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Introduction

In recent years, influencer marketing on social media has significantly grown and become a
powerful tool for promoting products and services—especially in the Saudi market. This
study aims to explore how influencer marketing affects consumer loyalty toward local brands
.in Saudi Arabia
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Problem Statement

Despite the growing popularity of influencer marketing, the relationship between this type of
marketing and consumer loyalty remains unclear, particularly within the local Saudi context.
?How effective are influencers in building strong and sustainable consumer loyalty
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Research Questions
?To what extent does influencer marketing affect consumer loyalty to local brands .1

What are the factors that enhance the effectiveness of influencers in affecting .2
?purchase decisions

?Does the impact of influencers differ by platform or consumer age group .3
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Objectives of the Study
To explore the relationship between influencer marketing and consumer loyalty e

To identify key factors that contribute to the success of influencers in gaining e
consumer trust

To provide actionable recommendations for local brands to improve their influencer e
marketing strategies

5

Significance of the Study

This research is significant because it helps local brands understand how to use influencer
marketing effectively to build consumer loyalty, which in turn can enhance sales and brand
.value in the Saudi market
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Scope and Limitations

Geographic scope: Saudi Arabia e

Time frame: Year 2025 e



Subject scope: The study is limited to influencer marketing and its effect on consumer e
Joyalty, excluding other marketing strategies

g

Research Methodology
Type of research: Descriptive and analytical e
Data collection tool: Online questionnaire distributed to Saudi consumers e
Sample size: Approximately 300 participants e

Analysis method: Statistical analysis using SPSS software e

.8
Definitions
Influencer marketing: The use of well-known personalities on social media to promote e
products
Consumer loyalty: A consumer’s repeated commitment to purchasing from the same e
brand
Local brand: A brand that is owned and operated within Saudi Arabia e
9

Previous Studies

(To be added later: 3-5 relevant studies will be reviewed and cited in the full thesis)
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Work Plan and Timeline



Duration

Week 1-2

Week 3

Week 4-5

Week 6

Week 7-8

Phase

Literature review

Designing and piloting the survey

Distributing and collecting data

Data analysis

Writing results and recommendations
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