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Abstract: 

The rapid advancement of technology has revolutionized 

the way business is conducted globally, particularly through the 

emergence of digital transformation and accordingly widespread 

adoption of e-commerce platforms. This research paper presents 

a comprehensive review of digital transformation and its impact 

on e-commerce, encompassing various aspects such as business 

models, technological advancements, consumer behavior, and 

regulatory frameworks. 

The paper begins by providing an overview of 

digitalization in organizations, highlighting its growth trajectory 

and its impact on traditional business models. It explores various 

e-commerce business models, which includes B2B (Business-to-

Business), B2C (Business-to-Consumer), C2C (Consumer-to-
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Consumer), and emerging models such as social commerce and 

mobile commerce. The analysis delves into the advantages and 

challenges associated with each model, shedding light on their 

evolution and future prospects. 

Furthermore, the research paper investigates the 

technological advancements that have shaped the e-commerce 

landscape. It explores the role of artificial intelligence, 

blockchain technology, big data analytics, and machine learning 

in enhancing e-commerce operations, customer experience, and 

supply chain management. The research paper also discusses the 

emergence of Internet of Things (IoT) and its potential influence 

on e-commerce in terms of personalized marketing, inventory 

management, and logistics optimization. 

Consumer behavior and technology trends within the e-

commerce ecosystem are also examined. The paper outlines key 

factors influencing online consumer decision-making, including 

convenience, security, trust, and social influence. It explores the 

impact of user-generated content, online reviews, and social 

media on consumer behavior, along with the rise of omnichannel 

retailing and the integration of offline and online experiences. 

Lastly, the research paper addresses the regulatory and 

legal digital transformation frameworks surrounding e-

commerce. It highlights the challenges related to data privacy, 

intellectual property rights, taxation, and cross-border 
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transactions, and explores the evolving regulations aimed at 

fostering trust, fair competition, and consumer protection. 

Through this comprehensive review, the research paper 

provides valuable insights into the current status of e-commerce, 

offering a holistic understanding of its multifaceted nature. The 

findings contribute to existing knowledge by identifying 

emerging trends, challenges, and opportunities in the field. The 

research paper serves as a valuable resource for academics, 

practitioners, and policymakers involved in e-commerce and its 

related domains, facilitating informed decision-making and 

further research in this dynamic and evolving field. 

Keywords 

E-commerce, digital transformation, digital technology, digital 

economy, business models 

 

 الإبحار في رحلة التحول الرقمي في التجارة الإلكترونية: التحديات والفرص

 الملخص :

ٌمذ أحذس اٌزمذَ اٌسش٠ع ٌٍزىٌٕٛٛع١ب صٛسح فٟ اٌطش٠مخ اٌزٟ رزُ ثٙب ئداسح الأعّبي       

عٍٝ ِسزٜٛ اٌعبٌُ، لا س١ّب ِٓ خلاي ظٙٛس اٌزحٛي اٌشلّٟ ٚثبٌزبٌٟ اعزّبد ِٕظبد 

ٔطبق ٚاسع. رمذَ ٘زٖ اٌٛسلخ اٌجحض١خ ِشاععخ شبٍِخ ٌٍزحٛي اٌزغبسح الإٌىزش١ٔٚخ عٍٝ 

اٌشلّٟ ٚرأص١شٖ عٍٝ اٌزغبسح الإٌىزش١ٔٚخ، رشًّ عٛأت ِخزٍفخ ِضً ّٔبرط الأعّبي، 

 .ٚاٌزمذَ اٌزىٌٕٛٛعٟ، ٚسٍٛن اٌّسزٍٙه، ٚالأطش اٌزٕظ١ّ١خ
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ثزمذ٠ُ ٌّحخ عبِخ عٓ اٌزحٛي اٌشلّٟ فٟ اٌّإسسبد، ِع رس١ٍظ  اٌجحض١خ رجذأ اٌٛسلخ      

اٌضٛء عٍٝ ِسبس ّٔٛ٘ب ٚرأص١ش٘ب عٍٝ ّٔبرط الأعّبي اٌزم١ٍذ٠خ. ٠ٚسزىشف اٌعذ٠ذ ِٓ ّٔبرط 

)ِٓ ششوخ  B2C)ِٓ ششوخ ئٌٝ ششوخ(، ٚ B2B أعّبي اٌزغبسح الإٌىزش١ٔٚخ، ٚاٌزٟ رشًّ

، ٚإٌّبرط إٌبشئخ ِضً اٌزغبسح الاعزّبع١خ )ِٓ ِسزٍٙه ئٌٝ ِسزٍٙه(C2C ئٌٝ ِسزٍٙه(، ٚ

ٚاٌزغبسح عجش اٌٙبرف اٌّحّٛي. ٠ٚزٕبٚي اٌزح١ًٍ اٌّزا٠ب ٚاٌزحذ٠بد اٌّشرجطخ ثىً ّٔٛرط، 

 .٠ٍٚمٟ اٌضٛء عٍٝ رطٛسٖ ٚآفبلٗ اٌّسزمج١ٍخ

علاٚح عٍٝ رٌه، رجحش اٌٛسلخ اٌجحض١خ فٟ اٌزطٛساد اٌزىٌٕٛٛع١خ اٌزٟ شىٍذ       

ب ٌىزش١ٔٚخ. ٠ٚسزىشف دٚس اٌزوبء الاططٕبعٟ، ٚرىٌٕٛٛع١ِشٙذ اٌزغبسح الإ

blockchainٚ ،فٟ رعز٠ز ع١ٍّبد  اٌزوبء الاططٕبعٟ، ٚرح١ٍلاد اٌج١بٔبد اٌضخّخ

اٌزغبسح الإٌىزش١ٔٚخ، ٚرغشثخ اٌعّلاء، ٚئداسح سٍسٍخ اٌزٛس٠ذ. ٚرٕبلش اٌٛسلخ اٌجحض١خ 

عٍٝ اٌزغبسح الإٌىزش١ٔٚخ ِٓ ٚرأص١ش٘ب اٌّحزًّ   (IoT) أ٠ضًب ظٙٛس ئٔزشٔذ الأش١بء

 .ح١ش اٌزس٠ٛك اٌشخظٟ ٚئداسح اٌّخزْٚ ٚرحس١ٓ اٌخذِبد اٌٍٛعسز١خ

٠زُ أ٠ضًب فحض سٍٛن اٌّسزٍٙه ٚارغب٘بد اٌزىٌٕٛٛع١ب داخً إٌظبَ اٌج١ئٟ       

اٌعٛاًِ اٌشئ١س١خ اٌزٟ رإصش عٍٝ ارخبر  اٌجحض١خ ٌٍزغبسح الإٌىزش١ٔٚخ. ٚرحذد اٌٛسلخ

ش الإٔزشٔذ، ثّب فٟ رٌه اٌشاحخ ٚالأِبْ ٚاٌضمخ ٚاٌزأص١ش الاعزّبعٟ. لشاس اٌّسزٍٙه عج

ٚ٘ٛ ٠سزىشف رأص١ش اٌّحزٜٛ اٌزٞ ٠ٕشئٗ اٌّسزخذِْٛ، ٚاٌّشاععبد عجش الإٔزشٔذ، 

ٚٚسبئً اٌزٛاطً الاعزّبعٟ عٍٝ سٍٛن اٌّسزٍٙه، ئٌٝ عبٔت طعٛد اٌج١ع ثبٌزغزئخ 

 .ش اٌّزظٍخ ثبلإٔزشٔذِزعذد اٌمٕٛاد ٚرىبًِ اٌزغبسة عجش الإٔزشٔذ ٚغ١

ٚأخ١شًا، رزٕبٚي اٌٛسلخ اٌجحض١خ أطش اٌزحٛي اٌشلّٟ اٌزٕظ١ّ١خ ٚاٌمب١ٔٛٔخ اٌّح١طخ       

ثبٌزغبسح الإٌىزش١ٔٚخ. ٠ٚسٍظ اٌضٛء عٍٝ اٌزحذ٠بد اٌّزعٍمخ ثخظٛط١خ اٌج١بٔبد 

ٚحمٛق اٌٍّى١خ اٌفىش٠خ ٚاٌضشائت ٚاٌّعبِلاد عجش اٌحذٚد، ٠ٚسزىشف اٌٍٛائح 

 .اٌزٟ رٙذف ئٌٝ رعز٠ز اٌضمخ ٚإٌّبفسخ اٌعبدٌخ ٚحّب٠خ اٌّسزٍٙه اٌّزطٛسح

ِٓ خلاي ٘زٖ اٌّشاععخ اٌشبٍِخ، رٛفش اٌٛسلخ اٌجحض١خ سؤٜ ل١ّخ حٛي اٌٛضع       

ب شبِلاً ٌطج١عزٙب اٌّزعذدح الأٚعٗ. رسبُ٘ إٌزبئظ  ًّ اٌحبٌٟ ٌٍزغبسح الإٌىزش١ٔٚخ، ٚرمذَ فٙ

فٟ اٌّعشفخ اٌّٛعٛدح ِٓ خلاي رحذ٠ذ الارغب٘بد ٚاٌزحذ٠بد ٚاٌفشص إٌبشئخ فٟ ٘زا 
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ٌجحض١خ ثّضبثخ ِظذس ل١ُ ٌلأوبد١١ّ٠ٓ ٚاٌّّبسس١ٓ ٚطبٔعٟ اٌّغبي. رعذ ٘زٖ اٌٛسلخ ا

اٌس١بسبد اٌّشبسو١ٓ فٟ اٌزغبسح الإٌىزش١ٔٚخ ٚاٌّغبلاد اٌّشرجطخ ثٙب، ِّب ٠سًٙ 

 ارخبر لشاساد ِسز١ٕشح ٚئعشاء ِز٠ذ ِٓ اٌجحش فٟ ٘زا اٌّغبي اٌذ٠ٕب١ِىٟ ٚاٌّزطٛس.

 الكلمات الرئيسية 

 اٌشلّٟ، اٌزىٌٕٛٛع١ب اٌشل١ّخ، الالزظبد اٌشلّٟ، ّٔبرط الأعّبياٌزغبسح الإٌىزش١ٔٚخ، اٌزحٛي 

 

1 Introduction 

Electronic Commerce, or E-commerce, is the purchasing and 

selling of goods or services using the internet, and the transfer of 

money and data to perform these transactions. It is a crucial aspect of 

the digital transformation that businesses are undergoing, and as 

such, e-commerce is constantly evolving. E-commerce is deeply 

intertwined with the digital transformation of businesses. As digital 

technologies continue to evolve and become more prevalent in 

society, businesses are adapting by implementing these technologies 

into their operations. This is resulting in significant changes to 

traditional business models and processes. 

 Moreover, the escalation of digitalization has affected e-

commerce, one of which is in its advancement and growth. The 

development of the internet offered the necessary support for 

conducting digital transactions as the businesses have never been 

able to connect with the global markets so effortlessly (Laudon 

and Traver, 2021). The subsequent development of technology, 

including secure payment methods, encryption of data, and easy-
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to-navigate platforms, has strengthened the trust and convenience 

shoppers require for online purchasing (Turban et al., 2018).  

In addition, the specific application of big data and 

artificial intelligence (AI) involves promoting individualization 

of customer browsing and purchasing behaviors due to e-

commerce applications; supply chain management has been 

improved; customer service has been improved; overall 

efficiency has been improved and customer satisfaction has been 

increased (Chaffey, 2019). The COVID-19 pandemic particularly 

enhanced this intension; with people and businesses relying on 

‗contact-less‘ options, there was a massive increase in e-

commerce activities (OECD, 2020). Essentially, therefore, 

digitalization has not only disrupted and reinvented traditional 

commerce but also created an important pillar of the 

contemporary commercial world e-commerce. 

The advent of e-commerce has changed the way 

businesses interact with their customers. Traditional brick-and-

mortar stores have given way to online marketplaces, where 

customers can browse, compare, and purchase products from the 

comfort of their own homes. This shift in consumer behavior has 

led to a rethinking of sales and communication channels, with 

businesses investing heavily in improving their online presence 

and digital marketing strategies. The rise of mobile technology 

has also contributed in the evolution of e-commerce. With the 

majority of consumers now owning a smartphone, businesses are 
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leveraging this technology to reach customers in more 

personalized and engaging ways. This can be seen in the rise of 

mobile shopping apps and the use of targeted advertising based 

on user behavior and preferences. 

While considering digital transformation is the use of data 

analytics, businesses are collecting and analyzing large amounts 

of data on customer behavior to gain insights and make data-

driven decisions. This is enabling them to better understand their 

customers, predict trends, and optimize their operations. E-

commerce also involves the integration of advanced technologies 

like machine learning and artificial intelligence (AI). These 

technologies are being used to automate various aspects of e-

commerce, from customer service (with the use of AI chatbots) 

to inventory management and pricing strategies. 

To sum up, e-commerce is portrayed by the integration of 

digital technologies into business processes, the adaptation to 

changing consumer behavior, the usage of data analytics to help 

in decision-making, and the incorporation of advanced 

technologies like machine learning and AI. The businesses‘ 

digital transformation is an ongoing process, and e-commerce 

will continue to evolve as new technologies and trends emerge. 

E-commerce is increasingly becoming a global phenomenon, 

with businesses able to reach customers in different parts of the 

world. This is leading to changes in supply chain management 
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and the need for businesses to adapt to different market 

conditions and regulatory environments. 

Nevertheless, literature review suggests that current 

research analysis on digital transformation in e-commerce has not 

gone beyond sufficient coverage of technical oriented and 

business management-oriented research questions in relation to 

general theories and application of e-commerce in organizational 

business models and technological advancements. This research 

problem is made ruthless by the ever-changing technology 

environment and new business models that keep on popping up, 

making the environment very dynamic. Thus, the main research 

problem of this study is concerned with the absence of the 

comprehensive integrative review that reflects the various and 

multifaceted aspects of digital transformation and its impact on e-

commerce in terms of business models, technologies, customers‘ 

behavior, and legislation. There is a need for a comprehensive 

study that would offer a useful guide for businesses, policy 

makers and scholars to exploit the opportunities offered by e-

commerce when they exist. 

The subsequent describes the research objectives: 

1. To Analyze Business Models: This objective will enable an 

elaboration of the different e-commerce business models which 

are the B2B, B2C, C2C in addition to the newer models of social 

commerce as well as mobile commerce.  
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2. To Investigate Technological Advancements in E-commerce: 

This objective aims at finding out how state-of-the-art 

technologies including artificial intelligence and blockchain, big 

data analytics and machine learning and the Internet of Things 

(IoT) are useful in improving digital transformation in 

organizations and how it affects e-commerce operations focusing 

on customer service, procurement, targeted advertising, storage 

and distribution, and others. 

3. To Examine Consumer Behavior in the E-commerce 

Ecosystem: This objective aims at identifying the factors that 

affect consumers‘ decision making on the purchases that are 

made online such as convenience, security, trust and social 

influence. It will also investigate the effects of writing reviews, 

social networking sites and user-generated content, omnichannel 

retailing, and integration of online and physical shopping 

domains on consumer behaviours. 

4. To Assess Regulatory Digital Transformation Frameworks 

Governing E-commerce: This objective looks at the current 

regulation policies that may affect the functioning of e-commerce 

with regard to policy dynamics on matters relating to data protection, 

cyber security, consumer issues and international trade policies. 

 Through the adoption of the above objectives; the 

contribution of the research lies in its ability to provide an all-

encompassing view of the digital transformation in e-commerce 

landscape. Firstly, it will strategically guide businesses on how 
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best they should adopt and implement different e-commerce 

business models that will hence improve their operations, 

customer engagement and competitive advantage. Secondly, 

through examining technological advancements shaping e-

commerce, technology providers can be aware of possible 

opportunities as well as challenges for integrating these 

innovations into electronic commerce platforms promoting 

further progressiveness and innovativeness. 

Besides, by studying consumer behavior in the context of 

e-commerce market place will help to acquire more effective 

strategies for acquiring customers retaining them as well as 

ensuring satisfaction. Policymakers may also derive insights 

from this research to develop regulatory frameworks that balance 

innovation against consumer rights protection and data privacy. 

In academia, this research adds value to existing literature on 

digital transformation in e-commerce and acts as an important 

resource that synthesizes multiple aspects in the field.  

2 Research Methodology 

The methodology for this review aims to ensure an in-

depth and holistic understanding of the topic. The research 

approach involved a systematic review of existing literature, 

involving scholarly articles, industry reports, and other relevant 

sources, to give a thorough and comprehensive overview of the 

present e-commerce landscape. 
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The following research questions aim to analyze the digital 

transformation journey in electronic commerce, focusing on its 

challenges and opportunities worldwide, with a particular 

emphasis on the case of Egypt: 

1. What are the key drivers of digital transformation in 

electronic commerce globally? 

2. What challenges do businesses face during the digital 

transformation of e-commerce? 

3. How do the opportunities presented by digital transformation 

in e-commerce influence the digital economy? 

4. What is the current state of digital transformation in Egypt's e-

commerce landscape, in comparison to other markets? 

The first phase of the research involved identifying the 

sources of information. The authors conducted an exhaustive 

search on several databases such using keywords and 

combinations such as "digitalization," "digital transformation," 

"e-commerce," "online retail," "digital business," "e-commerce 

trends," "e-commerce technologies," "future of e-commerce," 

and so on. The authors also included sources from reputable 

technology-focused websites, and white papers to accommodate 

the most recent trends and innovations that may not yet be 

covered in academic literature.  

 

The second phase engrossed on the analysis of the selected 

publications to ensure the literature is recent and reflects the 
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existing status of e-commerce, identify key themes in the e-

commerce industry and does provide substantial insights into its 

future trends for academics, industry professionals, and 

policymakers. Then comes the final phase of synthesizing the 

analyzed data into a coherent and comprehensive review. The 

authors aimed to draw out the key findings, trends, challenges, 

and opportunities in the e-commerce sector. The findings were 

then organized into sections based on their thematic relevance. 

To verify the reliability and validity of the research, the 

authors maintained a rigorous and transparent approach 

throughout the process, and all the sources of information were 

critically evaluated for their credibility and relevance. Any 

potential biases were considered in the interpretation and analysis 

of the findings. A reflexive approach was adopted to guarantee 

the research's integrity and the validity of the findings.  

3 Background  

The digitization and digitalization of organizations have 

become increasingly pivotal given the rapid advancements in 

technology. The once auxiliary role of information technology 

(IT) has now transformed into a strategic tool driving 

organizational activities and contributing to the realization of 

business strategies (Morabito, 2016). The potential of digital and 

information technologies extends beyond reshaping products, 

business processes, sales channels, and supply chains; it also 
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frequently revolutionizes entire business models (Hess et al., 

2016). Developments in digital technologies, such as 

information, communication, computation, and connectivity have 

created new avenues for business model innovation (Bharadwaj 

et al., 2013). Concepts like Digital Business Strategy (DBS), 

Digitalization, and Digital Business Models, which enable work 

across time, distance, and functional boundaries, have emerged 

as a result of the IT strategy aligning with the business strategy 

(Bharadwaj et al., 2013). 

However, it is crucial to distinguish between these terms 

Digitization and Digitalization. The automation of processes 

through information communication technologies, or the 

conversion of analogue information into digital format, is known 

as digitization. This has it made possible for a number of 

business-IT alignment strategies, including information systems-

based information integration, software selection processes, and 

adoption concepts for technology (Picard, 2011; Hess et al., 

2016; Imgrund et al., 2018). Therefore, the process of digital 

transformation has begun with digitization and has been driven 

by the convergence of cloud, mobile, social, and smart 

technologies as well as the growing need for automation, big data 

applications, and integration (Sebastian et al., 2017). 

 

Digitalization, which is similarly known as Digital 

Transformation, is a synthesis of Digitization processes and 
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Digital innovation aimed at enhancing current products with 

advanced capabilities (Yoo et al., 2012). Digitalization represents 

the IT and business strategies‘ synchronization within an 

organization and the information technology incorporation into 

the business strategy (Holotiuk and Beimborn, 2017). Figure (1) 

below describes the roadmap towards digital transformation 

(Unruh and Kiron, 2017). 

 
Figure (1) Understanding Digital Transformation; Source: 

(Unruh and Kiron, 2017) 

Therefore, organizations, especially those built on the pre-

digital economy, face both opportunities and threats from new 

digital technologies. To improve the competitiveness, increase 

the market share of a firm and provide its customers with added 

value, these firms must swiftly adapt to the digital era via a 

strategic digital transformation. The model of digital 

transformation for organizations, therefore, arises from complex 
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interactions between business strategies, IT strategies, and the 

continuous evolution of digital technologies. 

Digital transformation has emerged as a critical and 

pervasive topic worldwide, affecting companies across all 

sectors. It encompasses a range of changes, from customer 

relationships to internal processes and value creation. 

Stakeholders in this transformation are increasingly concerned 

with defining a clear vision and roadmap to navigate the digital 

landscape successfully. 

Digital technology has become an essential aspect of 

peoples' daily lives in today's society. People interact with it 

through connected devices such as smartphones, smartwatches, 

and other IoT-enabled objects. These technologies have not only 

improved people's quality of life but have as well fostered 

interconnections between individuals and businesses. As this new 

digital world is embraced, data is being utilized to enhance daily 

experiences and deepen engagement with consumerism. 

The impact of new information and communication 

technologies on companies cannot be overstated. However, while 

many organizations have adopted these technologies, few have truly 

harnessed their full potential. Digital transformation is not a choice 

anymore but a necessity for businesses of all sizes and across all 

industries. It goes beyond the mere digitization of work processes 

and offers companies the opportunity to optimize their operations, 

enhance performance, improve efficiency, and gain a competitive 
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edge. This transformation involves adopting new management 

practices, tools, work methods, and organizational structures, besides 

developing a culture that embraces innovation and change. 

Digital transformation has arisen as a strategic concern for 

organizations of all types. It provides new avenues for growth, 

accelerates business expansion, creates sustainable competitive 

advantages, and ensures the security of operations. The advent of 

technologies, such as Artificial Intelligence, Big Data, Cloud 

Computing, the Internet of Things, and Social Networks, has 

revolutionized value creation, operational processes, and the overall 

experience of the customer (Reis et al., 2018; Nadeem et al., 2018). 

Nevertheless, it is vital to note that simply implementing 

new technologies is not enough to achieve true digital 

transformation. It requires a broader and more holistic approach 

that encompasses changes in essential components of a business, 

such as organizational structures, processes, business models, 

strategy, and culture (Arribas and José, 2018). Digital 

transformation is not just about adopting new digital tools; it is a 

profound cultural shift that needs to be embraced by individuals 

and integrated into all aspects of organizational and everyday 

life. Only by aligning strategy and organizational changes can 

companies truly unlock the potential for value creation. 

Numerous researchers and scholars have attempted to 

define digital transformation from various perspectives. 

According to Kaplan et al. (2004), it refers to the modifications 



 

Navigating the Digital Transformation Journey in E-commerce: Challenges … 
Dr/  Nermine Elessawi & Dr/ Marwa Abd Elghany  

 ١ٌٛ٠0202ٛ  -اٌعذد اٌضبٌش                                             اٌّغٍذ اٌخبِس عشش                               
   2122 

 

  

brought about by the use of digital technology in every facet of 

human society. Wade (2015) emphasizes the shift towards a 

paperless society and the integration of digital aspects into each 

domain of life. Bharadwaj et al. (2013) illustrate digital 

transformation as the fusion of business and IT strategies, 

leveraging digital technologies to drive business strategy. 

Cuofano (2019) focuses on the utilization of digital technology to 

enhance customer interaction, value proposition, and 

monetization, encapsulated within the concept of a Digital 

Business Model (DBM). 

Despite the fact that the academic literature lacks a 

consensus definition of what constitutes digital transformation, it 

is evident that the term encompasses the integration of digital 

technologies into business processes, leading to changes in 

products, organizational structures, and the automation of 

operations. It is a multifaceted phenomenon that enhances 

consumer experiences, streamlines operations, and develops new 

business models, having an impact on every area of human life 

(Matt et al., 2015; Hess et al., 2016). 

3.1 Digitalization and E-commerce 

With changes in technological advancement especially in the 

production of digital devices, different sectors have progressively 

experienced a great change resulting in the development of e-

commerce. One major source of this change is digitalization, which 

refers to management information change in to a digital form. 
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Transition from analog to digital started in the middle of the 

twentieth century with the computers and was taken forward with 

the introduction of internet and other portable gadgets of the twenty 

first century (Brynjolfsson and Kahin, 2000). 

In the first phase of digitalization, the focus was made on 

change of business processes, as well as on conversion of records 

into digital form that facilitated their handling and recovery. This 

phase framed the ground for application of Information and 

Communication Technologies (ICTs) in business which helped in 

increasing productivity and operation efficiency (Porter and 

Millar, 1985). Extensive use of personal computers in the 1980s 

and the Internet in the 1990s supported the process of 

digitalization and made it possible to sell products through digital 

media space (Castells, 2000). 

The launch of the World Wide Web during the early 1990s 

was a major break in the process of digitization. It supported the 

development of online malls; it metamorphosed normal buying 

and selling into electronic buying and selling. Businesses such as 

Amazon and eBay appeared, relying on digital technologies and 

providing products and services over the Internet, thus avoiding 

restrictions of geographical stores (Keen and Mackintosh, 2001). 

The prospects of performing transactions online always gave new 

opportunities to consumers in terms of convenience and 

availability of goods and services. 
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Evolutions attributes in the later period of the 2000s in 

mobile technology helped to foster e-commerce. More 

specifically, by using smart mobile phones and related 

applications, consumers could shop anywhere at any time making 

e-commerce retailing a natural part of people‘s lives (Müller-

Veerse, 2000). Also, concerns over security ensured paying 

through the internet and implemented systems of the digital 

wallet solved the issue of security (Laudon and Traver, 2020). 

Today, electronic commerce is one of the most influential 

forces in the global economy, such developments are facilitated 

by the constant progression of digital technologies. Other 

advanced technologies such as artificial intelligence, big data, 

and cloud technologies are also extending e-commerce by 

delivering customized shopping experiences by improving 

supply chain efficiency and customer satisfaction (Huang and 

Benyoucef, 2013). Even though e-commerce was gradually 

gaining ground before the emergence of COVID-19, the 

pandemic has stepped up the process, as people have to 

quarantine or wear protective masks when going outside (Donthu 

and Gustafsson, 2020). 

Thus, one can conclude that the advancement of digitalization 

has played a significant role in the growth and further expansion 

of e-commerce. Starting with the electronic management of 

business documents to contemporary systems of e-commerce 
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each development has brought what is nowadays considered an 

inseparable part of the current economy. 

3.2 Digital Transformation and E-commerce 

E-commerce, as an area of business, has been greatly 

shaped by the phenomenon of digital transformation (DT), which 

has gained substantial attention over the past few years 

(Fitzgerald et al., 2013; Kane et al., 2015). The concept, 

originating in 2000 (Patel and McCarthy, 2000), has evolved 

from a mere reference to digitization to a broader term 

encompassing the influence of digital technologies on 

organizational structures and business models. 

Various scholars have defined digital transformation in 

unique ways. For instance, Fors and Stolterman (2004) expressed 

DT as changes induced or influenced by digital technology in all 

facets of human life. Westerman et al. (2011; 2014) and 

Karagiannaki et al. (2017) elaborated this to mean using 

technology to drastically enhance the reach or performance of 

enterprises, and create new opportunities for business via digital 

data and technology.  

In the context of individuals, digital transformation pertains 

to the process of adapting to modern technology (Young and 

Rogers, 2019). Given the prevalence of digital technology, such as 

automation, AI, and touch screens, there is pressure on companies 

to increase profits. In industries like manufacturing, digital 

transformation, sometimes referred to as smart manufacturing or 
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Industry 4.0, has stirred interest, though it requires more 

comprehensive research (Liere-Netheler et al., 2018). 

The process of integrating digital technologies into 

business processes is known as "digitalization," or digital 

transformation (Liu et al., 2011). This makes it easier for goods 

and services to be combined across organizational, functional, 

and geographical boundaries (Sebastian et al., 2017). The pace of 

change accelerates as a result, leading to significant 

transformation across numerous industries as technology is used 

to drive change (Ghezzi et al., 2015; Bharadwaj et al., 2013). 

In the context of e-commerce, digital transformation 

impacts all the processes of business, boost mechanisms, and the 

structure of the organization, which are all devoted to value 

creation. Companies must rethink their operations and 

stakeholder interactions to adapt to new market behaviors or 

leverage technological tools for innovation or productivity. 

Digital transformation can be a disruptive or incremental change, 

starting with the adoption of digital technologies and changing 

into a comprehensive organizational transformation that seeks to 

create value (Henriette et al., 2015). 

Digital transformation can be broken down into three 

elements: technological - depending on the use of new digital 

technologies; organizational - requiring new business models or a 

change of organizational processes; and social - affecting all aspects 

of human life, e.g., improving customer experience (Reis et al., 
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2018). Transformational adjustments to organizational culture, 

strategy, and leadership are required to execute digital 

transformation. 

Furthermore, the impacts of digital transformation on e-

commerce can be divided into three tiers: 

1. Transformation of the customer experiences - involves 

studying market segments, consumer behavior, and loyalty, 

interactive communication with customers, and creating digital 

contact points (Schwerner, 2017). This requires developing new 

infrastructures and skills. 

2. Transformation of business processes - involves automating, 

standardizing, and globally sourcing processes to increase agility, 

responsiveness to changes in demand, and profitability 

(Schwertner, 2017). 

3. Change of business models - involves digital business 

modification, new digital businesses, and digital globalization 

(Schwertner, 2017). 

 

Digital transformation (DT) affects various aspects of 

commerce and serves multiple goals, becoming an integral part of 

modern business strategies (Nadeem et al., 2018; Reis et al., 2018). 

When an organization incorporates a digital transformation strategy, 

it emphasizes the transformation of its business models, processes, 

products, and services facilitated by implementing new technologies 

(Matt, Hess, and Benlian, 2015). This paradigm shift also includes 
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alterations pertaining to customers as the final consumers of products 

and services, thus exceeding traditional concepts like process 

optimization or automation. A digital transformation strategy is a 

well thought plan to handle changes brought about by the 

incorporation of digital technologies in a sustainable manner (Matt et 

al., 2015; Bharadwaj et al., 2013). 

In the context of e-commerce, digital transformation holds 

significant importance. The theory of "Digital Darwinism" 

suggests that companies unable to adapt to the digital landscape 

may disappear, while those that are adaptable and responsive to 

technological trends will likely survive and remain competitive 

(Schwartz, 2001). 

For the successful execution of a digital transformation strategy 

within an e-commerce setting, it's critical to align four elements:  

i) the technology utilization,  

ii) changes in value creation,  

iii) changes in organizational structure, and  

iv) the financial implications of digital transformation (Ghosh et 

al., 2018; Chanias et al., 2018; Hess et al., 2016; Chanias and 

Hess, 2016; Matt et al., 2015).  

Sebastian et al. (2017) identify key factors for a successful 

digital transformation:  

i) an operational backbone that leads to operational excellence;  

ii) a digital strategy built around a SMACIT (social, mobile, 

analytics, cloud, and Internet of Things) value proposition; and  
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iii) a digital services platform that facilitates quick innovation 

and responsiveness to emerging market opportunities.  

These elements are further complemented by two digital 

strategies:  

i) a customer engagement strategy, and  

ii) a digitized solutions strategy. These components form a 

conceptual model for a digital transformation strategy in an e-

commerce context. 

3.3 Business Models 

The term "digital transformation" refers to the process of 

integrating digital technology into every aspect of an 

organization's operations, hence transforming the way in which 

businesses function and provide value to their clients. 

Additionally, there has been a cultural shift that calls on 

organizations to continuously experiment, challenge the status 

quo, and learn to accept failure. This transformation can be 

viewed from three perspectives: technology first, strategy second, 

and an integrated approach of technology and strategy. 

Among organizations that adopt the integrated approach, 

the importance of aligning technology implementation with a 

separate transformation strategy is recognized. This entails 

leveraging technology to drive organizational change, thereby 

optimizing the overall effectiveness of the transformation process 

(Downes and Nune, 2013). 
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The potential benefits of digitization are substantial, 

including enhanced sales and productivity, novel forms of customer 

engagement, and innovation in value creation. Consequently, digital 

transformation can change or even replace entire business models 

(Henriette et al., 2015). However, digital transformation is not a 

one-size-fits-all process; its success can vary significantly between 

B2C and B2B companies (Matt et al., 2015). 

E-commerce business models can be broadly divided into 

following four types. Each model has its own unique 

characteristics and serves to meet different market needs. 

1. B2B (Business-to-Business): 

In B2B, businesses sell services or goods to other 

businesses. This model is often used by companies that need to 

source materials for their production processes or that offer 

services for other businesses. Alibaba is a prime example of a 

B2B e-commerce platform (Zhu and Liu, 2018). 

2. B2C (Business-to-Consumer): 

B2C is the most common e-commerce model. Businesses 

sell directly to consumers. Examples include retail giants like 

Amazon and Walmart. This model has evolved with the 

introduction of the internet and has changed the way traditional 

retail operates (Huang and Benyoucef, 2013). 
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3. C2B (Consumer-to-Business): 

In a C2B model, consumers create value and businesses 

consume that value. For instance, a freelancer selling their skills 

(like web design or content creation) to a company is an example 

of a C2B model. This model has grown with the rise of the gig 

economy (Agrawal, Horton, Lacetera, and Lyons, 2013). 

4. C2C (Consumer-to-Consumer): 

C2C is used to describe the exchange of goods or services 

between two consumers. eBay and Craigslist are examples of a 

C2C model where consumers sell directly to other consumers. 

This model allows consumers to benefit from the profits of their 

sales, rather than a B2C model where the company takes a 

portion (Resnick and Zeckhauser, 2002). 

These are the e-commerce models that exist for the present. It is 

important to note that there are also hybrid models that combine 

elements of these four models. 

3.4 Consumer Behavior 

Consumer behavior in e-commerce is a vast topic that 

encompasses a variety of different aspects. This includes how 

consumers search for products, their purchasing decisions, and 

even how they interact with various online platforms. It is 

important to understand this behavior as it helps businesses 

deliver better services and products to their consumers. 
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1. Online Shopping Behavior:  

Online shopping behavior is the act of making purchases of 

goods or services via the Internet. This behavior is influenced by a 

variety of factors, including convenience, price, variety, and 

perceived trustworthiness of the online retailer (Huang et al., 2020). 

2. Social Media Impact: 

Social media is very important in influencing consumer 

behavior in e-commerce. Consumers often turn to social media 

for product reviews, recommendations, and more. This influence 

can directly impact a consumer's decision to purchase a product 

or service online (Hajli, 2014). 

3. Personalization and Customization: 

Personalization and customization in e-commerce have 

been found to significantly influence consumer behavior. These 

strategies can increase customer satisfaction, loyalty, and 

ultimately, sales (Kumar and Reinartz, 2012). 

4. Trust and Security: 

Trust and security are crucial factors impacting consumer 

behavior in e-commerce. Consumers need to feel that their 

personal information is safe and that the online retailer is reliable. 

If not, they are unlikely to complete a purchase (Liu et al., 2020). 
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5. User Experience (UX): 

The user experience of an e-commerce website can 

significantly impact consumer behavior. A positive UX design 

can lead to increased user satisfaction and higher sales 

(Vermeeren et al., 2016). 

      Understanding the above behaviors can help businesses make 

more informed decisions and create better strategies for reaching 

their target audience. 

4 Fundamental Pillars and Challenges for Digital 

Transformation Implementation  

The process of digital transformation comprises several 

critical steps: 

1. Evaluation of digital transformation: Assessing the current 

digital status of the company from various dimensions is crucial 

(Fadwa and Souissi, 2018; Fadwa et al, 2019; Fadwa and Souissi, 

2020). Continuous evaluation throughout the transformation 

process enables the reflection on the company‘s digital maturity 

and the effectiveness of the implemented processes. 

2. Defining strategic orientation and goals: This phase involves 

setting strategic goals and specific objectives for the digital 

transformation. Factors such as company size and its activity 

should be considered during this phase. 

3. Implementation of digital transformation: This is the most 

tangible phase of the transformation process, where changes 

become evident to all stakeholders. The speed and success of 
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implementation depend on stakeholder motivation and 

commitment to digitalization (Sjödin et al., 2017). 

5 Technology Trends 

Technological trends, such as Cloud Computing, 

Blockchain, Big Data, and the Internet of Things (IoT), formulate 

the backbone of digital transformation. These technologies not 

only drive innovation but also pose significant challenges, 

requiring the acquisition of new competencies by employees and 

managers and the integration of various departments within the 

company (Guandalini, 2022; ElMassah and Mohieldin, 2020; 

Reichert, 2014, Laney, 2001; Davenport et al., 2012; Fedyk 

2016, Manyika et al., 2015; Kagermann, 2014; Tapscott and 

Tapscott, 2016; Drasch et al., 2018). 

In the context of e-commerce, these technological 

innovations enable businesses to streamline their operations, 

enhance customer experiences, and develop innovative business 

models. This represents the state-of-the-art in e-commerce, where 

businesses leverage technology to create value and gain a 

competitive edge. 

According to the "Digital Business Transformation" report 

by Michael Wade in 2015, presently, the utmost crucial 

technologies linked with digital transformation include: 
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• Tools and applications related to analytics, which encompasses 'big 

data'; 

• Tools and applications designed for mobile use; 

• Infrastructure that offers a foundation for creating shared digital 

capabilities, such as application marketplaces and cloud 

solutions; and  

• Tools associated with social media 

When applying these insights to the realm of ecommerce, 

it becomes clear that this sector heavily relies on these 

transformative technologies.  

• Analytic tools, including 'big data,' allow ecommerce 

businesses to delve into detailed customer insights, strengthening 

their strategic decision-making processes. 

• Mobile tools and applications enable ecommerce platforms to 

reach a wider consumer base, ensuring a seamless shopping 

experience right at the customers' fingertips. 

• Cloud solutions and application marketplaces create the basis for 

ecommerce companies to build shareable and scalable digital 

capabilities, facilitating collaborative and integrative business 

models. 

• The reliance on social media tools allows ecommerce platforms 

to enhance engagement, customer interaction, and brand 

visibility, thereby propelling their market reach. 
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Thus, ecommerce can be viewed as a domain where the 

significant impact of these digital transformation technologies is 

observable and thoroughly integrated. 

Digital transformation has been a pivotal force in various 

sectors, especially in healthcare, security, and industry. In healthcare, 

we've seen the integration and application of digital technologies, 

such as electronic medical record systems, increasing effectiveness, 

cutting down on treatment expenses, and advancing clinical efficacy 

in all institutions (Dugstad et al., 2019; Schoenermark, 2019). This 

evolution not only streamlines health services but also fosters 

structural transformation in the health sector. 

Security is another realm where digital transformation is 

making a significant impact, with the integration of IoT and social 

technologies promoting advances in physical cyber-social systems. 

However, this integration presents unique challenges regarding 

information security and privacy (Mendhurwar, and Mishra, 2019). 

In the industrial sector, the "smart factory" or the concept of 

Industry 4.0 has emerged, powered by the digital transformation. The 

integration of digital transformation of products, equipment, factories, 

and supply chains, and digital services, have completely transformed 

how industries function (Dal Mas et al., 2020; Lasi et al., 2014; 

Cozmiuc and Petrisor, 2018; Presch et al., 2020). However, the Industry 

4.0 implementation also poses various risks, including economic, 

environmental, social, technical, IT, and political or legal risks that need 

to be addressed, especially for SMEs (Birkel and Veile, 2019). 
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In the context of e-commerce, digital transformation has been 

characterized by its irreversibility, inevitability, and rapid, if 

uncertain, progression (Mahraz et al., 2019). The advent of digital 

artifacts, platforms, and infrastructures has fundamentally altered the 

way that strategies are developed, with many digital products 

incorporating digital elements into physical products to provide new 

features and capabilities (Nambisan, 2017; Yoo et al., 2010). 

Nevertheless, the term Industry 5.0 has been used in 

various contexts to speculate about the future of industry. Some 

of these speculations suggest that Industry 5.0 will revolve 

around the integration of humans and machines, with a focus on 

collaboration rather than automation, enhancing human 

capabilities, and improving work quality and safety. 

The continued evolution of digital technologies will likely 

have significant implications. For example, AI and big data can be 

used to provide personalized shopping experiences and predictive 

analytics, while IoT devices can facilitate seamless and efficient 

transactions. As technologies continue to advance, it is expected 

that e-commerce will become increasingly integrated into people 

daily lives, with immersive technologies like VR offering novel 

shopping experiences (Pantano et al., 2020). Figure (2) below 

illustrates the five industry revolutions (Clim, 2019). 
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Figure (2); The Five Industry Revolutions, Source: (Clim, 2019) 

6 Digital Transformation Frameworks  

Several frameworks have been proposed to guide successful 

digital transformation. The "Six keys to success" framework was 

presented by Kavadia et al. (2016) and emphasizes asset sharing, 

usage-based pricing, organizational agility, closed-loop processes, 

personalization, and a collaborative ecosystem. Wade (2015) 

proposed the 'Digitalization Piano' that addresses seven key areas of 

business transformation: Business Model, Offerings, People, 

Processes, Structure, and Engagement Model. Berman et al. (2016) 

highlighted the need for new knowledge, new methods of working, 

and new strategic focus, and advocating an "experience first" 

strategy that focuses on integrating various digital technologies 
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Nylen and Holmstrom (2015) proposed a Digital 

Innovation Strategy emphasizing a 360-degree holistic view of 

digital transformation, while Matt et al., (2015) argued that the 

use of technology, structured changes, financial aspects, and 

changes in value creation, are the four key components of a 

digital strategy. 

In e-commerce, these digital transformation principles and 

frameworks can be applied to enhance user experience, tailor 

products and services, improve operational efficiency, and create 

innovative business models. A successful digital transformation in 

e-commerce should start with the customer, enhancing their 

experience, and then extend to improving operations, the 

organization and its services and products (Corver et al., 2013). The 

financial aspect should be the vital focus of any digital strategy, 

given that the primary goal of the strategy of any organization is 

sustainable growth and long-term profits (Matt et al.,2015). 

The Global Center for Digital Business Transformation and 

Wade et al. (2017) introduced the framework of "Digital Orchestra", 

highlighting the key areas in executing digital transformation within 

an organization: go-to market strategies, engagement, organizational 

structure, and operations (Wade et al., 2017). 

7 Digital Transformation in Arab Countries  

Transitioning to digital platforms and embracing digital 

technologies is reshaping the global economy and transforming 

traditional business models. This digitization is particularly 
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influencing the management and flow of goods and materials, 

improving real-time transparency and information management 

(Preut et al., 2021; Pagoropoulos et al., 2017). Moreover, new 

digital technologies can foster a circular economy through the 

change in consumption habits, the redesign of business models, 

and the reconfiguration of goods (Cagno et al., 2021; Bressanelli 

et al., 2021, 2022). 

Industrial companies are increasingly leveraging digital 

technologies to experiment with innovative business models. 

This enables them to build and preserve value based on the 

offered solution throughout the product lifecycle, such as 

performance-based or service-based units (Visnjic et al., 2018; 

Parida et al., 2019). Antikainen et al. (2018) suggest, businesses 

are using digital tools to optimize operations. Internet of Things 

(IoT), Artificial Intelligence (AI), and 3D printing are among the 

technologies being adopted to improve product design, 

manufacturing processes, waste management, and recycling. 

In the pursuit of sustainable development, countries 

worldwide, regardless of their development status, are 

prioritizing digital transformation. Egypt's Vision 2030, for 

example, underscores the significance of sustainable 

development through innovation, education advancement, 

scientific research, and improvement of digital infrastructure. 

This digital transformation is not only fostering societies with 

excessive digital competitiveness but also contributing to 
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sustainability by creating new job opportunities and growing the 

domestic product from digital services. 

The Organization for Economic Cooperation and 

Development (OECD, 2018) and the European Commission 

(2019) and define digital transformation as the economic and 

social impacts of using digital data and technology. Digitization, 

on the other hand, is seen as the process of using digital 

technology and data. Schwertner (2017) and Deloitte (2018) 

further clarify that digital transformation involves using 

technology to build new business models and processes that 

enhance profitability, competitive advantage, and efficiency. 

The digital economy now accounts for a significant portion 

of the global product, estimated at about 4.5–15.5% (Oloyede et 

al., 2023), and up to 40% of the GDP for countries like Ireland, 

Malaysia, and Taiwan (OECD, 2018). Despite the challenge of 

assessing digital economy due to its different definitions, there is 

a consensus on certain indicators such as the networked readiness 

index and the digital development index. Figure (3) below shows 

the 2020 Networked Readiness Index Rating Arab Countries by 

digital development. 
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Figure (3): NRI rating Arab Countries by digital development; 

Source: (Portulans Institute Network Readiness 2020) 

Arab countries, regardless of having a low digital 

investment, are making rapid strides in digital transformation. 

However, the digital capacity exploited in the Middle East still lags 

behind other regions, suggesting the need for accelerated digital 

transformation through increased investment and digital workforce 

development (Elmasry, et al., 2016). Five key pillars form the basis 

of the Arab approach to the digital economy: e-government, digital 

citizens, digital businesses, digital foundations, and digital 

innovation (Qaaloul, Sufian, and Talha, 2020). 

8 Egypt Digital Transformation Analysis 

Egypt, in line with its Vision 2030 and commitment 

towards Sustainable Development Goals (SDGs) 2035, has 

embarked on a journey to transform into a digital society in 

which technologies are integrated into nearly all fields of life 

(Ghoneim, 2021). The government of Egypt has been promoting 
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the development of communication and information technology 

infrastructure and enhancing digital services across all 

government agencies. 

The rapid evolution of technology, as encapsulated in 

Industry 4.0 as proclaimed by Prof. Klaus Schwab, the Executive 

Chairman and Founder of the World Economic Forum, is 

fundamentally reshaping our society. This revolution, fueled by 

advancements in Artificial Intelligence, Big Data Analytics, 

Quantum Computing, 5G, IoT, Robotics, Virtual and Augmented 

Reality, Drones, Nanotechnology, Biotechnology, 3D Printing, 

and Machine Learning, is influencing every aspect of our lives, 

including how people live, work, and interact with one another. 

The following figure represents Egypt Vision 2030 highlighting 

its global goals for sustainable development. 

Figure (4): Egypt Vision 2030; Source: (Ghoneim, 2021) 

The Egyptian government, recognizing the transformative 

potential of this digital revolution, has committed USD 1.9B to 

the development of digital infrastructure and the fostering of 

technological innovation. Such initiatives aim to establish high-
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tech industries within the Suez Canal economic zone, a strategic 

location through which most of Asia's and Europe's internet and 

communication submarine cables pass. The Information and 

Communications Technology (ICT) sector in Egypt has been 

growing at a robust rate, with a 17% growth in Q2 second quad 

of FY financial year 2020-2021 and its contribution to the growth 

domestic product GDP at 4.4% in 2020, projected to reach 8% in 

2024 (Kamel, 2021). 

Three years ago, President Abdel Fattah El-Sisi set in 

motion a digital transformation initiative for the governmental 

institutions in Egypt. The goal is to build a secure, competitive 

digital society and economy to enhance citizens' quality of life. 

Government services have undergone reengineering based on 

Total Quality Management (TQM) standards, leading to the 

development of innovative ICT business models. These models 

aim to provide government e-services effectively and efficiently 

24/7 through various channels, such as mobile applications, 

digital Egypt e-platform, government e-portals, kiosks, service 

centers, and post offices. 

However, this ambition of digital transformation faces 

several challenges, including a digital divide, inadequate laws 

and legislation, implementation challenges, budget constraints, a 

lack of bank accounts among a significant portion of the 

population, a shortage of ICT specialists, cybersecurity and 
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privacy concerns, and a general distrust of virtual stores. To 

overcome these hurdles, the government has proposed several 

measures including awareness campaigns, acceleration of digital 

transformation implementation, capacity building in human 

resources, development of interactive online education, support 

for innovation and creativity centers, development of legislation 

and laws, support for research and development, and the 

establishment of cloud computing facilities. 

The digital economy is expected to reach USD 23T by 

2025, accounting for 24.3% of the world GDP, rising at a rate 2.5 

times faster than the global GDP (Purnomo et al., 2022). The 

digital transformation holds immense potential for Egypt. It can 

help unlock the potential of the private sector, digitize 

government services, increase efficiency, combat corruption, and 

harness human capital. However, this transformation requires 

skilled human capital, supportive infrastructure, appropriate 

regulatory, legal, and investment environments, good 

governance, and a strong educational system. The coming figure 

exemplifies Egypt Digital Transformation Strategy. 
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Figure (5): Egypt Digital Transformation; Source (Ghoneim, 2021) 

     It is essential to recognize that while digital transformation 

may lead to job displacement due to automation, it will also 

create new opportunities in technology-related jobs. Hence, there 

will be an increased demand for highly skilled labor, 

necessitating policies for human capital development, healthcare, 

and social welfare. In assessing Egypt's digital transformation, 

several indicators can be used, including the E-Government 

Index (EGI), which evaluates e-government performance, the E-

Participation Index (EPI), and the Network Readiness Index 

(NRI). The following table lists Egypt's top and worst indicators 

for digital transformation. 

 

 



 

Navigating the Digital Transformation Journey in E-commerce: Challenges … 
Dr/  Nermine Elessawi & Dr/ Marwa Abd Elghany  

 ١ٌٛ٠0202ٛ  -اٌعذد اٌضبٌش                                             اٌّغٍذ اٌخبِس عشش                               
   2103 

 

  

Table (1): Egypt Top and Bottom Indicators Ranking;  

Source: Network Readiness Index 2020 Egypt, Washington DC: 

Portulans Institute report 

The aforementioned illustration depicts the advantages and 

drawbacks of Egypt's digital transformation journey, with the left 

side highlighting the strengths related to the status of e-

commerce. These strengths include investments in research and 

development, with Egypt ranking sixteenth globally in terms of 

expenditures on research, development, and higher education. 

Moreover, Egypt holds the twenty-first position in terms of 

spending on computer programs. In the global context, digital 

skills and internet accessibility hold the positions of 34th and 

42nd, respectively. Moreover, Egypt faces certain limitations in 

other crucial areas pertaining to ecommerce. These include the 

export of high-tech goods (ranked 101st), digital shopping (112th 

rank), and the creation of smart communities and cities (ranked 

115th), the eleventh Sustainable Development Goal that 

highlights the significance of sustainable cities and communities.  
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In addition to this, Egypt faces challenges regarding digital 

access to financial accounts and data protection, ranking at 121st 

position. Furthermore, there is a notable economic and social in 

the utilization of digital payments, ranking at 115th position. To 

enhance the ongoing process of digital transformation, it 

becomes crucial for Egypt to focus on strengthening these pillars 

and addressing the areas for improvement when it comes to the 

current advancements and achievements in ecommerce. 

Egypt's e-commerce market is expected to grow from USD 

7.88 billion in 2023 to USD 15.71 billion by 2028, at a CAGR of 

14.80%. The market is driven by rising internet penetration, 

improved infrastructure, and an increased number of online 

shoppers. With 80.75 million internet users in 2023, Egypt's e-

commerce industry is primarily focused on electronics, 

entertainment, airline tickets, and fashion (Digital 2023 Egypt).  

The Information Technology Industry Development 

Agency (ITIDA) was established to promote Egypt's information 

technology sector. However, the country faces challenges, such 

as limited credit/debit cardholders and a lack of cash for delivery. 

The market is segmented into B2C (Beauty and Personal Care), 

Consumer Electronics, Fashion and Apparel, Food and Beverage, 

Furniture and Home), and B2B (Business and Home). 

Egypt's e-commerce market is experiencing growth, with 

new start-ups emerging and small-scale retailers adopting online 

shopping. The pandemic has led to a 94% increase in online 
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buying patterns, with 72% of Egyptian consumers increasing 

their internet buying. In July 2020, the Ministry provided 36 

electronic services to private enterprises, including e-signatures 

for investment transactions and litigation filings. 

Egypt is a key market for e-commerce development, with 

over 80 million internet users in the MENA region. Egypt is 

implementing programs to stimulate the sector, delivering e-

commerce services and supporting local startups. The Egyptian 

e-commerce market is dominated by major players like Amazon, 

Btech, LC Waikiki, and Watches Prime. In January 2022, 

Brimore raised $25 million in a Series A fundraising round, 

intending to expand its logistics and operational infrastructure. In 

July 2021, Taager raised $6.4 million in a seed fundraising 

round. In May 2022, valU Consumer Finance partnered with 

Amazon to simplify consumer finance, making it a payment 

option on amazon.eg. In August 2021, Elaraby Group signed a 

memorandum of understanding with Hisense International to 

debut the Hisense brand in Egypt, resulting in $170 million in 

investments and 4000 jobs (Digital 2023 Egypt). 

9 Study Implications 

The following deduces the study implications worldwide: 

1. Global Market Expansion: Since through e-commerce the 

organizations access the global market and thus will be selling 

their products beyond the domestic market. 
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2. Increased Competition: These compel different organizations 

to look for ways in which they can improve their solutions to 

meet the international standards The competition increases across 

the globe in e-commerce thus creating a rivalry (OECD, 2019). 

3. Consumer Behavior Shifts: This culture is as a result of 

convenience that is provided, range of products that are available, 

and actually the fact that they are relatively cheap when one is 

ordering from an online store that is based in another country 

(Euromonitor International, 2021). 

4. Technological Advancements: Adoption of modern 

technologies such as AI, machine learning and block chain 

applications in e-commerce for instance are evolving e-

commerce activities through flexibility and security 

improvements (McKinsey and Company, 2022). 

5. Regulatory Challenges: That is the case sometimes there are 

different regulation in one country to another; this is however a 

strong constrain to e-commerce operations (World bank, 2018). 

Implications in Arab Countries with a Focus on Egypt are 

represented next: 

1. Economic Growth: Electronic commerce can also contribute 

greatly to Arab Countries‘ Economic Development including 

Egypt such as in employment generation and 

trade/entrepreneurship (Arab Monetary Fund, 2020). 

2. Infrastructure Development: Therefore, massive capital 

expenditure should be accorded to the concerned digital facilities or 
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platforms for improving the e-commerce rates, not only in Egypt 

but in the other Arab countries as well (World Bank, 2021). 

3. Digital Literacy: As a result, it has been postulated that there is 

require to spur up the rates of digital literacy and digital 

competencies in the population in order to fully seize the 

opportunities in e-commerce (UNESCO, 2020). 

4. Policy and Regulation: This paper also finds that for attaining 

the development and the expansion of e-commerce, it is requisite 

to back the apt policies and regulations as supported by the 

OECD in 2019. 

5. Cultural Shifts: Furthermore, there is a slow shift in customer 

behavior in Egypt because of the internet and shift in behavior 

(Euromonitor International, 2021). 

10 Conclusion 

Digital transformation remains a pivotal concern for 

numerous organizations across various industries. Despite its 

significance, a universally accepted method for developing a 

digital transformation strategy is yet to be established. As 

Lialestani et al. (2021) suggested, businesses, regardless of their 

size, should align their strategies with the realities of digital 

transformation. This alignment often results in the modification 

of business processes and the adoption of intelligent, tool-based 

operational management. The influence of technologies such as 

AI, big data, blockchain, IoT, and virtual identity in this 

evolution is undisputable. However, organizational strategies, 
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like altering business strategies and aligning the company's 

competitive situation with these advancements, have significantly 

contributed to the growth of digital transformation processes and 

their organizational adoption. 

A key barrier for many firms in achieving digital 

transformation success is the lack of clarity in their strategical 

direction and the misunderstanding that their strategies and 

business models must deliver customer value. A firm must 

enhance cost value, experience value, and platform value during 

the creation of their digital transformation and business model. 

After identifying the current and future levels of these values and 

recognizing what needs to change to close the gap, the next 

crucial question is determining which organizational parts are 

required to implement the strategical direction. 

In the digital age, the lines between technology and 

management are becoming increasingly blurred. This blur 

presents new tools and digital environment concepts that are 

drastically altering how firms conduct business, develop, 

innovate relationships, and tackle new managerial challenges 

(Bresciani et al., 2018; Verma et al., 2012). 

When applied to the context of e-commerce, it involves the 

comprehensive integration of these digital transformation 

strategies and technological advancements into business 

operations. Not only does this digital transformation modernize 

how firms engage with customers and perform business 
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operations, but it also adds value in ways that enhance the overall 

customer experience and create competitive advantages in the 

online marketplace. 
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