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[bookmark: _Toc183383102]Background
The Kingdom of Saudi Arabia (KSA) has experienced enormous social and economic reforms in recent years, generating a more dynamic and competitive market environment. These developments have altered the ways customers behave and make purchase choices. Public relations (PR) initiatives, which try to influence public opinion and develop positive opinions of companies and goods, play a vital role in molding customer attitudes and driving purchase choices in Saudi Arabia. The impact of PR campaigns on consumer behaviour in the Kingdom is influenced by several factors, including cultural values, the rapid expansion of digital media, the growing influence of social media, and the government's Vision 2030 initiative, which is intended to diversify the economy and enhance the quality of life for citizens (Rahman, 2024).
Consumer behaviour in Saudi Arabia has altered in response to numerous important shifts. For one, the country’s young generation, which forms a substantial section of the population, is more tech-savvy and linked to global trends. This change in customer composition has brought new possibilities and problems for organizations attempting to influence consumer choices. The effectiveness of PR efforts is now not merely a question of conventional media relations, but increasingly encompasses digital strategy, social media influencers, and other online engagement approaches. In this climate, knowing the subtleties of Saudi culture, social conventions, and religious beliefs is crucial for PR efforts to connect with local customers and successfully impact their buying behaviour (Hamli, 2023).
PR efforts in Saudi Arabia, like elsewhere, are aimed to change public perception of goods, companies, or organizations. Public relations comprise a variety of activities that include media relations, community outreach, corporate social responsibility (CSR), event sponsorships, and the management of business reputation. In Saudi Arabia, where consumer tastes are determined by strong cultural and religious beliefs, PR efforts must be carefully constructed to appeal to these values while addressing the wants of an increasingly educated customer base. Given the Kingdom’s historic conservatism, PR operations must strike a careful balance between modernism and respect for cultural standards. This is particularly crucial in industries like fashion, cuisine, entertainment, and tourism, where global trends sometimes collide with local customs and religious beliefs. For instance, foreign firms wishing to join the Saudi market must alter their PR statements to respect the Kingdom’s cultural norms, notably in the areas of female representation, modesty, and religious observances (Faisal, 2022).
One of the primary variables affecting consumer behaviour in Saudi Arabia is the rising importance of digital and social media. Social media sites such as Twitter, Instagram, Snapchat, and YouTube are extensively utilized throughout the nation, with a substantial percentage of the population interacting with digital material on a regular basis. As to recent studies, nearly 90% of Saudis have access to and utilize social media frequently. This extensive usage of digital media has transformed the PR sector, creating new opportunities for contact with customers. Digital PR tactics that leverage social media influencers, celebrity endorsements, and targeted advertising are becoming more important in molding consumer perceptions. Influencers have emerged as major influencers in guiding consumer choices in Saudi Arabia. Their ability to connect with local audiences, especially among younger demographics, has made them essential assets for PR initiatives targeting this sector. Influencers have a unique potential to establish a feeling of trust and authenticity, which in turn may increase brand image and influence customer decisions (Alghamdi, 2020).
The influence of PR efforts on purchase choices is further enhanced by the Kingdom’s rising acceptance of internet shopping. E-commerce has undergone a tremendous boom in Saudi Arabia, with people increasingly electing to buy products and services online rather than in physical locations. This move toward online buying has been hastened by the COVID-19 epidemic and is anticipated to continue as the nation adopts digital technology. In this setting, PR tactics that promote online platforms, digital services, and the ease of e-commerce have proven extremely successful in influencing purchase choices. PR methods that combine seamlessly with online marketing activities, including paid digital advertisements, influencer partnerships, and online reviews, are proving to be very effective in affecting customer behaviour (Aljarbou, 2023).
In addition to digital interaction, public relations operations in Saudi Arabia are also strongly related to corporate social responsibility (CSR) activities. Many Saudi customers are more concerned with the social and environmental effect of the companies they support. Therefore, PR efforts that promote a company’s dedication to social causes, environmental sustainability, or ethical business practices may have a substantial influence on customer attitudes and purchase choices. This is especially true among younger Saudi customers, who are more socially aware and increasingly demand businesses to take an active role in tackling social concerns. Companies that participate in significant CSR activities that match with local and global challenges are more likely to establish good relationships with customers, earning trust and loyalty in the process (Khan, 2023).
The government’s Vision 2030 plan has also had a role in altering consumer behaviour in Saudi Arabia. Vision 2030 aspires to lessen the country’s dependent on oil, diversify its economy, and modernize its social and cultural environment. Therefore, Saudi consumers are growing more receptive to foreign brands and goods that reflect quality, innovation, and sophistication. PR strategies that link themselves with the aims of Vision 2030, such as those encouraging innovation, entrepreneurship, and sustainability, are more likely to appeal with customers who are eager to support firms that represent the country’s greater ambitions.
PR strategies in Saudi Arabia must also take into consideration the country’s media ecosystem, which is a combination of conventional media sources and quickly rising digital platforms. While television, radio, and print media still maintain enormous influence, the emergence of social media has changed the balance of power in the media landscape. Consumers increasingly turn to social media for information and suggestions, bypassing conventional sources of news and entertainment. This tendency is especially noticeable among younger customers, who depend significantly on digital platforms for entertainment, product suggestions, and social connections. For PR initiatives to flourish in this new context, they must be integrated across both conventional and digital media to achieve maximum reach and effect (Hongcharu, 2024).
Furthermore, the integration of public relations methods with larger marketing and advertising initiatives is vital for boosting the success of PR operations in Saudi Arabia. Many effective campaigns combine a mix of media relations, influencer marketing, CSR activities, and digital content to produce a consistent message that reaches customers at various touchpoints. By harnessing numerous types of media and communication platforms, businesses can develop a compelling and unified story that connects with their target audience and impacts purchase choices (Namkoisse, 2023).
The effectiveness of PR initiatives in Saudi Arabia rests mainly on their capacity to generate trust and credibility with customers. Given the strong cultural and religious values that determine the views of Saudi customers, businesses must exhibit respect to these traditions while successfully expressing their messaging. PR initiatives that are viewed as honest, transparent, and linked with the interests of local communities are more likely to succeed in influencing customer behaviour. Brands that develop trust via consistent messaging, favourable media coverage, and meaningful connection with customers are better positioned to promote long-term loyalty and impact purchase choices (Osman, 2024).
In conclusion, the influence of public relations efforts on customer attitudes and purchase choices in Saudi Arabia is driven by a mix of cultural, technical, and economic elements. With a youthful and more internet-savvy population, PR campaigns must adapt to the dynamic media environment, making use of both conventional and digital platforms to communicate with customers. PR efforts that match with local values, promote corporate social responsibility, and use the impact of social media are more likely to succeed in influencing customer behaviour in the Kingdom. As Saudi Arabia continues to change, so too will the importance of public relations in molding the views and buying choices of its customers.

[bookmark: _Toc183383103]Problem statement
The Kingdom of Saudi Arabia (KSA) is a country witnessing fast development, spurred by economic diversification, technological breakthroughs, and a transforming social environment. This atmosphere has produced both obstacles and possibilities for organizations trying to engage with Saudi customers. Public relations (PR) efforts are a major technique for influencing customer attitudes and purchase choices in Saudi Arabia. However, knowing how to build and execute successful PR campaigns that connect with Saudi customers, while negotiating cultural sensitivities, has become a challenging undertaking. The issue arises in finding which PR strategies are most successful in affecting customer behaviours in a market that is impacted by both traditional values and new consumer expectations (Alnajim, 2024).

Saudi Arabia’s consumer environment is distinctive, defined by a combination of traditional cultural and religious values with an increasingly contemporary and globalized populace. This is especially visible in the country’s youthful demographic—over half of the population is under the age of 30. These young customers are more linked to global trends and are extensively impacted by social media, which plays a big role in determining their purchase behavior. Consequently, the emergence of digital platforms has had a major influence on the way PR campaigns are developed and implemented in Saudi Arabia. Despite this move towards digital involvement, conventional media, such as television, print, and radio, still maintain enormous influence, particularly among older generations. Consequently, organizations must carefully mix digital and conventional PR methods to attract a varied audience (Bhatt, 2021).
The efficiency of PR operations in Saudi Arabia is directly connected to the country’s cultural backdrop. Saudi Arabia is a profoundly conservative nation, where Islamic principles and social standards play a vital role in molding consumer behavior. This makes it vital for PR efforts to be culturally aware and respectful of local customs while appealing to current consumer demands. For instance, PR efforts in areas like fashion, beauty, and entertainment must carefully handle concerns relating to modesty and gender depiction. International companies typically confront the issue of tailoring their worldwide message to match with local expectations. Successful PR tactics in Saudi Arabia involve a thorough awareness of these cultural variables and the ability to design messages that engage organically with the target audience (R., 2021).
Digital media has substantially transformed the PR environment in Saudi Arabia. The Kingdom has one of the highest social media use rates in the world, with sites like Twitter, Instagram, Snapchat, and YouTube playing a key part in the everyday lives of Saudis. Social media influencers have become influential actors in the Saudi PR ecosystem, having the potential to affect customer opinions and drive purchase choices. These influencers, who frequently have significant followings, are considered as reliable voices, particularly among younger groups. Their endorsements may have a considerable influence on the success of PR initiatives. This trend towards influencer-driven marketing has encouraged many organizations to concentrate on digital PR tactics, utilizing the reach and credibility of influencers to communicate with customers more effectively. However, the issue comes in selecting the proper influencers that agree with the brand’s values and can legitimately connect with the target audience (Abuhmaid, 2023).
The tremendous rise of e-commerce in Saudi Arabia has significantly affected the way PR efforts are executed. The COVID-19 epidemic expedited the transition towards online purchasing, with many Saudi customers preferring to acquire products and services via digital platforms rather than physical establishments. This shift has given new chances for PR efforts to target online customers, utilizing strategies such as digital marketing, influencer alliances, and online content to drive traffic to e-commerce platforms. In this setting, PR efforts must not only build awareness but also provide a flawless online shopping experience that leads to conversions. Digital PR initiatives that properly interact with e-commerce platforms can dramatically affect purchase choices, making them an important component of current PR campaigns in Saudi Arabia (Albliwi, 2021).
Another crucial aspect in the effectiveness of PR operations in Saudi Arabia is corporate social responsibility (CSR). Saudi customers are growing more socially conscious, especially younger generations who are increasingly aware of global concerns such as sustainability, ethics, and social justice. Companies that show a true commitment to CSR, whether via environmental efforts, charity work, or ethical business operations, are more likely to acquire the confidence and loyalty of Saudi customers. PR campaigns that emphasize a company’s CSR initiatives may increase brand image and impact customer views, making CSR an important aspect of good PR strategy. In a market where trust and authenticity are key, firms that associate themselves with social issues are frequently better positioned to create long-term customer relationships (Al-Adeem, 2024).
Vision 2030, Saudi Arabia’s strategy framework for lowering the country's dependency on oil and diversifying its economy, has had a major influence on consumer behavior. This campaign has prompted considerable changes in the social and economic scene, leading to a rise in consumer receptivity to multinational brands, new goods, and innovative services. Vision 2030 promotes modernization, innovation, and economic growth, themes that connect with a younger, more forward-looking Saudi generation. PR initiatives that coincide with the aims of Vision 2030—promoting themes like sustainability, entrepreneurship, technology, and quality of life—are more likely to appeal to customers who are supportive of the nation’s wider aspirations. Brands that portray themselves as contributing to the Vision 2030 agenda may develop a favourable image and match their marketing with the ambitions of a continually shifting customer base (Bilal, 2024).
Traditional media still plays an essential role in molding consumer opinions in Saudi Arabia, especially among older and more conservative elements of the population. While the significance of digital platforms is apparent, television, print media, and radio remain trusted sources of information for many Saudis. PR strategies targeting a bigger audience must thus incorporate both conventional and digital media to guarantee full coverage and maximum effect. For example, large business announcements, government initiatives, and culturally significant events typically depend on conventional media to reach a broader audience. The difficulty for PR practitioners is to build campaigns that are flexible across numerous media, keeping consistency in message while adapting material to fit the interests of distinct consumer groups (Fares, 2024).
Building trust and credibility is important for effective PR operations in Saudi Arabia. Given the country’s strong cultural and religious values, consumers are especially sensitive to message that seems inauthentic or distant from local customs. PR strategies that are viewed as straightforward, honest, and connected with the goals of Saudi society are more likely to succeed. Brands must carefully manage their image, prevent disputes, and react rapidly to any possible crises. Effective PR tactics incorporate consistent messaging, favourable media interactions, and proactive community participation to develop a strong and trustworthy brand image. This is especially critical in a market where word-of-mouth and community recommendations carry major weight in influencing customer behavior (saif, 2023).
The problem of quantifying the impact of PR operations in Saudi Arabia is a continuing concern. Unlike traditional advertising, where sales statistics and conversion rates give obvious markers of success, the effect of PR operations is frequently more difficult to assess. Metrics such as media coverage, social media engagement, brand sentiment, and customer feedback are routinely used to analyse PR performance, but these indications may not necessarily give a clear picture of how PR initiatives affect purchase choices. Companies operating in Saudi Arabia must engage in more advanced analytics tools and processes to better understand the relationship between PR efforts and customer behavior. This involves analysing internet interaction, monitoring brand reputation, and conducting customer surveys to measure the impact of PR campaigns (Okorie, 2024).
In conclusion, the influence of public relations efforts on customer attitudes and purchase choices in Saudi Arabia is affected by a mix of cultural, societal, and technical elements. The country’s dynamic media ecosystem, typified by a combination of conventional and digital outlets, provides both possibilities and problems for PR practitioners. To succeed, PR strategies must be culturally sensitive, use the impact of social media, fit with the ambitions of Vision 2030, and show a commitment to corporate social responsibility. Effective PR campaigns in Saudi Arabia involve a comprehensive awareness of the local context, an ability to communicate with varied customer groups, and the flexibility to react to a fast-changing market environment.


[bookmark: _Toc183383104]Significance of the study    
The study of the influence of public relations (PR) efforts on customer attitudes and purchase choices in Saudi Arabia is relevant for many fundamental reasons. It gives excellent insights into a complex market characterized by fast social, economic, and technical developments. Understanding how PR methods impact consumer behavior in this setting is vital for firms, legislators, and academics, as it gives insight on successful communication tactics in a society that mixes traditional values with current trends (Hayes, 2024).
Saudi Arabia has a distinct cultural and economic setting. It is a conservative culture steeped in Islamic beliefs; however, it is also more globalized and open to outside influences. This generates a particular consumer environment that demands PR tactics to reconcile respect for local norms with the attractiveness of global trends. The study’s analysis of how PR campaigns might traverse this contradiction is crucial, as it tackles the problem of producing culturally sensitive but contemporary messaging that appeal with a varied audience. This study adds to a greater knowledge of cross-cultural communication, presenting ideas that may apply to other Middle Eastern or similarly conservative markets, thereby expanding global PR and marketing literature (Lewis, 2023).
The relevance of the research is heightened by the digital change spreading throughout Saudi Arabia. The nation has one of the highest rates of social media usage in the world, with platforms like Twitter, Instagram, and Snapchat playing a vital role in daily communication and information exchange. Social media has become a strong tool for PR efforts, enabling corporations to communicate directly with customers in real-time and alter perceptions swiftly. This research is essential because it explores how the emergence of digital platforms has transformed the PR environment, altering the success of conventional PR methods. It will study the impact of social media influencers, digital content, and online interaction in affecting customer opinions and driving purchase behavior. The insights will help companies adapt to this digital transition, refining their communication strategies to better engage with tech-savvy Saudi customers (Alshalawi, 2022).
Saudi Arabia's Vision 2030 project underlines the significance of this study. Vision 2030 is a strategy framework aiming at diversifying the economy and upgrading several industries, including tourism, entertainment, and technology. The project emphasizes topics including sustainability, innovation, and entrepreneurship, pushing firms to align with these national ideals. PR campaigns that properly tap into the Vision 2030 story might gain a competitive edge by appealing to customers who are enthused about the country’s progress and future possibilities. This research is crucial because it will analyze how PR tactics may connect with Vision 2030’s aims, finding what sorts of messages resonate with a population that is growing more forward-looking and progressive. Brands that can position themselves as contributors to this national goal are likely to promote good customer views and long-term loyalty (AL-KINANI, 2024).
Corporate social responsibility (CSR) is another major aspect in the Saudi market, especially among younger, more socially aware customers. There is an increasing desire for businesses to show ethical standards, social responsibility, and environmental care. PR strategies that properly emphasize CSR actions may play a vital role in molding corporate reputation and influencing customer decisions. This research will evaluate how CSR-focused PR initiatives effect Saudi consumer sentiments, giving insights for organizations wanting to establish trust and loyalty. In a market where authenticity and alignment with cultural and societal values are vital, the ability to show a true commitment to CSR may be a key advantage for businesses (Pinto, 2023).
From a practical standpoint, the report is vital for enterprises existing in or approaching the Saudi market. It gives a framework for designing efficient PR campaigns adapted to local audiences, helping firms to traverse cultural sensitivities while appealing to current consumer tastes. Understanding what drives Saudi consumers’ purchase choices may help firms build more focused and relevant ads, boosting the odds of success. This is especially crucial in a competitive market where customer expectations are developing fast, driven by more access to information and a more sophisticated attitude to brand choosing. The study’s results will help firms optimize their PR methods, from identifying proper communication channels to picking the ideal language and spokespersons for their campaigns (Hilal, 2024).
The study’s value extends to the academic sphere, addressing gaps in PR research in the Middle East. Most previous research on PR and consumer behavior concentrate on Western markets, with less attention given to the dynamics of the Arab world, notably Saudi Arabia. By offering a focused investigation of PR in the Saudi context, this research will help to the development of region-specific theories and models. It will assist scholars understand how global PR ideas may be tweaked to meet local situations, including issues like religion, tradition, and societal change. This study also offers a platform for future studies, opening the door for further in-depth investigation of consumer behavior in non-Western countries and adding to the worldwide body of PR knowledge (Dwivedi, 2021).
Moreover, the research tackles the persistent difficulty of quantifying PR efficacy. Unlike direct advertising, which has obvious indicators such as sales conversions or click-through rates, the effect of PR initiatives is frequently more subtle and qualitative. This study will examine methodologies for measuring PR performance in the Saudi context, investigating measures such as media coverage, social media participation, consumer sentiment, and brand loyalty. Developing a more thorough methodology for analysing PR performance would help organizations make data-driven choices, refining their tactics for better outcomes. This is vital in a market where the distinction between digital and conventional media is becoming blurred, and PR practitioners must traverse a complicated media ecosystem to reach their audience (Denga, 2022).
In conclusion, the research of PR campaigns’ influence on consumer attitudes and purchase choices in Saudi Arabia is relevant for several reasons. It gives practical advice for organizations, contributes to academic research, and provides insights into successful communication in a distinct cultural and economic situation. As Saudi Arabia continues to change, knowing how PR may impact consumer behavior will remain crucial for firms seeking success in the Kingdom. The results of this study will help corporations create PR strategies that are not only culturally relevant and successful but also linked with the nation’s wider aims and ambitions, eventually leading to a more nuanced and complete knowledge of consumer behavior in Saudi Arabia.

[bookmark: _Toc183383105]Study objectives
The objectives of this study on the impact of public relations (PR) campaigns on consumer attitudes and purchasing decisions in Saudi Arabia are structured to address the complexities of the Saudi market. This research aims to examine how various PR strategies, media platforms, cultural influences, and the country’s economic vision shape consumer behavior and influence purchasing decisions. The study’s objectives are detailed as follows:
1. To Analyze the Influence of PR Campaigns on Consumer Attitudes in Saudi Arabia
This objective aims to investigate how PR campaigns influence consumer perceptions, awareness, and attitudes toward brands within the Saudi context. Understanding the relationship between PR efforts and consumer attitudes is essential to gauge how communication strategies shape brand reputation and trust. This objective will explore how different elements of PR campaigns, such as messaging, visuals, and spokespersons, resonate with Saudi consumers. Additionally, the study will look at how positive media coverage, crisis communication, and brand storytelling contribute to building brand loyalty and consumer trust in a culturally conservative and socially dynamic environment.
2. To Assess the Impact of Digital and Traditional PR Channels on Consumer Purchasing Decisions
This objective examines the relative effectiveness of digital and traditional PR channels in influencing purchasing behavior in Saudi Arabia. In a market where media consumption habits vary significantly between demographics—particularly between the younger, tech-savvy population and the older, more traditional segments—understanding the role of each medium is crucial. The study will assess the impact of digital platforms like social media, influencer marketing, and online content compared to traditional PR channels, such as television, newspapers, and radio. The goal is to determine which PR channels most effectively drive consumer interest and lead to purchasing decisions, considering the rise of digital platforms and their increasing influence on younger generations (Mehmeti-Bajrami, 2022).
3. To Explore the Role of Cultural and Social Factors in the Effectiveness of PR Campaigns
This study aims to explore the cultural and social elements that influence the success of PR campaigns in Saudi Arabia. The Kingdom’s unique cultural context, deeply rooted in Islamic traditions, has a profound impact on consumer behavior and brand perception. This objective will focus on identifying cultural sensitivities, religious considerations, and social norms that must be accounted for when designing PR strategies. The study will also explore how these factors impact the way messages are received and interpreted by Saudi audiences, providing insights into how global brands can effectively localize their PR campaigns. Understanding these cultural nuances is essential for creating messages that resonate authentically with Saudi consumers without causing cultural dissonance or backlash.
4. To Investigate the Effectiveness of CSR-Focused PR Campaigns in Shaping Consumer Behavior
As Saudi consumers become more socially conscious, particularly younger demographics, corporate social responsibility (CSR) has gained prominence in the market. This objective will explore how PR campaigns that emphasize CSR initiatives impact consumer attitudes and purchasing behavior. The study will analyze how PR efforts related to ethical practices, sustainability, and community engagement influence consumer trust and loyalty. It aims to identify the CSR themes that resonate most strongly with Saudi audiences and how companies can leverage CSR-focused PR to enhance their brand image. This objective will be particularly relevant in understanding how businesses can differentiate themselves in a competitive market by aligning their values with the expectations of socially aware consumers.
5. To Examine the Alignment of PR Campaigns with Saudi Arabia’s Vision 2030 Goals
This objective aims to investigate how PR campaigns can align with the goals and themes of Saudi Arabia’s Vision 2030 initiative. Vision 2030 is a strategic framework that seeks to diversify the Saudi economy, reduce dependence on oil, and modernize various sectors, including tourism, technology, and entertainment. This research will explore how PR campaigns that tap into Vision 2030’s themes—such as innovation, sustainability, economic development, and cultural modernization—affect consumer attitudes. The study will assess how effectively brands communicate their support for Vision 2030 and how this alignment influences consumer perceptions and brand loyalty. The goal is to determine how companies can position themselves as supporters of national development to enhance their market presence.
6. To Understand the Influence of Social Media and Digital Influencers on Consumer Decisions
The influence of social media and digital influencers has become a dominant force in shaping consumer behavior, especially among Saudi Arabia’s younger demographics. This objective will examine the impact of digital influencers and social media platforms on consumer decision-making processes. The study will focus on how influencer endorsements, online reviews, and user-generated content affect consumer attitudes and buying behavior. It will analyze which types of digital influencers—such as lifestyle bloggers, fashion icons, or technology experts—are most effective in the Saudi context, and what makes their endorsements credible and persuasive. Additionally, this objective will explore the dynamics of social media engagement and how businesses can leverage these platforms to build brand loyalty and drive purchases.

[bookmark: _Toc183383106]Study Questions
· How do PR strategies impact customer sentiments toward companies in Saudi Arabia?
· What is the efficacy of conventional vs digital PR methods in influencing customer purchase choices in Saudi Arabia?
· How do cultural and societal elements in Saudi Arabia impact the reception and success of PR campaigns?
· What role does corporate social responsibility (CSR) play in PR efforts and their influence on Saudi consumer behavior?
· How can PR strategies that fit with Saudi Arabia’s Vision 2030 goals effect customer perceptions and purchase behavior?

[bookmark: _Toc183383107]The scientific theory followed to prepare the research    
This study follows the Theory of Planned Behavior (TPB), a psychological framework used to analyze consumer attitudes and actions. The TPB argues that a person's intention to participate in a behavior is determined by their attitudes, subjective norms, and perceived behavioral control. In this study:
1. Attitudes
In the TPB, attitudes relate to an individual’s favourable or negative judgment of doing an activity. This research analyses how PR strategies in Saudi Arabia impact customer views toward companies. Attitudes are impacted by the substance of PR messaging, including the language, tone, values, and imagery employed. A good PR effort may improve favourable sentiments, leading to enhanced brand trust and credibility. Understanding how Saudi consumers perceive these PR messages helps discover what aspects lead to good brand sentiments, which are crucial for influencing consumer decision-making processes and driving successful PR campaigns in this specific cultural environment (Al-Nahdi, 2015).
2. Subjective Norms
Subjective norms entail the social pressure people feel about whether they should do a behavior. In Saudi Arabia, cultural, religious, and societal norms strongly affect consumer behavior. PR initiatives must fit with these conventions to be successful. This research analyses how PR messages reverberate within a population that values Islamic traditions and social cohesiveness, altering how companies are regarded. Effective PR campaigns need to be culturally sensitive, reflecting the values and expectations of the target audience. Understanding these standards is vital for designing messages that not only appeal to individual customers but also garner wider societal approval (Elgammal, 2024).
3. Perceived Behavioral Control
Perceived behavioral control relates to an individual's view of their capacity to conduct an activity. In this research, it pertains to how PR efforts impact the ease or difficulty customers experience while making purchase choices. Factors including accessibility, availability, and perceived rewards might impact a consumer’s feeling of control. In Saudi Arabia, PR campaigns must incorporate local infrastructure, internet accessibility, and socio-economic considerations. Effective advertisements may eliminate perceived obstacles, helping customers feel more secure about purchase. Understanding these impressions helps organizations build PR efforts that empower customers, making the purchase process seem more controllable and promoting good purchasing behavior (Hagger, 2022).
4. Intention
Intention in the TPB is the motivating component that impacts behavior. It is formed by attitudes, subjective standards, and perceived behavioral control. In the Saudi context, a well-executed PR campaign tries to establish strong customer inclinations to buy. This research analyses how PR efforts may influence intentions by raising brand recognition, highlighting trustworthiness, and harmonizing with cultural norms. A great PR plan will establish a favorable intention to purchase, putting the brand favourably in the consumer’s mind. By researching intention formation, organizations may better forecast the possibility of customers following through with a purchase, directing the creation of compelling PR messaging (Barbera, 2020).
5. Behavior
Behavior is the actual action done, such as making a purchase. In the TPB, behavior is the consequence of intentions, impacted by attitudes, subjective norms, and perceived behavioral control. This research focuses on how PR strategies transform customer intentions into actual purchase behaviours in Saudi Arabia. By understanding the elements that influence behavior, firms can build PR efforts that extend beyond intention to real sales. The research will look at how good PR campaigns, adapted to the local culture and using relevant media platforms, may directly affect buying behavior, ensuring that PR efforts result in meaningful commercial consequences in the Saudi market (Ajzen, 2020).
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Public relations (PR) are an important part of contemporary marketing, influencing customer behavior, increasing brand reputation, and directing purchase choices. In today’s information-rich world, good PR tactics are important for generating trust and differentiating firms in a crowded industry. This is especially pertinent in the Kingdom of Saudi Arabia, where fast modernization and socio-economic developments have drastically impacted consumer expectations. As the nation undertakes economic diversification and social change under Vision 2030, the necessity of strategic communication has risen. This national project aspires to restructure the Saudi economy, diversify away from oil reliance, and build a thriving society that mixes traditional values with contemporary ambitions. In this setting, PR has evolved as a potent weapon for enterprises and government bodies alike, trying to interact with a more diversified and educated customer base (Mikáčová, 2014).
Saudi Arabia provides a unique PR environment, defined by a complicated interaction between deeply ingrained cultural norms and a rising receptivity to global ideas. This paradox impacts the way marketers connect with Saudi consumers. On one side, there is a great focus on Islamic beliefs and traditional values, which continue to govern consumer behavior. On the other, a young and technologically sophisticated populace is generating desire for creative, technology-driven interaction. The Saudi population is largely young, with a median age of roughly 31, and they are among the world’s most active users of social media. These issues need PR efforts that are culturally sensitive while yet appealing to a forward-looking public ready to embrace modernity. Crafting successful PR campaigns in Saudi Arabia needs a deep grasp of this distinct demographic profile, with marketing that respects tradition while embracing the potential of digital innovation (Ghofaily, 2024).
The transition in Saudi Arabia’s communication landscape has been swift. Historically, PR in the Kingdom was centered mostly on conventional media outlets like as television, radio, and print, reflecting a conservative communication approach that stressed controlled message. These conventional mediums were prominent in disseminating government policy, business announcements, and public information. However, the last decade has seen a digital revolution, radically changing the PR industry. Social media sites like Twitter, Instagram, Snapchat, and YouTube have become key sources of information, particularly among the younger population. This digital transformation has not only widened the scope of PR efforts but also raised the complexity of the PR environment. Brands now must manage their reputation across a larger number of channels, each needing specific tactics and content types. This has led to the emergence of digital PR, concentrating on social media interaction, influencer marketing, and online storytelling to catch the attention of an increasingly tech-savvy audience (Ghanem, 2012).
Understanding consumer behavior in Saudi Arabia includes acknowledging the tremendous impact of cultural and religious considerations. In contrast to Western markets, where individual choice generally drives consumer purchases, Saudi customers are affected by a collective mentality, where social expectations, religious beliefs, and community acceptance play key roles. These impacts are especially obvious in buying behavior, where family preferences and societal standards may control consumer decisions. For instance, endorsements from renowned community figures, religious leaders, or family members may dramatically alter brand reputation. This underscores the significance of trust and credibility in PR initiatives. Consumers are more inclined to interact with products that they see as fitting with Islamic ideals, social ethics, and community standards. Effective PR tactics must thus be customized to connect with these communal values, ensuring that message corresponds with cultural norms (Alhomaid, 2018).
The emergence of digital media has brought about new dynamics in consumer interaction, providing marketers the possibility to communicate with their audience in real-time. Digital platforms have democratized information, enabling individuals to voice their ideas, share experiences, and affect corporate reputations more directly than ever before. This has raised the significance of authenticity and openness in PR tactics. In Saudi Arabia, where customers are eager to connect with internet information, firms are learning to value two-way communication, establishing conversations rather than broadcasting one-sided messaging. This transition has proven especially important in the context of influencer marketing. Influencers, who are typically perceived as more personable and trustworthy than conventional celebrity endorsements, play a vital role in molding consumer opinions. In Saudi Arabia, influencers who are culturally sympathetic and conform to local customs have become crucial players in successful PR operations. Their ability to integrate modernism with traditional values has made them successful communicators, bridging the gap between brands and customers (Siregar, 2023).
The relevance of corporate social responsibility (CSR) in Saudi Arabia's PR environment has increased dramatically. As customers grow more socially aware and ethically sensitive, there is a greater expectation for businesses to show a commitment to social, environmental, and economic concerns. CSR-focused PR efforts have been helpful in increasing customer confidence and creating brand loyalty, especially among younger Saudis who are more willing to support firms that contribute to the welfare of society. Brands that participate in philanthropic activities, support environmental sustainability, or contribute to social causes are frequently perceived more positively. This focus on CSR corresponds with Vision 2030’s aims, which foster sustainable development, innovation, and social harmony. PR tactics that combine CSR aspects not only boost a brand’s image but also connect with the wider narrative of national growth, making them more attractive to customers who are involved in Saudi Arabia’s change (Al-Aali, 2012).
Traditional media still has a role of significance in Saudi Arabia, notably for addressing older audiences and for formal, official communications. Despite the digital change, television, newspapers, and radio remain trusted sources of information, particularly in rural regions and among older groups who may not interact as regularly with digital platforms. Government campaigns, for example, continue to depend largely on conventional media to deliver public information. This implies that a mixed approach to PR—blending conventional and digital media—is generally the most successful method. It lets marketers to reach a larger audience, responding to the different interests and media habits present throughout Saudi culture. This integrated strategy may boost the credibility of PR efforts by ensuring that critical messages are communicated via trustworthy channels while also harnessing the immediacy and interactivity of digital platforms (Salman, 2011).
One of the primary problems for PR in Saudi Arabia is handling the tremendous socio-economic transformations happening under Vision 2030. The country’s economic diversification initiatives have led to the formation of new sectors, the rise of the private sector, and an increasing emphasis on innovation and entrepreneurship. These developments are impacting consumer attitudes, with a greater focus on quality, luxury, and modernism, especially among the younger generation. As customer expectations grow, PR tactics must react to these adjustments, portraying firms as creative, forward-thinking, and capable of fulfilling current needs. At the same time, PR must be cognizant of the conservative roots that continue to affect society, ensuring that communication is courteous and sensitive to traditional values. This balancing act demands careful preparation and a profound awareness of local settings (El-Naggar, 1993).
Vision 2030 has also stressed the significance of national identity and pride, which are essential aspects in PR messaging. Brands that link themselves with the aims of Vision 2030, such as sustainability, cultural preservation, and economic advancement, may build a strong emotional connection with Saudi customers. This link is crucial for developing brand loyalty, since it taps into a feeling of shared purpose and collective aspiration. PR efforts that highlight themes of national pride, local history, and contributions to Saudi Arabia’s future are likely to connect more strongly with customers, producing a good brand image that extends beyond the utilitarian advantages of products or services (Rahman R. , 2021).
The Saudi market’s distinctive qualities provide both obstacles and opportunity for PR practitioners. The variety among the population, fast technical breakthroughs, and the interaction between traditional beliefs and new influences need a attitude, and how CSR may boost brand trust. These insights will be important for organizations wishing to interact with Saudi Arabia’s broad and fast evolving market, ensuring that their PR efforts are both effective and culturally suitable.

[bookmark: _Toc183383111]Previous studies
The purpose of this study is to examine the impact of public relations campaigns on consumer attitudes and purchasing decisions in Saudi Arabia, as well as to assess the significance of public relations campaigns in businesses, evaluate the various ways in which public relations campaigns influence purchasing decisions, and analyze the impact of public relations campaigns on consumer attitudes and purchasing decisions. This research uses a basic quantitative technique to achieve its aims. The data was acquired using a closed-ended survey questionnaire and analyzed using SPSS. The study's findings indicate that public relations activities have a significant impact on Saudi customers' attitudes and purchasing decisions. The majority of participants said that they were more inclined to purchase things after engaging with a public relations effort. This shows that public relations is particularly effective at influencing customer behavior. To maximise this effect, organizations can increase the messaging clarity of their advertising so that they engage with their target audience. Furthermore, integrating campaign narratives into commonly held consumer values, as well as using more interactive methods of engagement, would go a long way toward increasing overall brand trust, resulting in more long-term consumer commitment in such a competitive market (Shetawe, 2024).
The purpose of this research is to look at the influence of public relations on the organization of political procedures in Saudi Arabia's foreign relations. Public relations are a powerful strategic instrument for boosting public image and strengthening diplomatic ties between nations. This research looks at how the Kingdom employs public relations to improve its regional and international standing, as well as the influence these procedures have on political and economic interactions. The research is based on a sample of 169 people who specialize in public relations, diplomacy, and politics, and it provides an in-depth and thorough look at the issue. The targeted goals were attained using a quantitative and qualitative research technique, with data obtained via questionnaires and in-depth interviews. The findings demonstrated that public relations is critical in establishing political procedures and attaining the Kingdom's foreign policy objectives. The significance of developing integrated public relations tactics that lead to improved communication and political stability was highlighted. The research also found that strengthening the Kingdom's public image boosts its international status and helps it achieve its political and economic objectives (Alkharaan, 2024). 
A field study of citizens and residents in the Kingdom of Saudi Arabia's northern border area was conducted to investigate the influence of electronic marketing on visitor choices. The study aims to understand the relationship between e-marketing campaigns through three variables: digital presence and online content, interaction of bloggers and influencers, social networking sites, online presence and content, and their impact on leisure tourism, through visitor satisfaction and personal experience as an intermediary variable, and how that affects visitors' satisfaction and users' decisions in choosing recreational tourists. The study intends to provide light on the function of electronic marketing in promoting leisure tourism and to determine the elements that influence tourist choices in this setting. This research included questionnaires with a total of 756 participants. We employed the quantitative technique to gather and analyze research data in order to find the elements that influence users' reactions to such information. The data analysis technique was based on structural equation modeling using both the Amos and SPSS programs. The study concluded that the results show a relationship and influence between electronic marketing campaigns and their variables, digital presence, and online content, social media sites, bloggers, and influencers interact through visitor satisfaction and user experience, resulting in an increase in tourists' preference for leisure tourism in Saudi Arabia (Arous, 2024).
The current research intends to examine the many elements that influence consumer attitudes regarding the adoption of electric cars (EVs) in Saudi Arabia. The research assesses customer attitudes, their influence on conduct, and whether consumer intention mediates the link between consumer attitude and EV purchasing behaviour. This study adopts a mixed-methods approach, which includes literature reviews, surveys, and data analysis. It analyzes EV adoption characteristics that include human, societal, economic, and environmental issues. Data obtained from 397 existing and prospective EV owners in Saudi Arabia sheds light on their views and habits. According to survey results, in Saudi Arabia, safety ratings, social influence, economic benefit, running costs, and product diversity all have a substantial impact on customer attitudes and EV adoption. However, variables like as range anxiety, charging infrastructure, environmental concern, and performance expectation have a less substantial impact on customer views about EVs and their uptake. The research, which investigates various variables and using a mixed-method approach, adds to our understanding of consumer attitudes regarding EVs in the context of Saudi Arabia's sustainable transportation transformation. These results may help policymakers and industry stakeholders accelerate the Kingdom's transition to sustainable transportation. This study will also serve as a foundation for future research in this emerging subject (Habib, 2024). 
The study's goal was to investigate the role of social media advertising campaigns in improving the brand reputation of telecommunications companies in the Kingdom of Saudi Arabia. This was accomplished through a field study involving all employees in the Saudi telecommunications sector across several companies. The research used a descriptive-analytical technique and was done on a sample of all workers of telecommunications businesses in the Kingdom of Saudi Arabia, with a total of 50 respondents filling out the questionnaire. The study's findings revealed that advertising campaigns in telecommunications firms are rapidly expanding, creating more rivalry among enterprises to improve brand recognition. Furthermore, there is a statistically significant positive correlation between advertising efforts on Saudi social media platforms and customer opinions toward the company. Furthermore, there were statistically significant disparities in the influence of social media advertising efforts on brand trust across Saudi telecoms businesses (Barboud, 2024).
The goal of this research is to look at how COVID-19 affects various fiscal and monetary variables in the Kingdom of Saudi Arabia. Design/methodology/approach The study was based on data, studies, and publications from the International Monetary Fund, Arab Monetary Fund, Saudi Central Bank, Investing Website, and World in Data Website. Findings The COVID-19 pandemic has had a significant impact on several industries, with the epidemic being connected with a high cost, as well as increasing inflation and prices, as seen by increases in consumer price indices across sectors. The general consumer price index increased in the second period compared to the first, and the curve depicting the Saudi Riyal exchange rate against the United States (US) dollar increased in the second period, albeit only in slope, due to the pandemic outbreak. The number of daily new cases infected with COVID-19 had the greatest impact on the opening and closing price indices of the food retail sector, the pharmaceutical sector, and the transportation sector, while the number of daily deaths from COVID-19 had the greatest impact on the opening and closing price indices of the banking sector, the general index, and the investment and finance sector. In addition, the daily reproduction rate of COVID-19 had the greatest influence on the opening price indices of the energy, food production, and transportation sectors. Research limits and implications The study intends to highlight the Kingdom of Saudi Arabia's fiscal and monetary policies. Practical consequences. COVID-19 is still a worldwide epidemic. The virus was initially detected in Wuhan City, China, in early December 2019. The World Health Organization (WHO) designated the viral outbreak a public health emergency at the end of January 2020, and the situation was upgraded to a pandemic on March 11, 2020. Until January 17, 2022, the pandemic has caused about 328 million illnesses and 545 million deaths, with 188 million of those cases recovered. It is worth noting that the pandemic caused several social and economic disruptions, including a global economic recession; shortages of goods, supplies, and equipment as a result of consumers' panic and thus tendency to buy; and other disruptions such as negative health impacts, as well as political, cultural, religious, and sporting events that influenced economic policies, including both the fiscal and monetary policies of world countries (Wikipedia, 2022). Social consequences Social repercussions include efforts made to mitigate the effects of the COVID-19 pandemic, as well as quantifying the effects of the COVID-19 pandemic (as the primary event against which other events are measured) on various fiscal and monetary indicators for the Kingdom of Saudi Arabia. Originality/value The research aims to demonstrate measures taken by the Kingdom of Saudi Arabia through fiscal and monetary policies to mitigate the effects of the COVID-19 pandemic, as well as to measure the effects of the COVID-19 pandemic (as the main event against which other events are measured) on some of the Kingdom of Saudi Arabia's fiscal and monetary indicators (Alotaibi، 2024).
The fast use of mobile payments has revolutionized payment processes in the twenty-first century. Admittedly, m-payment practice has grown in popularity because of increased internet and mobile device use (smart phones), which has been hastened by the expansion of the Covid-19 pandemic. Against this background, it is critical to explore why individuals are increasingly using mobile payments, and how this will affect their shopping patterns. The study's goal is to contribute to the existing literature on electronic banking, particularly mobile banking. The paper reports on the progress of m-banking, evaluates its adoption potential, and suggests prospective growth opportunities in Saudi Arabia. They assist Saudi banking decision-makers in identifying and establishing plans for providing m-banking services that will help them maintain a competitive advantage. Methods: While electronically disseminated surveys may reach more people faster and for less money, they also have the potential to inject bias into the sample by omitting persons without internet access. Furthermore, data collected from respondents in many mobile payment and mobile banking research might increase selection bias. To distribute survey instruments, researchers employed both paper-print and internet approaches, which reduced selection bias and increased response rates. Other possible causes of common method bias (CMB) include the survey's retrospective character, the use of a widely used scale format for constructs, and the fact that respondents were requested to submit information about both independent and dependent variables in the same question. Consequently, SEM has established as the gold standard for theory testing, particularly in studies of IS/IT adoption. The sophisticated inferential analytic approach used in this work was statistical modeling using structural equation modeling (SEM). Aim: The current research also seeks to determine the perceived risk, trust, self-efficacy, previous experience, attitude, anxiety, and customer support connected with mobile payments. Finally, this research will be groundbreaking because of its anticipated impact on policymakers and society in the Kingdom of Saudi Arabia. Needless to mention, the study's outcome was to provide managerial advice to different mobile payment systems. Results: Consumers' intention to use mobile banking was closely connected to their degree of confidence and use of mobile banking. Similarly, self-efficacy has a clear and positive relationship with customer intention to use mobile banking. Similarly, prior experience is directly and positively associated to customer desire to embrace mobile banking. Similarly, there is a positive and direct association between client intent and the adoption of mobile banking. There is no clear direct association between mindset and customer willingness to utilize mobile banking. Perceived risk is not directly and positively associated to consumer intention for mobile banking uptake. Anxiety is not directly and positively associated to consumer intentions to use mobile banking. Conclusion: The purpose of this research is to uncover the many drivers of mobile payment adoption by investigating how consumers' purchasing patterns have changed because of the popularity of mobile payment systems, as well as the interaction between different payment methods. The study's main goal is to determine when mobile payments will become the norm and replace debit and credit card transactions. Aside from transaction activities, online payment channels are increasing mobile payment usage, resulting in a rise in online transactions, as well as local penetration, which is further increasing transaction activity (Ali, 2024).
This study aimed to determine the extent of the impact of financial control on the efficiency of public spending in the Kingdom of Saudi Arabia in order to regulate corruption, reduce waste of public funds, enhance transparency, and assess the effectiveness of current financial control legislation and agencies, and the procedures included therein, to understand their responsiveness, efficiency, and impact on diversifying income sources, reducing unemployment rates, and Furthermore, this research examines the most notable worldwide experiences in financial control and how to use them to improve the efficiency of control over the Kingdom's general budget implementation process. This study takes a descriptive-analytical approach to reveal the effectiveness of current financial control over the public budget in the Kingdom of Saudi Arabia, and its impact on the efficiency of spending, relying on three important indicators that represent the growth rate, unemployment rate, and diversification of income sources, through the review and analysis of international and local reports and indicators during the period covered by the Open Budget Index in The study revealed the necessity of financially and administratively independent financial control agencies, granting them the necessary powers to carry out their tasks, holding all administrative levels accountable, with the need for continuous updating of financial control legislation and laws in the Kingdom, activating what has recently been introduced of systems, working on integrating control agencies, in addition to the importance of exercising preventive control. The researcher feels that based on what has been addressed, this study makes an important contribution to the development of financial control regulations in the Kingdom of Saudi Arabia (Al-Ghamdi, 2024).
The purpose of this research was to determine the influence of Total Quality Management in public utility departments in the Kingdom of Saudi Arabia, as well as to investigate the impact of its implementation on productivity. The research used a descriptive analytical technique, and the study population included several employees from public utility agencies in various government sectors. To meet the research's aims, the study instrument (questionnaire) was employed as the primary data collection tool, with (25) statements delivered to (62) personnel. (2) questionnaires were removed, and after evaluating them, (60) questionnaires were determined to be valid for analysis. The data were analyzed and hypotheses tested using the Statistical Package for the Social Sciences (SPSS) application. The study revealed several findings, the most notable of which are: the level of application of Total Quality Management in public utilities departments in the Kingdom of Saudi Arabia ranges from medium to high, and there is also an impact of applying Total Quality Management in public utilities departments in the Kingdom of Saudi Arabia on service provision and productivity. The study concluded with several recommendations, including the importance of training workers on modern methods of task implementation, preparing the work environment in the organization to help employees be creative, and developing a research plan to identify beneficiaries' expectations of a specific service (Alsaleh, 2024).
The Kingdom of Saudi Arabia's interest in developing the tourism sector as an alternative opportunity to fuel the economy, and its attempt to activate this sector by sending master plans and economic reforms that help activate the role of tourism in achieving sustainable development, we decided to carry out this study, which aims to present the tourist activity, its importance, and determinants that have an impact on sustainable development in the Kingdom of Saudi Arabia, After verifying the theory that there are various tourist variables in the Kingdom of Saudi Arabia that contribute to long-term growth. The study's most noteworthy findings were that the variables had a considerable influence on tourist activity and a long-term association with tourism investment, among many other factors. As a result, we can infer that tourist activity in the Kingdom of Saudi Arabia is tied to the success of many sectors, and that other regions stay effective owing to their economic and social importance (Hamdi, 2024).
The rising awareness of environmental challenges and the importance of sustainable consumption has sparked interest in sustainable products, notably among Saudi customers. Social media platforms such as Twitter, Instagram, and Facebook are thought to have a considerable effect on modern consumer behavior, making them potentially important in generating long-term purchase intentions. This study looks at the influence of social media in determining customer intentions to buy sustainable products in Saudi Arabia, examining variables such as social media use, content engagement, and platform trustworthiness. The research uses a cross-sectional survey with 405 respondents and quantitative methodologies such as multiple regression analysis to examine the association between demographic variables, social media use habits, and consumer intentions. Contrary to most current evidence, our data show that demographics, social media impact, and platform preferences do not substantially affect Saudi consumers' intentions to buy sustainable items. This shows that other elements, such as information quality, influencer trustworthiness, and individual attitudes toward sustainability, may be more important in motivating sustainable purchasing behaviors. The research highlights the complexities of consumer behavior in sustainability settings and advocates for more tailored, content-driven social media initiatives to successfully promote sustainable consumption in Saudi Arabia. To acquire a better understanding of sustainable consumer behavior, future study should include variables such as environmental awareness and psychological considerations (Beyari, 2024).
The research sought to determine the influence of escort fees on the buying behavior of expatriate families in the Kingdom of Saudi Arabia by investigating purchase motivations, sources of purchase choices, economic variables, and social aspects while purchasing goods. The research found that these characteristics had little influence on expatriate families' spending patterns. Rather, circumstances interfered, resulting in increased control over most of these variables and their influence, particularly the worsening of economic and security situations in the countries of immigration, as well as the choice of most families to remain in the Kingdom (Ahmed, 2024).

[bookmark: _Toc183383112]Conceptual Framework
The conceptual framework for this study provides a structured approach to understanding how public relations (PR) campaigns influence consumer attitudes and purchasing decisions in the Kingdom of Saudi Arabia. This framework is designed to identify the key factors that shape consumer behavior and to explain the mechanisms through which PR strategies impact these factors. It draws on established theories in consumer psychology and communication, with a specific emphasis on the Theory of Planned Behavior (TPB) as a foundational model. This theory is well-suited to explore how PR campaigns can affect consumers' attitudes, perceptions of social norms, and perceived control over their purchasing decisions—ultimately leading to specific consumer behaviors.
The conceptual framework is built around the interplay of several core components that are relevant to understanding PR’s impact in the Saudi context. These components include consumer attitudes, subjective norms, perceived behavioral control, consumer intention, and actual purchasing behavior. Each component is influenced by factors unique to the Saudi environment, such as cultural norms, religious values, and the growing influence of digital media.
1. Consumer Attitudes
Consumer attitudes refer to the overall positive or negative evaluations that individuals hold toward a particular brand, product, or service. In the context of PR campaigns, attitudes are shaped by the content and tone of the communication, the credibility of the message, and how well the message aligns with the values and expectations of the target audience. In Saudi Arabia, attitudes are influenced not only by the perceived quality and benefits of a product or service but also by cultural compatibility and adherence to Islamic principles. Effective PR campaigns aim to positively influence consumer attitudes by building trust, highlighting cultural relevance, and emphasizing the brand’s alignment with local values. This is particularly important in Saudi Arabia, where respect for tradition and social ethics can significantly impact brand perception (Brick, 2017).
2. Subjective Norms
Subjective norms refer to the perceived social pressure to engage or not engage in a particular behavior. In the Saudi context, subjective norms are strongly influenced by family, community, and religious guidelines, which play a crucial role in shaping consumer behavior. PR campaigns that seek to change consumer attitudes must consider the opinions of influential figures, such as religious leaders, community elders, or trusted social media influencers, as these individuals can sway public opinion. In Saudi Arabia, social approval and group consensus often guide individual decisions, making it essential for PR messages to align with or positively influence prevailing social norms. The framework considers how PR campaigns can strategically leverage these influencers to shift perceptions and encourage behavior that aligns with brand goals (Elnasr, 2021).
3. Perceived Behavioral Control
Perceived behavioral control is a consumer’s perception of the ease or difficulty of performing a particular behavior. In the case of purchasing decisions, this includes factors such as accessibility, convenience, and the perceived benefits of choosing a specific brand. PR campaigns can enhance perceived behavioral control by providing clear information, addressing potential barriers, and creating an image of ease and reliability. In Saudi Arabia, where consumers are increasingly using digital platforms to gather information and make purchases, effective digital PR can simplify the decision-making process. This component of the framework highlights the importance of clear, transparent communication and the removal of obstacles to purchase, particularly in a market that is rapidly shifting toward online engagement and e-commerce (Maichum, 2016).
4. Consumer Intention
Consumer intention represents the likelihood that a consumer will engage in a particular behavior, such as purchasing a product or adopting a service. This intention is influenced by the combination of attitudes, subjective norms, and perceived behavioral control. A well-executed PR campaign aims to foster strong consumer intentions by addressing each of these factors comprehensively. In Saudi Arabia, where consumer loyalty can be closely tied to cultural affinity and brand trust, PR efforts that resonate emotionally with the audience are more likely to result in a positive purchase intention. This element of the framework underscores the need for PR strategies that not only inform but also inspire and motivate action by tapping into the aspirations, values, and identity of Saudi consumers (Apasrawirote, 2022).
5. Actual Consumer Behavior
The final component of the conceptual framework is the translation of consumer intention into actual behavior. This involves assessing whether PR campaigns succeed in influencing consumers to follow through on their intentions by making a purchase or supporting a brand. In Saudi Arabia, actual behavior can be influenced by external factors such as economic conditions, social trends, and unexpected events, as well as the brand’s ability to maintain credibility and relevance over time. The framework considers the long-term impact of PR campaigns, measuring not only immediate consumer responses but also changes in brand loyalty, customer retention, and repeat purchasing behavior. This long-term perspective is essential in a market that values stability, reliability, and consistent alignment with cultural expectations (Hanaysha, 2018).
6. Integrating Saudi Arabia’s Unique Context
The conceptual framework also integrates specific elements that are unique to the Saudi market, recognizing that consumer behavior is shaped by a combination of traditional values and modern influences. The framework acknowledges the importance of cultural and religious alignment in PR strategies, noting that campaigns which resonate with Islamic values and local customs are more likely to be successful. Additionally, it incorporates the role of digital transformation, highlighting the growing influence of social media platforms and online engagement in shaping consumer perceptions and decisions. In Saudi Arabia, where digital communication is on the rise, effective PR requires a balance between traditional and modern channels to reach a diverse audience that spans multiple generations (Alotaibi N. , 2024).
7. Use of the Theory of Planned Behavior
The Theory of Planned Behavior (TPB) provides a clear theoretical foundation for this framework, emphasizing that consumer behavior is not merely a product of individual choice but is influenced by attitudes, social norms, and perceived control. In the context of PR, this theory is particularly useful because it accounts for the social and psychological factors that guide consumer behavior, which are crucial in a culturally complex environment like Saudi Arabia. The TPB suggests that to influence behavior, PR campaigns must target not only the individual’s mindset but also the broader social and cultural environment that shapes their decision-making processes. This aligns with the need for culturally sensitive PR strategies that resonate with collective values while appealing to individual aspirations (Rozenkowska, 2023).
8. Practical Implications
The conceptual framework has practical implications for businesses and PR practitioners operating in Saudi Arabia. It provides a structured approach to designing and evaluating PR campaigns by identifying the key elements that influence consumer behavior. Brands can use this framework to assess the effectiveness of their communication strategies, ensuring that they are culturally appropriate, socially influential, and easy to engage with. By understanding the factors that drive consumer attitudes, social norms, and perceptions of behavioral control, businesses can tailor their PR messages to increase the likelihood of positive consumer responses. This targeted approach is particularly important in a market as diverse and rapidly changing as Saudi Arabia’s, where successful PR requires a deep understanding of both tradition and modernity.
The conceptual framework also emphasizes the need for ongoing assessment and adaptation of PR strategies. As Saudi Arabia continues to evolve under Vision 2030, consumer expectations are likely to shift, requiring brands to remain agile and responsive to changes in the social, economic, and digital landscapes. This flexibility is crucial for maintaining relevance and ensuring that PR campaigns continue to resonate with the target audience over time. By using this framework as a guide, businesses can create PR strategies that not only meet immediate marketing objectives but also build long-term brand equity and customer loyalty in the Saudi market.
In conclusion, this conceptual framework provides a comprehensive model for understanding the impact of PR campaigns on consumer behavior in Saudi Arabia. It combines established theories with insights specific to the local context, offering a practical tool for designing and assessing effective PR strategies. As the country continues to modernize and diversify, the role of PR in shaping consumer attitudes and driving purchasing decisions will only become more significant, making a clear and adaptable framework essential for success in this dynamic market.

Study variables
· Independent Variable: 
1. PR Campaigns
The independent variable in this study is the type of PR Campaign, focusing on how various PR strategies are designed to engage the target audience. Each type of PR campaign has unique attributes and uses different tactics to influence consumer perceptions. In the Saudi market, which is characterized by a blend of tradition and modernity, the way a brand communicates can significantly impact its success.
2. Value-based Campaigns
Value-based PR campaigns aim to create a deeper connection with the audience by highlighting a brand’s ethical, cultural, or social values. In the context of Saudi Arabia, these campaigns often emphasize local heritage, Islamic values, and social responsibility. Brands may focus on demonstrating their commitment to community development, sustainability, or other causes that resonate with Saudi consumers. For instance, a campaign that supports local craftsmanship or advocates for women’s empowerment, aligned with the Kingdom’s Vision 2030 goals, may positively influence consumer attitudes. Such campaigns tend to generate emotional responses that foster brand loyalty and can make consumers feel proud to associate with a brand that shares their values.
3. Influencer-based PR Campaigns
Influencer-based PR campaigns utilize the popularity and reach of social media personalities, celebrities, and opinion leaders to advocate for a product or brand. In Saudi Arabia, where social media platforms like Instagram, Snapchat, and Twitter have widespread influence, leveraging local influencers can be a powerful tool. These influencers, who often have large followings, play a crucial role in shaping consumer opinions and trends. They act as trusted sources, making the brands they endorse more relatable and accessible to the public.
In Saudi Arabia, influencers are particularly influential among younger demographics, who view them as relatable figures that bridge the gap between traditional cultural values and modern trends. When influencers endorse products, they add a layer of personal experience and authenticity that can significantly impact consumer attitudes, leading to higher levels of engagement and, ultimately, purchasing decisions. This type of campaign is effective because it provides a personal touch, capitalizing on the influencer’s credibility and their ability to connect with followers on an emotional level.
4. Traditional PR Campaigns
Traditional PR campaigns rely on conventional media channels like television, radio, newspapers, and magazines to convey a brand’s message. Although digital media has gained prominence, traditional media still holds significant sway in Saudi Arabia, particularly among older generations and in rural areas. These campaigns are often seen as more formal and authoritative, creating a perception of credibility and stability that appeals to a conservative audience. For example, a well-placed article in a respected newspaper or a television segment can lend legitimacy to a brand, especially if it is endorsed by trusted figures or tied to respected institutions.
Traditional PR strategies often emphasize the brand's legacy, quality, and trustworthiness, aiming to position it as a reliable and established entity. In Saudi Arabia, where reputation and long-term relationships are valued, traditional PR can be particularly effective in creating a positive consumer attitude and influencing purchasing decisions among demographics that favor established and familiar sources of information.
· Dependent Variable: 
1. Consumer Attitudes and Purchasing Decisions
The dependent variables, Consumer Attitudes and Purchasing Decisions, are the primary outcomes that this study seeks to measure. They represent how PR campaigns ultimately influence consumer behavior in the Saudi market.
2. Consumer Attitudes
Consumer attitudes are a multifaceted concept, encompassing the beliefs, emotions, and behavioral intentions that consumers hold toward a brand. Attitudes are crucial because they often serve as a precursor to actual purchasing behavior. In Saudi Arabia, consumer attitudes are shaped not only by product quality and price but also by how well a brand’s messaging aligns with cultural expectations and societal norms. Brands that successfully foster positive consumer attitudes often emphasize attributes like trustworthiness, cultural relevance, and respect for Islamic principles. A PR campaign that fails to respect these cultural nuances may risk negative attitudes, which can be difficult to overcome.
In addition, Saudi consumers are increasingly discerning, influenced by global trends while maintaining a strong connection to local identity. PR campaigns that balance modern appeal with traditional values are more likely to generate favorable attitudes, leading to higher levels of brand loyalty and word-of-mouth promotion. Positive consumer attitudes are crucial as they can enhance customer retention, drive repeat purchases, and contribute to long-term brand equity in a competitive market.
3. Purchasing Decisions
Purchasing decisions are the goal of PR campaigns, representing whether a consumer decides to buy a product or service after exposure to a PR strategy. This decision is often the result of a complex process, where consumer attitudes, social influences, and perceived benefits play a pivotal role. In Saudi Arabia, purchasing behavior is influenced by factors such as social acceptance, religious alignment, and the influence of family and community. A well-crafted PR campaign can nudge consumers from awareness to interest, from interest to desire, and finally, from desire to action.
PR campaigns that create a sense of urgency, exclusivity, or alignment with a larger social cause can be particularly effective in driving purchasing decisions. In Saudi Arabia, where group consensus and social proof are important, campaigns that showcase popular or endorsed products can sway purchasing behavior. Additionally, purchasing decisions can be influenced by the ease of access to the product, customer service experience, and post-purchase support, elements that are often highlighted in traditional PR efforts.
· Interactions Between Variables
The relationship between PR campaigns (independent variable) and consumer behavior (dependent variable) is dynamic and multifaceted. The effectiveness of a PR campaign in Saudi Arabia depends heavily on its ability to adapt to local cultural, social, and economic contexts. For instance:
· Value-based campaigns can lead to a significant positive change in consumer attitudes if they resonate with deeply held values like family, community, and religious beliefs, potentially leading to higher brand loyalty and repeat purchases.
· Influencer-based PR campaigns are particularly effective in reaching tech-savvy youth and young professionals, generating immediate responses due to the perceived authenticity of influencer endorsements. These campaigns can quickly alter consumer attitudes and translate them into purchasing decisions.
· Traditional PR campaigns maintain their relevance by appealing to consumers who prefer established media channels, which often provide a sense of credibility and trustworthiness. These campaigns are particularly effective for products and services that require a trusted and authoritative image.
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