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DIGITAL TRANSFORMATION OF CONSUMERS:
STUDY ON THE BASE OF DHL EXPRESS IN ERITREA

Digital innovation starts with a problem worth solving. We 've found it’s amazingly helpful to have a single state-
ment that represents the nature of the problem, which's experiencing it, and why it’s so important to solve. There
for the main problem is “To what extent consumers are fitted and accepted Digital transformation attributes”. This
research could serve as a base for further investigation and improvement on the DHL express in Eritrea. Enhance our
understanding of digital system and consumers driving. Moreover, it will contribute to the understanding of whether
consumer are accepted and satisfied the digital transformation system in a developing country context. This research
could also serve as a base for anyone who wants to study about how much consumers are accepted the digital trans-
formation driving on them without any compliment on Postal Express service delivered in Eritrea. In addition, it will
create a sense of awareness to the people who are engaged in offering digital system services on DHL. To undertake
this research paper, primary and secondary data used. Primary data gathered by distributing online questionnaire to
a sample of consumers. Secondary data extracted from several sources such as internet, magazine, books, periodicals,
Jjournals, company documents, etc. This research focuses on the digital transformation of consumers on DHL express
despite the fact that consumer driving in digital transformation system is critical issue in any type of business. It
focuses only on transformation from analog to digital system on consumers in experience on DHL express. It doesn 't

concern about the technical issues of the DHL express over the entire world.
Key words: digital transformation, digital experience, digital customer experience, digitalization.

JEL classification: C1, C13, C19, C38, D11, D12.

Formulation of the problem. Nowadays Digi-
tal transformation forcing companies to change their
business models and adapt to the new market real-
ity. What’s interesting about this is that it’s not the
companies that are driving this change. Instead, this
change is being driven by the customer. Today, cus-
tomers expect relevant content in relation to what
they’re doing anytime, anywhere and in the format
and on the device of their choosing. It’s their journey
that dictates your strategy.

Digital transformation is the integration of digital
technology into all areas of a business, fundamen-
tally changing how you operate and deliver value to
customers. It’s also a cultural change that requires
organizations to continually challenge the status
quo, experiment, and get comfortable with failure.
It is an imperative for all businesses, from the small
to the enterprise. That message comes through loud
and clear from seemingly every keynote, panel dis-
cussion, article, or study related to how businesses
can remain competitive and relevant as the world
becomes increasingly digital. What’s not clear to
many business leaders is what digital transforma-
tion means. Some leaders feel the very term “digi-
tal transformation” has become so widely used, so
broad, that it has become unhelpful. You may not
love the term. But love it or not, the business man-
dates behind the term — to rethink old operating

models, to experiment more, to become more agile
in your ability to respond to customers and rivals —
aren’t going anywhere. This definition answers some
of the common questions around digital transforma-
tion and provides clarity, specifically to CIOs and IT
leaders, including lessons learned from your peers
and digital transformation experts. Because technol-
ogy plays a critical role in an organization’s’ ability
to evolve with the market and continually increase
value to customers, CIOs play a key role in digital
transformation. Because digital transformation will
look different for every company, it can be hard to
pinpoint a definition that applies to all. However, in
general terms, we define digital transformation as
the integration of digital technology into all areas
of a business resulting in fundamental changes to
how businesses operate and how they deliver value
to customers. Beyond that, it’s a cultural change that
requires organizations to continually challenge the
status quo, experiment often, and get comfortable
with failure. This sometimes means walking away
from long-standing business processes that compa-
nies were built upon in favor of relatively new prac-
tices that are still being defined.

If you’re unfamiliar with the term, “digital trans-
formation” refers to the ways in which businesses
change to adapt to new technology and consumer pref-
erences. It’s essentially an umbrella term for the many
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changes that companies have had to make (and will
continue making) to keep up-to-date with advances in
tech. And at this point, it’s somewhat inevitable. To
say that technology has advanced over the past few
years would be a massive understatement. The ways
in which most businesses now operate and interact
with customers are drastically different from what
they were a decade ago. And though this has meant a
lot of change and adjustment, many of those changes
have been for the better. For example, it’s now more
convenient than ever for consumers to research their
options, learn about different brands, and makes pur-
chases all from the comfort of their own homes.

Analysis of recent researches and publica-
tions. This chapter assesses digital transformation
of consumers, case study on DHL express. Thus, it
will provide us with some basic concepts of digi-
tal transformation of consumers and some related
issues like; digital transformation drives consumer
experience, difference between digital experience
and digital customer experience, how digital trans-
formation can improve customer experience, etc.
This literature review will refer to different scholars’
concepts and studies mainly about digital transfor-
mation of consumers.

To begin with if we refer to some scholastic trea-
tises, they infer that, With the rise of new digital tech-
nologies, e.g., social networks, mobile, big data, etc.,
firms in virtually all industries domains are conduct-
ing multiple initiatives to explore and exploit their
benefits [7; 11]. This frequently involves transforma-
tions of key business operations and affects products
and processes, as well as organizational structures, as
companies need to establish management practices to
govern these complex transformations [10]. Thus, the
society as a whole is facing a fast and radical change
due to the maturation of digital technologies and their
ubiquitous penetration of all markets [4]. To add to
the increased demand from customers, companies
are facing ever tougher competition due to global-
ization [16] and putting pressure to go digital before
others do, seeking to survive and attain competitive
advantages [1]. Hence, in recent years “born digital”
pioneers (e.g., Amazon, Facebook and Google) have
grown into powerful behemoths, while companies that
long dominated their industries found their traditional
value proposition under threat [13]. However, despite
the multiplicity of technological novelties and recipes
for their implementation, whether in business, public
governance and private life, real Digital Transforma-
tion is taking much longer and facing more difficulties
than it has been expected [19]. Unfortunately, there
are many recent examples of organizations that have
been unable to keep pace with the new digital real-
ity: examples include the bankruptcy of movie-rental
Company Blockbuster, largely resulting from those
firms’ inabilities to rapidly develop and implement
new digitally-based business models [9]. Successful

Digital Transformation requires an organization to
develop a wide-range of capabilities, which will vary
in importance depending on the business context and
the specific organization’s needs. Digital technology
needs to become central to how the business oper-
ates, and organizations effectively need to re-think
and possibly re-invent their business models in order
to remain competitive [2]. This article differs from
previous literature reviews as it strictly focuses on the
concept of Digital Transformation. Several concepts
have been advanced to label Digital Transformation
(e.g. digitalization, digitation) and whereas they are
often used indistinctively in the literature, research-
ers continuously try to determine their boundaries to
avoid overlaps. We felt that it would be not prudent
to define several terms in such a short paper; while,
at the same time, there was a need to draw attention
to Digital Transformation, as few literature reviews
were conducted when compared, for instance, with
the Digitalization term. Henriette et al [8], conducted
a similar systematic literature review, but used a dif-
ferent database (Scopus). Their work also focuses on
the vulnerabilities and opportunities of digital trans-
formation, but different contributions arise by empha-
sizing the impact of digital capabilities on the digital
transformation and the explanation on how digitali-
zation transforms business models, operations pro-
cesses and user experience.

In recent years, firms in almost all industries have
conducted a number of initiatives to explore new
digital technologies and to exploit their benefits.
This frequently involves transformations of key busi-
ness operations and affects products and processes,
as well as organizational structures and management
concepts. Companies need to establish management
practices to govern these complex transformations.
An important approach is to formulate a digital trans-
formation strategy that serves as a central concept to
integrate the entire coordination, prioritization, and
implementation of digital transformations within a
firm. The exploitation and integration of digital tech-
nologies often affect large parts of companies and
even go beyond their borders, by impacting prod-
ucts, business processes, sales channels, and supply
chains. Potential benefits of digitization are manifold
and include increases in sales or productivity, innova-
tions in value creation [10].

Digital experience should not be confused with
digital customer experience. There is a difference
between these two terms, but despite this, these terms
are often used interchangeably. We’re going to take a
look at what the difference is and why it’s important
to understand the distinction between the two.

The term “digital experience” refers to the vast
number of digital channels that organizations operate
on and use. The key here is that digital experience
refers to a single interaction. In contrast, digital cus-
tomer experience refers to all the digital interactions
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that a customer — or potential customer — has with
a business, across multiple digital channels. Digital
experience can be applied to any person who interacts
with an organization, whether they’re an employee,
business partner or a customer. Digital customer
experience is therefore a sub-category of digital expe-
rience and applies to the people who might buy your
products or services.

When organizations take steps to improve digi-
tal customer experience, it involves looking into
anything that can lead to great customer satisfaction
through digital channels. This could be improving
user experience, communicating better with custom-
ers, speeding up website pages load times, improving
personalization and more, across all digital interac-
tions rather than just a singular touchpoint.

Consumer expectations are higher than they’ve
ever been before. It’s becoming increasingly impor-
tant for companies to improve interaction with their
employees, business partners and ultimately their cus-
tomers, and digital technology is one of the best ways
to do this. The time to invest in improving digital cus-
tomer experience is now and this requires investment
in the right technology to do this effectively [14].

Research from IDC shows that two-thirds of
CEOs from Global 2,000 companies are planning on
moving away from traditional strategies to modern
digital ones by the end of 2019. What is the reason?
The improving the customer experience. In fact, more
than a third of organizations have already started
integrating and executing a digital-first approach this
fast-paced race towards digitally transforming even
the most traditional businesses is forcing companies
to change the way they operate. But this isn’t being
driven by the companies themselves or even the mar-
ket in general, it’s being driven by customers. Con-
sumers of today want interactions that tie into what
they’re doing at all times and are compatible with the
device they’re using.

In other words, they are always connected and,
in order to keep up with them, businesses need to
embrace technology to provide customers with the
experience they crave. With so many options avail-
able today, consumers want a unique experience
that’s tailored specifically to them and their needs.
This means they want recommendations based on
their personal preferences and their previous pur-
chasing history — much like when e-commerce sites
like Amazon recommend other “products you might
like”. According to a study by Accenture, 75% of
consumers claim they are more likely to buy from
a brand that addresses them by their name, is aware
of their purchase history, and recommends products
based on what they’ve bought in the past, and sur-
prisingly, they are happy for companies to tap into
their personal data to make those recommendations,
including things like their location data, their age, and
their interests [7].

Customers are not only more connected through
new devices and apps they are also more social and
have more nuanced needs. To connect with today’s
customers and endear loyalty, businesses should be
at the right place (virtually or physical), with the
right message or offer, at the right time every time.
In order for this to happen, brands must digitally
transform to meet the evolving needs and expecta-
tions of their customers by aligning the types of
experiences it is delivering and tuning its internal
organization, processes and technologies to enable
them (fig. 1).

2. Re-orient

3. Flex your

7

). .

Figure 1 — Three key steps towards
a customer-focused digital transformation

Source: compiled by the authors on the basis of source [5]

The purpose of the article are summarized as
follow:

— to investigate whether consumers are accepted
the digital transformation system changing from
analog;

—to find the attributes which make consumers
expect the digital transformation system delivered
services.

Presentation of the main research material.
The objective of this chapter is to develop concep-
tual framework and data collection methodology
related to digital transformation of consumers in
DHL express. The conceptual framework will give
us a pictorial description of the major variables
which are involved in digital transformation of con-
sumers. And the data collection methodology will
contain about sampling, data collection instrument,
unit of analysis, and data analysis.

A conceptual framework is a short description of
the major variables operating within the area of the
problem to be pursued. Conceptual framework is just
like a map with conceptual directions. The framework
either anticipates or directly presents the basic design
of the study after the literature is completed. Here is
the conceptual framework of digital transformation of
consumers (fig. 2).
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Figure 2 — Digital Transformation
and consumer’s experience

Source: compiled by the authors on the basis of source [12]

DHL Worldwide Express, a privately held world-
wide delivery service comprised of DHL Airways and
DHL International, is the world’s oldest and largest
international air-express company. Since 1969 when
it began as an air-courier service from California to
Hawaii, the firm has grown phenomenally and domi-
nates the global express marketplace, delivering to
over 70,000 destinations in 227 countries. DHL deliv-
ers both small and heavyweight parcels to destina-
tions from the Middle East and Pacific Rim countries
to throughout Europe and the United States. DHL’s
ever-expanding international presence prompted such
stateside competitors as Federal Express and United
Parcel Service, as well as the United States Postal
Service, to join the fray of global express delivery.

For this research, data will be collected from con-
sumers through questionnaire. The questionnaire is
framed with three parts. The first part includes two
questions. The second part includes seven questions
which are related to consumers are fitted and accepted
about changing of digital transformation from analog.
The third part also includes five questions which are
related to Consumers expect about the digital trans-
formation system delivered services. All the ques-
tions are close end.

To conduct this research, random sampling tech-
nique will be applied. Consumers that are going to be
included in that study will be chosen at random from
the population. For our study, population is all the
consumers that use DHL express postal service for
their personal use and companywide. So, from that
we are going to take a sample of 14. Also all consum-
ers will have equal probability to be taken as sample.
The sample will be conducting through online system
(E-Questioning).

This research paper, will take individual consum-
ers of DHL express.

Data will be analyzed qualitatively and quantita-
tively. In quantitative analyses data will be analyzed
numerically, it will include frequency and percent-
age table. In qualitative analyses non numerical data
interpretation will be applied. Therefore, the gathered
data will be entered it to Excel then it will be analyzed
with help of the SPSS software (version 20).

This chapter provides us the data analysis part
which is integrated with the theoretical framework
regarding the Digital transformation of consumers
on DHL express. The data analysis is applied in a

literature review base, in order to show and compare
the theory with reality. The study was conducted
by gathering information from the key customers
of DHL express. The 14 customers were selected
randomly up on which 8 males and 6 females and
their average age are 44. The 46.7 percent of the
respondents were governmental offices and from the
remaining 33.3 percent were private institutions and
20 ordinary (43 percent female) and regular custom-
ers (57 percent male). The respondent’s gender with
respect to their educational level is represented in
graph below (fig. 3).

Consumers (Education Level Binned)
® Govermental office
® Private institutions

Regular Customers

Ordinary Consumers

Figure 3 — Demographic respondents

Digital transformation is really countable when
the customer experience is enhanced. Can you say
that, with the help of smart devices, high connectivity
and smart application, customer experience and satis-
faction are improving? Yes, digital transformation is
developing and things are surely changing around it.
The world is evolving so faster towards digital that
now digital transformation is predictable and trend-
ing. Every company in the market is trying to focus
on moving their business online and provide better
customer experience. With continued development
in the technology sector, many of the companies are
trying to focus on developing a smarter application
than the competition. Here, we understand that digi-
tal transformation is not only about choosing smarter
solutions for business, but it is about providing better
services. Here, companies have realized that without
digital transformation even a well-established com-
pany may vanish. The question you should be asking
is, are you providing better customer experience? In
this research, we tried to analyze the gathered data by
taking a sample of three questions, which are directly
related to the transformation and enhanced of con-
sumer service quality (table 1).

Then we categorized according the score, which
is those who scored 0-18 as having low quality,
19-27 as having moderate quality, 28-36 as having
high quality, and 37—45 as having very high quality
on DHL express. The finding shows that 50.0 percent
of the customers have very high quality on the DHL
express service from digital transformation change. It
also shows that 28.57% percent of the feedback they
hold on their minds are created from advertisement




66 MignpMEMHMLUTBO Ta iHHOBaUIi

Table 1 — Transformation service quality

Table 4 — Digital transformation Influential reasons

and another 28.57% percent from word of mouth and
the remaining percentage is from family and friends
as well as other sources (table 2).

Table 2 — Source of feedback

Tran'sformat'ion Frequency Percentage Influential reasons Frequency | Percentage
service quality User friendly in Technology 6 42.85%
Low 0 0% Accessibility 3 21.43%
Moderate 3 21.43% Customer services 3 21.43%
High 4 28.57% Brand of the company 1 7.14%
Very High 7 50% Price 1 7.14%

If we see it in figures, 21.43% percent of the con-
sumers choose DHL express because of Accessibility
and Customer services. Among the many importance
of consumers influence is, when customers get satis-
fied they repeat services update with current technology.

Source of feedback | Frequency Percentage From the respondents 64.29 percent will definitely using
Advertisement 4 28.57% DHL express again and the majority, which is 35.71 per-
Family and 2 14.29% cent, will probably use DHL express in the future, if they
friends 3 21.43% are updated with technological services (table 5).

word of mouth 4 28.57%

Others 1 714% Table 5 — Repeat Service in future

Repeat Services Frequency Percentage
Consumer expectations are higher than they’ve |Definitely 9 64.29%

ever been before. It’s becoming increasingly impor- | Possible 5 35.71%
tant for companies to improve interaction with their | Unlikely 0 0%
employees, business partners and ultimately their |No 0 0%

customers, and digital technology is one of the
best ways to do this. In our case of DHL express,
50 percent of the consumers are too influenced and
42.86 percent are influenced, it also shows that only
7.14 percent are somewhat influenced by the digital
transformation of DHL express, 0.0% percent are un
influenced (table 3).

Table 3 — Digital Transformation
on consumers experience and Influential effects

Transformation. Frequency | Percentage
on Consumers Experience
Un Influenced 0 0%
Too un Influenced 0 0%
Influenced 6 42.86%
Too Influenced 7 50%
Somewhat Influence 1 7.14%

Though the percentage of the influenced consum-
ers by the digital transformation of DHL express is
effective. The main reasons of using DHL express
are that user friendly in technology and because there
is no need any steps, simply using google or mobile
applications (table 4).

There are many different factors which are helpful
towards consumers repeat using future services. As
we people are different from one another in our look,
color, behavior the factors that satisfy us also differ.
But generally people agree on the performance of
some factors which really help in using express ser-
vices. In this research, 71 percent of the consumers
agree on user friendly technology as very important
factor for their service express experience.

Next comes accessibility, which is 64 percent
agreed as very important factor. Then comes cus-
tomer services which are 57 percent. So performance
on these attributes is very important for consumers.
Also there are other factors which consumers really
need them for their service performance like brand
and price, 50 and 42 percent respectively (table 6).
But the top three factors for high performing digital
transformation attributes on consumers experience
on DHL express as per this study are user friendly
in Technology, Accessibility, and Customer services.
Despite the fact that price is an important factor for
consumers service on DHL express prefer Technol-
ogy more than anything else.

Table 6 — Importance of high-performing digital transformation attributes

Very important Important Somehow important | Not important
Technology 71.4% 14.3% 14.3% 0%
Accessibility 64% 21.43% 14.23% 0%
Customer services 57% 28.57% 14.3% 0%
Brand 50% 35.7% 14.3% 0%
Price 42.86% 42.86% 14.28% 0%




Bunyck 8, 2019 67

This study signifies that the consumers of DHL
express have high experience in all the variables
which is mentioned on this study. Even, they got
on the ground is high experience in user friendly in
technology, because of digital transformation system.
Let’s see the comparison of consumers® experiences
with the actual perceived service. If we try to see the
finding according the score which is provided in the
study. Among the respondents, 8 were with very high
experience in technological transformation; even on
the ground perceive high performance in digital trans-
formation. This signifies that there is no gap between
consumers experience and actual service. Relatively
those who have moderate experience on digital trans-
formation system were 14 percent and the actual out-
come of poor service performance was 21.43 percent.
The gap is 7 percent. The graphical representation of
this study is provided clearly below (table 7, fig. 4).

Table 7 — Consumer’s experience

Consumer’s F
. requency Percentage
experience score
Low experience 0 0%
Moderate 2 14%
High 4 28%
Very high 8 57%

Conclusions. Based on the research conducted,
we concluded that the consumers of DHL express fit-
ted and accepted the digital transformation system.
Majority of the consumers hold very high experience
from the service. The main source of the experience
feedback is from advertisement and word of mouth.
Consumers compare updated technological system
with the actual performance of the service; as a result
they get very high experience. As it is mentioned
before, one of the important factor which plays a
great role towards consumers experience in digital
transformation is user friendly technology. Appro-

60%
50%
40%
30%
20%
10%

0%

57%

28%

14%
e

LOW MODERATE HIGH VERY HITE

Figure 4 — Consumers experience
on digital transformation

priately all type of consumers chooses DHL express
from other expresses, Messt, FedEx, UPS etc. Over
the Express due to accessibility. The study also high
lights accessibility as the most important factor for
consumers experience on DHL express than any
other factors.

On general we kindly recommend the DHL to
keep watching on Digital system services. Our rec-
ommendations to DHL express are as follows:

— though the overall DHL express service needs
improvement on other factors, brand, price and oth-
ers; digital system is very important factor for con-
sumers service, they should give more focus to Tech-
nological system;

— significant number of consumers gets their expe-
rience from advertisement, so they must give a true
picture while advertising, because consumers expe-
rience depends greatly on advertisement and using
other techniques like free user manual, how to use
company applications and websites and etc.;

— consumers are in need of information, so DHL
express should provide proper and timely informa-
tion, by updating in their mails, SMS, magazine
sites and etc.
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JlutBunenko I., Epimac Pyccom AGpam
Misicnapoonuil ynisepcumem @inancie

HUPPOBA TPAHC®OPMALIA CITIOKUBAYIB:
JOCJIJ)KEHHS HA TPUKJAAI DHL EXPRESS B EPITPEI

Cmamms npuceauena yu@posii innoeayii, wo nouunacmucs 3 npobiemu, AKy eapmo gupiwumu. Mu euasuiu, wo
HAO036UYAUHO KOPUCHO CKIACMU €0UHE MEEPOICeHH s, Ke 8I000paicae xapaxkmep npobiemu, Xmo ii giouysae, womy ye
mak eaxcaugo supiwiumu. OcHOGHA Mema noisA2ae 8 Momy, Woou GU3HAUUMY Me, HACKIIbKU CRONACUBAY] CRPULMAIOMb
ampudymu yugpoeoi mpancpopmayii. Akmyansnicms cmammi nona2ae 8 Momy, Wo 60HO MOACE NOCIYICUTNU OCHOBOIO
0151 nodabU020 docaiodicenHs ma goockonanenuss DHL Express ¢ Epimpei, a makodc nokpawye po3yminHa yu@posoi
cucmemu ma noGedinKuU cnodicusayie. binbuie mozo, ye cnpusmume yceiooOMIEHHIO MO20, YU CRPUUMAIOMb CHONCUBAYIE
ma 4u 3a00801bHAIOMb BOHU CUCMEMY YUPPo6oi mpancopmayii 8 ymosax Kpainu, wjo po3eusacmuvcs. Jlocniodncents
MAKOAC MOJICe NOCTYAHCUMU O6A3010 i MUX, XIMO Xoue OI3HAMUCA Npo me, HACKLIbKU CRONCUBAYT NPUUMAIOMb YUpposy
mpancgopmayito, suxopucmogyiouu nociyey Postal Express, wo nocmavaemuvca 6 Epimpei. Kpim moeo, ye cmeopumu
giouymmsi 06i3Hanocmi y Jooell, Ki 3auUMaromvbcsi NPONOHYBAHHAM Yu@posux cucmemuux nociye Ha DHL. I1i0 uac
00CNi0CeH S BUKOPUCMOBYBANUCS NePEUHHT ma emopunHi 0ani. Tlepeunni 0aui 310pani WAAXOM NOWUPEHHS OHLANIH-
anxemu Ha 6UOIpKY cnodcusauis. Bmopunni oani 6yau eunyyeni 3 KilbKkox Odicepel, maxux K Inmepuem, dcypHai,
KHUeU, nepioouyri UOAHHS, JICYPHAIU, OOKYMeHmU Komnanii. Pezyniomamu 00CaiodicenHs (oKyCcyromscsi Ha yupposii
mpancgopmayii cnoxcusauie na DHL Express, He38adcaiouu Ha me, uwjo pyx CROXCUsayia y cucmemi yu@hposux nepe-
MEOpeHsb € KPUMUUHUM NUMAHHAM Y 0VOb-aKomy Oisneci. Bona 30cepedocena nuue na nepemeopeni 6io ananozo6oi
00 yughposoi cucmemu na cnoxcusadax, saxi euxopucmogyiome DHL Express. L]e ne cmocyemoca mexuiunux npobiem
DHL Express y coomy cgimi.

Knrouosi cnosa: yugpposa mpancgopmayis, yugposuii 0ocsio, yudposuii 00ceio KIiceHmie, yupposizayis.




