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Abstract

This research aims to analyze the differential impact of digital
marketing strategies on Saudi consumer behavior in light of the
accelerating growth of digital transformation and the Kingdom's
Vision 2030. The study adopted a descriptive-analytical approach,
reviewing the literature and developing a theoretical framework
based on several models, including the multi-channel model,
content marketing, the cultural consumer behavior model, and the
modified AIDA model. The research also addressed Saudi cultural
and social factors as influential elements in responding to digital
advertising content.

The study reviewed a wide range of Arab and international research
to identify research gaps. These gaps included the lack of studies
measuring actual purchasing behavior rather than purchase
intention, the absence of detailed platform analyses at the Saudi
market level, and the limited integration of local cultural dimensions
into statistical models. Based on these findings, the research
formulated several hypotheses related to the impact of digital
channels, visual content, social influencers, cultural factors, and
emerging purchasing patterns such as impulse buying and mobile
preference.

The theoretical framework and findings derived from the literature

contributed to a clear understanding of the factors shaping the
purchasing behavior of Saudi consumers, enhancing companies'
understanding of how to design more effective digital campaigns.
The research offers practical recommendations to support digital
marketing in the Saudi market and guides future studies toward
measuring the actual performance of digital campaigns using
broader field data and advanced analytical models.
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