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Chapter One: Introduction
Background of the Study 1.1

In recent years, marketing strategies and tools have evolved rapidly, and one of the most
prominent trends is influencer marketing. This approach has become a fundamental method
for brands to connect with their target audiences, especially with the widespread use of
.social media platforms

The Kingdom of Saudi Arabia represents an active and dynamic market in this field, where
many local brands increasingly rely on influencers to build their brand image and foster
.consumer loyalty

Problem Statement 1.2

Despite the widespread use of influencers in marketing campaigns, questions remain about
the effectiveness of this type of marketing in enhancing consumer loyalty toward local
.brands

Hence, this study seeks to understand the relationship between influencer marketing and
.consumer loyalty in the Saudi market

Research Questions 1.3

To what extent does influencer marketing impact consumer loyalty to local .
?brands in Saudi Arabia

What factors contribute to an influencer’s effectiveness in influencing .
?consumer loyalty

Does the degree of impact vary depending on the platform used or the type of .
?influencer

Research Objectives 1.4

To analyze the role of influencers in fostering loyalty between consumers and .
Jocal brands

.To identify the key factors that make influencer marketing an effective tool .

To provide practical recommendations for local brands to enhance their .

.influencer marketing strategies



Significance of the Study 1.5

The significance of this study lies in its focus on a modern and influential marketing tool,
.particularly in the context of the digital environment in Saudi Arabia

The findings aim to improve understanding of the relationship between local brands and their
audiences, providing insights that can help businesses build more effective and sustainable
Joyalty strategies

Scope of the Study 1.6

Geographical Scope: Kingdom of Saudi Arabia .
Time Scope: First half of 2025 .
Subject Scope: Focus on the relationship between influencer marketing and .

consumer loyalty

Definition of Terms 1.7

Influencer Marketing: The use of individuals with strong social media .
.presence to promote products or services to their followers

Consumer Loyalty: The consumer’s commitment to consistently choose and .
.support a specific brand over others

Chapter Two: Theoretical Framework and Literature Review
Chapter Introduction 2.1

This chapter provides the theoretical foundation of the study. It begins by defining the core
concepts of influencer marketing and consumer loyalty. It also presents relevant theoretical
models and reviews previous Arabic and international studies related to the topic. The
.chapter concludes with a critical discussion highlighting gaps that this study aims to address

Influencer Marketing 2.2



Influencer marketing refers to the use of individuals with significant impact on their
.audiences across social media platforms to promote products or services

This form of marketing builds on the personal relationship between the influencer and their
followers, which enhances the perceived trust and credibility of their recommendations

Characteristics of Influencer Marketing

Relies on organic or semi-structured content .
Targets specific audiences with precision .
Influences consumer behavior and purchase decisions .

Types of Influencers

Celebrities: High-reach figures often used for large-scale promotions .
Micro-influencers: Niche specialists with closer audience relationships .
Local influencers: Well-known within their communities or specific regions .

Consumer Loyalty 2.3

Consumer loyalty is a psychological and behavioral bond between the consumer and a
.brand, often shown through repeated purchases and brand advocacy

Stages of Loyalty

Satisfaction: Positive customer experience A

Emotional Attachment: Favoring the brand over others 2

Behavioral Loyalty: Repetitive purchase and brand advocacy 3
Types of Loyalty

(True loyalty (emotional + behavioral .

Behavioral-only loyalty .

(False loyalty (due to lack of alternatives .

Relevant Theories 2.4

Social Influence Theory



This theory posits that individuals are influenced by others they perceive as credible or
authoritative. In marketing, influencers act as reference points for followers, shaping their
.attitudes and behaviors

Trust Theory

Trust theory emphasizes the importance of perceived sincerity and transparency. If
consumers believe that the influencer’s content is authentic and not solely profit-driven, their
trust in the promoted brand increases

Previous Studies 2.5
A. Arabic Studies

Al-Harbi (2022): Studied the impact of influencer marketing on Saudi .
consumers’ purchasing decisions. Found that authenticity and credibility are the most
.influential factors

Al-Bloushi (2021): Focused on the role of influencer content type in building .
.emotional attachment to local brands

B. International Studies

Smith et al. (2020): Found a strong correlation between influencer credibility .
.and brand loyalty in digital environments

Chen & Lin (2019): Showed that micro-influencers have a stronger effect on .
.brand engagement than celebrities, especially in localized markets

Commentary on Previous Studies 2.6

Previous studies confirm the effectiveness of influencer marketing, but highlight that the
degree of influence depends on factors like the influencer’s credibility, content type, and
.platform used

This study distinguishes itself by focusing specifically on local brands in the Saudi market,
.offering insights into a culturally and economically unique environment

Chapter Three: Methodology



Introduction 3.1

This chapter outlines the methodology adopted in this study, detailing the research design,
population and sample, data collection instrument, data analysis techniques, and the
.measures taken to ensure the validity and reliability of the instrument

Research Design 3.2

This study adopts a descriptive-analytical approach, which is appropriate for examining the
relationship between variables—specifically, the effect of influencer marketing on consumer
Joyalty

This approach allows for describing the current phenomenon and analyzing it statistically to
.derive conclusions

Research Population 3.3

The research population consists of Saudi consumers who follow influencers on social
.media and engage with local brands promoted through these channels

Research Sample 3.4

A simple random sampling technique was used to select a representative sample from the
.target population

The sample size included 200 participants from different regions of Saudi Arabia. The
questionnaire was distributed online through various social media platforms to ensure a wide
.and diverse reach

Data Collection Instrument 3.5

The study used an online questionnaire as the primary tool for data collection. It was
:structured into three main sections

(Demographic Information (e.g., gender, age, education level, income A

(Influencer Marketing Dimensions (e.g., credibility, engagement, content style 2

Consumer Loyalty Indicators (e.g., repeat purchase, brand preference, 3
(advocacy

All items were measured using a five-point Likert scale, ranging from (1) Strongly Disagree
.to (5) Strongly Agree



Validity and Reliability of the Instrument 3.6

The questionnaire was validated through a panel of academic experts to ensure content
.Jvalidity

Reliability was confirmed using Cronbach’s Alpha, which yielded a score above 0.70,
.indicating high internal consistency and acceptable reliability

Statistical Tools 3.7

Data analysis was conducted using SPSS software, applying the following statistical

:methods
Frequencies and percentages for demographic data .
Means and standard deviations for descriptive analysis .
Independent t-test and ANOVA for group comparisons .
Pearson correlation coefficient to measure relationships .
Linear regression analysis to test the main hypothesis .

Ethical Considerations 3.8

.Participants were informed that responses were anonymous and confidential .
.No sensitive or coercive questions were included .
.Participants had the right to withdraw at any stage of the questionnaire .

Chapter Four: Results and Data Analysis
Chapter Introduction 4.1

This chapter presents the results of the field study based on the data collected through the
questionnaire. The results are analyzed using appropriate statistical methods, starting with
the demographic profile of the sample, followed by the analysis of the questionnaire



dimensions and hypothesis testing. The chapter concludes with a discussion of the key
findings in relation to the study’s objectives and questions

Demographic Profile of the Sample 4.2

The questionnaire was completed by 200 respondents, and the demographic distribution
‘was as follows

:Gender .

Female: 60% .

Male: 40% .

:Age Groups .

Under 25 years: 30% .
years: 45% 35-25 .

Over 35 years: 25% .
:Education Level .

High school or below: 10% .
Bachelor’s degree: 55% .
Postgraduate: 35% .
:Monthly Income .

Less than 5,000 SAR: 20% .
SAR: 50% 10,000-5,000 .
More than 10,000 SAR: 30% .

Descriptive Analysis of Study Dimensions 4.3
A. Influencer Marketing Dimension

Participants’ interaction with influencers was measured using several statements. The
.overall mean score was 4.1 out of 5, indicating high agreement

:The highest-rated elements were

Credibility: 4.3 .



Specialization in a specific domain: 4.2 .
Authentic and natural content style: 4.0 .
B. Consumer Loyalty Dimension

:The average score for consumer loyalty was 3.9 out of 5, with the following highlights

Repeat purchases from the same brand: 4.0 .

Recommendation of the brand to others: 3.8 .

Preference for the brand over competitors: 3.7 .
Hypothesis Testing 4.4

:Main Hypothesis

There is a statistically significant effect of influencer marketing on consumer loyalty toward
Jocal brands in Saudi Arabia

Test Used: Simple linear regression .
‘Results .

R=0.62 .

Beta coefficient (B) = 0.58 .
Significance level (Sig.) < 0.01 .

Conclusion: The hypothesis is accepted — the effect is statistically significant and ['4
.positive

Discussion of Results 4.5

The results demonstrate a strong positive relationship between effective influencer
.marketing and increased consumer loyalty

Credibility and influencer specialization were the most influential factors, aligning with
.(previous studies such as Smith et al. (2020

The data also shows that local influencers tend to have a stronger impact than celebrities,
Jikely due to cultural proximity and relatability in the Saudi context

Interpretation in Light of Research Questions 4.6



?Does influencer marketing enhance loyalty .
.Yes, it has a direct and measurable positive effect v/

?What are the most influential factors .
.Credibility, authentic content, and domain expertise v/

?Do platform type or influencer category matter .

.Yes, local and niche influencers show more impact than general celebrities v/

Chapter Five: Conclusions and Recommendations
Chapter Introduction 5.1

This chapter presents the final outcomes of the study. It outlines the key conclusions drawn
from the findings, offers practical recommendations for marketers and local brands, suggests
.fopics for future research, and ends with a brief summary of the study

Conclusions 5.2
:Based on the results and analyses, the study arrived at the following conclusions

Influencer marketing has a clear and positive effect on consumer loyalty A
.toward local brands in Saudi Arabia

Credibility and specialization of the influencer are the most influential factors 2
.in establishing trust and long-term consumer relationships

Local influencers tend to be more effective than celebrities due to their 3
.cultural proximity and relatability to the target audience

Frequent engagement with influencers reinforces consumer trust in the 4
.promoted brand and increases brand advocacy

Platforms like Snapchat and Instagram are particularly influential in the Saudi S
.market due to their interactive and visual nature

Recommendations 5.3



:In light of the findings, the following recommendations are proposed

Careful selection of influencers based on their relevance to the brand, A
.audience match, and perceived credibility

Building long-term relationships with influencers to create consistent and 2
.authentic messaging

Encouraging influencers to share genuine, experience-based content instead 3
.of scripted advertisements

Using analytical tools to measure the effectiveness of influencer marketing 4
.campaigns and their ROI

Combining digital campaigns with offline brand activations to strengthen .5
.consumer engagement

Suggestions for Future Research 5.4

Investigating the impact of different content formats (videos, stories, posts) on A
.consumer loyalty

Comparing the influence of local vs. international influencers in the GCC 2
.region

Studying the negative impact of influencer saturation on audience trust and 3
.responsiveness

Exploring how consumer age and demographics affect their perception of 4
.influencers
Examining the influence of an influencer’s values and personality on 5

.consumer behavior

Summary 5.5

This study explored the impact of influencer marketing on enhancing consumer loyalty
.toward local brands in Saudi Arabia

The findings affirmed that influencer marketing—when authentic, credible, and
.well-targeted—can be a powerful tool in building lasting brand-consumer relationships

By understanding the preferences of the local audience and choosing the right influencers,
.brands can create deeper connections and foster long-term loyalty
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