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Abstract

Title: The Impact of Digital Marketing on Consumer Behavior in Local Cafes in Riyadh
City

Objective: This study aimed to identify and measure the impact of digital marketing in its
various dimensions (Social Media Marketing, Content Marketing, and Influencer

Marketing) on the consumer behavior of customers in local cafes in Riyadh City, Saudi
Arabia.

Methodology: The study adopted the descriptive analytical approach. Data was collected
from a convenience sample of 70 respondents who are cafe visitors in Riyadh, using a
questionnaire. Data analysis included descriptive statistics (frequencies, means, standard
deviations), reliability testing (Cronbach's Alpha), and simple linear regression analysis for
hypothesis testing.

Key Findings: The results revealed a strong and statistically significant positive impact of
overall digital marketing on consumer behavior, with digital marketing explaining 56.6% of
the variance in consumer behavior. Furthermore, Influencer Marketing and Content
Marketing were found to be the most influential dimensions affecting consumer behavior.

Recommendations: The study recommends that local cafes in Riyadh focus on producing
high-quality digital content, make strategic investments in collaborations with local
influencers, and enhance continuous engagement on social media platforms to foster
consumer loyalty.

Keywords: Digital Marketing, Consumer Behavior, Local Cafes, Content Marketing,
Influencer Marketing, Riyadh.
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