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The Impact of Applying the Digital Marketing Strategy through Influencers on 
the Quality of Services “Case study of Saudi Arabian Airlines" 

 

by: Nada Abdullah Ibrahim Al-Dail 
 

Abstract 

This study aimed to examine the impact of implementing a digital marketing 
strategy through influencers on the quality of services, given the significant 
importance of this sector to individuals and society. The study presents a set of results 
and recommendations in the hope that they will contribute to enhancing the level of 
services provided by Saudi Airlines and support the ongoing process of improvement 
and development. 

The study observed, through reviewing reports issued by Saudi Airlines 
regarding the number of customer complaints and reports, particularly during the Hajj 
season, an increase in the number of complaints and reports. This indicates the 
presence of a problem that requires further investigation and research. Hence, the 
study's problem revolves around examining the effectiveness of the quality of services 
provided by Saudi Airlines. 

The study endeavored to derive its hypothesis by finding synergy and integration 
between traditional and contemporary theories of effectiveness measurement, 
comparing them with the administrative literature's efforts to measure the effectiveness 
of performance indicators. The goal was to identify the common ground between these 
approaches and theories to achieve a deeper and more accurate understanding of the 
phenomenon under study. Consequently, the study aimed to integrate five main 
dimensions, derived from the literature that can measure service quality. These 
dimensions are: reliability, responsiveness, security, empathy, and tangibility. 

The study relied on using a mixed quantitative and qualitative methodology due 
to its characteristics that allow the researcher to gain a deeper and broader 
understanding of the research problem. The study employed a descriptive-analytical 
approach to examine the phenomenon, relying primarily on the quantitative approach. 
This study was applied to Saudi Airlines, and due to the difficulty of applying the 
study to all company offices, a specific area was selected for greater accuracy and 
focus. The study was conducted in Riyadh region specifically; a stratified random 
sample representing the study population and a purposive sample of a group of experts 
were chosen. The study used two tools for data collection: questionnaires and semi-
structured interviews. 

The study concluded with a set of findings, the most important of which is that the 
quality of services at Saudi Airlines is at a high level. The study also showed the 



 ح

presence of statistically significant differences in the effectiveness of service quality 
across different categories. 

The study provided a set of recommendations, including: 

1. Identifying the most suitable influencers and putting more effort in this direction. It 
is essential to maintain long-term relationships with influencers, especially those who 
have successfully managed their marketing campaigns. 

2. Leveraging technological advancements and producing attractive and valuable 
digital content through influential personalities, ensuring that the content can create a 
real impact. 

3. Recognizing that content is the cornerstone of successful influencer marketing 
campaigns. 

4. Linking the content presented through influencer marketing campaigns with search 
engines to improve visibility in search results. This can help achieve rapid 
dissemination and make it easier for customers to access the required information. 
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 تحية طيبة وبعد ...

 ميالرق التسويق أثر تطبيق إستراتيجية الدايل ابراهيم الله بدعندى 

دراسة حالة الخطوط الجوية السعوديةعلى جودة الخدمات ،  المؤثرين عبر
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 وتفضلوا س يادتكم بقبول وافر التحية والتقدير                                          
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A 

Summary 

INTRODUCTION: 

This study aims to determine the role of digital marketing strategy using 
influencers in improving service quality, with an application to Saudi Airlines, the 
subject of the study. 

To collect primary data, a questionnaire was designed and data was randomly 
collected from Saudi Airlines, the subject of the study. The sample size was 377 
individuals, and SPSS was used to analyze the primary data. 

The results of the study showed that all dimensions of the digital marketing strategy 
through influencers are positively associated with service quality. 

The results also showed that the dimensions of the digital marketing strategy through 
influencers (as an independent variable) have a significant impact on service quality 
(as a dependent variable) 

.1st: The Research's Problem: 

Based on the research problem, the objectives can be formulated as follows: 

1. What is the nature of the relationship between the dimensions of the digital 
marketing strategy through influencers and the quality of services at Saudi Airlines, 
the subject of the study? 

2. To what extent do the dimensions of the digital marketing strategy through 
influencers affect the quality of services at Saudi Airlines, the subject of the study? 

2nd: The Research's Objectives:   

These objectives are the same as the ones previously mentioned. Here they are again: 

1. Determining the nature of the relationship between the digital marketing strategy 
through influencers and the quality of services at Saudi Airlines, the subject of the 
study. 

2. Measuring the impact of the dimensions of the digital marketing strategy through 
influencers on the quality of services at Saudi Airlines, the subject of the study. 

3rd: The Research's Hypotheses:      

Based on the research problem and objectives, this study tested the validity of the 
following hypotheses: 

1. There is no significant correlation between the dimensions of the digital marketing 
strategy through influencers and the quality of services at Saudi Airlines, the subject 
of the study. 



B 

 

2. There is no direct significant impact of the dimensions of the digital marketing 
strategy through influencers on the quality of services at Saudi Airlines, the subject 
of the study. 

4th: The Findings of the Research:  

The main results of the study are as follows: 

1. There is a significant correlation between the dimensions of the digital marketing 
strategy through influencers and the quality of services at Saudi Airlines, the 
subject of the study. 

2. There is a direct significant impact of the dimensions of the digital marketing 
strategy through influencers on the quality of services at Saudi Airlines, the subject 
of the study .  
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