses received stimulus packages from the US government and still 

found it challenging to survive. According to CNBC, 7.2 million small businesses are at a risk 

of closure (Iacruci, May 2020). 

Despite governmental aid, the world took a substantial financial hit that led to an urgent 

summit meeting for G-20 countries. They figured out that the answer to sustaining and 

protecting companies’ profit is to follow the behavior of the consumer. From a consumers’ 

perspective, what would be their needs during the pandemic? It is without a doubt the ability to 

receive goods and services in the comfort of their home, which will not only be limiting their 

exposure to the COVID-19 virus but will also offset the delivery disruption of those goods and 

services due to the long-lasting lockdowns during that period. So how do we do that? by 

Digitizing Businesses by turning goods and services to E-commerce, deploying contactless 

terminals on all shops. Additionally, transacting online, using contactless method of payments, 

will significantly reduce the use of Cash, one of main means of transmission of the virus.  

Businesses started incorporating e-commerce to remain on the market, preserve market 

share, and retain profit. To do that, they had to respond to the emerging market needs and match 

new consumers’ preference, which is to have goods and services delivered to their home, since 

the prevailing trend became for people to stay at home, with adults teleworking and students 

resuming their classes online.  

According to the Jounal.Ie (Mar, 2020), “With high streets quiet and shop fronts 

shuttered across the country, many small businesses have been looking at their options online”. 
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“In recent days, small businesses resorted to Twitter, Instagram and other social media sites to 

remind customers that – even while premises are closed – online stores are still open”. 

The effect on the Middle East and North Africa (MENA) region was even more 

significant. Gulf countries have been struggling since the beginning of 2020 with the decrease 

in oil prices, and when the COVID-19 virus was born, economies suffered even more. KSA 

was one of the most affected countries in the Gulf, where the government had to take stringent 

measure, starting with the increase of the VAT to 15% in addition to cutting living allowances 

to more than 1.2 Million citizens. In the United Arab Emirates, more than 1 Million Expats 

returned to their home countries after losing their jobs.  

In the case of Lebanon, the major reason behind the financial crisis is the shortage of 

banknotes (Cash), coupled with the lack of adaptation to POS and E-commerce Transactions. 

However, just like any other country in the world, it would be important to note that some 

Lebanese businesses did transfer their operations to online platforms, which helped to (mildly) 

offset the collapse of economy. 

The reasons behind choosing this topic for my research paper reside in the following: 

1. I currently work in one of the top retail multinational companies in the world and a 

leader in the MENA region. The company’s strategy in shifting its business online and 

the way it adapted to the technological transformation to secure profits was a real-life 

example that proved that the pillar of the success of this strategy is the Customer. Clients 

are the reason profits are protected; if the customer is not ready to use the platforms, 

companies would not have been able to succeed. Technological platforms adopted by 

my company aided in teaching the customers a new way to shop and transact, by 

changing their buying behavior and ultimately protecting the organization’s profit. 
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2. Being a Lebanese citizen, I, like all my fellow Lebanese, am a victim of the recent 

financial collapse in the country that rendered customers’ deposits inaccessible, and 

causing citizens to rush to the commercial banks to withdraw their money, which in turn 

worsened the financial crisis. Had the government adopted technological innovations 

such as Digital currency and online payments in additional to contactless cards, the 

amplitude of the crisis could have been diminished. The government/Central bank could 

have protected its international image and avoided the bank-run of depositors by 

implementing digital platforms in addition to educating citizens to change their behavior 

and start using them rather than depending on traditional means of payments.  

In light of the above, I have built the hypothesis that will be discussed throughout 

chapters three and four. the problematic question is summarized as follows:  

 

In this context, the main question is whether companies and countries were successful 

in digitizing economies as a step to mitigate risks associated with COVID-19. This brings us to 

the problematic question understudy: 

“Did Consumers adapt to Digital economy?” In other words, did their behavior change 

in the way they process payments and buy things?  

For this research, a study was undertaken on the way consumers adapted to the new 

normal by pursuing transactions using social media and the internet in general, moving from 

actual money to digital money.  

The hypothesis that was tested throughout this paper is the following:  

H1: Consumer Behavior Change is positively correlated with Digitizing economies.  
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This thesis investigates whether consumers are now inclined towards using Digital 

platforms in transacting payments.  

The methods used throughout this paper are a survey and the official market data from 

the Central bank of Saudi Arabia (SAMA).  

1.2 Brief Overview of All Chapters 

 This study is divided into five chapters. Following this introductory chapter, chapter 2, 

sheds light on previous studies and research about the subject understudy. This chapter will 

summarize topics related to digitized economies, the impact of COVID-19 and other SARS 

viruses on Consumers’ buying behaviour and technological advancements. Literature Review 

is key to gain an understanding of the existing research relevant to a particular topic or area 

of study, to help shape the question that needs further investigation, leading us to the hypothesis 

of this paper. 

 Chapter 3 lays out the methodology adopted in this paper to answer the hypothesis 

understudy. This chapter lists data sources such as the questionnaire and Central Banks data 

and explains the tools that will be used such as spreadsheets, and the SPSS statistical package. 

Tests include frequency distribution for descriptive statistics, Pearson correlation test and 

regression analysis. Independent and dependent variables are identified, and the detailed 

methodology will extract, test and process the data to answer the question at hand. 

 Chapter 4 describes the main finding and results drawn from the different tools 

mentioned and applied in the methodology chapter. This chapter includes a frequency 

distribution analysis on the demographics for the respondents, frequency distribution for the set 

of questions that tackle the hypothesis tests, Pearson correlation test using SPSS with the study 
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of the coefficient, the confidence level, and regression analysis test also using the SPSS 

Package. The aforementioned tests will lead to preliminary results that will be validated with 

processed and analysed data from the central bank of Saudi Arabia. 

 Chapter 5 concludes this study and tackles limitations that this study faced and the 

possible implications on companies that need to be taken into consideration. After summarizing 

the paper, recommendations are provided for businesses to sustain their profits during 

challenging times like the pandemic.  
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Review of Literature 

The World was recently hit by a virus that went viral and became known as the COVID-

19 pandemic. In addition to one million causalities, the COVID-19 pandemic took a toll on 

people’s lives, socially, economically and financially, changing their behaviors probably 

forever. A particular aspect of this behavioral change will be studied in this paper – The change 

is consumers’ purchasing behavior and the impact of companies’ profits. 

The surge of e-commerce was one of most noticeable changes in suppliers’ and 

consumers’ behaviors. Consumers had to resort to online platforms to make purchases that 

otherwise became impossible with lockdowns taking over every country in the world, and 

suppliers had to find alternative ways to respond to that newly emerging demand and keep their 

businesses afloat. 

Throughout this chapter, we will be shedding light on more than 50 interrelated studies 

tackling Digitization, Buying behaviors, Digital Economy/Currency, Technological innovation, 

and Payment Platforms, in addition to Companies’ Profits, amidst the COVID-19 pandemic. 

  Major studies stress on how Digitizing Economies helped in securing companies’ 

profits; but very few of them focused on an essential factor that links digitization with 

companies’ profits: “Change in Consumers Buying Behavior”.  

Major studies have missed deep diving into this linking factor, which takes us to the core reason 

of this thesis. All innovative technological transformations could have failed without customers 

adapting to this buying behavioral change.  

 Being a Lebanese citizen living through the different crises that the country is currently 

going through in addition to the pandemic, namely the economic downturn and financial 

collapse and shortage in banknotes, and being an employee in one of the major multinational 

companies in the MENA region, it is essential to build a research around the importance of the 
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change in consumers’ buying behavior and its positive impact on digitized economies. 

 Relooking into the traditional marketing funnel (Awareness, Interest, Decision and 

Action) which is “a way of breaking down the customer journey all the way from the 

“awareness” stage (when they first learn about your business) to the “purchase” stage (when 

they are ready to buy your product or service)” creates some uncertainties. This model does not 

tackle the latest market dynamics changes along with the remaining touchpoints leading to 

business profits. Hence, it is fundamental to build a funnel taking into account all elements. The 

pipeline constructed in this research paper helped in developing and formulating the hypotheses 

presented below: 

 

The five factors mentioned in the diagram above are interconnected and will be the basis 

on how the literature review chapter will be outlined. Throughout reviewing previous research 

studies and tests, we were able to construct the above funnel to better explain the problematic 

question at hand: change in market dynamics worldwide has led to the emerging of a digitized 

economy (and currency in some) that will respond to both the companies’ and the individuals’ 

needs. Companies wanted to protect profits and individuals wanted a safer buying environment. 
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However, for a company to effectively reach its goal in protecting profits by using this digitized 

economy, it should be successful in shaping the new behavior among people when transacting 

and buying.  

A - Change in Markets Dynamics  

Two main factors falling under the market dynamics umbrella led businesses to revamp 

their strategies to fit the consumers’ latest trends: Higher Connectivity compared to previous 

years, and drastic media consumption changes during the pandemic leading to a necessity in 

incorporating digital transformation. 

 Higher connectivity: Referring to a study conducted by We are Social, a mere 1% 

increase in population was matched with a 9% increase in the number of internet 

users, mainly coming from Social platforms. 

 

Source: We are Social, HootSuite (2020) 

 

A study has been done in the United States and published in Mumbai during 

2020 by Athens Information Solutions on how COVID-19 drove a surge in online e-

commerce transactions. They unveiled an index called Adobe Digital Economy Index, 
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a barometer to measure the digital economy. This barometer analyzes trillions of online 

transactions across more than 100 million products. The study starts by explaining how 

consumers and businesses behavior changed during COVID-19 because of digital 

platforms. In fact, the digital economy has been growing at a faster rate than the 

economy as a whole. The Adobe digital index concluded that there is a 20% increase in 

consumers transacting online, which translates into a 20% increase in digital purchasing 

power. Moreover, the study shows that the Buy online and Pickup In store Shopping 

(BOPIS) has increased by 62%, highlighting again the increased preference of buyers 

to use digital platforms. 

 Covid-19 media consumption changes: A publication that was released in the 

International Journal of Science and Business (2020), where Ismat and Murshedul 

covered digital transformation along with digital innovations, helped readers understand 

how the market’s consumption changed with digitalization, by highlighting the major 

online platforms that surged few years ago: 

1. UBER: largest Taxi Company that owns no cars. 

2. Facebook:  A Social media platform with no content. Members are responsible of the 

content creation.  

3. Amazon and Alibaba: the largest online platforms with no inventory where suppliers 

are matched with buyers. 

4. Airbnb, an online platform that does not own houses, and where renters are matched 

with interested customers, largely tourists. 

5. Netflix: The largest online movies and series streamer That does not require you to go 

to the movies or buy DVDs. 
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6. Google: The largest multinational technology company that specializes in Internet-

related services and products, which include online advertising technologies, a search 

engine, cloud computing, software, and hardware. 

7. YouTube: Another Platform with no content, where members can create, upload, and 

broadcast shareable content.  

8. Instagram: A platform that started as gate for social exposure, and that soon became an 

“online store” for many brands and shopping outlets. 

The above are clear examples on how a whole new digital world has emerged, changing 

consumption trends, from purchasing to transacting. Digitization was the main reason behind 

the success of these businesses.       

Zooming into the pandemic era, Ismat and Murshedul (2020) also emphasized on how 

digital marketing got consumers closer. “During the COVID-19 pandemic, incredible 

challenges were faced by many businesses. Consumer awareness and attitude are imperative as 

they provide real perspective to create content about products or services. So here, digital 

marketing is the light of heaven that has opened up the way to touch consumers” (Ismat and 

Murshedul, 2020) 

The study clearly shows how digital advertising and digital marketing helped competing 

businesses in times of COVID-19 to expand their reach. As they put it, during the pandemic, 

Digital marketing is having a significant impact on businesses worldwide. Other highlights were 

also published by Hootsuite & We Are Social (2020) showing the high-level of engagement 

and action captured on E-commerce platforms. 
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Source: We are Social, HootSuite (2020) 

The above diagram shows the considerable impact digitization had on customers. The 

study includes all transactions for aged individuals between 16 and 64 during the pandemic. 

81% of them searched online for a product or service to buy rather than going physically to a 

shop, 90% visited an online retail store to transact, 67% used a shopping application on a mobile 

phone or a tablet, and 74% purchased at least one product online, proving the hypothesis under 

study (Hootsuite and We are Social, 2020).  

 Hootsuite and We are Social (2020) also studied the e-commerce transactions growth during 

the pandemic. 
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Source: We are Social, HootSuite (2020) 

 

As shown above, while Tourism transactions decreased by 30%, all other industries 

have shown an e-commerce purchase increase reaching more than 80% for sports equipment, 

and more than 66% for supermarkets (Hootsuite and We are Social, 2020). 

Impact of COVID-19 on Chinese Economy: SME Businesses 

 Jennifer Bouey conducted an assessment on the Small and Medium sized enterprises 

(SMEs) in China as a result of the corona virus emergence. The study was done in March 2020, 

underlining the first quarter effect on the Chinese economy. “Travel/tourism, hospitality, 

entertainment, and the financial industry suffered the most during this period” she argued. It 

was estimated that the retail businesses and SMEs lost more than USD 141 Billion just during 

the Chinese New Year alone. This alone resulted in a 1% decrease in the country’s GDP (Bouey, 

2020).  

 Moreover, Bouey (2020) continues to discuss that not all retail sectors in china 

experienced losses. All physical and spaced shops such as malls, supermarkets, gyms, clothes 
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shops, cinemas and restaurants were the most affected. However, markets that deploy online 

shops using social media and recent innovations, achieved noticeable results.  

 Bouey (2020), in her research paper, sets some recommendations on what to do when 

faced with a challenge such as this pandemic. China is one of the biggest sources for global 

imports and exports and the economic impact of the pandemic on the country can have 

considerable consequences on global markets. Therefore, businesses and organizations should 

stand ready to face such an unexpected crisis. The author states that out of the 995 SMEs 

understudy, 30% have seen their profit decline by more than 50%, and 28% believe the range 

of drop in income will vary between 20% and 50%. One third of those interviewed said that 

they could remain operational for one month if things were to stay the same. 33% could survive 

for months and only 10% could remain operational for more than six months. It is important to 

note that those that saw themselves surviving were businesses operating online, selling and 

trading virtually rather than physically. This has pushed consumers, suppliers, and even 

governments to change the way they behave when transacting (Bouey, 2020).  

Online Consumption During COVID-19 – Case of Japan 

In Japan, Watanabe and Omori (2020) studied the online consumption during COVID-

19. They argued that the novel coronavirus changed the consumption patterns among people. 

Demand for services that entail face-to-face interaction witnessed a sharp decrease while online 

consumption for goods and services through e-commerce platforms captured a significant 

increase in market share. Their study did not only tackle the current situation but went further 

to assess whether online transactions using credit cards will continue post-COVID (Watanabe 

and Omori, 2020). 

 Their findings were categorized into three main groups: 
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1. The first group represents individuals with previous e-commerce activity. The study has 

shown that their spending share witnessed an increase over time (even though the 

periodicity of their spending patterns is random). It is projected that this group of people 

will remain heavily active. 

2. The second group consists of individuals with no previous access to the internet. They 

showed fast adaption and started utilizing online payment platforms via credit cards. A 

forecast was set in place assuming these individuals will remain digitally active given 

the behavioral change that was witnessed. 

3. The third group was selected to study the effect of COVID-19 on purchase behavior per 

age category. It was concluded that young individuals are more inclined towards such 

change than seniors. Moreover, a large number of individuals in this group had an 

upfront investment that is necessary to help them switch to online consumption, such as 

creating a social media account or buying and downloading digital wallets.  

According to the study, “with the spread of novel coronavirus infections, 

people’s consumption patterns have changed dramatically. While demand for services 

that involve face-to-face contact, such as eating out and entertainment, has decreased 

sharply, online consumption of goods and services such as e-commerce has increased, 

and some expect such patterns to continue once the pandemic subsides” (Watanabe and 

Omori, 2020). 

Business Models incorporating Digital Transformation (DT) 

 Marcin Kotarba (2018) in his research paper titled “Digital Transformation of Business 

Models” tackled the importance of digital platforms long before the pandemic. He argues that 

the massive technological development, “Digital Transformation”, urges the business to change 
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their business models and incorporate new elements to survive. In his observations in mapping 

the Digital Transformation drivers into the business, several findings were listed: 

1. Companies will have to strategically adapt to technological platforms and digital 

transformation, by adjusting their operational structure to take into account digital and 

payment systems. 

2. Failure to update business models that incorporates digital transformation will lead to 

drastic unsuccessful performance. 

3. To date, changes of business models are crucial to achieve social acceptance and 

adaptation to breakthrough innovations that will generate economies of scale. 

4. The internet, mobiles and personal computers are all technological digital 

transformation platforms and can be beneficial, especially when free to access. 

5. The business model must include a systemized view on what constitutes the Digital 

Transformation by being descriptive and credible base for research and discussions. 

6. Such a business model that includes Digital Transformation will be used to assess the 

new Digital Economy adaptation. 

7. Updated Business models including Digital Economy will enable new and updated 

organizational strategies across all industries, including digital payment platforms. 

In short, Kotarba argued that with all the technological advancements we are facing, 

organizations and even individuals must understand and adhere to those changes and therefore 

in order to succeed, you need to adapt and adopt the new norms of Digital Transformation.  

Priya Seetharaman (2020), in her research paper titled “Business models shifts: Impact of 

COVID-19”, studied the effect of the coronavirus on business model shifts. The author notes 

that “while on the one hand, the COVID-19 crisis has imposed enormous challenges on business 

organizations, on the other, it has also necessitated innovations, presenting organizations with 
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opportunities to identify new business models that will allow them to survive through the 

crisis.” She argues the pandemic created new rules for competition in order to survive. The 

paper comes to the conclusion that organizations are required to look for digital replacements 

and identify new ways to sell and purchase new products with minimal physical contact which 

urges the consumer to buy online or pay with cards on contactless terminals. This will preserve 

individuals’ health and safeguard companies’ profits in addition to indirectly changing the way 

consumers transact. 

Another change in market dynamics was discussed by Kim (2020) who found that as 

a result of the deadly pandemic, all business activities are being onboarded online to secure the 

profitability and survival of their businesses. Digitization decreased the social interactions 

between shops and consumers. At least 316 million consumers around 42 states changed their 

buying behavior to transacting online, due to businesses digitizing their operations. Had most 

businesses not been successful in shaping the consumers’ buying behavior through a digitized 

economy, the macroeconomy could have been at risk due to the cut-off of many supply chains 

that are crucial to the world’s survival.  

B – Digital Economy/Currency  

Having a digital currency in the market, way before the economic crisis, would have 

saved countries along with their businesses.  By creating a virtual market exchange, consumers 

would have bought and sold their needs through a digital platform, card or any mobile 

application.  

One of the major topics authors argued about is “Digital Money”, the number one reason 

behind changing the consumers’ buying behavior. The main factor for Digital Money to be 

successful, is the economy succeeding in changing the way customers’ buy and transact, making 

them accept digital currencies as a mean of trade (buying, and selling). They argue that digital 
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payments and digital currencies will still have a very important role post-pandemic as both are 

contactless techniques and both are encouraged lately by governments around the world. Two 

successful phenomena related to digital money are delineated below: 

1. Banknotes and coins are believed to be one of the top reasons the disease has been 

transferred that fast. 

2. During the pandemic, government provided aid to people in need, those who lost 

their jobs or even the entire citizens through digital and mobile apps.  

An interesting research has been lately published by the Bank for International 

Settlements (BIS). In the paper titled “COVID-19, cash, and the future of payments”, Auer, 

Cornelli and Frost (2020) discuss that the first thing we need to think about is that “the COVID-

19 pandemic has fanned public concerns that the coronavirus could be transmitted by cash.” 

Therefore, “Looking ahead, developments could speed up the shift toward digital payments. 

This could open a divide in access to payments instruments, which could negatively impact 

unbanked and older consumers. The pandemic may amplify calls to defend the role of cash – 

but also calls for central bank digital currencies” They argued that cash has been a store of value 

for people. In the UK, cash ATM withdrawals have declined, as more people are adopting 

digital payments. What is more interesting that even after concluding that the virus does not 

live on surfaces such as cash notes, people still wanted to use digital money through e-

commerce platforms or contactless Point of Sales (POS) terminals using plastic cards. What is 

definitely on the table, is that the pandemic shaped consumers’ behavior and their perception 

towards digitizing economies.  

BIS insists on the fact that “digital wallets or other smartphone-based payment 

interfaces (e.g. stored card details or QR codes) where no physical contact of the same object 
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by multiple persons takes place are further potential solutions. Online payments for e-commerce 

are of course not susceptible to viral transmission”. All of that gave rise to a new adopted 

payment behavior by consumers. BPFI (2020); UK Finance (2020); Handelsblatt (2020); Kurier 

(2020). 

Katz, Callorda and Jung (2020) discuss in their paper whether digitizing economies can 

mitigate COVID-19 damages by studying the effects on developed countries. They concluded 

that digital technologies proved to be the counteract against isolation that is enforced by social 

distancing and strongly allow economic systems to operate. They highlighted the role digital 

technology and digitizing economies played in mitigating the pandemic risks. Together 

businesses and societies must work to digitize economies and currencies to alter the behavior 

of consumers and protect companies’ profits. Increased efficiency has been noticed in supply 

chains. They stressed on the idea of training the population to optimize the success of this 

transformation. 

 Ultimately, the main goal is to test whether countries and nations that adopted the digital 

economy/currency and technologies were in a better health financially than those who did not. 

A research paper done by Bidual and Chetham in 2003 studied how developed and digital 

economies/companies faced and stood against the SARS outbreak. Their study showed that 

there is a strong evidence that internet and videoconferencing played a huge role during SARS. 

Some examples include the following:  

1. Nokia, Sun Microsystems, Intel, HP and IBM all cancelled their regional conferences 

at that time and replaced them with videoconferences. 

2. InterCall, a Chicago-based teleconference platform increased its subscribers base in 

Hong-Kong by 200%, and 30% globally, during the SARS period. 
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3. Integrated Vision, an Australian-based teleconference systems integrator, reported a 

44% increase in sales, while Singapore Telecom registered a 20% increase in 

videoconferencing demand, and 50% increase in the use of its videoconferencing 

facilities.  

Measuring Digitalization  

 Marcin previously published a paper in 2017 titled “Measuring Digitalization – Key 

Metrics”. In this paper, Kotarba analyzes a metric revolving around five main aspects: Digital 

Economy, Society, Industry, enterprise and clients. “Widespread digitalization of organizations 

and their business models is one of the strongest trends reshaping the global economy of today. 

The drive to digitize processes is fueled by a strong assumption of achieving higher overall 

organizational performance and building competitive advantages, equally important for both 

survival and growth.” Marcin noted that for a business to continue its operation in such a 

challenging and competitive environment, the firm should adopt a digital transformation; or 

else their business will fail. He summarized the effect of digital economy in a simple diagram 

shared below under the concept: “Digitalization dimensions and their primary metrics”: 
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By looking at the diagram above, Marcin has provided businesses with a Metric Key 

Performance Indicators (KPIs) that allows them to test the effectiveness of their Digital Model: 

1. Digital Economy and Digital Currency: Make sure that the economy is connected, 

human capital is sufficient and trained, internet is available and well-integrated, and that 

markets are able to be formed in such an economy. 

2. Digital Society, i.e. citizens: Make sure they are connected to the internet and are 

exposed to digital technology, including the existence of e-Government. 

3. Digital Industry, including Digital Asset stock, digital transactions, interactions through 

digital platforms between companies and suppliers/consumers. 

4. Digital Enterprise: Social media performance and customer engagement. 

5. Digital Clients (Buyer/Sellers): Digital Self Service and online usage.  

All those metrics provided by Marcin will help the organization measure the effectiveness 

of its Digital Transformation through analyzing KPI Metrics across those five pillars. 

C - Available Need 

In 2016, Mckinsey&Company published a study about Digital Globalization; they 

argued that digital flows are soaring and hence a new available need emerged that requires 

people and businesses to change. Digital platforms changed the world and economies 

worldwide, and shaped a new trend in adopting business platforms, bringing down the cost of 

international transactions. They created markets with global scales providing businesses with a 

large base of customers with effective means of reaching them. 900 million people have 

international connections on social media and minimum 360 million takes part of e-commerce 

transactions. This has raised world GDP by 10% with a value of $7.4 trillion alone in 2014. 

They also note that companies should built their own digital platforms to accelerate online 

transactions and shift from traditional payment to digital payment using e-commerce and 
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different payment gateways, to increase profits. Back in 2014, 12% of Global goods have 

become digital and traded on e-commerce. The biggest platforms include Alibaba, amazon, 

eBay and among many others.  

Another point that the Mckinsey&Company tackles is the emerging SME businesses 

that have adopted digital startups infrastructure and the available needs of both companies 

and individuals. Individuals who participated directly in the globalization had a significant 

impact on the economy. Global flows drive economic growth. The diagram below shows that 

at least 914 million people have international interanctions and 361 million actually do 

international e-commerce transaction that boosted economic profits for a substantial number of 

companies. They found a strong evidence that global flows on international e-commerce 

platforms contributed structurally to economic growth. They stress on the idea that: “The most 

connected economies can draw on these flows to enhance their own competitiveness, 

innovation, and efficiency, positioning themselves to take advantage of growth opportunities in 

global markets”. 
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Ghosh (2016) and Zheng (2020) both concluded that e-commerce evolved greatly a 

result of the SARS pandemic and thanks to the opportunity of digitization developments, after 

successfully identifying the available needs present in both: the companies to retain profits 

and the customers to shop securely. They argued and studied that the emerging SARS Virus 

pushed China to develop, implement, and adopt e-commerce to shop and transact online. A 

successful example is the case of the JD online platform that faced the pandemic by operating 

a retail store online and deployed on all its network on an ecommerce platform through 

messages and online shopping. The SARS virus also contributed to the creation and the 

transition of “Alibaba from a small B2B e-commerce site to the Chinese, and then global, e-

commerce leader. The latter example was also discussed and validated by another research done 

by Huddleston in 2020.  

In conclusion, the study confirms by addressing firms’ needs and those of 

consumers, digitizing economies and businesses succeeded in mitigating the risks of the 

pandemic. 

McGee, Morello and Weldon (2014), explains the different phases needed to have a 

successful digital business in times of hardship in which will shape consumers’ buying behavior 

and protect profits. They developed six-step-approach to ensure a successful transition to the 

world of e-commerce: 

1. Create the right mindset and shared understanding. 

2. Put the Right Leaders in place. 

3. Launch a digital business center of excellence. 

4. Formulate digital strategy to opportunities and threats. 

5. Find, develop and acquire digital business skills and roles. 
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6. Create new digital business capabilities.  

Following the above steps, the business will be able to digitize its operations, follow the 

digital economy standards and help in shaping customers’ buying behavior that will aid them 

in protecting profits in difficult times such as the COVID-19 pandemic.  

Another model that complements the aforementioned approach is the AIDA Model. The 

study was done by Hadiyati (2016), where the author presents the Digital Strategy through four 

stages:  

1. Attention: Draw the attention of all potential customers by adopting digital 

platforms. 

2. Interest: Use search engines to highlight things that will draw interest to the 

customer through the features of products advertised.  

3. Desire: Construct an emotional link between what a customer desire and the product 

features. 

4. Action: The above three points will lead the consumer to actually buy the product 

online 

The AIDA model clearly shows how digital transformation strategies played an 

important and successful role to change customers’ buying behavior throughout time, with 

minimal physical presence constituting a road for future successful virtual businesses. 

D – Change in Consumer Behavior  

Sargsyan (2017), Chairman of the Board of the Eurasian Economic commissions, argues 

that “the assets in traditional economic sectors, which have not been digitized, are dramatically 

devalued compared to the growth value of the new digital assets”. The leading experts agree 
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that in the nearest 15-20 years, the world will face the ubiquitous implementation of the 

platform-based business model and the reformatting of the habitual organizational structures of 

industry and trade. These changes in technology will lead to a change in human behavior along 

with an alteration among behavioral and cultural patterns. 

Olga Gregoriyeva (2017) studied the Human Behavior in the Digital Economy. “The 

aim of the work is to identify the trends of human behavior determined by the development of 

digital technologies”. Here below are the key take-outs: 

A. A high-Speed shift in all social processes trends and information has been recognized. 

B. The electronic world was successful in shaping a person’s thinking abilities. 

C. Huge downloads of applications have been witnessed. 

People became more mobile due to the development of digital platforms and payments. 

 In another work done by Parson and Vancic (2020), in an attempt to also study the 

change in buying behavior as a result of the COVID-19 hit, discovered that there is a noticeable 

shift in the way consumers are behaving during the pandemic. Their study started by exploring 

the main drivers that pushed people to transact. They divided the study between necessities and 

other goods. They concluded that consumer behavior, particularly when it came to necessity 

goods, and this is why supermarkets and other food markets were not as affected as other retail 

shops. People transacted online and got those products delivered to their doors with minimal 

interaction, decreasing the risk of getting infected. Additionally, the study showed that out of 

the essential goods, the ones perceived to have high quality were the ones with the higher 

demand. 

Disruption in the Chinese E-Commerce During COVID-19 

Another paper – Yuan and team (October 2020) – tackled the importance of e-commerce 

in the Chinese market and how the distribution looked like among those markets. The paper 
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studies the COVID-19 outbreak and its impact on the Chinese e-commerce market, by 

analyzing behavioral changes discovered, by deriving data from a large online shopping 

platform. The analysis entailed investigating the change in different shopping behavior that is 

done online. It includes purchasing, and even searching and browsing the platform.  

The study concluded that the pandemic witnessed a surge in the use of mobile 

applications, with Chinese enjoying shopping, browsing and even executing transactions using 

digital platforms. The study also noted that companies who followed e-commerce trends were 

the most protected, registering a positive increase in profits.  

The pandemic changed the way people behave. The time they spent at home was 

invested to capitalize on social media applications, digital wallets and online websites. They 

transacted online and made all their purchases by using digital platforms, especially when it 

came to necessity goods. Some even explored luxurious goods. This clearly shows that the 

pandemic changed the way companies should conduct business to respond to the shift in 

consumer habits. 

A better normal under COVID-19: digitalizing the Philippine economy  

In the Philippines, the World Bank published a paper in September 2020, in 

collaboration with the Philippines’ National Economic and Development Authority (NEDA), 

on the new normal during COVID times in the Philippines, studying the digital adoption and 

recommending the need to increase digital acceleration to meet the change in consumers’ 

behavior in such times. 

The paper focuses on how the COVID-19 pandemic changed the world after it restricted 

mobility and economic activity, and limited face to face interaction. As a result, consumers’ 
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behavior changed on many fronts, including buying and transacting. The availability of digital 

technologies has proved to be key for the resilience of businesses. Digital platforms rescued 

major businesses from shutting down. Governments and schools pursued their operations 

online. “E-commerce and digital payments have permitted businesses transactions to continue 

and goods to be delivered”, they added.  

The study also shed light on countries that have not been able to leverage digital 

technologies as a result of poor access to high quality internet and other technical problems. 

Those countries proved to be the most affected by the pandemic, due in part to companies not 

being able to sustain a healthy profit in 2020. Additionally, consumer behavior changed slightly, 

but was limited due to barriers in technological advancements.  

The report confirmed that Digital Transformation played an important role in shaping 

new customers’ behavior, in turn helping companies to sustain their profits. The World Bank 

identified reforms and policies needed to overcome obstacles related to digitalization; they used 

a concept framework called CHIP – Connect, Harness, Innovate and Protect: 

1. Connect: Build the necessary Digital infrastructure to enable digitalization. 

2. Harness: Invest in skills, regulations and institution that will help take and digitize 

the old Economy to meet the change in consumers’ behavior as a result of 

technological advancement.  

3. Innovate: Expand e-services to include digital payments, and e-government.  

4. Protect: Mitigate upcoming risks as a result in digitizing the economy. 

By adopting the above four key drivers for digitalization, economies will be able to 

protect their companies and profit inflows that will result from the change in consumers’ 

behavior. 
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The paper highlighted the case of the Philippines, a country that did not want to take 

any risk during the pandemic and avoided any face to face interaction. They started adopting 

social media platforms they use in their daily lives. It was sensed that those technological 

improvements led to plenty of companies going digital and hence played an important role in 

how individuals transact and behave when buying goods and services. An important aspect of 

this paper was how to acquire the skills needed to operate in such a digitized economy. 

As the World Bank (2020) put it: “To be able to ride the waves of digital transformation, 

employers and workers need to know how to use digital technology, handle large volumes of 

information, and act with flexibility and creativity”. In order to benefit from such a 

transformation to a digital economy, countries are in need to acquire three basic set of skills: 

1.  Cognitive, such as problem-solving and mental speed 

2. Social and behavioral, such as socioemotional skills, decision-making ability, and 

interpersonal skills 

3. Technical, such as the use of various software, methods, materials, and tools 

 

 

The Change in consumer behavior as a result of digitizing the economy did not only 

help in companies following a digital trend, but increased economies of scale. As they clearly 
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put it, “digital technologies perform routine tasks more quickly and less costly than humans. As 

a result, the demand for low-skill jobs declines and the need for high-skill workers that 

complement these technologies increases. This, in turn, motivates people to continuously learn 

new skills and upgrade existing one through a lifelong process of learning”.  Digitization had a 

nation-wide positive effect on the economy.  

During June 2020, a speech was delivered by the Chinese Premier, Li Keqiang in which 

he stressed on the fact that the rapid development of the digital economy nowadays is reshaping 

humans’ behaviors, world economy and human society. His speech also included how 

digitization further enhanced economies and companies in times of the COVID-19 pandemic. 

He further said that the world needs to take advantage of these technological advancements and 

the presence of digital economies by sensing the opportunities embedded in industrial and 

technological transformation and revolution. He advised them to focus on a win-win 

cooperation by tackling growth points such as implementing smart cities, using artificial 

intelligence and the use of big data that reflect the change in consumers’ buying behavior which 

could help them achieve higher profits by following their buying trends on digital platforms. 

He also noted that: “Digital is driving new shopping behavior: some product categories have 

taken a bigger share of the digital basket while others have fallen off”. Total online transactions 

increased by 23%. For the period of March 2020 versus January 2020, it was noticed that some 

products witnessed a 807% increase in sales on e-commerce platforms. This led to a surge in 

companies’ profits that adapted digital techniques to serve their clients virtually.  

A study conducted by Samuel, Habiba and Henry (2020) depicted how the COVID-19 

pandemic is reshaping the future. The study shows how four months of changing behavior 

during the pandemic fundamentally changed the global trendlines, drawing a path for 2050 
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trends, one of which is consumers’ buying behavior. This paper tackles how a presence of a 

digitized economy with technological advancement during the pandemic, was able to 

successfully succeed in shaping the way Consumers transact and buy.  

The authors used different categories in order to reach the conclusion mentioned above. 

They started by studying the factors that are responsible for the behavioral change, tackling 

issues such as aging, urbanization, Migration, Resources, Energy, Future pandemic and climate 

change, Food, Technology, Robotics, Additive manufacturing, “Internet of things”, Artificial 

intelligence, Biotechnology, information, access and privacy, Data Growth, Social Media, 

Knowledge and learning, Economics, Globalization, Supply Chains, Labor Dislocation, 

innovation and security, and Trust (Samuel, Habiba and Henry, 2020).  

In short, the authors used all the above, interrelated factors to show how citizens were 

pushed to transact and behave in a different manner post-COVID. It all starts with aging: as 

people grow older, they become more vulnerable to diseases, and consequently, a plan had to 

be put in place to ensure their safety while providing them with their vital needs. The use of 

Artificial intelligence along with technological innovation have made it very easy for customers 

to use social media and internet platforms to buy goods and services online without the need to 

be exposed to the virus. This can only be achieved through trust in the virtual system, so serious 

of security had to be adopted to protect those online transactions. As a result, our economy has 

shifted to digitization, shaping a new behavior among nations and citizens to transact differently 

and without physical contact Samuel, Habiba and Henry, 2020). 

Das & Lall (2016), Bhayvni & Bachini (2014) and Bailey (2020) explain in their 

respective papers the difference between traditional marketing and digital marketing and their 

effect on consumers’ buying behavior. While traditional marketing focuses on local consumers, 
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digital marketing reaches global clients. Moreover, traditional marketing entails physical 

interaction while digital marketing does not as it only utilizes digital platform to perform any 

transaction. Finally, it is less costly to adopt a digital marketing due to the economies of scale 

generated from this model. Another benefit to digital marketing, is its ability to target specific 

audiences. Algorithms are run at such an advanced level today, that performing a simple google 

search from your phone or personal computer can generate targeted advertising on the Social 

Media platforms you use. It has been widely concluded that digital marketing is less costly and 

far more efficient than traditional marketing, that companies have started resorting to that type 

of targeted advertising long before the pandemic. It is true however that the pandemic definitely 

accelerated the process for many businesses that were still reluctant to go digital. 

E - Business Profits 

With reference to the table below from CNBC, summarizing a research questionnaire 

done on more than 5,850 small businesses, in response to the question “How has your business 

revenue changes since COVID-19 became a widespread concern in early March?”, 57% said 

that if nothing changes and we don’t find a rescue plan, revenues will decrease by more than 

75%, and only 1.5%  of companies considered that their business would register a growth in 

revenue. This was alarming to note as the study was conducted less than one month after the 

pandemic had started. 
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Source: CNBC, April 2020 

One of the most interesting things that happened lately as a result of digitization was the 

meeting of G20 in Riyadh, in May 2020, where the biggest companies in the world – 

economically – discussed how technological innovations and artificial intelligence can help in 

achieving a resilient economy that will stand in the face of all upcoming storms similar to the 

COVID-19 recent hit, and how adapting to the way citizens will behave in such situations is 

crucial. 

The article about the G20 meeting was posted on ProQuest in May 2020 by the Emirates 

New Agency in Abu Dhabi. An interesting statement that was mentioned during the meeting 

was: “This present crisis carries with it an opportunity for governments to encourage the use of 

our most advanced technologies in order to prevent, mitigate, treat, and defeat future pandemics, 

and to facilitate the development of digital innovations that will enable a full economic 

recovery”. Indeed, leaders of the world gathered and agreed and the best and probably only way 

forward is the digitizing of economies that will forever change companies and consumers’ 
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behavior simultaneously to ensure upcoming risks are mitigated and economies are safe.  

Companies and consumers alike, need to adapt to the new normal. 

Rahul, Neena, andAbhipsa (2020), studied the impact of digital surge during the COVD-

19 pandemic. They argued that during the pandemic, companies have adopted digitization and 

consumers changed the way they behave in purchasing goods and services. Moreover, digital 

businesses have been there before the COVID-19 surge, and companies were already competing 

to implement all these technological transformations for clients to enjoy a wide variety of 

purchase options without the need to be physical present in a store. It initially started as a mean 

to make the life of busy men and women easier. However, it was a necessity at the time. Today, 

with the exponential rise in the need for products and services to be available online, the authors 

raised awareness on the importance of security, as the use of internet can lead to an increase in 

number of frauds attempts in the business world. Hence, security and theft awareness are 

imperative to protect customers transactions, given that this digital trend is expected to be 

adopted in the long term, and is not just a phase during the pandemic (Rahul, Neena, and 

Abhipsa, 2020).  

It is safe to conclude that digitization is the way to go, moving forward, and that most 

companies and even countries are headed in that direction, by undertaking and worldwide 

digital transformation that will shape the way we and behave. At the end and as they put it: “For 

the COVID-19 pandemic, we predict a dramatic shift in digital usage with impacts on all aspects 

of work and life. How this change plays out remains largely dependent on our responses to and 

shaping of the emerging trends” (Rahul, Neena, and Abhipsa, 2020). 

Ismat and Mershudul (2020) define digital strategies companies need to adopt to protect 

their profits and succeed. Here below arethe most popular ones: 
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1. Online advertising: The most dynamic part whereby people can stay at home and 

get whatever goods and services they desire. Several platforms are adopted here 

such as websites, social media pages, emails and blogs. In April 2020 alone, orders 

online increased by 96%, and 83% in May. 

2. Email Marketing: sending emails to customers you already know and are already 

familiar with their taste and preference. Companies target their clients based on 

product preferences, so sending them the advertisement will ensure that the purchase 

page is only one click away. Email rates rose by more than 100% compared to pre-

COVID numbers.  

3. Social Media Marketing: successful stories include shops built up on pages such as 

Instagram and Facebook. The study shows that 2.1 Billion consumers can be reached 

through Facebook, 1.1 Billion through Instagram, 0.7 Billion through LinkedIn, 0.3 

Billion through twitter and 0.2 Billion through Pinterest.  

4. Text Messaging: Companies can also reach their clients by sending them SMS to 

their phone numbers with links that takes them to a website where they can transact 

and buy goods and services that suit their needs. 

5. Mobile Marketing: This is essential for most of the strategies mentioned above. A 

lot of applications can be downloaded that help consumers reach a wide variety of 

goods and services without even spending the energy to go physically to numerous 

stores to find the needed products.  

The five strategies above have shaped the way we buy, consume and shop.  

Last but not least, the recent Worl Economic Forum conference held in 2020, where 

Christine Lagarde – President of the European Central Bank, discussed how COVID-19 is 
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changing the economy and what can we do about it to protect profits. She mentioned that 

a lost generation could be at stake in addition to businesses failing if they were not able to follow 

the pace of competition in adopting digital transformation as digitizing the economy proved to 

be a feasible way in changing the way citizens behave. Lagarde said: “Digital transformation 

has been accelerated in many aspects of life – both professional and personal – as people have 

adapted to remote working and education; e-commerce is booming; and people are getting more 

of their recreational activities via the internet.” Not only that, she surprised the attendees by 

showing the result of a recent survey where 32% of US citizens started adapting to technological 

transformation and are doing virtual parties and gatherings. She continues to highlight that the 

change in customer buying online will also affect local companies due to the high competition 

they are creating. Customers can now buy from international buyers online and not only locally 

which exerts additional pressure on local companies through competition.  

Conclusion: Review of Literature 

 Gathering information and analyzing more than fifty data sources give strong evidence 

that technological transformation has been the escape from an economic crisis for most 

governments and companies during the pandemic. It was clear enough that this has been 

achieved in no small part due to the important factor understudy here, which is “the successful 

change in customers’ buying behavior”. This alteration has been successful enough after 

digitizing the economy, but most research do not highlight this crucial and effective factor, 

without which no profits could have been secured. Therefore, throughout this research paper, I 

will be studying the direct effect of digitizing economies (Technological innovations/platforms) 

on the change in customers’ buying behavior by conducting a survey with a sample population 

of 200 individuals from different ages, cultural background and gender, getting actual data from 

the central bank indicating the increase in purchasing transactions through a card rather than 
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physical money and discussing innovative programs that were behind the successful change in 

the Egyptian way of buying – through the use of Vodafone; in addition to a focus on the 

importance of a digital currency in the Lebanese economical and financial crisis.  

In light of the above, I have built the hypothesis that will be discussed throughout chapters 

three and four. the problematic question is summarized as follows:  

“Did Consumers adapt to Digital economy?” In other words, did their behavior change in 

the way they process payments and buy products and services through technological 

transformation?.  

This can be translated into the below hypothesis: 

H0: Consumer Behavior Change is not correlated with Digitizing economies.  

H1: Consumer Behavior Change is positively correlated with Digitizing economies.  

Our aim is to reject the null hypothesis (H0) and accept the alternative one (H1). 

Throughout the next chapter, we will discuss the methodologies used to test the above 

hypotheses.  
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Methodology 

3.1 Introduction 

This research paper attempts to answer the following question: “Did Consumers adapt 

to Digital economy?” In other words, did consumers change their behavior in the way they 

process payments and buy products and services through Management Information Systems 

(MIS) platforms? 

The purpose of this paper is to find a relation, if any, between the “change in consumers’ 

buying behavior” and “digitizing economies”.  

In chapter 2, the literature review revealed that the majority of studies undertaken during 

the pandemic (and other crises) are centered around the importance of securing profits in 

challenging times and how companies are resorting to digital and e-commerce to retain their 

profit. Very few focused on the major indicator that links the two: “A successful change in 

consumers’ buying behavior”.  

The primary objective of this research paper is to raise awareness and increase reliance 

on the importance of changing the way consumers behave in new and inevitable market 

dynamics. The reason behind it, is that the success of any implementation is subject to the 

adaptation of the end user, which is “the customer”. The focus in this paper is on whether 

digitizing economies and introducing digital platforms for payments, in addition to card 

contactless payments, were successful in enhancing customers’ adaptation to new payment 

methods, leading in return to an effective transition from in-person shopping to e-commerce.  

Chapter 3 will lay out the methodology adopted in this paper to address the research 

question at hand, describing the tools and resources that were employed to gather and test the 

data, leading to the findings that will shape this paper. Results and outcomes will be shared in 



 

43 
 

chapter 4. 

 

3.2 Hypotheses 

 In this section and in order to clearly formulate the hypotheses, the problematic question 

should be stated and understood clearly. The following two variables will be tackled in this 

research: 

 Digitizing Economies – by using online platforms, social media applications, e-

commerce and contactless card payments) 

 Change in Customers’ buying behaviors 

H1: Change in Consumers’ Buying Behavior is positively correlated with Digitizing 

economies 

𝑪𝒉𝒂𝒏𝒈𝒆 𝒊𝒏 𝑪𝒐𝒏𝒔𝒖𝒎𝒆𝒓𝒔′𝒃𝒆𝒉𝒂𝒗𝒊𝒐𝒓 =  𝜶 +  𝜷 𝑫𝒊𝒈𝒊𝒕𝒊𝒛𝒊𝒏𝒈 𝑬𝒄𝒐𝒏𝒐𝒎𝒊𝒆𝒔 

The Null Hypothesis: 

H0: The null hypothesis is that there is no relationship between change in consumer’s buying 

behavior and Digitizing Economies. 

The Alternative Hypothesis: 

H1: Our alternative hypothesis is that change in Customer’s buying behavior is positively 

correlated to Digitizing Economies, proving the effectiveness of the strategic decisions adopted 

to protect companies’ profits. 

The study will also depend on the effectiveness of the implementation of digital 

payments on buying behavior of the customers. The more efficient (and user friendly) those 

digital payments are, the higher the correlation. If the Hypothesis stated above is proven to be 
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correct, a significant conclusion can be drawn and that is that a positive relation between 

digitizing economies and the change in buying behaviors among people exists and is crucial to 

the sustainability of businesses that are looking to retain their profits. 

3.3 Selected Variables 

3.3.1 The Dependent Variable 

This study explores the effect of digitizing economies, implementing online payments 

through e-platforms and social media applications in addition to card contactless payments on 

the change in consumers’ buying behavior. Therefore, the dependent variable in this paper is: 

A. Change in Consumers’ buying Behavior 

 

3.3.2 The Independent Variable 

 The independent variable is described as a factor that triggers and has a significant effect 

on another factor under study. Since the purpose of this paper is to test the effect of digitizing 

economies on the customers’ buying behavior; this implies that “Digitizing Economies” is the 

independent variable. 

 

3.4 Methodology  

3.4.1 Philosophical Dimension 

 Ozanne (1998) explains that the philosophical aspect of research follows three different 

approaches that one needs to take into consideration. These three methods – namely positivism, 

realism, and phenomenology – draw the path through gathering, studying, analyzing, and 

concluding the research data collected.  

The first approach, Positivism, is where facts are observed and measured, by setting an 



 

45 
 

objective first. Positivists argue that there is one objective that is real to a research irrespective 

of other research and studies. In this paper, the main objective starts by identifying the need to 

understand whether consumers adapted to the new normal and started transacting using e-

commerce, digital wallets or Points of Sale (POS) rather than using cash. The preferred method 

for positivists is using the quantitative approach by adopting questionnaires and market data 

extraction through official sources. Furthermore, positivists stress on the importance of using 

credible references. It is in line with the latter that this research paper is adopting credible and 

official data from the central bank and other reliable sources. Finally, positivists argue that 

people’s behavior is shaped by external factors. It is with this theory in mind that this paper is 

undertaking a survey to collect data and try to link it to their behavior.  

The second approach, Realism, is also referred to as Post-positivism. Realism claims 

that all studies, research, and theories are subject to errors and, more often than not, should be 

revised by upcoming new research. Realism is in line with positivism when it comes to the 

precision and accuracy of data through logical reasoning in always being precise and accurate 

by adopting logical reasoning using credible and official resources. This paper will “give 

considerable attention to EVIDENCE” when analyzing the data in chapter 4, as stipulated by 

Ozanne’s first two stages. 

The third method, Phenomenology, focuses on subjectivism rather than objectivism. 

Each individual perceives things differently. This is the least preferred methods as they use 

unstructured interviews and adopt group debates while observing outcomes to be included later 

as part of their studies.  

This paper will adopt positivism and realism as the research for this particular topic should be 

unbiased, employs a diversified sample of people to study and includes official and credible 

data from sources that are recognized worldwide, and will use phenomenology in a structured 
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manner. The survey will include qualitative information, intended to shed light on the 

perception of individuals that are subject to new shopping trends, adding a subjective 

component to ground truth evidence-based findings.  

 

3.4.2 Reasoning Approach 

Trochim and Donnelly (2006) identified two major reasoning approaches that can be 

adopted by researchers when testing their theory.  

The first one is the inductive approach. The inductive approach is a “Bottom-Up 

Approach”. In other words, the inductive approach starts with specific observations that can 

then build the analysis for broader findings.  

The second is called deductive reasoning. Deductive reasoning is a “Top -Bottom 

Approach” where researchers would start by stating a general idea, hypothesis or a problematic 

question they wish to test and then take a deep dive into the details to reach specific observations 

that will conclude the testing.  

This research paper will adopt the Deductive reasoning approach. As stated above, the 

problem and the hypothesis needed to be tested are already identified:  

“H1: Change in Consumers’ Buying Behavior is positively correlated with Digitizing 

economies”.  

While research has already proven that companies protected their profits by Digitizing the 

Economy, the question that is yet to be addressed is whether the consumer adapted his behavior 

to the new normal and whether they started to make transactions using POS Contactless 

machines and Digital platforms. This will be thoroughly discussed throughout the paper. 
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3.4.3 Population and Sampling Procedure 

 The ultimate objective before testing the hypothesis is identifying the sample 

population to study. For this paper to serve its purpose, the sample population should be 

unbiased, diversified, including an equal number of men and women. Since we are looking at 

online buying trends, which would require a credit card, participants in the survey should be 

aged 18 and above and should be employed or previously employed.  

Individuals will be from different nationalities, mainly residing in the Middle East and 

North Africa (MENA) region, with a particular focus on Lebanon, Saudi Arabia, and Kuwait. 

It is important to note that this region is highly diversified with behaviors changing drastically 

from one country to another. To better depict diverse consumer trends, the sample was collected 

from different geographical locations in the region.  

After identifying the sample, the next step would be to gather spending data using digital 

platforms published by a credible source, here the Central Bank of Lebanon (BdL). The paper 

will analyze the data before and after the COVID-19 pandemic. It’s worth noting that this data 

is publicly available on Central Banks websites, such as the Saudi Arabia Monetary Authority, 

and the Kuwait Central Bank. This paper will also discuss the BdL Circular that encourages the 

use of transfers and POS transaction, promoting digital money rather than cash. 

3.4.3.1 Target Population 

To summarize the different characteristics of the sample population, participants in the survey 

should be: 

1. Above 18 years old. 

2. Resident of the MENA region, irrespective of nationality 
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3. Working or previously have worked 

4. of various demographic characteristics (gender, marital status and educational 

levels).  

 

3.4.3.2 Sampling Technique 

This paper will adopt stratified sampling – Stratified sampling is a method 

of sampling that involves the division of a population into smaller sub-groups known as strata 

– to ensure that fair representation of the population. Only two restrictions were put in place to 

make sure participants are freely shopping online with money they have earned, namely being 

aged18 and above and having worked or recently worked in any industry.  

3.4.3.3 Sample Size 

The sample will hold 200 participants coming from different backgrounds and 

consisting of both females and males with a wide representation of fields of work.  

 

3.4.4 Research Strategy 

 This section will lay out the strategy that will draw the research criteria and the set of 

actions needed to proceed. According to Remenyi (2003), Orkiloskvi and Baroudy (1991), a 

decent research study is the one that properly adopts a case study, population to experiment on, 

credible data sources and actual figures that shed light on the reality and truth. This paper 

follows their recommendation by collecting information from the Bank of Lebanon.  

Yin (1994) complements the above and says that all data should be harvested through 

decent questionnaires tackling the heart of the problem under study, and that Interviews help to 

identify the requested information to formulate a proper answer to the question at hand. 
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Throughout this research papers, specific questions in the survey will indeed address the heart 

of the problem, and BdL consolidated data will substitute interviews with the commercial 

banks, which will save time and allow us to reach the needed outcome in a more efficient 

manner. 

 

3.4.5 Research Methodology 

The research methodology that will be applied in this research project covers the following: 

Data will be gathered through a survey conducted on the sample population under study 

complemented by the Central Bank data, covering large MENA markets such as the Kingdom 

of Saudi Arabia (KSA) and Kuwait, a success story  of digital transformation in Egypt, all 

leading to the conclusion that Lebanon should resort to digitizing its economy to offset the 

negative impact of the pandemic, in addition to the economic crisis and collapse of the financial 

sector. 

The steps will be as follows: 

A. Draw upon previous studies and past theories. This was covered in the second chapter 

of this study: the literature review. 

B. Gather accurate data and information to address the problematic question and 

hypothesis through central banks.  

C. Generate reliable and effective findings through a structured set of questions that 

address the heart of the problem, the survey. 

D. Collect and analyze the data in an unbiased manner, through one of the best tools 

adopted by researchers, IBM’s SPSS Statistics. 
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3.4.6 Instrumentation 

As detailed above, the major instrument of this research paper used to test the hypothesis 

is the survey or questionnaire that will be distributed to 200 participants. While the 

questionnaire will be annexed to the paper, it is important to note the following:  

1. The survey will adopt the Likert Scale, meaning that the participant will have to 

answer questions based on a scale ranging from 1 to 5 where 1 indicates that the 

participant “Strongly Disagrees” and 5 suggests that he “Strongly agrees” with the 

statement or question at hand. 

2. The questionnaire is divided into two parts. The first one entails “Descriptive 

Statistical Questions” where participants provide background information about 

demographics, namely, age, gender, number of family members, salary scale, among 

others. This section also includes the industries they work in, when applicable. The 

second part of the survey lists research questions needed to run the statistical 

simulation, based on a Likert scale model. It is worth noting the reason behind the 

choice of the Likert scale, and that is because it enables us to quantify the answers 

and enter in the SPSS system in order to test the correlation between the dependent 

and the independent variables.  

 

3.4.7 Research Analysis  

Three techniques/statistical software are used here: 

1. Descriptive statistics: 

Descriptive Statistics will be performed on the first set of questions in the survey noted 
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in the above section. Using the “Frequency Distribution” method, the study will analyze the 

distribution among the 200 participants based on different demographics present in the 

research, using Excel in addition to the SPSS Statistical Package to present the findings in 

the form of bar and pie charts.   

2. Pearson Correlation Test 

The Pearson Correlation Test will be performed on the second set of questions of the 

survey, using the SPSS statistical package. SPSS will test the correlation between the dependent 

and the independent variables. The result is presented in the form of a coefficient number that 

will reveal whether there is a positive or negative relation between the two variables under 

study. 

This study is based on both qualitative and quantitative results. Therefore, the number 

value of the coefficient is not significant. What the researcher will be looking at is the sign of 

the Pearson coefficient and interpret the outcome accordingly. If the coefficient has a positive 

sign, meaning its value is greater than zero, the dependent and independent variables will be 

considered to have a positive correlation, suggesting that the consumers have indeed adopted 

e-commerce. On the contrary, If the sign of the coefficient is negative, or has a value lower than 

zero, the dependent and independent variables will be considered to have no correlation, 

meaning that the customer did not adapt to the digital transformation. 

Another important aspect to shed the light on is the confidence interval. In statistics, a 

confidence interval is a type of estimate computed from the statistics of the observed data. This 

gives a range of values for an unknown parameter. The interval has an associated confidence 

level that gives the probability with which the estimated interval will contain the true parameter. 

A tight interval at 95% or higher confidence is ideal. In other words, the confidence interval is 

the percentage that shows the accuracy the testing, and it is ideal to have at 95% and above. the 
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Alpha level – α and the P-Value will determine the statistical significance of the data. The 

significant two tailed coefficient will be compared to an alpha α of 5% and another one at 1%. 

This means that if the significant coefficient (p-value) generated in the SPSS report shows a 

value between the α of 0.05 and 0.01, a 95% statistically confidence level is concluded, 

indicating a strong statistically significant positive correlation between the two variables. In 

other words, when the α value is between 0.05 and 0.01, we are sure at 95% that the result is 

credible and that there is relationship between the variables that are being studied. If the α value 

is above below 0.01 or above 0.05, this means that we could not confirm a significant correlation 

between the variables that we are studying. 

3. Regression Analysis 

The Regression Analysis is also done on the second set of questions in the survey statistical, 

run through SPSS. This is in line with the Pearson Correlation method, as it also compares the 

Alpha level to the P-Value generated in the report. The way it is interpreted begins by stating 

the hypothesis:  

The Null Hypothesis: 

H0: There is no relationship between change in consumer’s behavior and Digitizing Economies 

The Alternative Hypothesis: 

H1: Change in Customer’s behavior is positively correlated to Digitizing Economies and hence 

prove the strategic decisions adopted to protect companies’ profits. 

The study will attempt to reject the null hypothesis and accept the alternative hypothesis, 

concluding that countries were successful in shaping the behavior of customers in their digital 

transformation. If the P-value shows a statistically significant number that is less than at least 

5% α-value, the null hypothesis will be rejected, concluding the positive effect digitizing 

economies had on the change of buying behavior on individuals.  
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3.4.8 Analysis Framework  

Two techniques can be applied when doing research, namely the qualitative approach 

depicting studies of similar context in other parts of the world and the quantitative approach 

that analyses data collected through questionnaires and/or data gathered from credible sources. 

In this paper, both methods are adopted as follows: 

A. Qualitative approach: This paper will discuss the success story of implementing digital 

payments and remittances in Egypt through onboarding Vodafone wallets and payments. 

Furthermore, the paper highlights the different Lebanese crises, including the pandemic, which 

necessitated a shift toward a digital economy to mitigate existing and forthcoming risks that 

might hit the country, such as due a potential shortage of banknotes supply. 

B. Quantitative approach: the survey discussed at length in this chapter will collect data from a 

sample population and apply different analyses using SPSS to come up with conclusions that 

are covered in this research paper. Additionally, the paper will analyse official data from SAMA 

and Kuwait Central Bank come up with trends of Ecommerce and POS versus cash. 

Adopting both approaches will strengthen our research and provide accurate and reliable 

conclusion to our hypothesis under study. 

3.4.9 Pilot Test 

To ensure a successful data collection through a questionnaire, researchers conduct a 

pilot test. The Pilot test is performed by gathering information from a smaller sample of 

respondents, to test the efficacy and timeliness of the survey. During this phase, researchers 

have the opportunity to tweak, remove or add questions to improve the relevancy of the survey. 

Moreover, pilot testing is crucial in determining the quality of the data the survey will generate.  
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The pilot testing for this paper was undertaken on a sample of 15 people chosen 

randomly. These individuals were timed while answering all the questions in the survey. This 

allowed for some editing of the original version of the survey to reach the final version annexed 

to this paper. 

 

3.5 Conclusion 

This chapter laid out in details the methodology adopted to undertake this study and to 

address the questions we are trying to answer to test hypothesis at hand. This paper will use 

both quantitative and qualitative sources, ranging from a survey to figures extracted from 

Central Banks’ officials. Data captured from questionnaire’s respondents will be tabulated in 

Excel, in which frequency distribution analysis will be run to test and analyze demographical 

traits. The data will then be uploaded on SPSS statistical software where a correlation test will 

be run to check the coefficient sign of both variables. Finally, and using SPSS as well, the 

descriptive analysis will be conducted to further test the relation between the dependent and 

independent variables.  

Chapter 4 will elaborate all answers and results of the above-mentioned tools and 

resources, including the successful story behind digitizing wallets in Egypt. All of the above 

will shed light on the answers this study is looking to establish, by explaining how consumers 

rushed to use card payments instead of cash ones, especially during the COVID-19 pandemic, 

thus confirming the successful change in consumers’’ buying behavior. 
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Findings 

4.1 Introduction 

 In chapter 3, a detailed methodology was established to determine the steps and 

tools adopted in order to find out if there is a direct relation between digitizing economies and 

the change in customer behaviors. In other words, chapter 4 tries to find the correlation between 

the dependent and the independent variable. As a refresher, the stated problematic is as follows: 

“Did Consumers adapt to Digital economy?” In other words, did their behavior change in the 

way they process payments and buy things through technological platforms and innovative 

tools?” based on this question, the hypothesis was formulated as follows: 

(H0): There is no relationship between change in consumer’s buying behavior and 

Digitizing Economies. 

(H1): Change in Customer’s buying behavior is positively correlated to Digitizing 

Economies and hence prove the strategic decisions adopted to protect companies’ profits. 

 Accordingly, the variables are classified into two categories: independent or dependent 

variables. Since the study depends on the effectiveness of the implementation of digital 

payments based on the change in buying behavior of the customers, the more it is effective, the 

higher the correlation. Therefore, the independent variable is “Digitizing Economies” and the 

dependent variable is the “Change in Consumers’ behaviors”. This paper uses post-positivism 

and deductive reasoning, as discussed in chapter 3. 

The main two instruments used in this research paper to answer the problematic question 

and conclude a hypothesis are: (1) a Questionnaire and (2) Actual Data from Central Bank of 

Saudi Arabia (SAMA). 

The process adopted starts by studying the effect of digitizing economies on the change 
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in consumers’ behaviours; Since the main target are the customers, the first step was to 

distribute a survey including questions that will directly answer the hypotheses under study. 

Chapter 3 detailed the process, the instrumentation, and the benefit of using a questionnaire. 

 Once data was gathered, questionnaires’ answers were tabulated in order to analyze the 

results that will inform our hypotheses. On average, it took around maximum 15 minutes to 

complete the survey, and one month to gather and collect information from the sample 

population. Survey is divided into two main sections. The first part addresses demographic 

questions. The frequency distribution tool is adopted in descriptive statistics to study the 

demographic traits of the respondents, using either excel or the SPSS statistical package. 

  After studying the demographics in part one, a frequency distribution test was 

conducted on the answers related to the hypotheses’ questions. This will give us a sense of the 

direction of the survey. It is important to note that those results can only become credible once 

further tests are conducted in the second part of the chapter, where we I tested the hypotheses 

by running two statistical simulations known as “Pearson Correlation” and “Regression 

Analysis”. 

 Both the Pearson correlation and the regression analysis test the coefficient stated in the 

formula below: 

 𝑪𝒉𝒂𝒏𝒈𝒆 𝒊𝒏 𝑪𝒐𝒏𝒔𝒖𝒎𝒆𝒓𝒔′𝑩𝒆𝒉𝒂𝒗𝒊𝒐𝒓 =  𝜶 +  𝜷 𝑫𝒊𝒈𝒊𝒕𝒊𝒛𝒊𝒏𝒈 𝑬𝒄𝒐𝒏𝒐𝒎𝒊𝒆𝒔 

This study entails using a qualitative approach based on quantitative results; in other words, 

the numbers hold no importance; in fact, the sign of the coefficient is what we will use to answer 

hypotheses questions. Positive coefficients indicate a positive relation between the dependent 

and independent variables while negative coefficients indicate the lack of correlation between 

the two variables. After performing the correlation test, the data undergoes regression analysis 
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that further tests the relation of the independent variable to the dependent variable; a positive 

coefficient will also indicate a direct relationship between the two variables.  

The most important part of the correlation and regression analysis is studying the p-

value (significant Level) for each coefficient, as this will indicate the confidence interval and 

the percentage of confidence; this will ensure results are significant and statistically sound. 

Once all the tests above are performed, the results were coupled with actual data from 

SAMA Saudi Central Bank, and the main findings formed a valid conclusion to the problematic 

question stated throughout the paper. 

4.2 Descriptive Statistics 

 In this section, descriptive statistics using frequency distribution analyzed below[ by 

using tables and graphs presenting the different questions of the survey regarding 

demographical traits after which, a frequency distribution will also be inducted on the 

dependent and independent variables to have an indication on the possible answers for our 

hypotheses. 

1. Gender:  

 
Table 1: Frequency Distribution for Gender.  

 

Gender Total % Total Cum. Total % Cum. Total

Female 107 54% 107 54%

Male 93 47% 200 100%

Grand Total 200 100%
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Figure 1: Frequency Distribution for Gender 

 

 According the “gender frequency distribution”, 107 respondents were females, 

representing 53% of the total number of respondents, as shown in Table 1 and Figure 1 above, 

while the remaining 93 were males, or 47% of the total number of respondents.  

2. Age: 

 
Table 2: Frequency Distribution for Age                 

  

Age Total % Total Cum. Total % Cum. Total

18-25 61 31% 61 31%

26-35 88 44% 149 75%

36-45 32 16% 181 91%

>45 19 10% 200 100%

Grand Total 200 100%
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Figure 2: Age Frequency Distribution 

 

 According to table 2 and figure 2, the biggest portion of the respondents (88) 

corresponds to the 26-35 age group, constituting 44% of the total number of respondents. The 

18-25 age group followed with 61 respondents, representing 31% of the sample population. The 

remaining 51 respondents fall under the 36-45 and above 45 age groups, representing 16% and 

10% or the total number of respondents, respectively.  

 

3. Education: 

 
  Table 3: Frequency Distribution for Education.     

  

Education Total % Total Cum. Total % Cum. Total

Bachelor 112 56% 112 56%

Masters 75 38% 187 94%

Doctorate 13 7% 200 100%

Grand Total 200 100%
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Figure 3: Education Distribution 

 

 

 As clearly shown in table 3 and figure 3, the majority of respondents, constituting 56% 

of the total sample population, or 112 respondents, have at least a bachelor’s degree, followed 

by 37% of the respondents (75 individuals) having a Masters’ degree, and 7% (13 respondents) 

having earned a Doctorate. It is interesting to note that none of the respondents have an 

education level that below a university degree (high school for example).  

4. Marital Status: 

 
Table 4: Frequency Distribution for Marital Status. 

Bachelor
56%

Masters
37%

Doctorate
7%

Education

Bachelor Masters Doctorate

Marital Status Total % Total Cum. Total % Cum. Total

Married 123 62% 123 62%

Single 61 31% 184 92%

Seperated 12 6% 196 98%

Widowed 4 2% 200 100%

Grand Total 200 100%
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Figure 4: Marital Status Distribution. 

 

According to table 4 and figure 4, 123 respondents (62% of the sample population) are 

married while 61 respondents (31%) are single. The remaining 16 respondents are either 

separated (12 individuals) or widowed (4 individuals). 

5. Family Size 

 
Table 5: Frequency Distribution for Family Size. 

0

20

40

60

80

100

120

140

Married Single Seperated Widowed

123

61

12
4

Marital Status

Number of members Total % Total Cum. Total % Cum. Total

1 42 21% 42 21%

2 55 28% 97 49%

3-5 88 44% 185 93%

>5 15 8% 200 100%

Grand Total 200 100%
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Figure 5: Family members Distribution. 

 

 

 Table 5 shows that out of the 200 respondents, 42  live alone; 44% of the correspondents 

(88 individuals) belong to household with three to five members and make up the majority of 

the sample population, while 28% of the respondents (55 individuals) live only with one 

member (usually a parent or a partner). The remaining 15 respondents are living with more than 

five members, which could mean either more than three children with their parents, or children, 

parents and grandparents.  

6. Salary: 

Table 

6: Frequency Distribution for Salary. 

Salary Total % Total Cum. Total % Cum. Total

$500-$1200 105 53% 105 53%

$1201 - $3000 81 41% 186 93%

> $3000 14 7% 200 100%

Grand Total 200 100%
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Figure 6: Salary Distribution 

 

Table 6 shows the salary distribution among respondents. More than half of the sample 

population (52%) earn a salary ranging between $500 and $1200 per month, followed by 41% 

of the respondents (81 individuals) whose salary ranges between $1201 and $3000, while only 

7%, or 14 individuals have a remuneration that is above $3000.  

7. Length of Service: 

Table 7: Frequency Distribution for Employment Duration. 

Employ. Duration Total % Total Cum. Total % Cum. Total

<3 Years 14 7% 14 7%

3-8 Years 88 44% 102 51%

8-15 Years 78 39% 180 90%

15 Years 20 10% 200 100%

Grand Total 200 100%
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Figure 7: Frequency Distribution for Employment Duration  

 

 

Table 7 sheds light on the respondents’ terms at their current job. The majority of 

respondents (88 individuals or 44% of total respondents) have been in their current jobs for 

three to eight years, closely followed by individuals who have been working in the same 

company for eight to 15 years (39% or 78 respondents). 20 respondents have been in their 

current positions for less than three years, while only 14 individuals spent more than 15 years 

in the same company. 

8. Consumer’s Behaviour 

 

Figure 8: Frequency Distribution for Consumer’s behaviour 

<3 Years

3-8 Years

8-15 Years

15 Years

14

88

78

20

EMPLOYMENT DURATION
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Figure 8 shows the frequency distribution for questions related to change in consumers’ 

behaviour. Those questions directly answer whether the customer changed and adapted to new 

ways of transacting. As a refresher, the analysis adopted the Likert scale for questions in the 

survey, where 1 strongly disagrees with the question and 5 strongly agrees with it. Since the 

question in the survey are positive questions relating to how effective digitizing economies were 

on the behavioral change of customer purchasing techniques, a score between 3 to 5 will 

indicate an answer skewed toward agreeing or strongly agreeing. By looking at the graph above, 

one can see that most of the answers are between 4 and 5, indicating that the majority of the 

200 respondents agree with the fact that the birth of technological innovations in digitizing 

purchases changed and adapted the way they transact and consume goods and sevices. 

9. Digitizing Economies 

Figure 9: Frequency Distribution for Digitizing Economies. 

 Following the same logic behind figure 8, figure 9 shows the questions related to 

digitizing economies. Those questions ask the respondents whether they adapted to the 

technological changes and the new digitization of economies and purchases. Here again, the 
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graph shows that more than 93% of the respondents agree or strongly agree that there is a 

positive effect on the adaptation of consumers to technological changes and digitized purchases. 

10. VIP Question 

Figure 10: Frequency Distribution for the VIP Question. 

 Following the same logic behind figure 8 and figure 9, figure 10 shows the results to the 

VIP Question which answers the hypotheses indirectly. The question was: “In my Opinion, 

Digitizing Economies nowadays is the primary reason I shifted from Cash to Cards and Online 

payments”. The answer to this question will give the reader direct insight on the research 

conclusion. By looking at the graph in figure 10, more than 98% of respondents agree to the 

fact that digitizing economies made them change their behavior in purchasing goods and 

services; hence, a positive relation between digitizing economies and change in consumers’ 

behaviour has been primarily established. To statistically verify this answer, SPSS was used to 

run more reliable tests coupled with Pearson correlation and regression analysis. 

 We  conclude the above section by saying that there is positive correlation between 

consumer behavior and digitized economies, a result that will be further tested and verified in 
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the below section of this chapter.  

4.3 Main Results 

 As mentioned earlier, and to validate the answer to the problematic question, tests were 

run using a credible statistical package, SPSS. Two major tests are performed: correlation and 

regression in order to effectively test the hypotheses under study and reach statistically 

significant results. 

1. Pearson Correlation: 

Table 8 below shows the correlation results for the independent variable against the 

dependent variable. As a reminder, the dependent variable is the change in consumers’ 

behaviours and that the main purpose of this study is to find the relation between this dependent 

variable and the independent one, digitizing economies. 

Table 8: 

Consumers Behavior & 

Digitizing Economies

Pearson Correlation 0.040

Sig. (2-tailed) 0.682

Pearson Correlation -0.152

Sig. (2-tailed) 0.604

Pearson Correlation 0.145

Sig. (2-tailed) 0.356

Pearson Correlation 0.153

Sig. (2-tailed) 0.218

Pearson Correlation 0.005

Sig. (2-tailed) 0.740

Pearson Correlation -0.049

Sig. (2-tailed) 0.531

Pearson Correlation -0.400

Sig. (2-tailed) 0.127

Pearson Correlation 0.891

Sig. (2-tailed) 0.000

Family Size

Salary

Employment Duration

Digitizing Economies

Correlations 

Gender

Age

Education

Marital Status
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Correlation results 

The study is qualitative based on quantitative results. Therefore, the numbers are 

insignificant for the test. We will be looking at the sign of the Pearson coefficient to interpret 

results and draw our conclusion. The significant two-tailed coefficient were compared to an alfa 

of 5% and an alfa of 1%. This means that if the significant coefficient (p-value) is less than 0.05 

and greater than 0.01, this test has a 95% confidence in its results. Moreover, if it is less than 

0.01, this indicates a confidence level of confidence of more than 99% and both cases will give 

a conclusion of a strong statistically significant positive correlation between the two variables.  

 

 

Pearson Correlation test above showed the following: 

- Gender registered a positive Pearson coefficient of 0.040 and a significant two 

tailed coefficient of 0.682. Since the confidence interval is set at minimum 95% 

(maximum alpha of 0.05), the results are not significant, and consequently no 

significant correlation can be concluded between the gender of an individual and the 

level of adaptation to digitized economies. 

- Age registered a negative Pearson coefficient of -0.152 and a significant two tailed 

coefficient of 0.604. Here again, since the confidence interval is set at minimum 

95% (maximum alpha of 0.05), the results are not significant, and no significant 

correlation can be concluded between the age of an individual and his adaptation to 

digital platforms. 
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- Education registered positive Pearson coefficient of 0.145 and a significant two 

tailed coefficient of 0.356 Since the confidence interval is set at minimum 95% 

(maximum alpha of 0.05), the results are not significant and no correlation can be 

concluded between the two between the level of education of an individual and his 

adaptation to transacting online. 

- Marital Status registered a Positive Pearson coefficient of 0.153 and a significant 

two tailed coefficient of 0.218. Since the confidence interval is set at minimum 95% 

(maximum alpha of 0.05), the results are not significant, and no serious correlation 

can be concluded between the marital status of an individual and his adaptation to 

the digital world. 

- Family Size registered a Positive Pearson coefficient of 0.005 and a significant two 

tailed coefficient of 0.740 and since the confidence interval is set at minimum 95% 

(maximum alpha of 0.05), the results are not significant, and no serious correlation 

can be concluded between the number of individuals in a household and their 

adaptation to digital economies. 

- Salary registered a Negative Pearson coefficient of -0.049 and a significant two 

tailed coefficient of 0.531 and since the confidence interval is set at minimum 95% 

(maximum alpha of 0.05), there is no relevant correlation between the salary of an 

individual and his adaptation to new methods of payment. 

- Employment Duration registered a Negative Pearson coefficient of -0.4 and a 

significant two tailed coefficient of 0.127 and since the confidence interval is set at 

minimum 95% (maximum alpha of 0.05), the results are not significant, and no 

correlation can be drawn between the time spent by an individual in his job and his 

ability to adapt to the digital world. 
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- Digitizing Economies: A Positive Pearson coefficient of 0.891 and a significant 

two tailed coefficient of 0.000 and since the confidence interval is set at 

minimum 95% (maximum alpha of 0.05), the results are highly statistically 

significant and a positive correlation can be concluded between digitizing 

economies and the change in consumer behavior and his ability to adapt to this 

new trend. 

Therefore, the regression test answers the hypothesis that indicates a positive correlation 

between the independent variable “Digitizing Economies” and the dependent variable “Change 

in Consumers’ Behaviour”. In other words, customer’s behavior changed in the way they 

process payments and buy things through technological platforms and innovations – Digitizing 

Economies.  

2. Regression Analysis 

SPSS analysis continues with additional tests to further support results concluded above. 

Regression analysis is performed and is analyzed using the SPSS statistical software. Results 

are presented below: 

 
Table 10: Regression Analysis 

 

Table 10 above sheds light on the regression test done using SPSS analysis between the 

independent variable – “Digitizing Economies” and the dependent variable – “Change in 

Consumers’ Behavior”. The concluded results support the conclusion drawn in the correlation 

Model Beta Standardized Beta P-Value

(Constant) 2.564 0.005

Digitizing Economies 0.751 0.767 0.000

Regression on Consumer's Behavior
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tests and shows a positive relation between the independent and dependent variable. 

4.5 Discussion of the Hypotheses 

 The hypotheses with the formula previously stated is presented here below with 

numbers concluded form the SPSS Test: 

𝑪𝒉𝒂𝒏𝒈𝒆 𝒊𝒏 𝑪𝒐𝒏𝒔𝒖𝒎𝒆𝒓𝒔′𝑩𝒆𝒉𝒂𝒗𝒊𝒐𝒓 =  𝟐. 𝟓𝟔𝟒 +  𝟎. 𝟕𝟓𝟏 𝑫𝒊𝒈𝒊𝒕𝒊𝒛𝒊𝒏𝒈 𝑬𝒄𝒐𝒏𝒐𝒎𝒊𝒆𝒔 

The Null Hypothesis: 

H0: There is no relationship between change in consumer’s buying behavior and Digitizing 

Economies. 

The Alternative Hypothesis: 

H1: Change in Customer’s buying behavior is positively correlated to Digitizing 

Economies and hence prove the strategic decisions adopted to protect companies’ profits. 

According to the formula above, the positive coefficient of Digitizing Economies stands 

at 0.751. This is a positive coefficient indicating a positive relation between Digitizing 

Economies and Change in Consumers’ Behaviors. The p –value (significant level) of 0.000 

which is less that an alpha of 0.001, indicates a strong statistically significant result. Hence, we 

reject the null hypothesis and accept the alternative one that states: Change in Customer’s 

buying behavior is positively correlated to Digitizing Economies and hence prove the strategic 

decisions adopted to protect companies’ profits. 

The last step undertaken in this research to answer and validate the problematic question 

is gathering factual real-time data from the central bank of Saudi Arabia (SAMA)i, where they 

post monthly data about the volumes and transactions done through technological innovations 

rather than traditional ones such as cash payments.  
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The graph below presents the evolution of the number of transactions performed on 

online platforms by month: 

 
Figure 11: Monthly number of transactions done on Technological platforms in SAU 

 

The period covered in this graph starts in January 2019 at the onset of the pandemic’s 

outburst to highlight the positive trend in the volume of online transactions. This graph shows 

that citizens of Saudi Arabia started to adopt purchases either by unsing contactless card 

payments or online platforms, also known as e-commerce. The COVID-19 pandemic played an 

important role in setting new payment trends in place. Companies have adopted digitized 

payments that led to the change in how consumers transact and this is reflected by the significant 

growth in the number of transactions performed on technological platforms from 186 Million 

in January 2020 (Pre-COVID) to over 356 Million in January 2021 as a result of implementing 

new technologies and digitizing the economy. The 912% increase in the number of transactions 

in Saudi Arabia confirms the positive relation and correlation between digitizing economies 

and the change in consumers’ behaviours, and is in line with the results of the correlation and 

regression analysis done through the SPSS. 
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4.5 Conclusions 

Answer to our Problematic Question 

Restating the problematic question below: 

“Did Consumers adapt to Digital economy?” In other words, did their behavior change 

in the way they process payments and buy things through technological platforms and 

innovations?” 

In this chapter, a hypothesis was formulated to answer the above stated problematic 

question and accordingly, several tests were performed to study the relation between digitizing 

economies and the change in consumers’ buying behaviors. The results are summarized here 

below: 

A. Frequency distribution: shows a positive correlation between the independent and 

the dependent variable where Likert scale average score for the three sets of 

questions averaged more than 4.5/5 for all 200 respondents. 

B. Pearson Correlation: Shows a strongly positively statistically significant correlation 

between digitizing economies and the change in consumers behavior with a 

confidence level of 99% - Meaning that this research is 99% confident the 

correlation between those two variables. 

C. Regression Analysis: shows a positive statistically significant relation between both 

variables, indicating the same conclusions as the Frequency Distribution and 

Pearson Correlation with a 99% confidence. 

D. Factual Data from the Saudi Central Bank: trend shows a strong positive relation 

between digitizing economies during the COVID-19 pandemic and the change in 

the way people transact. 
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Based on all tests performed and the results shared above, this research paper concludes 

that companies, in an attempt to protect their profits, shifted their business to e-commerce and 

pushed for digitized payments, which was welcomed by consumers who adapted and 

successfully changed the way they behave when buying and transacting online. This change in 

behavior is the main link between digitizing the economy and achieving profits retention.  
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Conclusions and Recommendations 

 Way before the pandemic, globalization had started to shape the way people export and 

import goods. With globalization, shipping products across countries’ borders became possible. 

However, the extent to which people adapted to online transacting varied from one continent to 

another, with Western countries being much more adept to online shopping than Asia, the 

Middle East and Africa. Competition grew considerably and suppliers had no choice but to 

adapt and offer new innovative in an attempt to preserve their market share. The surge of the 

COVID-19 virus, described as the new invisible enemy, expedited the consumers’ adaptation 

process, by imposing a new behavior – online purchases – on people who were confined in their 

own homes due a never-ending series of lockdowns. This exerted additional pressure on small 

businesses to compete and succeed, by resorting to E-commerce to respond to the needs of 

households to buy necessary goods and services despite shops being closed. This has led to 

digitizing economies.  

 Several studies highlighted the importance of protecting profits and increasing market 

share in the industry. The majority argued that digitizing economies and transacting online 

without the need to visit shops, helped businesses survive by retaining their profits. After the 

COVID-19 virus emerged, additional studies focused on the importance of sustaining business 

operations by shifting into an online strategy, factoring in the fact that banknotes were one of 

the transmitters of the disease. Research bombarded the market, fixating on how businesses 

shifted online and how profits were sustained but none of those studies shed light on another 

important factor: the “Change in Consumers’ Behavior” towards the way they transact and 

purchase goods.  
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This paper examines the importance of consumers’ buying behavior on digitizing 

economies. Therefore, this research tested whether digitizing economies influenced buying 

behavior among customers. Throughout this paper, a study has been conducted to try and find 

a relation, if any, between the change in consumers’ buying behavior and digitizing economies. 

To better present the process this research paper undertook to test the hypotheses, below 

is a summary table describing the process adopted: 

Research Question 

“Did Consumers adapt to Digital economy?” In other words, did their 

behavior change in the way they process payments and buy things through 

technological platforms and innovations?” 

Null Hypotheses 

(H0): There is no relationship between change in consumer’s buying 

behavior and Digitizing Economies 

Alternative 

Hypotheses 

(H1): Change in Customer’s buying behavior is positively correlated to 

Digitizing Economies and hence prove the strategic decisions adopted to 

protect companies’ profits. 

Tools Used Questionnaire based on Likert Scale + Central Banks Data Sources 

Sample Chosen 200 Respondents  

Software Adopted 

Descriptive Statistics Excel & Frequency Distribution and SPSS 

Statistical Package software  

Tests Performed 

Frequency Distribution, Pearson Correlation Test and Regression 

Analysis  
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Theories Concluded 

Positive relation between Digitizing economies and the change in 

consumers’ buying behavior with a confidence level above 99%. 

 

 One of the limitations of this paper is that it only involved 200 respondents, and anyone 

may argue that 200 people cannot be used to draw a general conclusion. However, this is why 

an additional source of data – extracted from the Central Bank of Saudi Arabia’s website and 

covering the whole country – was analyzed to validate the findings of the survey. Another 

limitation would be that this research cannot be conclusive to the global level, since some parts 

of the world are not covered – such as Africa. This paper recognizes that no study can be 

comprehensive enough to include every aspect and every geographical location. This study has 

a particular focus on the Middle East and North Africa region, which is where this paper was 

produced. 

 All limitations above have been addressed with a confidence level of more than 99% 

while using different sources for collecting data which increases the reliability and credibility 

of this research paper. 

 Another limitation would be that companies and managers might face some challenges 

trying to implement recommendations included in this study such as: 

 Not being able to afford such a costly investment in innovation and technology given 

the size of the business and the limited amount of profits generated.  

 Basic infrastructure/software and resistance to change. 
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 Companies advertising special products for a certain generation that are more resistant 

to change andare not exposed to technology or social media platforms. 

 Based on what was discussed in this paper and given the conclusion that digitizing 

economies is directly linked to the change in consumers’ buying behavior which will in turn 

contribute to sustaining companies’ profits, it is highly recommended to: 

 Follow and adapt new technological changes. 

 Study your market, industry and clients. 

 Implement new payment platforms – online, digital wallets or contactless card 

payments. 

 Frequently maintain these platforms to ensure proper activity. 

 Offer educational training to your clients to make sure they adapt to any digital 

innovation. 

 Follow up occasionally on your clients’ feedback on and satisfaction with adopted 

payment systems.  

 Stay alert to what globalization hides for the future of your business. 

 Prepare contingency plans to face risks that might emerge such as that of the recent 

COVID-19 pandemic. 
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