RO-TRWPS-PES

\ | (B gal] 3 Y 28
m 1 Gaguddl / rugs 5SS

A il ciladall p3lanl) £Y g e dad ) cilidley) il

(oab ) ddyaa A 4 g asty)

The Impact of Digital Advertising on
Customer Loyalty to E-Commerce Brands in
Riyadh, Saudi Arabia

Jedlad] slc

sl dezma i3
233001379

Aalall BL! el 3 alall el LA y33

/314

bl



dadda

Langie 43y oy Aalidall ja) shal) agd g 46 yeall 5 ghai 8 agust Al Jilas sl aal (e alall Canill 22

83 53 el s Cilainall 5 il 3all 5 oY) Aa) 55 Al CUSEAN Jgla ani 8 2oLy LS dalaia g
aSad Al AEMAY) 2l 5 (saliall (e de samay al V) Cnlll e Cany lgailis d8laian 5 daledl ¢ )
it ) Y gam g el wan g Al 5l g saim g LSRN (e 15 el o qren (B alall i) Al
Lo 5 liall

OS Ll (3 s ol yial 5 3a) 3l 5 de gain gall 5 Baually ol 5V 3 alad) Cand) cl8DIAT Jiam

2 LS Asaia dale 48y oy Leadinall aal pall g jobiadl) (58 55 ) Aila) cagilily 4y u e Adadladll 5
Lebaal () gl 5 o1 )W) 5 LS8 G Cpanal g ¢ caled) Canall A1 SIS (e Dsaladl ALY
bl e 3l el JaiiV) Cuind g sl

31 e bl aan e aiad ) Ay guil) il Hall 3 aled) Cand) AT ol SV daal ol 33
el ladall ¢ Sandl £ 5 e Al cliDle W) Al ) ging Allall Al Hall Lgie 5 ¢ ainall

Loz cpgilils 5 (S liually Aslaiall AEMAY) il gl sle o llas )5 by N Aiae 6 4 5 ST
Llede Cojlaiall AEMAY) 5 dualall julaall (38 5 Caall Calaal 5u8ad Cpaiian



(b peall Y
salal) Canl) ClEMAT a seia Y

Agalall sl al) 2855 LT Caall) o glas a5 0 il 5 (galaall Ao same Lily aladl ind) CILEDIAT (o jad
Uage Wolisl cL@DIAY) 038 255 sl sl ye Cilide 8 Bauall s e gum gl 5 Al 3l Glasa ) Cagsi
8 AN 3 3a3 5 S L) (3 gia Alen 3 agu LS gl Alaan g Apalall &gl 33 g e Jalaall
Aaiial dalell 48 jadll

a3k o5 A5 ey e slaall 5 bl ae Caalid) Jaloy o el anall @Al o) 5090 & ki
em}uﬁJW\a&m}me\)ﬁ;\f,b\f@c@&)m}@lﬂj&hgﬂ\@;m%c}mﬂ\jdwb
Y (e UK 6l agr )Y

Aaled) LY 4 sede Ll

GBaally Caalall o) 3300 ) i o aled) Candl Lgle gy ) Al S ) (g dpaled) 3laY) 228
a5 65 daadial) aal sall 5 jobeaal) auas G35 elld allay 5 Al all Jal e aen 8 4813300
AV Jleel alasinl o alad) Jaii¥) Cuiad g ¢mbiall glanal ) bl 5 o) )31 5 SIS A

el B LAY 50

i LS 3laall (e e G pall s dingd) bl ol clibully e Sl aae dalall Bl Jadi LS
A g oalall Canall A8 g ga 3 a8 (B Aaalall LY ) SV mga s Jaaad ol pad 53 L) S sl
sl aainall 8 Lede (o slaiall A8MAY 5 dgigall el Caalid) ol S0 (s (uSiny LeS cpapalSY)



Agial) A jal) 8 dsalad) ASlaY) g calad) uand) CLEMAT  gaskal

8 A 5 SV A 5lal cledtall £ Sleall £ 5 e dad 1 Do Y ilie o) sing Ailall Al Hall Callas
A8laan 5 Al Clel jal) Aadls e A AEMAYT (galaal) (e Ao gamay ol ) 7l 5l A
Ble) e gy s mall (e 43l ALY OMA e e Dar) (e bl pen o aaiad Al all (Y 1505 il

il 3655 55 sl pgliam s ol il 5 (S LA G sin

Gl Gl 2 Y V) Lealasial axe 5 ¢ o€ jliiall Lty 1 il slaall Gy Mo Adadlaally ol 530 a5
3 s ol agiS i o o ST 5 L) pan U8 S HLiall Al Hall Calaal a5 s LS ¢ alall
a3 ) ) (S e gum ga By sacay Asl ) il (yim padias SIS 15 a6l ()50 B 5ha

e el gaan (3555538 55 g0 Apale jolias o alaie V)OS (e dpaladl ALaYL Zialill o 3l LS

A Sl AL (3 o ) yial 5 pabea¥) Ll ) il 5 HISEY) A s cAPA bl (335 deasiondl)
LSV yplaally 3l al 31 Sy g cAnilis Alaian s Cand) 33 5n 30383 G al 5Y) 138 agun g

Agalall gl dlae) 8 Lede Cajleiall 2EMAY1



daal)

Al aaa s dgaled) ¢l B3 s el Al Ay ) 5 el Gund) e dpaled) DY 5 alel) Canll CLEMAT a5
O LS &l A el Gl Y pes (35 Alan 5 Apalal) 48 jaally A8 3y a3 8 agas i clgailis
aalal) 43 g e (520 (S il (mye 5 Lelidat s ULl aan oL AENAY) (salually Caali) o) 3
Aigall

Lre A5 SV A Hlail) Cladtall ¢ Sand) oY 5 e Ayl cilidle Y1 il dalaial) Al A Hal &
(g 5 i) dana Glasal Gl | Juaic dpaledl DlaY) 5 aladl sl DAL o) 33V Jiay ¢l )
Cany ) (3 ageust {53lsal) 03 Ble ] yo (8 UMy Badinall ApapalSYI juleall (385 Al jall Calaal s

B G sail) Jlae (8 4 yre da iy 5 48 55 sl 5 Aflaiaally pialy e



gl sal

Airlangga, M. Y., & Wahyudi, L. (2025). The influence of social media marketing on
brand loyalty through brand trust and brand equity. Journal of Management
Motivation, 21, 687-695.

Althuwaini, S. (2022). The effect of social media activities on brand loyalty for banks:
The role of brand trust. Administrative Sciences, 12(4), 148.
https://doi.org/10.3390/admsci12040148

Du, R. Y., Joo, M., & Wilbur, K. C. (2019). Advertising and brand attitudes:
Evidence from 575 brands over five years. Quantitative Marketing and Economics,
17(3), 257-323.

Diilek, B., & Saydan, R. (2019). The impact of social media advertisement awareness
on brand awareness, brand image, brand attitude and brand loyalty. International
Journal of Contemporary Economics and Administrative Sciences, 9(2), 470-494.

Ebrahim, R. S. (2020). The role of trust in understanding the impact of social media
marketing on brand equity and brand loyalty. Journal of Relationship Marketing,
19(4), 287-308. https://doi.org/10.1080/15332667.2019.1705742

Erdogmus, 1. E., & Cicek, M. (2012). The impact of social media marketing on brand
loyalty. Procedia - Social and Behavioral Sciences, 58, 1353—-1360.
https://doi.org/10.1016/j.sbspro.2012.09.1119

Mathur, A., Narayanan, A., & Chetty, M. (2018). Endorsements on social media: An
empirical study of affiliate marketing disclosures on YouTube and Pinterest.

The Effect of Social Media Marketing Activities on Brand Loyalty and Willingness to
Pay Premium Price: Brand Equity as Intervening Variable and Income Level as
Moderating Variable. (2023). International Journal of Current Science Research and
Review.

Vu, T. P. Q. (2021). The Impact of Social Media Marketing on Brand Loyalty
(Master’s thesis, Jonkoping University, Sweden).


http://www.tcpdf.org

