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ABSTRACT

This paper discusses how to extend the maximum benefit from global and international opportunities in the apparel and 
footwear market through a comparative study between present features and challenges faced by Macy’s global company, 
and advantages of SMEs in Saudi Arabia. This study will use a case study to identify the advantages and opportunities for 
success of international companies to enter the Saudi market, as well as conducting a quantitative study to determine the 
requirements of companies that have a plan and already own websites that can be used to present and sell their products 
on the Internet. The level of risks and advantages are studied by using the SWOT model in both research tools. The 
advantage of this study is its ability to determine the basic requirements needed for companies to apply e-procurement 
through commercial applications in smartphones. The participants comprised of 108 companies who are considered SMEs 
in the apparel and footwear markets, and who do not have more than 500 employees. This paper concentrated primarily 
on companies that want to take advantage of electronic channels to sell through commercial smartphone applications. The 
importance of Macy’s global company, which is a US company, is that it has a good opportunity to enter Saudi Arabia via 
electronic channels with commercial smartphone applications to build strong strategic economies with internal companies 
in the Saudi market. New strategic economies represent the future vision of successfully transforming the economy away 
from oil by 2020. It focuses on changing the economic and trade restrictions on foreign ownership in Saudi Arabia to own 
100% of their companies’ capita, and allowing foreign investors to expand their opportunities to invest in the Saudi stock 
market.
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1. INTRODUCTION

This paper focuses on how to extend the maximum benefit global opportunities for the clothing and footwear market by 
comparing the case study of Macy’s global cooperation and the requirements of small and medium-sized enterprises (SMEs)
in Saudi Arabia that are interested in entering the online business arena by using commercial smartphone applications. The 
paper highlights the importance of building strategic partnerships between local companies and international companies to 
encourage global companies to enter the Saudi market. The strength of global corporations is that they own capital and diversity 
of supply, while the strength of local companies is their ability to deal with customers’ needs and their requirements to use 
online purchasing that are different from other markets (Bahaddad et al., 2015). The paper also focuses on the major risks that 
can be identified in the global markets. Also, it focuses on the features of the competitors of Macy’s global cooperation in 
Saudi Arabia. Other global competitors use various online trading platforms that will be shown to be a significant challenge to 
entering the Saudi Arabian market. According to previous studies, Saudi companies are interested in working collaboratively 
due to their ability to maintain and minimize the risks of wasting capital in global trade (AlGhamdi et al., 2015). Therefore, 
Saudi companies are focused on increasing loyalty with the government and good relations to investment in a safe environment 
to grow economic and trade aspects as well as technology (MCI, 2016a). So, many government restrictions and legislation in 
online trading in Saudi Arabia have been changed for the benefit of foreign companies in the kingdom. As examples of this 
legislation, foreign companies can now own 100% of property, and they have the opportunity to expand their investment in 
the Saudi stock market. Additionally, new decision by Saudi Arabian Ministry of Commerce and Industry (MCI)to issue and 
modify the companies’ business records if they are going to add new online channels and they have plan to Active E-Commerce 
or e-store. They companies should have done this step if they have commercial website or application in smartphone (MCI, 
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2016a). This decision would be helpful to the government to design the companies’ regulations and policies to organize the 
companies systems to deal with their customers through electronic channels (MCI, 2016a). This paper focuses on many points, 
such as Macy’s Company Profile, Global Market Analysis, Regional Perspectives, m-commerce approach relative advantages, 
Theoretical Approach, presenting quantitative method, Analysis, Discussion, and recommendations.

1.1. Macy’s Company Profile

Macy’s stores (, Inc.)is an American chain store that sells branded clothing, bedding, cosmetics, accessories, women shoes, 
home wares and home furnishings (Macy’s Stores, 2015). However, Macy’s store is renowned for dealing predominantly 
with apparels and fashion. Until 2007, the stores were called ‘Federated Department Stores, Inc.’ and it has a strong presence 
in the USA, where it has 885 outlets in 45 different states (Kuznetsova & Kuznetsova, 2015; Macy’s Stores, 2015). In the 
financial year 2014, the company emerged as one of America’s premier retailers, recording sales of $28.11 billion. Its stores 
operate under different trade names in some states, or in some cases utilise licensing agreements. For instance, in the District 
of Columbia, Puerto Rico and Guam, the company operates variously as Bloomingdale’s, Bluemercury, Bloomingdale’s Outlet 
and Macy’s. It also trades under various names internationally; for example in Dubai, it has licensed Al-Tayer Group LLC to 
operate for Bloomingdale’s (Macy’s Inc., 2015).

2. LITERATURE REVIEW

2.1. Global Market Analysis

The statistical global retail market reports indicate fast expansion of international retailers in various regions that were formerly 
only weakly penetrated by international retailers. Such expansion is most apparent in South America, Southern Africa and the 
Middle East, principally because these areas are experiencing rapid economic growth favourable to the retail environment 
(Kearney, 2015; Mehta & Chugan, 2016). Overall, in the apparel and footwear market, the USA, China, Germany and the UK 
are market leaders. Other leading markets, as measured by average sales over the past five years, include: Russia, India, Brazil, 
France and Italy i n descending order (Euromonitor International, 2015; Li et al., 2015). The Figure 1 indicates to current 
growth in these markets during the period between 2014 and 2019, illustrating that while European markets are shrinking, the 
US, Chinese, Indian and Brazilian markets are expanding. As well as, this indicates that the trend to these markets in the coming 
years is important and appropriate opportunity to help online business expansion significantly in these markets specifically

2.2. Regional Perspectives

Global regional trends, according to Euromonitor International (2015), can be summarised as follows:

Western Europe: While Germany, the UK, France and Italy remain major markets, these markets are shrinking, possibly 
due to the ongoing financial difficulties facing by Europe. Nations such as Greece, Portugal and Spain have recorded weak 

Figure 1: Market Expansion in Top ten global markets. (Source: Euromonitor International, 2015e, p.25)
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performance in over the past seven years, but are expected to experience a slow recovery in the aftermath of the economic 
euro-crisis (see Figure 3).

Eastern Europe: Russian, Hungarian, Ukrainian and Romanian market are among the fastest growing. However, this region has 
faced some decline in market growth due to the saturation of the Russian market and Russian-Ukrainian tensions (Euromonitor 
International, 2015a).

Northern America: The US remains the key market leader, following its post-recession recovery. The practices of the nation’s 
businesses are heavily geared for global dominance.

Latin America: This is a fast growing market, although growth is generally recognised to be compromised by inflation, Brazil 
and Mexico are showing an impressive growth rate (see Figure 2).

Asia Pacific market: China and India have taken a major lead in market growth, although double digit growth has also occurred 
in other countries, such as Indonesia, Hong Kong, Japan, and Vietnam, among others (see Figure 4).

Middle East and Africa: This is the fastest growing region in terms of the apparel markets, operating on the same level as Latin 
America. Growth in this region is much more dynamic than that in Latin America, as it does not suffer from serious distortion 
by inflation. The United Arab Emirates (UAE), Saudi Arabia (KSA)and South Africa offer the largest markets, as presented in 
Figure 5.

2.3. Global Consumer Trends

Recent studies indicate there is growing demand for sportswear. Euromonitor indicated sportswear accounted for about 15% of 
global footwear and apparel sales in 2015 (Euromonitor International, 2015e). Jeans are now less in demand than previously, 
as a consequence of this current preference for premium sportswear. Trends in respect to various fashionwear and apparel sales 
(see Figure 4). The preference for sportswear is mainly attributed to growth in gyms and outdoor sports, such as cycling and 
running. The global community is also facing a surge in fitness and health related activities, such as yoga, dance and Pilates, 

Figure 2: Latin American Market vs Growth Inflation by Country 2014. (Source: Euromonitor International, 2015a, p.25)

Figure 3: Western Europe: Market Size vs Growth by Country 2014,   (Source: Euromonitor International, 2015a)
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all of which are accompanied by high demand for fashion sportswear (Euromonitor International, 2015e; Zhou, 2015). Those 
seeking to forge a niche in the fashion market therefore need to give careful consideration to stocking app ropriate fashion 
brands that can take advantage of ongoing trends and high demand for sportswear. The association of smart wear with sports 
fashion has been hyped in some cases, with Ralph Lauren products such as PoloTech shirts taking the lead. A major barrier for 
consumers, however, is the high prices associated with them. A major limitation of this data is that it only captures trends in the 
top ten global markets (Vega et al., 2015).

In terms of gender, the market for menswear is growing faster than that for womenswear in many countries, and projections 
suggest it will continue to grow faster globally. This growth is most evident in the fast fashion sector, with companies such 
as Zara and H&M excelling (Euromonitor International, 2015e; Vega et al., 2015). Thus, global retailers could benefit from 
investing more in innovative those menswear accessories that are currently trending. Accessories like men’s luxuries bags are 
being particularly isolated as a trendy disposable product. Increased growth in men’s products is mainly attributed to the fact 

Figure 5: Middle East and Africa Market: Market Size vs Growth 2014. (Source: Euromonitor International, 2015a, p.28)

Figure 4: Absolute growth in Asia Pacific Market (Apparel & Footwear Growth by Country 2013 - 2014). (Source: Euromonitor International, 
2015a, p.13)

Figure 6: Internet retailing: Sales of Top 10 Countries (2009 - 2014). (Source: Euromonitor International, 2015a, p.13)
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that, globally, men’s disposable income tends to be higher than that of the females by about 50% (Euromonitor International, 
2015e; Mehta & Chugan, 2016). There is also a high global appetite for affordable designer labels and affordable luxuries.

The internet commerce (e-commerce)has experienced a growth sharply in the past five years, especially in the world’s developed 
and developing economies (Bahaddad et al., 2015). This sales stream is being led by China, the US and a number of developed 
European countries. The average global growth in internet retailing for the fashion industry is estimated at an average of 
20-30% (Euromonitor International, 2015e; Li et al., 2015). Figure 6 depicts recent growth in the apparel and footwear market, 
between 2009 and 2014.

It is crucial that companies venturing into the global market address current needs if they are to benefit from the rapidly 
growing internet retail market. Some global chains have already put in place innovative mechanisms to entice buyers into the 
online market (Zhou, 2015). Some of the most recent technological trends include the development of in-store sensors, the 
emergence of magic mirrors, and state-of-the-art feature walls, among others. Instore sensors can be installed on smartphones 
to advise users on the apparels and outfits that should fit them, and link this to what is available in stores (Vega et al., 2015). 

Figure 7: Global of Luxury apparel and footwear sales Specialists: Sales in to 10 Markets 2014. (Source: Euromonitor International, 2015e, 
p.20)

Figure 8: Real GDP Growth and Per Capita GDP Between (2009 – 2015), Source: (Euromonitor International, 2015c, p.1)
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McQ and Burberry have been at the forefront of the development and implementation of such applications (Euromonitor 
International, 2015e). Magic mirrors present the fashion items in the online store just as they would be on a clothes hanger, and 
then offer a virtual experience for users wishing to try the fashion item and consequently have a virtual experience trying to use 
the items. Alternatively, digital feature walls use large screens to illustrate the items in the store (Zhou, C. (2015). Burberry for 
instance uses a state-of-the-art digital wall feature in the form of a 7m screen, located on London’s Regent Street, to display the 
content in its stores. Other technologies used worldwide include: touch screen displays in retail sectors, robotic shop assistants, 
and Bluetooth sensors (I-Beacons)to send promotional messages to those walking around stores, among others (Euromonitor 
International, 2015e; Mehta & Chugan, 2016).

2.4. Target Country (Saudi Arabia): Overview

Saudi Arabia is a country in Western Asia, and the second largest Arab State (after Algeria). It borders a number of rapidly 
growing Middle Eastern economies, such as the United Arab Emirates (UAE), Qatar, Kuwait Bahrain and Jordan. The country 
is politically oriented toward promoting investment, and the government is currently encouraging foreign investors to invest 
in the country. The Saudi government is particularly receptive to American retailers, inviting them to invest in Saudi Arabia 
thereby also boosting the American economy (Reuters, 2015). Currently, foreign ownership of investment is limited to 75% 
for wholesale and retail businesses. However, on September 6, 2015, the (SAGIA)announced to US investors that the Saudi 
government plans to reform this policy to allow up to 100% foreign ownership of both retail and wholesale businesses (Moser 
et al., 2015; SAGIA, 2016).

2.5. The M-commerce Approach Relative Advantages

The advantage of this approach can be identified as the degree to which a new product is more advantageous to prospective 
customers than a competing brand (Rogers, 1995). The relative advantage aspects are significant when considering the adoption 
of a new idea in any society. Therefore, the features and benefits of a strategic dimension should be identified and understood 
by all stockholders involved in the framework to adopt it effectively (Rogers, 1995; Wahid, 2009). Here, I have focused on the 
two main stakeholders of the sales process the vendor and the purchaser. The question that should be considered is whether both 
parties will benefit from applying the m-commerce system applications for particular global brand name.

For the consumer, there are four fundamentals: reducing product cost; saving time; displaying products and various options in 
the same area; and ease of comparison between features and prices (AboZaid, 2003; Aljefri, 2003; Bahaddad et al., 2014; Bose & 
Sugumaran, 2006). Some modern studies have shown that the real cost of products are equal to 50% - 80% of current products. 
The remainder of their cost is distributed between supply, shipping, and storage (AboZaid, 2005). The mobile application is one 
of the appropriate channel for seller to present their products made directly to consumers, the product costs will be significantly 
reduced, especially as the profit will be determined by competition between merchants who will present more product offers. 
Additionally, saving time is a beneficial factor in countries such as Saudi Arabia that have an extended work system. In Saudi 
Arabia, working hours in the commercial sector extend on average until 9 a.m. -10 p.m. (Al-Maliki, 2005). In addition, big 
warehouse like Macy’s have their own place and they are not interested to be inside the physical Malls, and therefore, lot 
of time is consumed in moving from place to place. Thus, it is interest to view the various options and products easily and 
smoothly on one click in the mobile application, consumers need to first consider the presented options, and then choose the 
appropriate product. The commercial smartphone application is one of the best m-channels to help determine initial options 
(Kuznetsova & Kuznetsova, 2015). This also helps people who are not convinced about implementing this system to identify 
the options that will guide them to the specific product they are looking for.

In the main time from the seller perspective can be increased on the previous advantages. The interesting advantages can be 
summarized as follow:
1. Diffusing widely to the target audience.
2. Displaying products and various options in the same area.
3. Rapidly increasing Internet trade.

So, this approach would be helpful to diffuse the wide segment larger than a traditional shop segment in another region (Bose & 
Sugumaran, 2006). It can be also used the mailing list or other communication means such as SMS with consumers to distribute 
the sellers promotions widely (Aljefri, 2003). Finally, sellers benefit from the ability to view many products in one online place. 
This helps to reduce costs such as shop rental, storage, labor, and operating costs (Bahaddad et al., 2015; EMPG, 2002).
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3. THEORETICAL APPROACH

The approach is applied in this paper is SWOT which is used to measure the four main perspectives which are strengths, 
weaknesses, opportunities, and threats (SWOT)analysis is a strategic planning method that is usually employed to evaluate 
these four components in a project. Additionally, it is used to specify the internal and external factors that are possible and 
impossible with respect to achieving a project goal (Cervantes et al., 2015; Hill & Westbrook, 1997). In this Section, a SWOT 
analysis is performed for e-commerce to identify the most prominent vulnerability issues and threats. The findings will guide 
further research and help e-commerce become more successful.

Table 1 shows the relevant main stakeholder in this paper which is the retailers and the levels of their influence and interest 
in this field of study. The level of influence is defined as their influence of particular group to adopt and accept this approach 
widely used in normal communities. While the level of interest is defined as the level of attention of particular stakeholders 
for diffuse the e-commerce (Batchelor et al., n.d). The sellers exert one of the highest levels of impact and show high levels of 
interest in e-commerce. Many studies in both e-commerce have investigated the influencing factors that should be taken into 
account when making the decision to working in this field and what the features that need to persuade the decision makers 
segment to engage in this field and how to enter into it. Also, it can be provide the developers e-commerce models to meet the 
aspirations of retailers’ requirements.

In the Table 2 which includes the SWOT analysis and evaluates m-commerce from the retailer perspective and determining 
related information and requirements for implement the m-commerce approach to merchants should consider.

4. METHODOLOGY

A survey is method that is used in this research for two reasons. First, the audience consists of people from various cultures 
and traditions residing in the same community. Saudi society does not have much experience in online trading, despite having 
some basic susceptibility for jump-starting development and using technology in many aspects of economic and trade exchange 
(Aljefri, 2003; Tan & Macaulay, 2006). Therefore, they are seeking to simulate successful systems from other countries in order 
to easily and quickly apply this framework. Second, this M-commerce application appraoch is not widely used in Saudi society, 
so there are varying opinions about it. Currently, vendors do not have specific ideas and optimal solutions for the society’s 
needs and they have many challinging them to implement the appraoch perfictly. Considering these factors, a quantitative 
survey will allow respondents to voice their opinions using both multiple-choice and closed questions (Neuman, 2006).

This method is used to collect information via quantitative questionnaire, the most appropriate method for online rading to 
present their her view due to luck of online trading importance (AboZaid, 2005). The survey includes companies that willing 
to adopt the online commercial applications or have plan to design their smartphone commercial application. These companies 
want to made collaptate with global werehouses in apparel and footwear to increase their products and customers with minimal 
losses and increased profits (AboZaid, 2005). The goal of the questionnaire is to determine the requierment that would be 
imprtant to desigen the commercial application effectively to achieve thier online trading goals.

5. ANALYSIS

The analysis part of this study is an important stage to verify the validity of the factors that are dependent on the SWOT 
theoretical approach; thus, it is important to build constructs that are suitable for the requirements of the target audience. The 

Table 1: M-commerce stakeholders’ influence and interest
Stakeholders Influence Interest
Consumers High High
Retailers’ business enterprises High High
Telecommunication companies and mobile network operators Medium Medium
Banks and micro-finance institutions Medium Medium
Governments High Medium
Smartphone manufacturers Medium High

Adapted from Batchelor et al., n.d.
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purpose of this study is to identify the factors that influence the four sides of the SWOT analysis model regarding the enablers, 
and challenges faced by international and brand-name companies as they establish commercial smartphone applications in the 
Saudi market. Many aspects of the SWOT model highlight the need to determine the number of opportunities and the level of 
risk arising from this endeavour. The appropriate solutions to activate this approach in the most ideal way are also proposed. 
The analysis part of the study is focused on statistical tests such as Descriptive Data, which include the Mean and Standard 
Division (SD), and consistency tests, which include Cronbach’s Alpha test (Hair et al., 2010; Tabachnick & Fidell, 2007). 
This test might indicate the impact of the four SWOT factors and identify the possible solutions through added features for 
commercial smartphone applications than can be adopted by overseas companies.

The Descriptive Data results show the Mean values for the results of participants between 3.2 and 4.6. The values of 
participants are confined between Strongly Agree and Agree, which are acceptable in each group of SWOT models (see 
Table 3). Furthermore, the results of the consistency test (Cronbach’s Alpha)in each group are within the acceptable level. 
The minimum acceptance results in this test are 0.6 (Nunnally & Bernstein, 1994). The highest result of the consistency test 
is 0.730, and the minimum result is 0.603, which equates to an acceptable level of consistency in each group of these factors.

6. MAIN FINDING

The results of SWOT factors represent the viewpoint of the companies involved in varying degrees, which shows the importance 
of these factors for the traders and the people who are interested in selling their products through electronic channels. The 
results vary from one group to another, so they are focused on each SWOT group separately.

1. Threats variables group represents the risks faced by companies when they begin to present their products through 
m-commerce applications. Three variables, T2, T5, and T6, show weak results and they are excluded from the statistical tests. 
The other variables show strength results that indicate these threats affect traders dramatically. The variable T1 is focused on 

Table 2: Summary of SWOT analysis for Seller and consumers in m-commerce
Helpful Harmful
Strengths Weaknesses

Internal origin
(attributes of the organisation)

Heavy uses of the mobile networks
High-speed Internet connectivity
Wireless network communicates without geographical 
limitations
Mobile applications are widespread and less 
complicated
Various m-commerce models
Increase in smartphone sales
Anytime, anywhere
Internet capability is booming
No standards adopted increases the chances for 
success

Lack of data security
The lack of compatible applications for the preferences and 
requirements of the target population
No built-in encryption capabilities
Limited memory and Limited computational power
Anti-virus solutions are difficult to implement
Major security concerns for users
Lack of awareness and e-readiness about the new channel
More factors impact on screen performance such as 
keyboard
The small screen size prevents including all the icons on 
one page.
Payment gateway requirements can be problematic for 
mobile phone customers

Opportunities Threats
External origin
(attributes of the environment)

Rate of growth in the mobile user market, even in 
rural areas especially in KSA
Receiving advertisements and promotions frequently
Many m-commerce services can be provided
Possible to replace printed catalogues with electronic 
versions
Improve the relationship to attract customers and 
Persuade companies to engage in this field
Rich advancements in mobile phones can be 
embedded in mobile applications
The consumers’ spending more time which lead to 
spend more money.
New features of each mobile generation can be 
embedded in mobile applications

Risks related to theft of mobile devices
Relies on proprietary solutions
No standards for m-commerce
Security and privacy risks
Mobile viruses can spread attacks quickly throughout the 
wireless network
Concerns about users’ acceptance of new technology 

Adapted from (Bahaddad et al., 2015; Batchelor et al., n.d.; Cervantes et al., 2015Felicitta & Jayanthi, 2009)
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the threat associated with keeping confidential information related to commercial applications on devices when those devices 
are stolen. It is important for companies to deal with these cases, and help their segment to delete their personal and confidential 
information from applications or pause it quickly. The T3 variable points to the importance of government support to develop 
the standards of online purchasing through commercial smartphone applications. This leads to support for online purchasing, 
which allows buyers and sellers to determine their responsibilities, and rights towards each other. These regulations and polices 
for companies to protect their rights and their clients’ rights should be provided and presented through one of the application 

Table 4: Top ten leading chains in the global fashion markets
Sales in Top 10 Market 2014 (US$ m) Growth 2009-2014 (%) Growth 2009-2014 (%) % of Total Worldwide Sales 2014
12,497 46.6 46.6 98.8
11,217 62.9 62.9 56.8
10,774 51.2 51.2 100.0
8,714 56.3 56.3 91.4
8,407 35.2 35.2 99.6
6,288 73.4 73.4 46.9
6,153 104.4 104.4 80.4
5,023 0.3 0.3 83.8
4,798 -3.0 -3.0 92.0
3,895 71.2 71.2 97.8

Source: (Euromonitor International, 2015e, p. 19)

Table 3: Descriptive Data for all SME respondents showing variables Mean, SD, and reliability tests for each group
Group name Item No. Mean Standard deviation N Cronbach’s alpha if item deleted Group cronbach’s alpha
Strength S1 4.1509 0.65889 106 0.607 0.623

S2 3.8113 0.73177 106 0.614
S4 3.6887 1.09860 106 0.511
S5 3.6226 1.00903 106 0.521
S6 4.3868 0.87908 106 0.582
S8 4.6604 0.61546 106 0.610

Weaknesses W1 4.4815 0.90152 108 0.699 0.730
W2 3.6667 0.98588 108 0.756
W3 4.5370 0.68938 108 0.669
W4 4.4444 0.87897 108 0.713
W5 4.3519 0.75275 108 0.660
W6 4.3333 0.74883 108 0.675
W7 4.2963 0.65936 108 0.729
W8 4.1852 0.72535 108 0.719
W9 3.7870 0.68428 108 0.751
W10 4.6667 0.64126 108 0.701

Opportunities O1 3.8704 1.16083 108 0.638 0.688
O2 3.2130 1.26085 108 0.512
O3 4.0000 0.84278 108 0.680
O4 4.2222 0.74046 108 0.652
O5 4.5000 0.79131 108 0.680
O6 4.3981 0.72266 108 0.680
O7 4.0185 1.04998 108 0.678
O8 3.5370 1.01784 108 0.676

Threats T1 4.4074 1.01426 108 0.607 0.603
T3 4.2037 0.78251 108 0.619
T4 4.2407 0.66796 108 0.292
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screens. These policies help to solve the security and privacy risks faced by consumers who use commercial applications. Due 
to these risks, the necessary solutions should be found to increase customer opportunities to use these applications gradually 
and increase their level of acceptance to deal with commercial applications.

2. Opportunities variables group focuses on opportunities available through the adoption of commercial applications for 
international companies in Saudi Arabia. The results of this show the highest degree of consistency in Cronbach’s Alpha test, Mean, 
and SD, which indicate a major incentive for companies to engage in m-commerce. The variables in this group focus on the importance 
of society’s awareness of dealing with smartphones as the number of Internet users in Saudi Arabia reached 50% of the population, 
70% of whom use the Internet through 3G and 4G smartphones (eMarketer, 2015). Furthermore, smartphone devices are a helpful 
way to receive regular advertisements and e-catalogues. Additionally, many of the services and features on smartphones can be used 
to reach integration between the smartphone features and commercial applications, which lead to attracting new segments who are 
not interested in physical shopping (Bahaddad et al., 2012). This leads to more opportunities for online purchasing through electronic 
channels. Also, new smartphone features can be utilized and updated to new versions of commercial applications in the future.

3. Weaknesses variables group focuses on identifying expected weak aspects inside organizations or companies that can 
be summarized in ten variables. The weakness in the data security represents one of the most fundamental and challenging 
problems facing companies that use commercial applications. Therefore, searching for holes in security and fixing them regularly 
is imperative to solving this problem. Furthermore, compatibility features of m-commerce applications with targeted segment 
requirements are important to determine the necessary attributes to be implemented in the m-commerce applications and to 
identify the level of customer satisfaction of these requirements through various electronic feedback and evaluation methods 
(Al-adaileh, 2009; Law et al., 2010). Additionally, it is important to encrypt confidential information for the companies and 
their customers in m-commerce applications such as credit card details and bank account data. Other variables are the weakness 
of some smartphone features such as limited memory space and available battery performance, which require the creation of 
functions that help to save energy and memory when the applications are running (Khan et al., 2015; McWherter & Gowell, 
2012). Also, the small screen size of some smartphones means that only a limited amount of information can be provided in 
one screen or sliding screen. If a lot of information is being presented, the information display and screen performance will 
be affected negatively (McWherter & Gowell, 2012). In the meantime, the entry data that takes around 40% of screen size 
should be used according to the requirements of entry data in particular fields or replaced with voice recording if required. 
Besides that, three variables represent weaknesses in the e-readiness of the companies to deal with m-commerce applications. 
This constitutes e-readiness of the companies’ staff to deal with their online consumers, which will help to increase the level 
of readiness of staff who will deal with more complex m-commerce applications in the future. Also, the companies’ electronic 
systems should be equipped with anti-virus software, especially m-commerce applications, to protect the data and the systems 
of these companies (Bahaddad et al., 2013; Khan et al., 2015). Finally, it is important to provide secure payment options, a 
variety of channels, and unexpansive fees that represent a big challenge for many companies in the m-commerce field. In the 
contrast, it has been extended the payment gateways in Saudi Arabia which is called SADAD. It is government organization 
that works as link between banks and companies to provide a safe payment gateway environment for the companies’ consumers 
to pay via secure methods electronically (Bahaddad et al., 2012). Furthermore, it is provide the necessary assurance for traders 
to design and develop an electronic platform through the M-commerce applications. New version of SADAD platform will help 
the purchasers to pay their bills smoothly, and this feature gives important guarantees for global companies to work to provide 
and present Thiet products in the Saudi market. This feature was coming too late with other require features in M-commerce 
m, but it was activated early during 2016 as mentioned in MCI official website (MCI, 2016b; SADAD, 2016)

4. Strengths variable group represents the strengths of the companies, which is important in the widespread use of 
m-commerce applications. This group excludes three variables, S3, S7, and S9, the results of which did not show enough 
strength in the analytical tests. Other strength variables should also be taken into account when designing m-commerce 
applications. The variables can be summarized in the following points. Significant and growing work on mobile networks 
in Saudi Arabia represents power factors for companies that take advantage of this to broadly support the proliferation of 
m-commerce applications. Also, high-speed Internet, especially DSL and broadband, can be used to provide high-quality 
product offers and dramatically attract the attention of the target audience (AlGhamdi et al., 2015). Furthermore, frameworks 
that help beginners to design applications are simple, varied, and uncomplicated. So, creating smartphone applications, and 
dealing with maintenance and development is not difficult, which helps the spread and availability of these frameworks to 
companies (Al-Gahtani et al., 2007). Finally, increasing the size of revenue through smartphone applications in Saudi Arabia 
might help to spread the m-commerce applications needed for the target audience.

This portion presents the most important variables that have emerged in the SWOT approach and provides a good indication in 
the previous statistical tests, as displayed and focused on the important aspects of each group.
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7. DISCUSSION

It is crucial that companies venturing into the global market address current needs if they are to benefit from the rapidly 
growing internet retail market. Some global chains have already put in place innovative mechanisms to entice buyers into 
the online market. Some of the most recent technological trends include the development of in-store sensors, the emergence 
of magic mirrors, and state-of-the-art feature walls, among others (Vega et al., 2015). Instore sensors can be installed on 
smartphones to advise users on the apparels and outfits that should fit them, and link this to what is available in stores. 
McQ and Burberry have been at the forefront of the development and implementation of such applications (Euromonitor 
International, 2015e; Kearney, 2015). Magic mirrors present the fashion items in the online st ore just as they would be on a 
clothes hanger, and then offer a virtual experience for users wishing to try the fashion item and consequently have a virtual 
experience trying to use the items. Alternatively, digital feature walls use large screens to illustrate the items in the store. 
Burberry for instance uses a state-of-the-art digital wall feature in the form of a 7m screen, located on London’s Regent 
Street, to display the content in its stores (Kearney, 2015; Mehta & Chugan, 2016). Other technologies used worldwide 
include: touch screen displays in retail sectors, robotic shop assistants, and Bluetooth sensors (I-Beacons)to send promotional 
messages to those walking around stores, among others (Mehta & Chugan, 2016).

7.1. Leading Companies in the Global Market

The global fashion market is competitive, and at present Macy’s stores are not among current market leaders. Table 2 below 
summarises the top ten leading chains and shows TJ Maxx, H&M, and Ross are the top 3 market brands in the clothing and 
fast fashion market. Moreover, TJ Maxx and Ross dominate the US and H&M the UK (Euromonitor International, 2015a). 
Also notable in the list is Zara, which has a very strong market hold in Spain, its home market.

With regard to the apparel and footwear markets, the market leaders include Adidas Group, VF Corporation, Nike, PVH, Fast 
Retailing, H&M, Inditex and Mautitz AB (Euromonitor International, 2015e). The majority of these market leaders have a 
very strong presence in the United States. In terms of global sales, Ralph Lauren is the market leader, followed by Burberry 
and Hugo Boss, as shown in Figure 10 below.

The country has a very strong economy, with a GDP of 746.25 billion US dollars in 2014. This represents about 1.2 percent 
of the entire global economy (Trading Economics, 2014). Its GDP per capita in 2014 was 17819.67 US dollars (Trading 
Economics, 2014). The country’s economy has growing rapidly over the past 9 years, as depicted in the chart below, suggesting 
potential to benefit from the growth in the Saudi Market. In 2014, the country experienced a GDP growth of 4%, and it is 
projected that this growth rate will be maintained for the next five years. This high GDP and income per capita implies a high 
purchasing power, which has been further enhanced by relatively low employment rates, which are projected to remain below 
6% in the lead up to 2019 (Euromonitor, 2015b).

7.2 Saudi Arabia SWOT

The following SWOT Analysis of Saudi Arabia illustrates key factors that should make the country a preferred destination 
for fashion and apparel retailers:

Figure 9: Saudi Arabian Index
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There are multiple strengths and opportunities to be gained by positioning the country as an investment destination. Access 
to the internet in the country (63.7% penetration in households), competitive wage levels, and a fast growing economy, are 
particularly noteworthy attractants (Alajaji, 2016, Euromonitor International, 2015b). The nation ranks high globally in terms 
of a majority of the economic infrastructures used in business, as shown in the Figure 9. However, it is important to be cautious 
of competitors when entering a new international market, specifically massive entry has attendant risks. In Saudi Arabia, 
future risks include any decline in disposable income due to falling oil revenues, possible government decisions to scale 
down spending, high youth unemployment (see graph below), and low female participation in income generation and labour, 
especially as a substantial portion of Macy’s products target youths and women (Bahaddad et al., 2015).

7.3. Saudi Arabia Consumer Behaviour

The consumer behaviour of Saudis is informed by their generally conservative nature, although society is not entirely 
homogenous in this regard (Rice, 2004). Many individuals are increasingly choosing to follow global fashions trends (Moo rs, 
2007), and the young Saudi population in particular is becoming techno-savvy, using internet-enabled smart-phones to access 
the internet to keep pace with the global trends in the fashion industry (Euromonitor International, 2015b). For this reason, 
many local retailers are seeking to introduce products that reflect global fashion trends. Furthermore, Saudis are increasingly 
starting to shop online, indicating a break from long established conservative consumption patterns (Almousa & Brosdahl, 
2013, Bahaddad et al., 2013).

Figure 10: SWOT Analysis of Business Environment in Saudi Arabia. (Source: Euromonitor International, 2015b, p.1)

Figure 11: Unemployment rate aged 15 - 24. (Source: Euromonitor International, 2015b, p.10)
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7.4. Fashion and Apparel Retail Market

The Saudi retail market is growing rapidly and at present is considered to be under penetrated, with leading market players still 
being Saudi retailers. The fashion retail market is led by Fawaz Abdulaziz Al Hokair (Euromonitor, 2015d). Other key retailers 
in the apparel and footwear market include Al Bandar Trading and M H Alshaya, both of which are currently opening new 
outlets annually across Saudi Arabia to improve their market share (Euromonitor International, 2015b). In terms of products, 
high value growth is evident in the footwear and luxury apparel sectors, although apparel remains more attractive than footwear 
in terms of sales dimensions (volume, value, percentage growth).

Euromonitor International (2015b)has also established that existing international fashion and apparel retailers have elaborate 
plans to expand into the Saudi market in the near future. Expansion strategies will aim to increase number of outlets, develop 
employees and establish product line management. Overall, they will seek to realise stronger sales strategies and teamwork. 
Macy’s stores will have to compete with these retailers. It needs to develop superior competitive strategies in view that 
these chains already have penetrated the market and acclimatized to market challenges, by taking advantage of smartphones 
commercial applications.

7.5. Risks

There are potential risks may be arising in this approach which can summarize as follow:

Regulations required stores to be closed at 9pm: the policy to close retail stores at 9pm has been under consideration since 
2013. The Saudi government predicts that closing retail stores at 9pm will encourage citizens to work in the industry, thereby 
reducing unemployment among Saudi nationals. Such a move could however affect discretionary spending and have a negative 
impact on the retail sector (Alrajhi Capital, 2015).

Cuts in government spending: current high levels of government spending are a key driver of disposable income in the 
Kingdom. With the sharp decline in crude oil prices in recent months, there is a growing risk that the government will need to 
cut spending, as oil accounts for almost 90% of government revenues. Any impact on disposable income would adversely affect 
retail trade. The government has announced that it is committed to diversifying the economy away from the oil sector, and has 
also announced SAR100bn additional expenditure this year (Alrajhi Capital, 2015).

8. RECOMMENDATION

The main recommendation in this paper is advice Macy’s stores to consider venturing into the Saudi Arabian market. There is 
no formidable competitor at present in Saudi Arabia, because none of the global top ten fashion and apparel retailers originate 
from Saudi Arabia. The environmental analysis has demonstrated that the Saudi market environment is conducive, owing to a 
cooperative and pro-investment government, good ties between the Saudi government and American investors, the booming 
economy, and the favorable technological environment.

• Based on global trends, menswear men’s leisure bags and sportswear are some of the most viable options in terms of 
product lines. Footwear and luxury apparel are also likely to be successful, as they are currently booming in Saudi market. 
However, in view of the limited data, Macy’s stores would need to conduct further feasibility studies regarding its present 
product lines to ascertain their suitability for the Saudi Arabian market.

• At present, when entering into the Saudi Arabian market, all retailers need to consider what ownership structure to adopt. 
If the 100% foreign ownership rule were implemented this policy would allow a full ownership model for Macy’s stores.

• An alternative business model based on current legislation would involve Macy’s stores engaging in a joint venture with 
an existing, but less dominant, company already operating in Saudi Arabia. If a joint venture was deemed unviable, then 
Macy’s stores could still be introduced to Saudi Arabia, but it would be necessary to ensure ownership of 25% of its shares 
by Saudi nationals.

• The stores should put in place innovative strategies to attract customers inside, and both physical and internet retailing 
should be supported.

1. To take advantage of the growing techno-wave of economically successful Saudis, the company should introduce 
advanced technological strategies currently being used by other market leaders in the Western marketplace.
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2. Introduction of instore-sensors, use of state-of-the-art digital walls and magic mirrors, are some of the available 
technological measures that could afford the company a technological advantage and raise its competitiveness in the Saudi 
market where such innovative strategies are not currently in use.

3. Other methods, such as touch screen displays, and Bluetooth sensors (I-Beacons)among others could also be employed. 
These measures would help boost both physical and online purchase decisions.

• Macy’s stores could also invest in new generation magic mirrors to allow shoppers to see how they would appear in various 
outfits and to determine colour combinations of clothing, without physically trying on items. In addition, these options 
should be synchronised with smart-phones features, allowing the sharing of photos with friends to ensure buyers can seek 
reassurance about their purchases. Such technology would enable the company to market itself successfully.

Saudi Arabia has had strong IPO activity over the last five years between 2009 and 2014 (Aljazira Capital, 2015), and in June 
2015 the Saudi government opened the Saudi stock market to foreigners for direct investment. Thus, there is now a great 
opportunity for international retail companies’ investors to invest in competitors’ stock, such as Fawaz Abdulaziz Alhokair 
among others.

9. CONCLUSION

The purpose of this paper is to discuss the expansion of global companies’ advantage in the apparel and footwear market through 
cooperation with Macy’s global company. It focuses on the advantages and risks of investing in global foreign companies by 
domestic Saudi SMEs. The Saudi companies have the ability to identify the requirements of consumers very well, while 
international companies have the ability to offer many and varied products because of their capita and widespread global 
reach. The current study shows the limitations of investments in the apparel and footwear market by international companies 
in Saudi Arabia, even though the Gulf region is considered a promising zone for many international companies with good 
investment opportunities. The Saudi Arabian government is keen to facilitate foreign companies, particularly those from the 
West and the United States. These strategic partnerships will help strengthen government positions between countries, which 
will be beneficial when creating investment opportunities to face current challenges and search for possible economic resources 
as alternatives to petroleum power. This strategy focuses on creating business opportunities with many diverse companies 
globally via commercial smartphone applications that will represent a new generation of electronic commerce.
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