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Abstract 
This study aimed to examine the impact of social media marketing across its various dimensions 

(interactive content, personalization, entertainment, electronic word-of-mouth, and targeting) 

on the effectiveness of community awareness campaigns in the Kingdom of Saudi Arabia, in 

addition to identifying the level of utilization of these dimensions and the level of campaign 

effectiveness from the perspective of the targeted audience. The study adopted the descriptive-

analytical approach and employed a questionnaire as a data collection tool, applied to a 

convenience sample of (385) social media users in Saudi Arabia who had been exposed to 

community awareness campaigns through these platforms. The validity and reliability of the 

instrument were verified using appropriate statistical methods, and data were analyzed using 

SPSS through means, standard deviations, Pearson correlation, and simple and multiple linear 

regression. The study concluded that there is a statistically significant impact at the level 

(α≤0.05) of social media marketing dimensions collectively on the effectiveness of community 
awareness campaigns, as these dimensions explained (78.7%) of the variance in the dependent 

variable. The electronic word-of-mouth dimension ranked first in terms of impact strength, 

followed by interactive content, targeting, personalization, and entertainment. Results also 

revealed that both the level of utilization of the independent variable dimensions and the level 

of campaign effectiveness were high. The study recommended investing in credible influencers, 

enhancing interactive tools, employing precise targeting, designing customized messages that 

respect Saudi audience specificity, and building integrated strategies that balance the five 

dimensions. 

Keywords: Social Media Marketing, Community Awareness Campaigns, Effectiveness, 

Interactive Content, Electronic Word-of-Mouth, Saudi Arabia. 
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