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1. Study (Asem Alnasser, 2025) titled: “Marketing and Consumer
Behavior in Saudi Arabia”, aimed to explore the complexities of
Saudi consumer behavior and the cultural, economic, and societal
factors influencing purchasing decisions within the Saudi market.
The study was applied to a sample size drawn from the Saudi
consumer population within the Kingdom of Saudi Arabia. The
study adopted a descriptive—analytical approach and used a content
analysis / literature-based analysis tool. The findings of the study
revealed that Saudi consumer behavior is strongly influenced by
cultural values such as family, status, and quality, in addition to
economic and social factors. It also showed that social media plays a
significant role in shaping brand perceptions, building trust, and
driving purchasing decisions. Furthermore, the study highlighted the
importance of localizing marketing and advertising strategies to better
align with Saudi cultural identity. The study also uncovered that
businesses face challenges in fully understanding the rapidly changing
consumer landscape, while at the same time there are growing
opportunities in emerging sectors driven by Vision 2030 and
technological development.
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5. Study (Thakur, K., Coker, K. C., & AlSaleh, D., 2026)

titled: “Multi-route to influencer marketing effectiveness: a cross-
cultural study of TikTok” aimed to investigate TikTok influencer
marketing effectiveness and how content engagement operates
across different cultural contexts, particularly comparing
individualistic and collectivist cultures. The study was applied to a
sample of TikTok users drawn from two culturally distinct
populations, namely the United States and Kuwait, belonging to
individualistic and collectivist societies respectively. The study
adopted a descriptive-analytical approach, and used a
guestionnaire as the main data collection tool, in addition to
structural equation modeling for data analysis. The findings of the
study revealed that influencer agility, content quality, and
influencer—follower congruence significantly enhance TikTok
content engagement. It also showed that content engagement
positively affects both brand awareness and in-app purchase
intention. Furthermore, the study found that the impact of
engagement and brand awareness on purchase intention is
stronger in individualistic cultures compared to collectivist cultures.
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9. Study (Rochmattunisa & Saputro, 2026) titled: “The Effect of
Online Customer Reviews, Influencer Marketing, and Website
Quality on Online Purchase Decisions at Shopee with Consumer
Trust as a Mediation Variable”, aimed to examine the impact of
Online Customer Reviews, Influencer Marketing, and Website
Quality on online purchasing decisions at Shopee, with Consumer
Trust acting as a mediating variable. The study was applied to a
sample of 120 Shopee users, drawn from the online shopping
consumer population in Indonesia. The study adopted quantitative
research approach and used a questionnaire (online survey) as the
data collection tool. The results of the study showed that Online
Customer Reviews, Influencer Marketing, and Website Quality have
a positive and statistically significant effect on both online purchase
decisions and consumer trust. It also revealed that Consumer Trust
has a significant positive effect on purchase decisions and acts as a
mediating variable between the independent variables and online
purchasing decisions. The study further highlighted that consumer
trust plays a crucial role in strengthening the effectiveness of digital
marketing strategies and influencing online consumer behavior.
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11. Study (Al-Nsour, 2023) titled: “The impact of social-media
celebrity on buying behavior of retailer customers in Riyadh, KSA”,
aimed to measure the impact of celebrity endorsement on the
buying behavior of retailer customers in Riyadh. The study was
applied to a sample of 387 buyers, who belong to the population of
hyper-store customers in Riyadh, including Saudis and non-Saudis
working in the public and private sectors. The study adopted a
descriptive—analytical approach and used a questionnaire as the
main data collection tool. The results of the study showed a
statistically significant impact of celebrity endorsement on the
purchasing behavior of retailer customers in Riyadh. The study also
revealed that social-media celebrities play an important role in
influencing consumer purchasing decisions and provided several
marketing implications to enhance their effectiveness in marketing
strategies.
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