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Abstract

This study aimed to examine the impact of content marketing via social media on consumer
trust in the café and restaurant sector in Riyadh. The study adopted a descriptive analytical
approach, and data were collected through an electronic questionnaire distributed to a
sample of 101 respondents.

The study focused on four key dimensions of content marketing: credibility, perceived
value, attractiveness, and engagement, in order to measure their impact on consumer trust.
Data were analyzed using descriptive statistics, Pearson correlation, and both simple and
multiple linear regression analyses.

The findings revealed a statistically significant positive relationship between content
marketing and consumer trust. Engagement and attractiveness were identified as the most
influential dimensions, while perceived value did not show a significant effect in the
multiple regression model. Credibility was found to be a fundamental factor in building
trust, although its relative impact varied compared to other dimensions.

Based on these findings, the study recommends that brands focus on developing engaging
and visually appealing content, while enhancing the credibility of their marketing messages
to build long-term relationships with consumers and strengthen their trust.

Keywords: Content Marketing, Consumer Trust, Social Media, Cafés and Restaurants,
Riyadh.
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