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ABSTRACT

Purpose: Online customers' purchase experience has become significant
because of the emergence of the Internet as the primary network for the supply
of products and services. The study aimed to introduce critical and influential
factors in the progress of online sales of sports products through qualitative and
quantitative processes.

Methodology: The participants in the qualitative section include 17 managers
of sports production companies and sport management experts and sport product
consumers. The questionnaire was made through open questionnaires and
interviews and weighting of Delphi. And 564 online customers participated in
the quantitative section and were analyzed by confirmatory factor analysis.
Findings: The findings showed that the components of online retail
development include digital strategy, predicting the subsequent purchase of
customers, creating value through the marketing mix, providing a dynamic
information matrix of goods and equipment, tracking customer-level data,
Financial, and information security, website content quality, product and service
information evaluation, service tools, and customer value dynamics. As a result,
for the development of online retail sales, it is necessary to plan separately for
these variables to provide the grounds for the formation of development.
Respecting the law of the “chain of businesses™ creates an environment rich in
interaction and economic synergy, benefiting all aspects of a healthy and
dynamic economic puzzle. The dimensions of the development of online retail
sales includes digital strategy, predicting the subsequent purchase of customers,
creating values through marketing mixes, and evaluating product and service
information, service tools, and customer value dynamics.

Originality: The study's creativity is to use quantitative and qualitative
methods to show the online retail development dimensions of sports goods and
equipment.
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1. Introduction

The growth of information technology and the ever-increasing use of the Internet has
led to the creation of a new form of retail transactions, in the form of Internet retail, and
has turned online shopping into a daily activity for people all over the world (Yu et al.,
2019; Zhu, 2018). When the Internet started, no one imagined that everyday life and the
way of doing business would change like this. The number of online retail stores is
increasing daily; some even believe that traditional retail stores will disappear someday
(Jimenez et al., 2019). Online shopping is constantly growing due to the increasing
acceptance and penetration of Internet technology (Riaz & Raman, 2015). Online retail
stores have advantages for sellers and buyers compared to traditional retail stores,
including that establishing online stores is relatively easy and requires less money (Yu
et al., 2019). Its main advantage for buyers is that wherever they are, they can buy all
their necessities just by typing a few words without leaving home. In addition, people
worldwide are looking for the fastest, simplest, and cheapest way to do things and buy
because of their busy schedules. Therefore, online retail could replace traditional retail
(Jimenez et al., 2019). The occurrence of some crises may increase the desire to buy
online. The situation that the coronavirus has created since 2019 caused more people to
shop online. The restrictions that the coronavirus created for people all over the world
made even those who had never shopped online before feel the need to shop online for
the first time to gain the experience of online shopping; on the other hand, the businesses
that had face-to-face sales before this, due to the closure of their companies, have to
bring their business to the Internet and sell online (Dannenberg et al., 2020). Therefore,
these explanations clarify the importance of online retail sales in global electronic
commerce. Electronic commerce in Iran is beginning its journey, and the online retail
market is attractive to enter and compete. Internet usage (55%) and smartphone usage
(126%) in Iran have created the expectation of creating many opportunities for online
companies. On the other hand, international sanctions have prohibited international e-
commerce companies, the most well-known of which are Amazon, Walmart, eBay, etc.
It has been handed over to local companies such as Digi-Kala, Tasifan, Shipur, and
Zarin-Pal (Norouzi Seyed Hossini et al., 2022). The capacity of this market for new
companies is exciting. Considering Iran's young population, which constitutes more
than 70% of the people, it is clear that Iran’s online market can provide an ocean of new
opportunities for e-commerce companies (Pahlavanyali & Momeni, 2016). Meanwhile,
Iranian people are less willing to buy from online retailers. Therefore, companies should
identify factors affecting the demand for online shopping and increasing sales
(Bahrainizad et al., 2022). Online customer experience is considered an essential factor
for the success of online retailers. Consumers seek an attractive, memorable, and
interactive online experience (Mostafavi et al., 2016; Sarlab & Farid Fathi, 2021).
Because the customer experience in online and offline space is very different (Gilly &
Wolfinbarger, 2000). However, the problem is that sports retail stores do not have
enough financial capacity to provide hundreds of online order processing centers, and
we rarely see that sports retail stores have such a wide range of activities that cover all
parts of the world. Nevertheless, there are some exceptions. But in general, it can be
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pointed out that the level of development of sports retail stores has been lower than other
retail stores (Hwang et al., 2018). This issue in online retail Sports of the country is
more evident because they suffer from quantitative and qualitative problems. A clear
example of this problem can be related to the fact that less than five online sports
retailers operate in a specialized way in Iran. Most retail stores offering sports goods
and equipment are non-sports. Since online retail sales in sports is one of the emerging
businesses in the distribution of sports goods and equipment, its launch not only helps
to sell sports products better and more accessible but also expands the range of activities.
Going beyond the borders, it is necessary to identify the components of the development
of these retail stores in the form of scientific research. But despite the importance of this
issue, the research related to the development of online sports retail sales is low.
However, the nature of these factors is the same in many ways for most retail stores.
Patroni et al. (2015) showed that expanding retail sales depends on innovation. In this
research, it is also mentioned that online retail stores need to have a digital strategy.
Motamarri et al. (2017) also referred to the dynamic and real-time personalization of
services aimed at brand loyalty, discovering opportunities for service innovation,
creating new services, and having a strategy. Shibata and Kurachi (2015) support real-
time decision-making using updated online information such as online feedback,
customization according to needs, predictive modeling of customer behavior in the
future, Dynamic pricing based on the customer's purchase history and competitive
choices, and determining the right price, segmentation of customers through the
analytical model of combined behavior, advertising management based on location,
media, and timing features. Also, Rapp et al. (2015) pointed out that the development
of online retail sales depends on the marketing mix. In addition, Kopalle et al. (2012)
concluded that financial and informational security is a determining factor. Although
there are other factors, the importance of this factor is more significant than other
factors. Wilder et al. (2014) also believed that the value of online retail customers should
reach a dynamic level. Also, Lee and Turban (2001) identified the content quality of Tie
(2003)'s website as having product and service information.

A review of the studies conducted on online retail development shows that the
development phenomenon is affected by various factors. On the other hand, the identified
factors are not the same from the perspective of the conducted research and are different.
This is while all the researchers have tried to plan a plan for the development of online
retail sales. Therefore, it is concluded that the research results are not in the same direction.
In addition, the identified factors for retail sales are almost different with each spectrum.
Therefore, it is impossible to follow a single prescription for the development of all online
retail stores because there are not many online sports retail stores in the country, and their
lack of action has led to non-specialized retail sales of products. Offer a sport in which
they do not have enough expertise. It is necessary to examine the components of the
development of these retail stores purposefully in the form of online sports retail sales. To
determine which components are decisive and if these components are identified,
constructive suggestions can be made accordingly for retail stores that operate in this field
and people who intend to They are entering this field.
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2. Methodology

This research is applied in terms of purpose and analytical and exploratory, which was
done by combining qualitative and quantitative models. The study's statistical population
in the qualitative part included managers of sports production companies, professors, and
university experts. In the quantitative part, the statistical population included sports goods
and equipment consumers. The sampling method in the qualitative section was
purposeful, and the sample size was equal to the theoretical saturation of 17 people. Also,
the sampling method was available in the quantitative area. Finally, 700 questionnaires
were returned, of which 564 questionnaires were used. Data were obtained through open
questionnaires and interviews, Delphi questionnaire weighting, and confirmatory factor
analysis. The collected data were analyzed using SPS and SmartPLS software.

3. Results

3.1. Content analysis

According to the content of the interviews and the frequency of the identified concepts,
the following categories were identified as the most critical factors affecting the
development of online retail sales. As in Table 1, various interview concepts have been
extracted concerning developing online retail sales of sports goods and equipment. In this
step, 97 codes were identified, of which 55 were similar, and 44 were unique. Next, special
codes will be the basis of coding for the second coding stage, which is used for secondary
coding or creating the main category because similar codes are repetitions of unique codes
and do not provide new information about factors affecting the development of online
retail sales of sports goods and equipment.

Table 1. Initial coding of the development indicators of online retail sales of sports goods and equipment.

Interview code Initial code

1. Supporting open communication, 2. Recognizing each customer's consumption pattern, 3.
Knowing the customer's buying and consumption habits, 4. Offering products considering the
potential talents of the geographical area, 5. The price in online shopping should be lower than
in other stores, 6. Customer transaction data

1. Customization according to needs, 2. Customer segmentation through a hybrid behavior
analysis model, 3. Access to telephone support, 4. Information up-to-date, 5. Privacy protection,
6. Advertising management based on location characteristics, 7. Investment In the national
infrastructure necessary for the online format

1. Optimizing resources and efficient operations; 2. Entrepreneurial-opportunistic management
style, 3. Supporting open communication, 4. Investing in internet infrastructure, 5. Preservation
of people's privacy, 6. Knowing customer interests, 7. Analysis Data from integrated channels,
8. Dynamic pricing based on customer purchase history, 9. Authenticity

1. Entrepreneurial management, 2. Preservation of personal privacy of site customers, 3.
c4 Preservation of ethical issues, 4. Completeness of information, 5. Pleasantness, 6. Relevance, 7.
Comprehensibility, 8. Compatibility, 9. Adequacy, 10. Form of information

1. Prioritizing the customer, 2. Paying attention to customer needs, 3. Advertising management,
4. Knowing customer buying habits, 5. Improving customer experience and relationships, 6.

C1

c2

C3

C5
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Interview code

Initial code

Facilitating product referral and exchange, 7. Knowing customer preferences, 8. Digital
leadership

C6

1. Obtaining customer insights, 2. Prioritizing the customer, 3. Maintaining privacy, 4. Knowing
the customer's interests, 5. Knowing the customer's wishes, 6. The accuracy of the information
given by the customer, 7. Validating and verifying the seller. 8. The completeness of the
information, 9. The information is up-to-date, 10. The correctness of the information

c7

1. Adopt digital learning as a strategy; 2. Prioritize the customer, 3. Short lead time, 4. Group
structures, 5. Demographic data, 6. Survey data, 7. Vendor verification, 8. Resource
optimization. And efficient operations, 9. Privacy protection, 10. Understanding customer buying
habits, 11. Prioritizing the customer, 12. Customer orientation, 13. Improving customer relations

C8

1. Entrepreneurial management style, 2. Preservation of privacy, 3. Knowing the customer's
wishes, 4. Up-to-date information, 5. Low price of products or services offered in online
shopping, 6. Prioritizing the customer, 7. Having demographic data of customers, 8. Advertising
management, 9. Knowing the demographics of sports customers

C9

1. Recognizing product similarities, 2. Recognizing customer interests, 3. Investing in internet
infrastructure, 4. Supporting open communication, 5. Customization according to needs, 6.
Customer orientation, 7. Improving customer relations.

C10

1. Privacy protection, 2. Creating a chat room for customers, 3. Advertising management, 4.
Understanding customer interests, 5. Customer segmentation, 6. Comprehensibility of the
information provided on the site, 7. Understanding customer buying habits, 8. 9. Supporting open
communication, 10. Vendor verification 11. Efficient operations and functions

c1u

1. Subsector boundaries to provide dynamic information; 2. Privacy protection, 3. Prioritize the
customer, 4. Dynamic pricing, 5. Entrepreneurial and innovative management, 6. Compatibility
of the information supplied according to sports products.

Now that all the data is coded and several codes or initial concepts are created, the
second coding stage in content analysis begins. At this stage, the researcher does not
work with raw texts but with the concepts he has produced. This coding stage, or
"secondary or core" coding, is to create and extract major categories or indicators.
Categories are concepts of higher abstraction and allow the analyst to reduce and
integrate data (Mohamadpour, 2014). In Table 2, the coding method of the first level
(primary) and the second level (secondary) is presented under the title of understanding
the meaning of dimensions practical on the development of online retail sales of goods
and sports equipment.

Table 2. Secondary coding (identification of adequate dimensions on the development of online retail

sales of goods and sports equipment).

- . . . Interview
Related Identified Concepts (Primary Codes) Main categories code
Support for open communication, digital learning, optimization Cl C3 C9
of resources and efficient operations, entrepreneurial- - e
o . . . Digital strategy C10, C8, C7,
opportunistic management style, investment in national
. - L . C4,C11,C2
infrastructure necessary for the online format, digital leadership
ecoganl.ng each cu'st.omers consu'mptlon patte'rn, knowing Predicting the subsequent C3, C5, C6
customer interests, gaining customer insight, knowing customer C9, C10, C1,
. . . ; . purchase of customers
wishes, knowing customer buying and consumption habits C8, C7
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Related Identified Concepts (Primary Codes) Main categories Intce;'(\j/;ew
Providing a dynamic

Product similarities, group of structures, sub-branch boundaries information matrix of goods C9, C7,C11

and equipment

Customer transaction data, demographic data, survey data Customer-level data tracking C1,C7,C8

Analyzing the data of integrated channels, offering products

considering the potential talent of the geographical area, the time

of arrival of the goods should be short, management of Creating value through the C3,C1,C2,

advertising based on location characteristics, dynamic pricing marketing mix C5, C8, C10,

based on the customer's purchase history, the price in online C7,C11

shopping should be lower than the prices in other stores.

. - - L . : . . C3, Cg, C2,
Authenticity, privacy, ethical issues, authentication, and seller Financial and information Ca C6.C7
approval security c10, C11
Up-to-date information, the form of communication, the Website content qualit C2, C6, C8,
correctness of the information, completeness of the information quality C4
Sufficient, agreeable, compatible, relevant, understandable Evaluat_lon .Of produ_ct and C4, C11, C10

service information
Access to telephone support, product referral facility, and Service tools C2, C5, C10
exchange, creating a chat room for customers
Improving customer experience and relationships, customer
orientation, segmentation of customers through the combined Dvnamics of customer value C5, C7, C9,
behavior analytical model, prioritizing the customer, 4 C2, C10, C6,
customization according to needs C8, C11

In this research, a schematic model presents the dimensions of developing online retail
sales of goods and sports equipment to show the theoretical codes and their
comprehensibility. It should be noted that based on secondary coding (main categories),
digital strategy categories include predicting the subsequent purchase of customers,
creating values through marketing mixes, providing a dynamic information matrix of
goods and equipment, tracking customer-level data, and financial security. And
information, website content quality, product and service information evaluation, service
tools, and customer value dynamics.
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Figure 1. Schematic model of the development dimensions of online retail sales of sports goods and equipment.
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3.2. Fuzzy Delphi

Delphi technique with a fuzzy approach was used to determine the importance of
indicators and screen the most critical identified indicators. Based on the results of the de-
fuzzification of the aggregated values of the experts, the tolerance threshold for the criteria
of "dynamic pricing based on the customer's purchase history" and "the price in online
shopping must be lower than the existing prices" is lower than the considered value of 0.6.
These criteria are excluded from the set of practical standards for developing online retail
sales of sports goods and equipment because, from the point of view of experts in this
field, the said criteria do not have a decisive role. The critical issue in this regard is that in
applying the Delphi technique for screening, the result can be achieved by de-fuzzifying
the values and selecting the threshold intensity in the first step. But for the use of Delphi
in predicting the views of each expert, the average views are calculated, and the Delphi
cycle is repeated. This process stops when two consecutive averages are close to each
other (Habibi et al., 2015). Adapting from this point of view, it can be said that in the
current research, consecutive averages are close, and the desired result has been achieved
in this first stage. The proof of this claim can also be considered the low number of
excluded criteria.

Table 3. De-fuzzification results of aggregated values of experts.

Criterion Average view Definite value Result
Support open communication () 2 /AYY 2 /YYY) JARR Acceptance
Digital learning (ARRVATARTVARAS) CAAT Acceptance
R r imization and efficien
esource opt at.o and efficient (+/AYS (/30T Co V¥ CJAVY Acceptance
operations
Entrepreneurial-opportunistic .
P hp () o /ANF (1 7YF) CAF Acceptance
management style
Investment in national infrastructure (Y 2 /AFY <2 /7YY </AYO Acceptance
Digital leadership (Y /AT o /TAY) /A Acceptance
Identifying the consumption m
dentifying the consumption patte (/AVY o ANF (/33 JAYY Acceptance
of each customer
Understanding customer interests (AEVAARTVIARD /AYO Acceptance
Gaining customer insights (Y /AN 2 /7YF) VAR Acceptance
Understanding customer needs (Y ¢2/Y30 2 /7ON) MY Acceptance
Knowing the buying and JJVY¥
Ing fhe ouying (+/3 /N8 4 /OYY) Acceptance
consumption habits of customers
Integrated channels data analysis (+/88F /N0 cr /B ) VY'Y Acceptance
Providing products considering the
9p g (+JABF (V¥ /FaY) V¥ Acceptance
talents of...
The arrival time of the goods is low (/AYY o /AYA < [OFA) YAV Acceptance
Advertising management based on
9 ) g (+/88F ¢+ /Y0 v /0¥0) JVEY Acceptance
location features
Dynamic pricin n purch .
ynamic p| c_gbasedo purchase (VB+ e [O¥S (o /VE L) JJa¥e Rejection
history...
The price in online shopping should Lo
p pping (+/709 ¢ /FYY (+/TIA) JEAY Rejection

be lower than the price
Product similarities (/AYA Y0¥ VAT Viand Acceptance
Group of structures (/348 VYV o /FVY) VARAS Acceptance




111 @ Sports Business Journal Autumn 2023, Vol. 3, Issue 4, p. 103-120

Criterion Average view Definite value Result

Subbranch boundaries (+/30F c+/AAT (1 [O¥ D) ART Acceptance

Customer transaction data (Y o /ANT a[7YF) AR Acceptance

Demographic data (+/3YY 2 /Y30 (/0¥ D) 0/772 Acceptance

Survey data (Y /A7) h/709) /ATY Acceptance

accuracy (+/8Y) ¢+/Y30 (1 /OVY) /Y¥a Acceptance

Privacy protection (+/30F <+/Y30 (1 /0¥0) Vatas Acceptance

Maintaining ethical issues (/AT /AN o /FTY) /7MY Acceptance

Signing and verifying the seller (Y o /AYY /N F) <JARY Acceptance

Up-to-date information (/N7 /Y F /YY) /7TAN Acceptance

Information format (/808 /NOY cr /D) VARR Acceptance

The correctness of the information (+/8342 <2 /NYY o /FVY) VAR Acceptance

Completeness of information (Y +/AYY VYY) ARE Acceptance

Suffice () 2/8YY 2 /709) JATY Acceptance

to be pleasant (/8T o JAFY a/7YT) AN Acceptance

Compatible (+/AYY o JATY o [7VY) MY Acceptance

related (+/AYY 2 /AT /040 AR Acceptance

understandable (+/8YY) ¢ /VYY c/FVY) VY Acceptance

Access to phone support (+/30F < /YVY (1 /FVY) NYY Acceptance

The facility for product referral and (/AT YTV o FYY) e Acceptance
replacement

Creating a chat room for customers (Y 2 /Y)Y 2 /FAY) AV Acceptance

Improve custorT]er experience and (V/AVY o /ART (/71T AYY Acceptance
relationships

Customer Orientation () 2 /AYY 2 /VYY) ARE Acceptance

Customer segmentatlon through () /308 o jro%) NS Acceptance

analytical model...
Prioritizing the customer (Y er/300 cr/709) JJAoT Acceptance
Customization according to needs (/823 /NOY cr /B ) ARR! Acceptance

In the following, the factorial validity of the structure of online retail development was
checked using the second-order confirmatory factor analysis to determine whether the
structures of this variable have the necessary validity. For this purpose, the maximum
likelihood estimation method was used to evaluate the model fit.

Table 4. Evaluation of online retail development structure measurement models.

Variables A o CR AVE
Online retail development AT ANERVAT-TEERVAR G
Digital strategy YN JAAT G ANY YT
Strategy-1 C/AY
Strategy-2 AT
Strategy-3 AT
Strategy-4 +/YAY
Strategy-5 DAGY
Strategy-6 +/VAA
Predicting the next purchase YA A/AA L ATYY Y

Prediction-1 C/AYY
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Variables A o CR AVE
Prediction-2 +/AR
Prediction-3 HATY
Prediction-4 A
Prediction-5 +/AYA

Creating value through the marketing mix /083 W/AYA L AYA YR
creation-1 VAT
creation-2 AN
creation-3 HTEA
creation-4 +/a0Y

Providing a dynamic information matrix of goods and equipment ~ +/&)¥  «/a¥) /37y W/A¥S
Presentation-1 AT
Presentation-2 H/ATY
Presentation-3 ARR)

Customer-level data tracking TR JANY LAY JANY
Trace-1 +JAVA
Trace-2 ARA
Trace-3 AR

Financial and information security ATV AR AEERVAL A BENRVAR TN
Security-1 AR
Security-2 AR
Security-3 +/ANA
Security-4 AL

Website content quality DA ANEEEVA R R AREEVAL REENRVAS YA
Quality-1 /AR
Quality-2 DARK
Quality-3 +JARY
Quality-4 ALY

Evaluation of product and service information JYVA L JARY [ W /RFY
Evaluation-1 DAL
Evaluation-2 HJAYY
Evaluation-3 HJAYD
Evaluation-4 AR
Evaluation-5 AR

Service tools JOAY VAT JAVR VY
Tool-1 HJAYY
Tool-2 A
Tool-3 AL

Dynamics of customer value VAT JAYA /R8T /ANY
Dynamics-1 CJAAA
Dynamics-2 +/AYY
Dynamics-3 VAN
Dynamics-4 +/AVY
Dynamics-5 HJATA

Based on the evaluation results of online retail development measurement models, it
was determined that the values of Cronbach's alpha (o) and composite reliability (CR) of
all indicators are higher than the threshold of 0.7 (<0.7 for composite reliability and
Cronbach's alpha; (Hair, 1995). In addition, all the values of average variance extracted
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(AVE) for the variable of online retail development are above the recommended standard
and exceeded the value of 0.5 (Hair, 1995).

POV POY2 pOV3 POVA POV ABZ1 A2 1823
&1 g0z 31 %8 3057 58010/' %30 HA5 35189 -
' : ARZ1
'.\ e
B3 s AR;Z
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B 513 e
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B " 3407 — AR
ynamics of customer value o =
o O ) e
(L = T gl
ST strateg 1208 ) 28886 =
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Bedicting ey 13090
P50 | e orcusiomers ggg«: N
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45107 ANNS
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Figure 2. Online retail development measurement models in meaningful mode.
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Figure 3. Online retail development measurement models in standard mode.

4. Discussion and conclusion

In general, what we need today in the country's retail industry is a strategic and
organizational look at store activities that prevent market failure and its elimination. The
term store strategy includes all the store activities of the organization, which is formulated
and explained to create and develop markets, determine the organization's general
framework and policies, and set the store's basic plans. Retailers must focus on long-term
planning to effectively cope with the intensity of retail competition and the urgency of
creating new distribution networks, technologies, and globalization. It can be said that the
retail strategy shows how this industry should interact with the environment, customers,
and competitors. According to Kwak and IBS, most companies consider supporting
practices and tools useful for project management processes as they allow them to Adapt
to changing business environments. At the same time, they need a reference model to
efficiently implement such tools (Kiani et al., 2021).

Based on the results of content analysis, it was determined that the dimensions of
online retail development of sports goods and equipment include digital strategy,
predicting the subsequent purchase of customers, creating values through marketing
mixes, providing a dynamic information matrix of goods and equipment, tracking
customer-level data, security. Financial and informational, website content quality,
product, and service information evaluation, service tools, and customer value dynamics.
This finding refers to the digital strategy with the results of studies by (Motamarri et al.,
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2017; Patroni et al., 2015) referring to the creation of value by marketing mix with the
results of studies by (Fong et al., 2015; Rapp et al., 2015; Shibata & Kurachi, 2015),
referring to the provision of dynamic information matrix of goods and equipment with the
results of the study (Shapiro & Varian, 1999), From the dimension of customer level data
tracking with the results of Kopalle et al. (2012)'s study, from the dimension of financial
and information security with the results of Lee and Turban (2001)et al.'s studies, from
the dimension of website content quality with the results of (Lee & Turban, 2001),
referring to the evaluation of goods and services information with the results of Tie
(2003)'s study, and finally, referring to the dynamics of customer value with the results of
the studies of (Shibata & Kurachi, 2015; Wilder et al., 2014). Considering that the
mentioned studies have pointed out that the development and expansion of online retail
sales deals with the mentioned dimensions. Suppose these components are used in online
retail sales with any spectrum, whether sports or non-sports. There is a possibility that
development will occur in different dimensions.

It is inferred that various factors can affect online retail sales development. These
factors make it possible for online retailers to develop. However, the direction of
movement of these factors and the fields of their influence in the order of the development
of the mentioned retails are separate, requiring that they be addressed separately. In other
words, the dimensions that exist for the development of online retail sales, while they are
interdependent, are not the same in terms of meaning and concept. One of the components
of online retail development based on the analysis done in this research was digital
strategy. The definition of digital strategy is that retailers are required to have an
appropriate strategy in the field of online business to develop their businesses. Based on
the analysis, this goal will be realized through the support of open communication, digital
learning, optimization of resources and efficient operations, entrepreneurial-opportunistic
management style, and investment in the national infrastructure necessary for the online
format and digital leadership. Slow in this regard, (Patroni et al., 2015), in examining how
a retailer uses user-generated social media for innovative content, concluded that digital
strategy should be designed to support open communication, digital learning, and digital
leadership. To implement this, online retailers can improve their innovative content
through social networks. According to (Motamarri et al., 2017), this importance can create
shared value between the company and the customer using big data.

It was also found that predicting the subsequent purchase of customers is a determining
factor in the development of online retail sales. Adapting from the interviews conducted in
the discussion of predicting the next purchase of customers, it is necessary to recognize the
consumption pattern of each customer, to know the customer's interests, to get the
customer's insight, to know the customer's wishes, to know the buying and consumption
habits of the customer. In this regard, (Grewal et al., 2017), in their research, which aimed
to draw the future of retail sales, determined that retailers can use data to design more
attractive plans, better target their customers, and Create tools that encourage consumers to
make purchasing decisions. According to Bradlow et al. (2017), in forecasting methods, the
goal of forecasting is to know unknown variables from future data, and it is mentioned as
one of the critical techniques of big data for the development of online retail sales. Another
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component of online retail development was value creation through a marketing mix. The
analysis of the interviews showed that creating value through the marketing mix is realized
through the study of data of integrated channels, offering products by considering the
potential talents of the geographical area, low product arrival time, and advertising
management based on locational characteristics. According to Yu et al. (2019), who
presented a comprehensive model of retailers' strategies at the four levels of market,
company, store, and customer, one of the strategies of retailers at the store level is to pay
attention to the marketing mix. In this research, product classification, price, and promotion
of sales and distribution were among the things that should be paid attention to.

Providing a dynamic information matrix of goods and equipment was another
component of online retail development. This matrix aims for retailers to offer the
products consumers desire with the information they have (Shapiro & Varian, 1999).
Since most information and levels can be collected about each product, retailers can better
understand products they have never considered (before marketing) (Bradlow et al.,
2017). Based on the opinion of the experts participating in the research, providing a
dynamic information matrix of goods and equipment can be obtained by recognizing
product similarities, group structures, and sub-branch boundaries.

It was also found that customer-level data tracking is one of the components of online
retail development. This tracking is done through customer transactions, demographic,
and survey data. Kopalle et al. (2012) believe that customer tracking in online retail is
done through credit card, IP address, and user registration. Typically, in retail, the link
between customer transaction data from a customer relationship management system,
demographic data from credit card or loyalty card information, survey data through
mailing address linkage, and store visit information can be tracked in various ways.

In addition, the analysis of the interviews showed that financial and informational
security is another component of online retail development that should be considered.
According to the opinion of experts, this importance is expressed through authenticity,
personal privacy, ethical issues, authentication, and verification of the seller by the
relevant authorities. Lee and Turban (2001) concluded that a consumer's purchase
intention is formed after he has a realistic belief and attitude toward the information and
services provided. It seems that providing financial and informational security to
customers is one of the ways that lead to the formation of trust in them. Through this, it is
possible to increase the level of confidence and belief of customers in retail sales. To
improve online services.

The quality of website content was also a decisive factor in developing online retail
sales. According to the experts participating in this research, the said quality depends on
the information up-to-date, the form of the report, the correctness of the information, and
the completeness. If these features are considered in online retail sales and planned with
a predetermined plan, we can expect that said retail sales will continue to develop. Of
course, as mentioned earlier, other indicators play a decisive role in developing online
retail sales apart from these factors. Among other components of online retail growth, we
can evaluate product and service information in which sufficiency, pleasantness,
compatibility, relevance, and comprehensibility are indicators, service tools that refer to
access to telephone support, Facilitation of product referral and replacement, creation of
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a chat room for customers and finally the dynamics of customer value, which is necessary
for its realization to improve the experience and relations with customers, customer
orientation, segmentation of customers through the analytical model of combined
behavior, prioritizing the customer, customization according to needs, he pointed out.

The results of the screening of the information of the qualitative section using fuzzy
Delphi analysis determined that out of all the indicators identified for the development of
online retail that were discussed in the previous discussions, only the hands of "dynamic
pricing based on history" "Customer purchase™ and "“the price in online shopping should
be lower than the existing prices” were excluded from the analysis process because their
role in the development of online retail sales was not recognized. Further, it was found
that other indicators of the methods used in the discussion of online retail development
are adequate. In addition, examining the factorial validity of the research constructs using
the maximum likelihood method showed that the constructs of online retail development
have the necessary validity. Based on this information, it seems that the indicators used in
the measurement models of this variable are reliable
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