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This study designs and validates an integrated model of digital transformation in financial-
services marketing for the banking sector of the Kurdistan Region of Iraq. It identifies
the conditions that drive the phenomenon, the strategies required to enact it, and the
consequencesit produces, and then tests the structural relationships among these constructs.
An exploratory sequential mixed-methods design was adopted. In the qualitative phase,
a systematic grounded-theory procedure was applied to semi-structured interviews with
twenty purposively selected banking managers and experts; data were analysed through
open, axial and selective coding in MAXQDA, yielding a six-component paradigm model.
In the quantitative phase, the model was validated with partial least squares structural
equation modelling (PLS-SEM) in SmartPLS. The qualitative analysis produced 206 open
codes, 16 axial categories and six paradigm components: causal conditions, contextual
conditions, intervening conditions, the core phenomenon (digital-marketing orientation),
strategies and consequences. The measurement model satisfied reliability and convergent
and discriminant validity. All five structural hypotheses were supported: the strongest path
linked the core phenomenon to strategies (8 =0.752, t =23.180), and the overall goodness-of-
fit (GOF = 0.668) indicated a strong model. The paper offers one of the first context-sensitive,
empirically validated models of digital transformation in financial-services marketing for an
emerging, post-conflict regional economy, integrating a qualitative paradigm model with a
confirmatory structural test to guide banks and policymakers.
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INTRODUCTION

Digital transformation is defined as the use of
transformative technologies to improve organi-
zational performance and to create incremental
and fundamental change within organizations. In
today’s environment it has become unavoidable,
because it exerts a profound effect on how orga-
nizations create and deliver value (Ledo & da Sil-
va, 2021). As competition in the virtual space and
advances in information technology affect every
organization irrespective of size or sector, the im-
portance of digitalization has grown accordingly.
Digitalization obliges organizations to rethink
their entire value chain and business models and
to use emerging technologies to create value. To
achieve this, firms must implement appropriate
digital strategies across all operational dimen-
sions—strategies that address key elements such
as the adoption of new technologies, changes
in value creation, structural and organizational
reform, and financing (Becker & Schmid, 2020;
Verhoef et al., 2021). The global economy is en-
tering a new era defined by digital technology.
Emerging digital technologies such as artificial
intelligence, blockchain, the Internet of Things
and robotics have far-reaching implications for
business. Although their power is not yet as great
as forecasts suggest, the widespread adoption of
new digital technologies has underscored the ne-
cessity for firms to become digital organizations
(Reis & Meldo, 2023). Digital transformation has
created unprecedented profit opportunities by
generating new revenue models and granting
access to global markets. Whereas Fortune 500
firms historically needed about twenty years on
average to reach a value of one billion dollars, to-
day’s digital start-ups attain that value in roughly
four years a dynamic that became especially
salient during the COVID-19 pandemic. As com-
plexity and competition intensify, organizations
must examine their structures and capabilities
more carefully. Marketing capability is a vital
instrument that enables firms to execute their
strategies effectively in a competitive environ-
ment, aligning resources, assets and innovative

ideas to deliver valuable goods and services in
line with customer priorities. Organizations un-
able to adapt to the pace of change are exposed
to the negative consequences of this dynamic
environment (Kachouie et al., 2018). Banks play a
central role in the economy and are traditionally
regarded as safe havens for depositors’ capital.
Nevertheless, technological advances the rapid
spread of smartphones, artificial intelligence
and big-data analytics together with changes in
consumer behaviour and the rise of fintechs have
produced significant change in banking since the
2008 financial crisis (Indriasari et al., 2019; Alou-
lou et al., 2023). Financial services target custom-
ers’ intangible assets (their money and wealth)
and span banking, insurance, securities trading,
asset management, credit, foreign exchange,
trade finance and venture capital. These services
differ markedly in time horizon, complexity and
the knowledge they demand of customers, which
makes general statements about financial-ser-
vices marketing difficult and calls for creative,
context-specific approaches (Mogaji et al., 2021).
Against this backdrop, digital marketing a subset
of marketing that, per the American Marketing
Association, uses digital technologies to create,
communicate and deliver value to customers
and stakeholders has become central to compet-
itiveness (Belostecinic & Jomir, 2023). Artificial
intelligence, one of the key technologies of this
shift, enables firms to segment markets precisely
and analyse valuable data rapidly; financial-ser-
vices providers increasingly use it to implement
real-time marketing strategies and improve their
services (Saxena & Muneeb, 2024; Mohsen et
al., 2024). Examining digital transformation in
financial-services marketing is therefore of con-
siderable importance.

Despite a rich international literature, most
existing studies examine digital transformation
in mature economies or treat it as a generic
organizational phenomenon, with compara-
tively little attention to how it unfolds within
the marketing of financial services in emerging,
infrastructure-constrained regional economies.
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The banking sector of the Kurdistan Region of
Iraq characterized by a young, technology-ori-
ented population, an expanding urban economy,
a cash-dependent payment culture and uneven
digital infrastructure constitutes a distinctive and
largely unexamined setting. Accordingly, this
study addresses two questions: (i) what are the
causal, contextual and intervening conditions,
strategies and consequences that constitute dig-
ital transformation in financial-services market-
ing in this context; and (ii) how are these com-
ponents structurally related? To answer them,
the study develops a grounded-theory paradigm
model and validates it through PLS-SEM.

MATERIALS AND METHODS

Although digital transformation is currently a
popular and widely debated topic, the ideas of
digital products, services and media were already
well understood in the 1990s and 2000s (Ab-
dulquadri et al., 2021). In retailing, for example,
mass-media advertising campaigns and digital
channels were viewed as important tools for
reaching customers even when purchases were
still largely completed offline. Today, many orga-
nizations face pressure from customer demands
and competitive forces and are consequently
changing, often under an initiative labelled digi-
tal transformation (Al-Okaily et al., 2021). Digital
transformation is firmly a trend: the global mar-
ket is projected to grow substantially over the
coming years (Bagdi et al., 2023). The framework
of digital transformation comprises a network of
actors firms and customers across all parts of the
value-added chain; applying new transformative
technologies requires skills for extracting and
exchanging data and for converting those data
into actionable information to support decisions
(Verhoef et al., 2021). Digital transformation has
become one of the defining organizational para-
digms of the twenty-first century, reshaping all
facets of business, including financial-services
marketing. It goes beyond simplifying processes
or digitizing documents: it entails a fundamental
re-creation of the business model, organiza-
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tional culture and customer experience through
digital technologies, and can be understood as
the integration of digital technologies across all
areas of an organization (Gharios & Abu Khalaf,
2024; Cheng et al,, 2023). Several foundational
theories frame the present study. The Technology
Acceptance Model, introduced by Davis (1989),
identifies perceived usefulness and perceived
ease of use as the principal determinants of us-
ers’ acceptance of technology; in the context of
digital financial services it is especially useful for
understanding what encourages customers to
adopt electronic banking, mobile banking and
other digital services. The Diffusion of Innova-
tions theory (Rogers, 2003) explains how inno-
vations spread through a social system over time
and helps account for the uneven adoption of
digital services across customer segments. Final-
ly, the dynamic-capabilities perspective (Teece et
al.,, 1997; Warner & Wadger, 2019) explains how
banks sense opportunities, seize them and recon-
figure their resources to renew competitive ad-
vantage under digital disruption—an increasingly
common lens for studying digital transformation
in traditional banks (de Paula Pereira et al., 2024).
Recent empirical work reinforces the relevance
of these lenses to banking. Studies show that
digital-marketing activity is positively associat-
ed with banks’ profitability and market share in
the MENA region (Gharios & Abu Khalaf, 2024);
that fintech adoption accelerates digital financial
inclusion (Aloulou et al., 2023) and supports sus-
tainability objectives (Attia & BinEid, 2025); that
strategic orientation and dynamic capabilities
jointly shape successful digital transformation in
commercial banks (Cheng et al., 2023); and that
organizational agility mediates the effect of dig-
ital transformation on sustainable competitive
advantage (Probojakti et al., 2024). Reviews of
digital-banking adoption in emerging economies
likewise emphasize perceived usefulness, securi-
ty and trust as decisive factors (Acosta-Prado et
al., 2024; Li et al., 2025). Taken together, this body
of work motivates a context-sensitive, integrative
model for financial-services marketing rather
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than a single-variable study.

Methodology

In terms of purpose this study is fundamen-
tal-applied, and in terms of the nature of its data
it is mixed (qualitative-quantitative). An explor-
atory sequential design was adopted: a qualita-
tive, theory-building phase was followed by a
quantitative, theory-testing phase. This design
is appropriate because the phenomenon digital
transformation in financial-services marketing
in the Kurdistan Region of Iraq is insufficiently
theorized in its specific context and therefore
requires deep, grounded understanding before
its relationships can be measured. Given the
exploratory nature of the study and the need for
a deep, context-embedded understanding of the
phenomenon, the qualitative phase used ground-
ed theory, following the systematic (Straussian)
procedure of Corbin & Strauss (2015). Grounded
theory is well suited to generating a substantive
theory that is grounded in participants’ accounts
rather than imposed from prior frameworks (Gla-
ser & Strauss, 1967). Participants were selected
through purposive sampling to ensure informa-
tional richness and theoretical adequacy. Twenty
managers and experts from selected banks were
chosen on the criterion of combined expertise
in financial-services marketing management
and digital-transformation technologies; all held
senior managerial or decision-making positions.
Data were collected through semi-structured in-
terviews, which continued until theoretical sat-
uration the point at which additional interviews
yielded no new concepts or categories. Analysis
proceeded through three coding stages. In open
coding, interview transcripts were examined
line by line and initial concepts were extracted.
In axial coding, conducted in MAXQDA using the
constant-comparison strategy, codes sharing
common semantic properties were grouped
under higher-order categories, reducing the
volume of data and linking sub-categories into
more abstract constructs. In selective coding,
the categories were integrated around a central

phenomenon and arranged within the paradigm
model causal conditions, contextual conditions,
intervening conditions, the core phenomenon,
strategies and consequences to yield the final
theory. The quantitative phase operationalized
the paradigm model as a measurement instru-
ment and tested the hypothesized relationships
using partial least squares structural equation
modelling (PLS-SEM) in SmartPLS. PLS-SEM was
selected because it is well suited to complex
models with many constructs and indicators,
makes no restrictive distributional assumptions,
and is appropriate for theory development and
prediction-oriented research (Hair et al.,, 2022).
Content validity was established by ensuring
consistency between the measurement indi-
cators and the existing literature and by expert
review. Construct validity was assessed through
the significance of indicator loadings (t-values
greater than 1.96 indicating significance). Con-
vergent validity was examined through average
variance extracted (AVE) and composite reliabil-
ity (CR), and reliability through Cronbach’s alpha
(Cronbach, 1951; Nunnally & Bernstein, 1994) and
CR. Discriminant validity was assessed with the
Fornell & Larcker (1981) criterion, complemented
conceptually by more recent discriminant-validi-
ty guidance (Henseler et al., 2015). The structural
model was then evaluated using the coefficient
of determination (R2), the Stone-Geisser criteri-
on (Q2) obtained by blindfolding, and the overall
goodness-of-fit (GOF) index (Tenenhaus et al.,
2005). For R2, values of 0.19, 0.33 and 0.67 denote
weak, moderate and substantial explanatory
power respectively (Chin, 1998); for GOF, values
of 0.01, 0.25 and 0.36 denote weak, moderate and
strong fit. Hypotheses were tested through the
sign, magnitude and significance (|t| > 1.96) of the
path coefficients.

FINDINGS AND DISCUSSION

Qualitative findings: the paradigm model
Three-stage coding of the interview data pro-
duced 206 open codes, which were abstracted
into 16 axial categories and, finally, into the six
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components of the paradigm model. Table 1
summarizes this conceptual structure, mapping
each axial category to its paradigm component

and reporting the number of open codes it com-
prises. (Tab. 1)

Table 1: Paradigm components, axial categories and number of open codes.

Paradigm component Axial category Open codes (n)
Market dynamics, business and growth opportunities 12
Causal conditions Competitive pressure and innovative financial ecosystem 13
Shift in customer behaviour and expectations 10
Trust, experience and customer relationship 10
Contextual conditions Financial-digital culture and social readiness 16
Technological infrastructure, access and the digital divide 19
Intervening conditions Financial and economic constraints 13
Security, privacy and technological trust 1
Core phenomenon Digital-marketing orientation in financial services 14
Transformation governance and organizational coherence 17
Innovation, benchmarking and interaction-channel development 12
Strategies Data infrastructure and information integration 14
Human-capital empowerment and managerial maturity 10
Data-driven and intelligent marketing 17
Branding and competitive positioning 10

Consequences

Economic and performance outcomes 8

Causal conditions are the drivers that directly
give rise to the need for digital transformation
in financial-services marketing (Fig. 1). They
comprise the dynamism of the market and the
growth of urban business and e-commerce; in-
tensifying competitive pressure, including the
rise of fintechs and non-bank players; and a pro-
nounced shift in customer behaviour and expec-
tations, particularly a move toward fast, remote,
digital financial services among a younger, tech-
nology-oriented generation.

Contextual conditions describe the relative-
ly stable structural backdrop in which strate-
gies are enacted (Fig. 2): the quality of trust,
experience and the customer relationship; the
society’s financial-digital culture and social
readiness, including levels of financial and dig-
ital literacy and the persistence of a cash-based
payment culture; and the state of technological
infrastructure, access and the regional digital

115

divide.

Intervening conditions are the more dy-
namic, often unexpected factors that facilitate
or constrain implementation (Fig. 3): financial
and economic constraints pressure to raise
productivity and cut operating, branch, cus-
tomer-acquisition and marketing costs under
budget limitations and economic volatility and
matters of security, privacy and technological
trust, including data-security concerns, the ab-
sence of clear digital regulation and cyber-se-
curity threats.

The core phenomenon that the other com-
ponents organize around is a digital-market-
ing orientation in financial services (Fig. 4): a
strategic turn toward data-driven, Al-enabled,
customer-centric marketing that includes ma-
chine-learning-based segmentation, predictive
analysis of customer behaviour, personalized
offers, integrated customer-data management
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and the systematic monitoring of digital-mar-  keting KPIs.

Causal conditions

Shift in customer

Market dynamics & growth
behaviour & expectations

Competitive pressure &
opportunities

innovative ecosystem

Young technology-
oriented population
Urban commercial-center
development
Urbanization growth
Urban economic
concentration

Traditional culture in
rural areas

Urban economic-activity
growth

Growth of urban economic
interactions

E-commerce growth
Start-up growth
Expansion of online
businesses

Need for online

financial services
Small-business growth

Competition with
innovative financial
players

Inter-bank competition
Digital banking
competition
Emergence of fintechs
Competition for deposits
Competition for the
young generation
Competition with non-
bank players

Rising market
competitive pressure
Competition with
regional banks
Regional competitive
pressure

Private vs. state-bank
competition

Rising competition with
fintechs

Competition with
e-payment firms

J

L

Change in customer
expectation level
Change in customer
behaviour

Shift in consumer
behaviour

Traditional attitude to
online banking
Preference for in-person
interaction

Unequal adoption of
digital services
Change in preferred
service channel

Rising expectation of
service speed
Inclination to
digital/remote services
Changing generational
customer traits

Figure 1: Open-coding map of causal conditions (English rendering of the original MAXQDA code map).

Contextual cond

Infrastructure, access &

Trust, experience &
customer relationship

& readiness

« Direct customer

Low trust in the bank
Stronger trust in

Society's technological

Digital-literacy gap
Low awareness of digital

Digital literacy affects
adoption

Barriers to digital-
economy adoption
Dependence on cash
transactions

Structural cash barrier
‘Weak non-cash payment
culture

Income inequality in

interaction readiness digital access

- Deepening customer - Rising education level - Limited access to
relationship + Low financial literacy advanced technology

+ Higher digital + Difficulty adopting + Technology-access gap
engagement complex services - Telecom-infrastructure

« Loyalty & retention - Cultural barrier to inequality

+ Higher customer adoption + Internet-access
satisfaction + Low digital literacy inequality

« Distrust of online + Readiness for digital * Regional infrastructure
payment services gap

Regional digital divide
Digital-channel

digital services services development

+ Strengthening customer + Differing digital + Growth in digital-
trust awareness service use

* Improved customer « Differing digital- * Growth of internet &
experience literacy levels mobile banking

Smartphone-use expansion
Internet-use growth
High-speed-internet
expansion
Internet-infrastructure
development
Communications-
infrastructure
development

Market opportunity for
digital services

Digital financial-
service opportunity
Digital-marketing
platform

Platform for digital
financial services

J AN

Figure 2: Open-coding map of contextual conditions (English rendering of the original MAXQDA code map).
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Intervening conditions

Financial & economic constraints Security, privacy & technological trust

Pressure to raise productivity

Higher banking productivity

Lower operating costs

Lower branch costs

Lower customer-acquisition cost

Lower marketing costs

Rising cost of traditional marketing

Pressure to cut operating cost

Digitalization to cut costs

Digital-investment risk

Slow transformation (budget limits)

Technology budget/resource

constraints

« Economic volatility

» Data-security concern

* Regulatory change

« Security constraints

« Lack of clear digital regulation

« Distrust of online-transaction

security

« Cyber-security effect on trust

« Need for privacy protection

= Absence of security standards

« Project complexity due to security

» Slow transformation (security)

« Cyber-security weaknesses & threats

Figure 3: Open-coding map of intervening conditions (English rendering of the original MAXQDA code map).

Digital-marketing orientation

Al in marketing

Use of digital-marketing tools

Data-driven campaign evaluation

Focus on customer-experience improvement

Integrated customer-data management system

ML-based customer segmentation

Digital-marketing KPI monitoring

Personalized offers

Predictive analysis of customer behaviour/needs

Increased use of financial apps

Use of digital channels

Personalization of financial services

Customer-behaviour analysis

Figure 4: Open-coding map of the core phenomenon (English rendering of the original MAXQDA code map).
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Consequences

Branding & competitive positioning Economic & performance outcomes
» Improved marketing effectiveness * More active customers
* Higher customer acquisition « Digital-transaction growth
* Higher digital market share « Digital-user growth
* Stronger competitive advantage * Growth in digital-service users
 Sustainable competitive advantage * Online-transaction growth
« Consolidated competitive position * Non-interest income growth
» Stronger customer-centric image * Online-service sales growth
* Enhanced innovative image * Fee-income growth
 Stronger brand image
e Enhanced brand credibility

. J L J

Figure 5: Open-coding map of consequences (English rendering of the original MAXQDA code map).

Table 2 presents representative open codes for
each axial category.

Table 2: Representative open codes by axial category.

Axial category Representative open codes

Young technology-oriented population; growth of e-commerce and start-ups;

Market dynamics & growth . . . . . .
expansion of online businesses; need for online financial services

Emergence of fintechs; competition with non-bank and e-payment players; com-

Competitive pressure & ecosystem . . . .
petition for young depositors; regional competitive pressure
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Shift in customer behaviour

Rising service-speed expectations; preference for remote digital services; genera-
tional change; uneven adoption of digital services

Trust, experience & relationship

Direct customer interaction; deeper engagement; loyalty and retention; low trust
in online payment; improved customer experience

Financial-digital culture & readiness

Low financial and digital literacy; cultural barriers to adoption; cash-dependence;
society's technological readiness

Infrastructure, access & divide

Regional digital divide; unequal internet access; growth of mobile/internet bank-
ing; high-speed-internet expansion

Financial & economic constraints

Pressure to raise productivity; cutting operating, branch and marketing costs;
budget limits; economic volatility

Security, privacy & trust

Data-security concerns; absence of clear digital regulation; distrust of online
transactions; cyber-security threats

Digital-marketing orientation (core)

Al in marketing; ML-based customer segmentation; predictive behaviour analy-
sis; personalized offers; integrated customer-data system; KPI monitoring

Transformation governance

Establishing data governance; organizational-change resistance; coordination
gaps; need for a digital-transformation strategy

Innovation & channels

Multi-channel marketing; social-media engagement; benchmarking leading
digital banks; pressure for digital innovation

Data infrastructure & integration

CRM deployment; centralized customer database; behavioural data warehouse;
data integration

Human capital & maturity

Shortage of fintech and data-analytics specialists; continuous staff training;
data-analytics team development

Data-driven & intelligent marketing

Business-intelligence dashboards; predictive models; cross-sell identification;
personalized campaigns; data-driven decisions

Branding & competitive positioning

Improved marketing effectiveness; sustainable competitive advantage; stronger
customer-centric brand image

Economic & performance outcomes

Growth in active and digital users; growth in online transactions; growth in
non-interest and fee-based income

Integrating these components through selective
coding yields the final paradigm model (Fig. 6),
which depicts how causal conditions shaped by
contextual conditions and moderated by inter-
vening conditions activate the core phenom-
enon, which in turn drives strategies that ulti-
mately produce the observed consequences.
Quantitative findings: measurement model

Before testing the structural relationships, the
measurement model was assessed. As report-
ed in (Tab. 3), Cronbach’s alpha and composite
reliability for all six constructs exceed the 0.70
threshold, and the average variance extracted
(AVE) for each construct exceeds 0.50, confirm-
ing internal consistency and convergent valid-

ity.

Table 3: Reliability and convergent validity.

Construct Cronbach's o CR AVE VAVE
Causal conditions 0.936 0.945 0.588 0.767
Contextual conditions 0.883 0.904 0.541 0.736
Intervening conditions 0.909 0.927 0.614 0.783
Core phenomenon 0.878 0.908 0.624 0.790
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Strategies 0.938

0.945 0.558 0.747

Consequences 0.906

0.925 0.606 0.779

Contextual Conditions

« Trust, experience & customer relationship
« Financial-digital culture & social readiness
« Technological infrastructure, access & digital divide

Causal Conditions

Strategies

Core Phenomenon * Transformation governance & coherence

* Market dynamics & growth
* Competitive pressure & innovation

* Innovation & interaction channels
¢ Data infrastructure & integration

« Shift in customer behaviour + Digital-marketing orientation » Human-capital & managerial maturity

* infinancial services « Data-driven & intelligent marketing

produce

proderate

Consequences

* Branding & competitive positioning
* Economic & performance outcomes

Figure 6: Grounded-theory paradigm model of digital transformation in financial-services marketing (English rendering of

the original paradigm diagram, KRI banking sector).

Discriminant validity was examined with the
Fornell & Larcker (1981) criterion (Tab. 4). For
every construct, the square root of the AVE (the
bold diagonal element) exceeds its correlations

with all other constructs, indicating that each
construct shares more variance with its own
indicators than with other constructs and that
discriminant validity is satisfactory.

Table 4: Discriminant validity (Fornell-Larcker criterion).

Construct 1 2 3 4 5 6
1. Causal conditions 0.767 — — — — —
2. Contextual conditions 0.560 0.736 - - - -
3. Intervening conditions 0.391 0.593 0.783 — — —
4, Core phenomenon 0.482 0.480 0.456 0.790 — —
5. Strategies 0.333 0.384 0.351 0.652 0.747 —

6. Consequences 0.358 0.387 0.387 0.436 0.462 0.779
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Structural model and hypothesis testing

The full measurement and structural model is
shown in (Fig. 7), which reports the standard-
ized factor loadings of all 67 indicators, the R2
of each construct and the structural path coeffi-
cients; (Fig. 8) presents the corresponding t-sta-
tistics obtained by bootstrapping. The structur-
al model was evaluated through R2, Q2 and the
overall goodness-of-fit. Table 5 reports R? and

Q2 for the endogenous constructs; contextual
and intervening conditions are exogenous and
therefore have no R2 The coefficient of deter-
mination for causal conditions (R? = 0.598) and
strategies (R2 = 0.565) approaches the substan-
tial level, while consequences (0.438) and the
core phenomenon (0.339) are in the moderate
range. All Q2 values are positive, confirming the
model's predictive relevance (Fig. 9).

ws | ae

| @

eeeeeeeee

Data infrastruct
& integration /|

P =0.662

Data-driven &
intelligent marketing

Consequences

| |
20 osse oﬁe 0742 }55/ 072

Core phenomenon

o.

condftions

conditions

Figure 7: Measurement and structural model standardized factor loadings, R? and path coefficients (English rendering of the
original SmartPLS output).
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Data-driven &
intelligent marketing

ust, experience &
23445 e tlonsnio
7.947

Branding & competitive
positioning
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Contextual 35068t & readiness
conditions

Consequences

Economic & performance
out

Infrastructure, access
& digital divide

Figure 8: Structural model significance t-statistics for all loadings and paths (English rendering of the original SmartPLS
output).

Table 5: Explained variance (R2) and predictive relevance (Q2) of endogenous constructs.

Endogenous construct R2 Q2 Explanatory level

Causal conditions 0.598 0.326 Moderate-substantial

Core phenomenon 0.339 0.162 Moderate

Strategies 0.565 0.238 Moderate-substantial

Consequences 0.438 0.219 Moderate
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The overall goodness-of-fit index, which jointly
reflects the measurement and structural mod-
els, was computed as GOF = 0.668. Because val-

ues of 0.01,0.25 and 0.36 denote weak, moderate
and strong fit respectively, this result indicates a
strong overall fit (Tenenhaus et al., 2005).

mmm R? (explained variance)
0.7 Q2 (predictive relevance)
B R? substantial (0.67)
0.598
0.6 1 0.565
v 0.5
=
= 0.438
>
-
QCJ 0.4 4
5;:—) 0.326 0.339 R2 moderate (0.33)
9]
S 0.3 4
0.238
0.219
. Rz weak (0.19)
0.2 0.162
0.1
0.0 -
Causal Core Strategies Consequences
Conditions Phenomenon

Figure 9: Explained variance (R2) and predictive relevance (Q2) of the endogenous constructs.

Table 6 presents the results of the hypothesis
tests see in (Fig.7 and 8). Each path coefficient

is significant at the 95% confidence level (|t| >
1.96), so all five hypotheses are supported.

Table 6: Results of hypothesis testing.

Hypothesis Path coefficient (B) t-statistic Result
H1: Intervening conditions — Causal conditions 0.237 2.250 Supported
H2: Contextual conditions — Causal conditions 0.572 7125 Supported
H3: Causal conditions — Core phenomenon 0.582 7.342 Supported
H4: Core phenomenon — Strategies 0.752 23.180 Supported
H5: Strategies — Consequences 0.662 12.940 Supported

The results show that both contextual conditions
(B=0.572, t = 7.125) and intervening conditions
(B = 0.237, t = 2.250) significantly affect causal
conditions, with contextual conditions exerting
the stronger and more decisive influence. Causal
conditions in turn significantly shape the core
phenomenon (B = 0.582, t = 7.342). The stron-
gest relationship in the model links the core
phenomenon to strategies (p = 0.752, t = 23.180),
indicating that a digital-marketing orientation
is the principal driver of organizational strategy
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formation. Finally, strategies significantly pro-
duce the expected consequences (p = 0.662, t =
12.940). The model thus describes a coherent
causal chain running from environmental and
contextual conditions through the core phe-
nomenon and strategies to performance out-
comes.

RESULTS AND CONCLUSION
The findings extend the digital-transformation
literature from generic organizational settings to
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the specific domain of financial-services market-
ing in an emerging regional economy. The qual-
itative model shows that digital transformation
here cannot be reduced to purchasing technology
or opening a few online channels; it is a multi-lay-
ered managerial and marketing process in which
environmental, social, technological, security
and financial factors operate simultaneously.
This is consistent with the multidimensional
conception of digital transformation advanced
by Verhoef et al. (2021) and Reis & Melao (2023),
and with evidence that strategic orientation and
dynamic capabilities jointly condition transfor-
mation success in banks (Cheng et al., 2023; de
Paula Pereira et al., 2024). The dominance of the
core-phenomenon—strategies path (B = 0.752)
indicates that, once a bank internalizes a genuine
digital-marketing orientation, strategy formation
follows strongly—echoing the dynamic-capabili-
ties argument that sensing and seizing opportu-
nities precede resource reconfiguration (Teece
et al., 1997; Warner & Wager, 2019). The strong
effect of contextual conditions on causal condi-
tions (B = 0.572) highlights that infrastructural
readiness, digital literacy and payment culture set
the boundaries within which market pressures
translate into transformation needs—an obser-
vation aligned with adoption research that fore-
grounds perceived usefulness, trust and security
in emerging markets (Acosta-Prado et al., 2024;
Aloulou et al.,, 2023). The comparatively weaker,
though still significant, role of intervening condi-
tions (B = 0.237) suggests that financial and secu-
rity constraints shape, but do not determine, the
trajectory of transformation. The consequence
structure—branding and competitive positioning
alongside economic and performance outcomes
confirms that digital-marketing investment is
linked to profitability and market-share gains,
consistent with regional evidence from MENA
banks (Gharios & Abu Khalaf, 2024) and with the
role of agility in converting transformation into
sustainable advantage (Probojakti et al., 2024).
The qualitative findings show that digital trans-
formation in financial-services marketing in the

Kurdistan Region of Iraq cannot be reduced to
the acquisition of technology or the launch of a
few online channels. The model derived from the
interviews portrays it as a multi-layered mana-
gerial and marketing process in which environ-
mental factors, social and technological condi-
tions, security and financial constraints, and a set
of organizational strategies operate together. For
this reason, the core phenomenon a digital-mar-
keting orientation is less a change of tools than
a change of strategic logic toward data-driven,
customer-centric value creation. The quantitative
phase, conducted in SmartPLS, validated the
relationships in the model. The measurement
instrument demonstrated acceptable convergent
and discriminant validity and composite reliabil-
ity, and the test of the structural relationships
showed that all five hypotheses were supported
at the 95% confidence level. Among the paths
examined, the relationship between the core
phenomenon and strategies was the strongest
(B =0.752, t = 23.180), and the overall goodness-
of-fit (GOF = 0.668) confirmed a strong model.
Substantively, the results indicate that banks
seeking favourable outcomes must first under-
stand their contextual and causal conditions,
internalize a digital-marketing orientation, and
align their strategies accordingly. Theoretically,
the study contributes an integrated, empirically
validated paradigm model of digital transfor-
mation in financial-services marketing for an
emerging, infrastructure-constrained regional
economy, combining a grounded-theory model
with a confirmatory structural test. Practically,
it offers banks and policymakers in the region
a roadmap: invest in digital infrastructure and
digital-literacy initiatives to improve contextual
readiness; establish data governance and inte-
grated customer-data platforms; build analytics
and fintech talent; and clarify the regulatory
and security environment so that intervening
constraints do not stall transformation. The study
has limitations that suggest avenues for future
research. The qualitative model rests on twenty
expert interviews within a single regional bank-
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ing sector, and the structural model was estimat-
ed on a cross-sectional sample; findings should
therefore be generalized with care. Future work
could test the model with larger, multi-country
samples, employ longitudinal designs to capture
the dynamics of transformation over time, apply
complementary techniques such as the Hetero-
trait-Monotrait ratio for discriminant validity
(Henseler et al., 2015), and examine the mod-
erating role of customer-level variables such as
digital literacy and perceived security.
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