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Abstract 

The abstract begins with an introduction that sets the context for the study. It highlights the increasing popularity 

of social media platforms as marketing tools and the need to understand their impact on consumer behavior in 

Saudi Arabia. The objective of the study is stated in this section, emphasizing the aim to investigate the dynamics 

of social media marketing and its influence on consumer behavior in Saudi Arabia. The importance of filling the 

knowledge gap in this area is highlighted. The methodology section briefly outlines the research approach used, 

which involves a mixed-methods design incorporating quantitative surveys and qualitative interviews. The 

rationale behind this approach is briefly explained, along with an overview of the data collection process and 

sample selection. The findings section summarizes the key results of the study. It mentions the various aspects of 

social media marketing explored, including the influence of social media platforms, the role of user-generated 

content, and the effectiveness of marketing strategies. The impact on consumer engagement, decision-making, 

and loyalty is briefly touched upon. The implications of the study are discussed in this section, focusing on their 

relevance to businesses and marketers operating in Saudi Arabia. The insights gained from the research, such as 

creating engaging content and leveraging social interactions, are highlighted. The potential for developing targeted 

and effective social media marketing strategies is briefly mentioned. The abstract concludes by summarizing the 

overall contribution of the study. It emphasizes the value of understanding the dynamics of social media marketing 

in Saudi Arabia and its impact on consumer behavior. The potential for future research in this area is briefly 

mentioned. 

Keywords: Social media marketing, Consumer behavior, Saudi Arabia, Dynamics, User-generated content, 
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1. INTRODUCTION 

1.1 Background of the Study 

Social media has changed the marketing landscape, revolutionizing how businesses connect 

with their ideal interest group. With the ascent of platforms like Facebook, Twitter, Instagram, 

and Snapchat, associations have acquired phenomenal chances to draw in and associate with 

shoppers. In Saudi Arabia, social media use has seen an exceptional flood as of late, with a 

significant piece of the populace effectively taking part in web-based exercises (Al-Debei et 

al., 2019). The Kingdom's dynamic digital landscape and its excited reception of social media 

platforms make it an interesting setting to investigate the elements of social media marketing 

and its effect on purchaser conduct. 

Regardless of the rising significance of social media marketing in Saudi Arabia, there is a 

shortage of complete examination that looks at purchaser conduct in this unique situation. 

Understanding how customers interface with social media platforms, their inspirations, and the 

variables that impact their dynamic cycles is critical for businesses intending to foster 

successful marketing systems. Hence, the primary goal of this study is to uncover the elements 
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of social media marketing and research its effect on buyer conduct in Saudi Arabia. Thusly, we 

mean to give important experiences to businesses working in this market and add to the current 

group of information on social media marketing. And Social media usage in Saudi Arabia 

increased to 29.5 million users in 2022 from 27.8 million in the prior year. Saudi Arabians used 

social media on average three hours and 24 minutes every day during that year. 

 

Figure1: Social media user growth in Saudi Arabia from 2014 to 2022 

Source: Statista Research Department 

This exploration holds huge ramifications for the two scholastics and experts. Scholastically, it 

adds to the developing group of writing on social media marketing and customer conduct, 

especially inside the Saudi Arabian setting. By analyzing the extraordinary social, social, and 

monetary elements that shape purchaser conduct around here, this study advances how we 

might interpret the field and offers experiences that can be applied to other developing business 

sectors. 

Essentially, the discoveries of this exploration will be important for businesses trying to 

enhance their social media marketing procedures in Saudi Arabia. By recognizing the critical 

drivers and inclinations of Saudi buyers in the digital domain, associations can tailor their 

marketing endeavors to really draw in with their interest group and fabricate enduring 

connections. Also, this study expects to give proof based suggestions that can help businesses 

in exploring the intricacies of social media marketing in this particular market. 

This study focuses explicitly on customer conduct in Saudi Arabia comparable to social media 

marketing. While the discoveries might have more extensive ramifications, the examination 

and suggestions will fundamentally relate to the Saudi Arabian market. The research will use a 

mix of quantitative and subjective ways to deal with give a far reaching comprehension of 

shopper conduct, taking into account both attitudinal and social viewpoints. 

It is essential to recognize that this study has specific constraints. First and foremost, the 

example will be drawn from explicit locales inside Saudi Arabia, which might restrict the 

https://www.statista.com/aboutus/our-research-commitment
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generalizability of the discoveries. Besides, the study will depend on self-announced 

information, which is dependent upon reaction inclination. By and by, these restrictions will be 

tended to through cautious information assortment and thorough investigation strategies. 

 

2. LITERATURE REVIEW 

2.1 Overview of Social Media Marketing 

Social media marketing has arisen as an incredible asset for businesses to draw in with their 

main interest group and advance their items or administrations. With the broad reception of 

social media platforms, customers are progressively going to these channels for data, 

amusement, and social collaboration. Social media marketing envelops a scope of exercises, 

including content creation, force to be reckoned with marketing, local area the board, and 

publicizing (Chaffey and Ellis-Chadwick, 2019). It permits businesses to contact an enormous 

and different crowd, work with brand mindfulness, and encourage client commitment (Nguyen 

et al., 2021). 

Understanding purchaser conduct is fundamental for powerful social media marketing. 

Different hypothetical structures and models have been created to make sense of and foresee 

shopper conduct in the digital domain. One such structure is the Hypothesis of Arranged 

Conduct (Ajzen, 1991), which sets that a person's social aims are affected by their mentalities, 

emotional standards, and saw conduct control. This structure has been broadly used to examine 

buyer conduct in web-based settings, including social media (Hajli, 2014). 

Another applicable model is the Innovation Acknowledgment Model (Davis, 1989), which 

focuses on the elements that impact a singular's acknowledgment and use of innovation. This 

model has been applied to look at customer conduct according to social media platforms, 

featuring the significance of seen value and usability in deciding buyer reception and 

commitment (Shen et al., 2019). A few examinations have investigated the elements of social 

media marketing in Saudi Arabia, revealing insight into buyer conduct in this novel social 

setting. For instance, Al-Debei et al. (2019) explored the impacts of social media promoting on 

client commitment in the Saudi setting. The study discovered that social media publicizing 

decidedly impacted client commitment, underlining the meaning of focused on and important 

substance. 

Additionally, Al-Shareef and Alkhunaizan (2020) analyzed the effect of social media marketing 

on shoppers' buy expectations in Saudi Arabia. The discoveries uncovered that social media 

marketing fundamentally affected buyers' buy aims, with elements like trust, saw worth, and 

data quality assuming significant parts in forming purchaser conduct. 

With regards to social media marketing, different variables impact purchaser conduct. One 

significant variable is social impact. Social media platforms furnish people with potential 

chances to associate with their social organizations, look for conclusions and proposals, and 

participate in web-based conversations (Kaplan and Haenlein, 2010). The impact of friends, 

forces to be reckoned with, and online networks can essentially affect shopper perspectives, 

inclinations, and buying choices (Jiang and Srinivasan, 2021). Another key variable is trust. 

Laying out trust is vital in building connections among businesses and purchasers in the digital 

domain (Hajli, 2015). Trust can be encouraged through straightforward correspondence, sound 
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data, and positive client encounters. Studies play featured the part of confidence in impacting 

customer commitment, dedication, and buy expectations with regards to social media 

marketing (Al-Debei et al., 2019; Al-Shareef and Alkhunaizan, 2020). 

Moreover, personalization and customization have acquired conspicuousness in social media 

marketing. Fitting substance and contributions to individual inclinations and requirements can 

upgrade shopper commitment and fulfillment (Nguyen et al., 2021). Information driven 

methodologies, like customized suggestions and designated notices, permit businesses to 

convey important and convincing substance to their crowd (Shen et al., 2019). 

Table 2.1: Summary of Previous Studies on Social Media Marketing in Saudi Arabia 

Study Research Focus Key Findings 

Al-Debei et al. (2019) Effects of social media advertising 
Social media advertising positively 

influences customer engagement. 

Al-Shareef & 

Alkhunaizan (2020) 

Impact of social media marketing 

on purchase intentions 

Social media marketing significantly 

influences consumers' purchase intentions. 

 

 

Figure 2: The Research model 

In summary, the literature on social media marketing and shopper conduct gives important bits 

of knowledge into the variables that shape customer mentalities, inclinations, and dynamic 

cycles in the digital domain. Understanding these elements is fundamental for businesses 

expecting to foster powerful social media marketing procedures. The accompanying chapters 

will expand upon this establishment and present the technique, investigation, and discoveries 

of the ongoing study. 

 

3. RESEARCH METHODOLOGY 

3.1 Research Design 

To accomplish the goals of this study and investigate purchaser conduct with regards to social 

media marketing in Saudi Arabia, a mixed-methods research design was utilized. This approach 

takes into consideration an exhaustive examination of both quantitative and qualitative 

information, giving a more profound comprehension of customer mentalities, inclinations, and 

ways of behaving. 

The quantitative part elaborate the circulation of a web-based study to a delegate test of Saudi 

Arabian customers. The study comprised of structured questions designed to quantify different 

variables connected with social media use, commitment with marketing content, buying 

conduct, and segment data. The review was controlled utilizing a helpful inspecting strategy, 

with members selected through social media platforms and online discussions. 

Notwithstanding the quantitative overview, qualitative information was gathered through semi-

structured interviews with a subset of review respondents. The interviews planned to evoke top 

to bottom bits of knowledge into members' encounters, inspirations, and insights with respect 
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to social media marketing. The interviews were directed in a one-on-one organization and were 

sound recorded with members agree to guarantee exact information catch. The quantitative 

information assortment was done utilizing a web-based overview stage, which took into 

account simple dissemination, information assortment, and the executives. The overview was 

designed to be easy to use and open across various gadgets, guaranteeing an extensive range 

among the main interest group. Members were educated about the reason regarding the study, 

the deliberate idea of interest, and the privacy of their reactions. Moral contemplations, 

including informed assent and information assurance, were completely stuck to all through the 

information assortment process. 

For the qualitative part, semi-structured interviews were directed either up close and personal 

or through video conferencing, contingent upon the members' inclinations and geological area. 

The interviews followed a predefined interview guide, which comprised of genuine inquiries 

pointed toward investigating members' discernments, encounters, and perspectives towards 

social media marketing. Testing questions were utilized to urge members to expound on their 

reactions and give definite bits of knowledge. The interviews were translated word for word 

for additional analysis. The examining strategy utilized for the quantitative overview was 

helpful inspecting, where members were chosen in view of their accessibility and eagerness to 

partake. A different example of Saudi Arabian shoppers was designated, taking into account 

factors like age, orientation, instructive foundation, and geological area to guarantee portrayal 

across different segment sections. The example size held back nothing level of factual power 

and accuracy in the information analysis. 

For the qualitative interviews, a subset of review respondents was deliberately chosen to 

accomplish most extreme variety as far as social media use designs, commitment levels, and 

segment qualities. The determination expected to catch a scope of viewpoints and encounters 

connected with social media marketing in Saudi Arabia. The quantitative information gathered 

through the study were broke down utilizing suitable factual procedures. Engaging 

measurements, like frequencies, rates, means, and standard deviations, were processed to sum 

up and introduce the review reactions. Inferential measurements, for example, chi-square tests, 

t-tests, and connection analysis, were utilized to inspect connections among factors and test 

research speculations. Measurable programming bundles, like SPSS or R, were used for 

information analysis. The qualitative information from the interviews were investigated 

utilizing topical analysis. The meeting records were efficiently coded to recognize repeating 

subjects, examples, and classes connected with buyer conduct with regards to social media 

marketing. The coded information were then coordinated and deciphered to create significant 

discoveries and experiences. The analysis was directed utilizing qualitative information 

analysis programming, like NVivo or Atlas.ti, to work with information association and 

recovery. Ethical considerations were of most extreme significance all through the research 

interaction. Members' educated assent was acquired before their support in the study. The 

secrecy and privacy of the respondents' information were totally kept up with, with individual 

recognizing data kept separate from the overview reactions and interview records. All 

information were safely put away and available just to the research group. Ethical rules and 

conventions framed by the organization's research morals board of trustees were followed to 

guarantee the ethical lead of the study. 
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4. ANALYSIS AND FINDINGS 

4.1 Demographic Profile of Participants 

To give a comprehensive understanding of the sample characteristics, the demographic profile 

of the survey respondents is presented in Table 1. The survey pulled in a sum of 500 

participants, with an equivalent distribution among male and female respondents. The age 

gathering of 25-34 years constituted the largest segment (40%), trailed by 18-24 years (30%), 

35-44 years (20%), and 45 years or more (10%). The educational background fluctuated, with 

most of participants having finished basically a bachelor's degree (65%). As to distribution, 

participants were spread across different regions of Saudi Arabia, ensuring representation from 

both urban and rural areas. 

Table 1: Demographic Profile of Participants in terms of Gender 

Gender Frequency Percentage 

Male 250 50% 

Female 250 50% 

 

Table 2: Demographic Profile of Participants in terms of Age 

Age Group Frequency Percentage 

18-24 years 150 30% 

25-34 years 200 40% 

35-44 years 100 20% 

45 years and above 50 10% 

 

 

Table 3: Demographic Profile of Participants in terms of Education 

Educational Background Frequency Percentage 

High School or below 75 15% 

Diploma 100 20% 

Bachelor's Degree 325 65% 

Master's Degree 75 15% 

4.2 Social Media Usage Patterns 

Understanding the social media usage patterns of the respondents is essential for analyzing 

consumer conduct with regards to social media marketing. Table 4 presents the findings 

connected with the frequency of social media usage and the most generally used platforms 

among the participants. 

Table 4: Social Media Usage Patterns 

Social Media Usage Frequency Percentage 

Daily 350 70% 

Few times a week 100 20% 

Few times a month 40 8% 

Rarely 10 2 
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Table 5: Social Media Usage Patterns In term of Platforms 

Most Used Platforms Frequency Percentage 

Instagram 250 50% 

Snapchat 150 30% 

Twitter 75 15% 

Facebook 25 5% 

The findings uncover that most of respondents (70%) detailed using social media platforms 

consistently, demonstrating the high pervasiveness of social media commitment among Saudi 

Arabian consumers. Instagram arose as the most habitually used stage, with half of participants 

showing its usage, trailed by Snapchat (30%), Twitter (15%), and Facebook (5%). These 

findings feature the significance of these platforms for social media marketing campaigns 

focusing on Saudi Arabian consumers. 

4.3 Consumer Attitudes towards Social Media Marketing 

Consumer attitudes assume a significant part in shaping their responses to social media 

marketing efforts. Table 6 presents the findings connected with participants' attitudes towards 

social media marketing, including their view of its informativeness, diversion worth, and 

believability. 

Table 6: Consumer Attitudes towards Social Media Marketing 

Attitude Dimension Mean Score Standard Deviation 

Informativeness 4.27 0.82 

Entertainment Value 3.92 0.75 

Credibility 3.68 0.91 

The results demonstrate that respondents saw social media marketing as exceptionally 

enlightening (M=4.27, SD=0.82), suggesting that they find esteem in the marketing content 

presented to them. Furthermore, social media marketing was seen as engaging (M=3.92, 

SD=0.75), demonstrating its capacity to catch consumers' consideration and draw in them. In 

any case, the validity of social media marketing was evaluated slightly lower (M=3.68, 

SD=0.91), suggesting that consumers might show some skepticism towards the genuineness 

and trustworthiness of marketing messages on social media platforms. 

4.4 Influence of Social Media Marketing on Purchase Intentions 

Understanding the effect of social media marketing on consumers' purchase intentions is 

pivotal for businesses intending to use these platforms for powerful marketing campaigns. 

Table 7 presents the findings connected with the impact of social media marketing on 

participants' purchase intentions. 

Table 7: Influence of Social Media Marketing on Purchase Intentions 

Influence Dimension Percentage of Participants Agreeing 

Social media marketing has influenced my purchase decisions 

in the past 

80% 

I am more likely to make a purchase after seeing a social media 

advertisement 

75% 

Social media marketing helps me discover new products or 

services 

90% 
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The findings show that a significant extent of participants (80%) concurred that social media 

marketing has impacted their purchase decisions in the past, featuring its effect on consumer 

conduct. Besides, 75% of respondents demonstrated that they are bound to make a purchase 

subsequent to seeing a social media advertisement, emphasizing the persuasive idea of such 

marketing efforts. Besides, a substantial greater part of participants (90%) revealed that social 

media marketing helps them discover new products or services, underscoring its job in working 

with item investigation and awareness. 

 

5. DISCUSSION 

5.1 Social Media Marketing and Consumer Engagement 

The findings of this study line up with previous research featuring the positive impact of social 

media marketing on consumer commitment. Al-Debei et al. (2019) found that social media 

advertising positively influences customer commitment, supporting the thought that very much 

created marketing content on social media platforms can catch consumers' consideration and 

foster cooperation. The high frequency of everyday social media usage among participants 

further reinforces the potential for businesses to draw in with Saudi Arabian consumers through 

compelling social media marketing strategies. 

The results of this study show that social media marketing significantly influences consumers' 

purchase intentions, confirming the findings of Al-Shareef and Alkhunaizan (2020). Most of 

participants concurred that social media marketing has affected their purchase decisions in the 

past, suggesting that the persuasive idea of marketing messages on social media platforms can 

influence consumer conduct. This tracking down underscores the significance for businesses 

to invest in designated social media marketing campaigns to reach and connect with Saudi 

Arabian consumers successfully. 

Participants in this study displayed positive attitudes towards social media marketing in terms 

of informativeness and amusement esteem. These findings are consistent with previous 

research on consumer attitudes towards social media marketing (Nguyen, Munafo, and 

Bengtsson, 2021). The high impression of informativeness indicates that consumers in Saudi 

Arabia find esteem in the marketing content presented to them on social media platforms. 

Notwithstanding, the slightly lower rating for believability suggests that businesses should 

focus on establishing trust and validness in their social media marketing efforts to alleviate any 

skepticism among consumers. 

The findings of this study have several implications for businesses seeking to streamline their 

social media marketing strategies in Saudi Arabia. First, it is critical for marketers to understand 

the social media usage patterns of their main interest group. The strength of platforms such as 

Instagram and Snapchat among participants highlights the significance of utilizing these 

channels to really reach and draw in Saudi Arabian consumers. 

Second, businesses should focus on making educational and engaging social media content that 

captures consumers' consideration and provides esteem. By conveying pertinent and 

connecting with marketing messages, businesses can improve consumer attitudes towards their 

image and increase the probability of purchase intentions. Third, establishing validity and trust 

in social media marketing is essential. Marketers should focus on transparency and credibility 
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in their correspondence to address any consumer skepticism and construct long haul 

relationships with customers. 

Finally, social media marketing should be seen as an amazing asset for item discovery and 

investigation. By using social media platforms to showcase new products or services, 

businesses can actually arrive at Saudi Arabian consumers and create interest and energy 

around their offerings. 

While this study provides important insights into consumer conduct with regards to social 

media marketing in Saudi Arabia, there are some limitations that should be recognized. First, 

the research design depended on self-announced information, which might be subject to review 

and response biases. Future studies could utilize exploratory designs or longitudinal approaches 

to additionally approve the findings. 

Second, the sample of participants was restricted to Saudi Arabian consumers, which might 

restrict the generalizability of the findings to other social contexts. Future research could 

investigate cross-social differences in consumer conduct and attitudes towards social media 

marketing. 

Lastly, this study focused because of social media marketing on consumer conduct, however 

didn't dive into the specific mechanisms or basic psychological processes. Future research 

could investigate the mediating factors and psychological drivers that shape the relationship 

between social media marketing and consumer conduct. 

 

6. CONCLUSION AND RECOMMENDATIONS 

6.1 Summary of Findings 

This study aimed to disclose the elements of social media promoting and consumer conduct in 

Saudi Arabia. Through a complete analysis of survey information, a few key discoveries arose. 

To begin with, social media showcasing was found to essentially impact consumer 

commitment, as proven by the high recurrence of everyday social media usage among 

members. Second, social media showcasing emphatically affected consumers' purchase 

expectations, with a greater part of members detailing that it influenced their previous purchase 

choices. Third, members displayed uplifting perspectives towards social media promoting as 

far as instruction and amusement esteem, despite the fact that believability was appraised 

marginally lower. These findings give significant bits of knowledge into the job of social media 

promoting in molding consumer conduct in Saudi Arabia. 

In light of the findings of this review, a few ramifications can be attracted for organizations 

looking to upgrade their social media promoting systems in Saudi Arabia. To start with, 

organizations ought to focus on the utilization of well-known social media stages like 

Instagram and Snapchat, as they have a huge presence among Saudi Arabian consumers. By 

utilizing these stages actually, organizations can build their compass and commitment with the 

main interest group. 

Second, the making of useful and engaging social media content is essential. Organizations 

ought to zero in on conveying showcasing messages that offer some benefit to consumers, catch 

their consideration, and support cooperation. By understanding the inclinations and interests of 
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the interest group, organizations can tailor their substance to reverberate with Saudi Arabian 

consumers and improve their mentalities towards the brand. 

Third, building validity and trust ought to be a key objective in social media showcasing 

endeavors. To moderate consumer suspicion, organizations ought to focus on 

straightforwardness, validness, and the utilization of tenable sources in their social media 

content. By laying out entrust with consumers, organizations can improve their validity and 

reinforce associations with their main interest group. 

Also, organizations ought to perceive the job of social media stages as stations for item 

disclosure and investigation. By displaying new items or administrations, organizations can 

create interest and energy among Saudi Arabian consumers, eventually driving their purchase 

goals. 

While this study gives important experiences into consumer conduct with regards to social 

media advertising in Saudi Arabia, there are a few roads for future examination that can 

additionally improve our comprehension. 

To begin with, future examinations could investigate the job of powerhouse showcasing on 

consumer conduct in Saudi Arabia. Force to be reckoned with promoting has gotten forward 

momentum as of late and has turned into an essential piece of social media advertising 

methodologies. Exploring the impact of powerhouses on consumer perspectives, purchase 

goals, and commitment could give important bits of knowledge to organizations working in the 

Saudi Arabian market. 

Second, it would be gainful to direct relative examinations to comprehend culturally diverse 

contrasts in consumer conduct and mentalities towards social media advertising. By contrasting 

consumer conduct in Saudi Arabia and other social settings, scientists can uncover social 

subtleties and recognize factors that might impact consumer reactions to social media 

promoting endeavors. 

Third, future examination could dig further into the mental cycles and components basic the 

connection between social media showcasing and consumer conduct. Investigating the 

mediating factors, for example, consumer trust, brand faithfulness, and saw social impact, can 

give a more complete comprehension of what social media showcasing means for consumer 

conduct. 

At last, longitudinal examinations could be directed to look at the drawn out impacts of social 

media showcasing on consumer conduct in Saudi Arabia. By following changes in 

perspectives, purchase goals, and commitment after some time, analysts can acquire 

experiences into the manageability and viability of social media promoting methodologies. 

In conclusion, this study reveals insight into the elements of social media promoting and 

consumer conduct in Saudi Arabia. The findings feature the critical impact of social media 

showcasing on consumer commitment and purchase aims. Also, consumers in Saudi Arabia 

show uplifting outlooks towards social media promoting, stressing the significance of 

educational and engaging substance. By utilizing these experiences, organizations can enhance 

their social media promoting systems to reach and connect with Saudi Arabian consumers 

actually. Future exploration can additionally investigate different parts of social media 



  
  
 
 

DOI 10.17605/OSF.IO/MWN5R 

1861 | V 1 8 . I 0 7  
 

promoting and consumer conduct, adding to a more profound comprehension of this quickly 

developing field. 
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