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Carrefour is among the largest, effective, and successfully supermarkets and hypermarket in the world. Carrefour was launched by Majid Al Futtaim in 1995, and up to today, it has extended its market in 38 countries in Africa, Asia, and the Middle East. In 2014, Carrefour operations were established and reinforced in Saudi Arabia, and from that period up to today, over 250supermarkets, online stores, and hypermarkets have been established. Business success can be evaluated based quality evaluation, technology involved in serving customer, exceptionality in customer satisfaction as well as learning to order several criteria from most to least vital in the business operation.
Most of the Customers consider shopping in hypermarkets due to quality, services, and availability of desirable good in high quantity (Rubio, Oubina, & Villasenor, 2014). Carrefour hypermarket combines a grocery and department store resulting in the provision of numerous and high-quality products that include; clothing, appliances, FMCG, and grocery, giving customers a one-stop shopping encounter. In Saudi Arabia, Carrefour supermarket ensures to maintain its competitiveness in the market by providing a wide variety of quality products that are retained in attractive prices that address the test, need, and shoppers’ budget. The commitment of Carrefour supermarket teams in South Arabia targets in enabling the customers to find their preferable products and good in their grouped stores.  
The quality evaluation of Carrefour in Saudi Arabia (CSA) is centered on quality management panel that is comprised of four major components; quality insurance, quality planning, quality improvement, and quality control. The quality management time in CSA focuses on quality and products as well as on business return.  Both quality control and quality insurance to enhance the consistent quality of their goods and products (Kaura, Durga Prasad, & Sharma, 2015). In CSA, both the foreign and domestic competition is taken care of by ensuring that customers are providing with; better, subsided costs, and faster services strengthening customers’ perceived value. Additionally, the technology readiness (TR) in essential aspect in the business arena since it greatly influences customers’ perception as well as their self-service technology (SST) adoption. There is a strong relationship that is evident between CSA supermarket technology readiness with perceived satisfaction, quality, and behavioral intentions. Recently CSA hypermarkets have turned their stores into IT base where the implementation of Electronic Data Interchange (EDI) has been fostered responding to existed challenges of communication between CSA community and suppliers as well as other services. The EDI was first introduced in Carrefour hypermarket in Poland in 2005 and later extended to other branches in different countries. 
Further, the CSA has introduced a mobile app that has improved customer perception on the values of their products due to its ability to; welcome customers in their store, suggest products for customer based on current purchase, as well as displaying coupons that are tailored on customer’s location (Kaura, Durga Prasad, & Sharma, 2015). When compared with Lulu hypermarket in Saudi Area, CSA proved to be most favored by customers since they use more advanced technology in offering services and storing their products. Evidently, technology readiness (TR) is not much emphasized in Lulu hypermarket. Thus, they luck customer enhancement experiment, customer engagement, as well as sales increment over time, fostering it less competitive in the market. 
The criteria order differs among the hypermarket and non-hypermarkets due to the existed different business-markets targets (Rolfö, Eliasson, & Eklund, 2017). In hypermarkets the high customer traffic is enhanced by the criteria they use in the business markets that defines their strategy uniqueness that includes; Customer satisfaction –Capacity planning – Forecasting- inventory management -Store layout –scheduling- Location. On the hand, the non-hypermarkets experience less traffic since they lack the incorporation of all products and goods under one roof; thus, their criteria also differ with that of the hypermarket. Supermarkets follow; location- capacity planning- Scheduling- Forecasting -customer satisfaction- store layout –inventory management criteria. Lastly, the criteria differences in the business market are triggered by traffics and targets of different business in the market. 
 Ultimately, the success of Carrefour hypermarkets in Saudi Arabia has been evaluated based quality evaluation, technology involved in serving customer, exceptionality in customer satisfaction as well as learning to order several criteria from most to least vital in the business operation. In CSA, customer quality perception is enhanced by the use of EDI and mobile app that targets improving both TR and SSTs, which are responsible for customer service quality and efficiency. It is thus recommendable for both hypermarkets and supermarkets to adopt new technologies to improve customer perception of products and goods quality.
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