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Abstract

This study aimed to examine the role of content marketing through short-form
videos on TikTok in increasing engagement and building brand loyalty among
Saudi female consumers in the fashion industry. It is a descriptive study that
adopted the survey method and used an electronic questionnaire to collect data
from a purposive sample of 200 Saudi females aged 18 and above who follow

fashion content on the platform.

The findings revealed a high level of exposure to and consistent following of
short-form marketing content, with the formal features of the content, namely
short duration, trend responsiveness and visual appeal, ranking above the
substantive features related to value and credibility. Engagement declined
steadily across the three COBRA levels, from high consuming to moderate
contributing and low creating, while behavioral loyalty outweighed attitudinal
loyalty, with a clear weakness in the deeper loyalty indicators such as defending

the brand and resisting competitors' offers.

The study also identified a clear positive relationship between the level of
engagement and the level of loyalty, and demographic differences in which age
and education shape the pattern of engagement, whereas income governs its
conversion into stable loyalty. It concluded that short-form marketing content
succeeds in reaching the audience and eliciting engagement at its lowest level
but falls short of building deep loyalty, and that this shortfall stems from
weakness in the value and credibility dimensions of the content rather than in its

appeal or reach.

Keywords: Content Marketing, Short-Form Videos, TikTok, Engagement,
Brand Loyalty.
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