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Introduction
Background

The convergence of social media participation and brand loyalty in 

the tourism sector is a complex and dynamic field of research that mirrors 

larger changes in consumer behaviour, marketing tactics, and the essence 

of travel experiences. With the evolving global tourist industry, driven by 

technological progress and shifting cultural norms, it has become clearer 

that social media plays a crucial role for companies to connect with, 

engage, and retain customers. This shift is supported by the rise of a more 

empowered and interconnected traveler who utilizes social platforms not 

only to exchange and collect travel experiences but also to make well-

informed choices influenced by the digital network of reviews, influencers, 

and peer endorsements (Abou-Shouk & Soliman, 2021).

Traditionally, the tourist business has heavily relied on personal 

referrals and conventional promotional methods. Nevertheless, the 

emergence of the Internet, subsequently accompanied by the rapid 

expansion of social media, has introduced a distinct age. Social media 

platforms like Instagram, Facebook, Twitter, and TikTok have emerged as 

the next frontier for travel marketing. These platforms provide marketers 

with unparalleled chances to produce captivating and interactive content 

that connects with a worldwide audience. The digital revolution has 

prompted a new perspective on brand loyalty, shifting its focus from mere 
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customer retention to the establishment of a community of brand 

champions. These advocates, via their social networks, share their 

experiences and exert influence on others (Barreda et al., 2020).

The importance of social media interaction in fostering brand loyalty 

within the tourist business is quite significant. Engagement refers to the 

significant engagement between the brand and its audience, which 

includes various behaviours such as liking, commenting, sharing, 

participating in competitions, and joining hashtag campaigns. These 

interactions not only increase the extent of a brand's influence but also 

cultivate a feeling of inclusion and camaraderie among customers. Social 

media, in this situation, serves as a tool that has both positive and negative 

effects for companies. It allows them to establish stronger and more 

intimate relationships with their audience, but at the same time, it exposes 

them to the dangers of public criticism and the rapid spread of negative 

feedback (Ben-Shaul & Reichel, 2017).

Moreover, the notion of brand loyalty has developed to embrace a 

more intricate comprehension of customer behaviour. In the era of 

digitalization, loyalty is no longer just based on transactions but rather on 

emotions, influenced by the consumer's perception of the value they get 

from their engagement with the business. These aspects include 

customized experiences, responsiveness, and shared ideals, all of which 

are magnified by involvement on social media (Aydin, 2019). For tourist 

businesses, it is now essential to prioritize the creation of remarkable and 

easily shared experiences in addition to providing high-quality service. The 

visual and narrative capabilities of social media enable companies to not 
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only promote a place but also to craft a compelling narrative that connects 

with the values and ambitions of their target audience. This, in turn, 

cultivates a stronger and longer-lasting feeling of loyalty (Chen et al., 

2020).

The influence of social media on brand loyalty is apparent in its 

alteration of the feedback loop between customers and companies. The 

immediacy of social media enables companies to get feedback in real time, 

empowering them to resolve problems, celebrate great experiences, and 

consistently modify their offers to cater to the changing requirements and 

preferences of their audience. This interactive engagement improves 

customer satisfaction and loyalty by ensuring that customers feel 

acknowledged and appreciated, therefore reinforcing their emotional 

attachment to the brand (Ebrahim, 2020).

Furthermore, the analytical and data-collection capabilities of social 

media platforms provide essential insights into customer behaviour, 

preferences, and trends. By using a data-driven strategy, tourist firms may 

customize their marketing tactics, enhance their offers, and forecast 

upcoming trends, thereby maintaining a competitive edge in the market. 

Segmenting audiences and personalizing marketing activities based on 

specific consumer data significantly improves the efficacy of social media in 

fostering brand loyalty. 

The advent of the digital era has brought about a significant change in the 

relationship between businesses and customers, mostly owing to the 

equalizing impact of social media. This transition encompasses both 

technical and psychological aspects, influencing customers' perception, 
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interaction, and loyalty towards tourist businesses (Huerta-Álvarez et al., 

2020).

The effectiveness of social media in increasing brand loyalty may 

also be ascribed to its function in humanizing brands. By using narrative, 

behind-the-scenes video, and interactive interactions, companies undergo 

a transformation from impersonal entities to relatable characters. The 

process of humanization facilitates the development of emotional bonds, 

simplifying the formation of consumer attachments and, consequently, 

engendering loyalty. When a tourist brand publishes tales about local 

communities or initiatives to save the environment, it connects with the 

values that its audience cares about. This helps to strengthen the 

emotional connection between customers and the brand (Jayasingh, 2019).

Another crucial element of social media's influence on brand loyalty is 

the creation of customized experiences. Within the tourist sector, 

customization goes beyond customized offers and encompasses the full 

client experience, starting from the initial ideation and planning stages to 

the post-trip interaction. Social media platforms use sophisticated targeting 

and customization algorithms to allow marketers to give information that is 

both relevant and timely. This enhances the consumer's experience and 

pleasure. In a world where customers are constantly overwhelmed with 

information and options, this degree of customization is crucial. It enables 

companies to differentiate themselves and cultivate a feeling of loyalty by 

making people feel distinctly understood and appreciated (Kamboj & 

Rahman, 2016).
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Furthermore, social media enables a cooperative atmosphere in 

which customers have the opportunity to actively participate in shaping the 

brand's story. Brands may boost their credibility and attractiveness by using 

real experiences via user-generated content (UGC), such as reviews, 

images, and videos provided by tourists. This cooperative storytelling not 

only enhances the brand's content but also empowers customers, giving 

them a voice and a vested interest in the brand's narrative. The 

confirmation and acknowledgement of customer contributions solidify their 

commitment, as they see themselves as essential to the brand's triumph 

and essence (Li et al., 2020).

The significance of influencers in influencing brand loyalty is also 

worthy of consideration. Influencers, due to their loyal fan base and 

perceived genuineness, have the ability to greatly influence customer 

attitudes and actions. Tourism marketers may access existing networks of 

potential loyalists by collaborating with influencers who share similar values 

and aesthetics. An influencer's endorsement acts as a potent type of social 

validation, enhancing the brand's credibility and appeal. Nevertheless, the 

selection of influencers and the genuineness of their connection with the 

company are crucial in guaranteeing that this approach strengthens brand 

loyalty in a significant manner (Rather et al., 2018).

Problem Statement
The widespread use of social media platforms has fundamentally 

transformed the manner in which companies engage with customers, 

especially in the tourist sector. In this market, the selection of a location or 

service is progressively shaped by online content and interactions. 
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Although the significance of social media involvement in influencing 

customer preferences and behaviours worldwide is acknowledged, there is 

a lack of comprehension of its precise effect on brand loyalty in Saudi 

Arabia's tourist industry (Abou-Shouk & Soliman, 2021). This disparity is 

notable considering the nation's recent efforts to expand its economy via 

tourism and its distinctive cultural and legal landscape, which may impact 

the efficacy of social media marketing in a distinct manner compared to 

other areas. The issue is exacerbated by the fast development of social 

media trends and the differing levels of user involvement on various 

platforms. Hence, tourist businesses in Saudi Arabia encounter the 

obstacle of planning through this intricate digital environment without a 

distinct comprehension of how social media involvement may be used to 

cultivate brand loyalty (Ben-Shaul & Reichel, 2017). This study seeks to 

address this deficiency by examining the relationship between social media 

involvement and brand loyalty in the Saudi Arabian tourist sector, 

considering the distinctive cultural, economic, and regulatory circumstances 

of the area. Gaining insight into these dynamics is essential for tourist firms 

seeking to use social media as a means of establishing and maintaining a 

devoted client base against growing competition and changing consumer 

demands (Chen et al., 2020; Harrigan et al., 2017).

Research Objectives
The research objectives of this research work will be:

❖ To find the impact of social media engagement in Saudi Arabia's 

tourism industry. 
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❖ To explore the influence of brand loyalty in Saudi Arabia's tourism 

industry. 

Research Questions
The research questions of this research work will be:

❖ What is the impact of social media engagement on Saudi Arabia's 

tourism industry?
❖ What is the influence of brand loyalty in Saudi Arabia's tourism 

industry?

Significance of Study 
This study is crucial as it fills a significant void in the current body of 

research by examining the influence of social media engagement on brand 

loyalty in Saudi Arabia's tourism sector. This region is undergoing rapid 

expansion in tourism as part of its Vision 2030 initiative to diversify its 

economy. The study provides useful information for tourism marketers, 

politicians, and researchers who are interested in understanding the link 

between digital engagement and customer loyalty in rising tourist 

economies, specifically within the context of Saudi Arabia. The results of 

this research might provide tourist businesses with evidence-based tactics 

to maximize social media involvement, ultimately improving brand loyalty 

and promoting sustainable development in a fiercely competitive sector 

(Harrigan et al., 2017). Policymakers may get valuable insights by 

comprehending the impact of social media on the loyalty of tourist brands. 

This knowledge can guide the creation of legislative frameworks and 

programs that promote the expansion of the sector while also assuring 

responsible and efficient use of digital platforms. Moreover, this study 
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enhances the existing academic literature on social media marketing and 

brand loyalty by expanding the scope of research to a different 

geographical and cultural context. It provides a comparative viewpoint that 

enhances our comprehension of worldwide digital marketing patterns. The 

study's importance lies in its capacity to guide the creation of more efficient 

and culturally sensitive social media marketing strategies. These strategies 

would not only promote the expansion of the Saudi Arabian tourism sector 

but also improve the overall experience for tourists, thereby cultivating a 

favorable global perception of the country (Barreda et al., 2020; Chu et al., 

2020).

Research Hypothesis 
❖ H1: Social media engagement will have a significant impact on Saudi 

Arabia's tourism industry. 
❖ H2: Brand loyalty will have a significant influence on the Saudi 

Arabian tourism industry. 

Literature Review 
The existing body of research on the influence of social media 

interaction and brand loyalty in the tourist sector contains a diverse range 

of studies that highlight the complex connection between digital platforms 

and consumer actions. The focal point of the discussion is the research 

conducted by Abou-Shouk & Soliman (2021), which investigates how social 

media contributes to the development of captivating stories that intensify 

the consumers' emotional attachment to businesses. Their study 

emphasizes the influential impact of storytelling in social media settings, 
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where engaging material not only enhances brand exposure but also 

cultivates a more profound emotional commitment from the viewers. Aydin 

(2019) concurs with this view as they investigate the psychological 

processes by which social media content fosters brand loyalty. They 

highlight the significance of authenticity and personal relevance in 

captivating the contemporary traveller (Aydin, 2019; Abou-Shouk & 

Soliman, 2021). 

Furthermore, the literature discusses the tactical use of social media 

platforms for targeted marketing endeavours. Barreda et al. (2020) explore 

the methods by which customization on social media may greatly enhance 

client happiness and loyalty. According to their research, customizing the 

material to match the user's previous actions and preferences results in 

increased rates of user engagement and a more pronounced feeling of 

brand loyalty. This is consistent with the research conducted by Bilgin 

(2018), which shows that customized interactions on social media platforms 

not only improve the perception of a company's worth but also encourage 

favourable word-of-mouth actions, therefore strengthening brand loyalty 

(Bilgin, 2018; Barreda et al., 2020).

Chen et al. (2020) thoroughly examines the relationship between 

customer involvement on social media and its impact on brand loyalty. They 

believe that engagement extends beyond simple exchanges and includes 

emotional and cognitive aspects. Research indicates that the degree of 

customer involvement with a brand on social media has a direct impact on 

their loyalty since highly involved consumers are more likely to actively 

support and promote the brand. Ebrahim (2020) argues that social media 
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involvement fosters a feeling of community and belonging among 

customers, which in turn enhances their brand loyalty. 

The literature extensively discusses the major role of user-generated 

content (UGC) and its influence on brand loyalty. The research conducted 

by Helme-Guizon & Magnoni (2019) demonstrates the role of user-

generated content as a reliable and influential information source that has a 

substantial impact on customer perceptions and actions. Advocates assert 

that good user-generated content enhances trust and loyalty towards the 

company since it showcases genuine experiences from other customers. 

On the other hand, handling unfavourable user-generated content is a 

difficult task for companies, requiring them to implement proactive tactics to 

minimize its negative effects on customer loyalty. 

An important topic to consider is the effect of influencers in facilitating 

the connection between social media participation and brand loyalty. 

Influencers possess substantial followings and perceived expertise, 

enabling them to significantly influence customer attitudes and actions 

(Barreda et al., 2020). The study conducted by Huerta-Álvarez et al. (2020) 

indicates that when an influencer's image and values are in line with those 

of a business, their endorsements may result in increased levels of trust 

and loyalty towards the company. Nevertheless, the research advises 

against excessive dependence on influencers, emphasizing the need for 

genuineness and openness in influencer collaborations to preserve 

customer trust and allegiance (Huerta-Álvarez et al., 2020; Barreda et al., 

2020). 
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Upon synthesizing these many strands of study, it becomes clear that 

participation in social media plays a crucial role in shaping and improving 

brand loyalty in the tourist sector. The literature emphasizes the 

significance of developing genuine, customized, and captivating content 

that deeply connects with customers on an emotional level (Ibrahim et al., 

2021). Moreover, it emphasizes the need for companies to proactively 

oversee their online image by interacting with both favourable and 

unfavourable user-generated content in a manner that strengthens trust 

and loyalty. The deliberate use of influencers who share the same brand 

values and beliefs also arises as a crucial element in harnessing social 

media to foster brand loyalty (Jayasingh, 2019).

An eminent body of literature centres on the influence of visual 

material on social media platforms. Jibril et al. (2019) found that the visual 

attractiveness of places shown on platforms such as Instagram has a 

substantial impact on customer perceptions and decision-making. This 

enhances the attraction of the destination and promotes a feeling of loyalty 

towards the brand or destination. Li et al. (2020) provide additional insight 

into the impact of Instagram on the formation of destination images and 

expectations. They propose that visually captivating content could immerse 

viewers and evoke emotional engagement, ultimately resulting in increased 

brand loyalty (Li et al., 2020; Jibril et al., 2019).

The notion of social media as a means of collaborative production 

between businesses and customers is another crucial area of focus. In their 

study, Kamboj & Rahman (2016) investigate the impact of customer 

participation in the development of material and narratives related to a 
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brand on their perception of ownership and connection to the company, 

ultimately leading to increased loyalty. The interactive element of social 

media enables customers to immediately share their experiences, 

comments, and criticism with companies and their larger community, 

thereby facilitating the co-creation process. These interactions not only 

enhance the brand's storytelling but also cultivate a community of devoted 

followers who feel appreciated and listened to (Peco-Torres et al., 2020).

Furthermore, a recent study by Rather & Camilleri (2019) has placed 

great emphasis on the efficacy of social media in closing the disparity 

between customer expectations and real-life experiences. The study 

emphasizes the significance of social media in offering genuine 

perspectives on tourist experiences, which may assist in reducing 

disparities between expectations and actuality, a crucial element in 

consumer contentment and allegiance. Ensuring that expectations are 

aligned is of utmost importance in the tourism sector since the fundamental 

offering is centred on experiences, and any disappointment may have a 

substantial effect on customer loyalty towards the brand (Rather & 

Camilleri, 2019; Ibrahim et al., 2021).

The research highlights the significant role of social media analytics 

and big data in comprehending and improving brand loyalty. In this study, 

Jayasingh (2019) explores the use of large-scale data collected from social 

media platforms to get an in-depth understanding of consumer behaviour, 

tastes, and trends. This enables tourist businesses to customize their 

products in a more precise manner, aligning them with the specific 

requirements and wishes of their target audience. By using data, 
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organizations may use a methodical approach to marketing that allows 

them to forecast customer behaviour, anticipate their desires, and cultivate 

loyalty by showing a high level of attention and response to client 

preferences (Rather et al., 2018; Tatar & Eren-Erdoğmuş, 2016).

Furthermore, the significance of social media in handling crises and 

its influence on customer loyalty is a subject that is gaining increasing 

attention. In their study, Abou-Shouk & Soliman (2021) investigate the use 

of social media by tourist companies for communication purposes in times 

of crises, such as natural catastrophes or political unrest. The study also 

explores the impact of good communication on customer trust and loyalty, 

which may be maintained or even strengthened under trying 

circumstances. This facet of social media interaction emphasizes the 

platform's function not just in marketing but also in sustaining customer 

connections and loyalty throughout unfavourable circumstances (Helme-

Guizon & Magnoni, 2019).

Investigating ethical issues and consumer skepticism about social 

media marketing methods is a crucial field of study. Recently conducted 

research on the ethical aspects of participating in social media, specifically 

focusing on issues related to privacy, data security, and the credibility of the 

material. These issues may impact customer trust and loyalty, indicating 

that openness, ethical procedures, and respect for consumer privacy are 

crucial elements of successful social media engagement tactics (Ben-Shaul 

& Reichel, 2017). 

It is essential to recognize the always-changing and dynamic nature 

of social media platforms and consumer behaviour to have a 
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comprehensive literature evaluation. Chu et al. (2020) emphasizes the 

significance of agility and adaptation in social media campaigns, 

highlighting that what is successful now may not remain so in the future 

owing to swift technological advancements, platform algorithms, and shifts 

in customer preferences. This underscores the need for continuous 

research and adjustment by tourist companies to remain relevant and 

retain customer allegiance in the digital era (Chu et al., 2020; Ebrahim, 

2020).

Theoretical Framework
The study employs a theoretical framework that integrates various 

fundamental theories and concepts from the fields of communication, 

marketing, and psychology to investigate the effects of social media 

engagement and brand loyalty on the tourism industry in Saudi Arabia. The 

Benefits and Applications Theoretically, media platforms are chosen by 

people to fulfill particular requirements, including information searching, 

identity development, social integration, and amusement. This method is 

very useful for figuring out why travelers use social media to get ideas and 

make decisions about their trips. This concept is further enhanced by 

Social Influence Theory, which examines how social norms and other 

people's opinions effect people's behaviors and attitudes, especially in 

online environments where travel decisions are heavily influenced by peer 

recommendations and evaluations (Li, 2013). 

The theories of brand equity and loyalty are essential to 

comprehending the connection between travelers' devotion to a destination 

and their opinions of it. While brand equity theory highlights the value 
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provided to a business by its favorable image, associations, and 

perceptions in customers' minds, brand loyalty theory contends that 

pleasant experiences and perceptions play a role in a tourist's recurrent 

choice of a place. Within the Saudi Arabian tourism sector, these theories 

contribute to the understanding of how social media interaction 

management done well may improve the nation's reputation, draw visitors, 

and cultivate a sense of loyalty (Deslonde & Becerra, 2018).

Additionally, the Technology Acceptance Model (TAM) provides 

information on how people's acceptance and usage of technology such as 

social networking platforms for travel are influenced by their opinions of its 

utility and simplicity of use. This model can assist in comprehending the 

elements that motivate travelers to use social media while making travel 

plans to Saudi Arabia (Rafique et al., 2020).  Last but not least, 

comprehending the impact of online evaluations and suggestions on 

travelers' attitudes and actions requires a knowledge of the notion of 

Electronic Word of Mouth (eWOM). Social media helps electronic word-of-

mouth (eWOM) propagate information about vacation locations quickly, 

which has a big influence on prospective visitors' decision-making. By 

incorporating these ideas and concepts, the theoretical framework seeks to 

investigate how visitors' impressions of and brand loyalty to Saudi Arabia's 

tourism industry are influenced by social media interaction. It aims to 

comprehend the relationship between favorable destination perceptions 

and online interactions, which can boost visitor numbers and retention, 

ultimately supporting the expansion and sustainability of Saudi Arabia's 

tourism industry (Kamal et al., 2020).
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Research Methodology
Research Design 

This study will utilize a quantitative research design to systematically 

examine the influence of social media engagement on brand loyalty in 

Saudi Arabia's tourism sector. Quantitative research involves gathering and 

analyzing numerical data to measure variables and identify patterns and 

relationships. The design will entail the utilization of surveys disseminated 

to consumers who have engaged with tourism brands through social media 

platforms. The surveys will gather data on different aspects of social media 

involvement, including the frequency of interactions, types of engagement, 

and perceived value of content. They will also assess indicators of brand 

loyalty, such as intentions to visit again, advocacy, and trust. By employing 

statistical analysis techniques such as regression analysis, it will be 

possible to identify meaningful connections between social media 

engagement and brand loyalty. This will offer empirical insights into the 

efficacy of various social media strategies in cultivating loyalty among 

tourists in Saudi Arabia. 

Target Population of the Study
The population under consideration for this study will consist of all 

individuals who have interacted with tourism-related brands in Saudi Arabia 

via social media platforms. This encompasses both local and global tourists 

who have utilized social media platforms such as Instagram, Twitter, 

Facebook, and TikTok to engage with, acquire information about, or 

exchange their experiences regarding tourism services and destinations 

within the nation. Due to Saudi Arabia's recent efforts to establish itself as a 
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leading tourist destination under Vision 2030, its population has become 

more diverse, consisting of various demographic groups, including different 

age groups, nationalities, and travel preferences. By examining a wide 

range of individuals, this study provides an in-depth understanding of the 

impact of social media engagement on brand loyalty in various segments of 

the Saudi Arabian tourism market. 

Sample Characteristics
The participants in this study will consist of a heterogeneous group of 

individuals who actively engage with tourism brands in Saudi Arabia on 

social media platforms. The study will encompass individuals from diverse 

age groups, genders, nationalities, and travel patterns to guarantee that the 

results are indicative of the wider population of tourists who interact with 

Saudi tourism brands on the Internet. The sample size will consist of 200 

respondents who have utilized various social media platforms for tourism-

related activities, such as conducting destination research, sharing travel 

experiences, or engaging with tourism brand content. The inclusion of 

various types of social media engagement experiences in the study 

guarantees a comprehensive understanding of their effects on brand 

loyalty. The study aims to identify subtle patterns and variations in how 

social media engagement affects brand loyalty among different tourist 

demographics by examining a specific group of tourists. 

Data Collection Procedure 
The primary method of data collection for this study will involve 

distributing a well-organized questionnaire that is specifically designed to 

gather information on the level of involvement with social media and the 
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degree of loyalty towards brands among tourists in Saudi Arabia. The 

survey will be conducted digitally through Google Forms, a flexible and 

user-friendly platform for designing and sharing questionnaires. 

Participants will be enlisted via focused social media promotions, online 

forums related to tourism, and email databases of tourists who have 

previously interacted with Saudi Arabian tourism companies. The 

questionnaire will consist of a combination of closed-ended and Likert-scale 

questions, encompassing subjects such as patterns of social media usage, 

various forms of engagement with tourism brands, perceived indicators of 

brand loyalty, and demographic details. Google Forms enables convenient 

respondent access, real-time data collection, and streamlined response 

organization, thereby enhancing the overall efficacy and convenience of the 

data collection process. 

Data analysis 
The gathered data will be examined utilizing the Statistical Package 

for the Social Sciences (SPSS), a commonly employed software 

application for quantitative data analysis. The analysis will commence by 

employing descriptive statistics to succinctly summarize the attributes of 

the sample and offer a comprehensive overview of pivotal variables 

associated with social media engagement and brand loyalty. Following that, 

inferential statistical methods such as correlation analysis and regression 

analysis will be utilized to examine connections between various variables 

and evaluate hypotheses concerning the influence of social media 

engagement on brand loyalty among tourists in Saudi Arabia. SPSS 

provides an extensive range of analytical tools that enable thorough and 
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methodical examination of data to reveal patterns, trends, and 

associations. The analysis findings will be interpreted to derive significant 

conclusions and implications for theory and practice in the field of tourism 

marketing and branding. 

Research Structure
The research structure for examining the impact of social media 

engagement and brand loyalty in the Saudi Arabian tourism industry is 

designed to provide an extensive analysis of the research topic, divided 

into different chapters. 

1. Introduction: This research chapter will present the background 

introduction of the study topic, problem statement, research questions 

and objectives, along with the significance of the study. This chapter 

explains the brief general introduction and highlights the purpose and 

aim of the research study. 

2. Literature Review: This research chapter extensively covers the review 

of literature on Social Media Engagement and Brand Loyalty in the 

Tourism Industry, investigating the relevant models, theories, and 

empirical interpretations. It will also offer the theoretical framework of the 

study and pinpoint the research gaps in the prevailing literature, thus 

giving the rationale and need to conduct this study. 

3. Methodology: This research chapter thoroughly discusses the design of 

the research, including the implemented research approach, data 

collection procedures, tools and techniques, the target population of the 

study, sample size and its characteristics. This chapter explains the 

research paradigm, such as qualitative, quantitative, or mixed-method 
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approach, and method to guarantee the validity and reliability of the 

research procedure. In addition, this chapter also includes the data 

analysis procedure, such as statistical tests and tools. 

4. Data Analysis: This chapter is crucial as it presents the analysis of the 

collected data. This chapter comprises a detailed description of the 

concluded findings, supported by graphs, tables, and other charts. It 

also includes the interpretation of the results in terms of research 

objectives. 

5. Discussion: This chapter of research provides the complete 

interpretation of the findings derived from the data analysis. The findings 

are presented and supported by the previous studies in this chapter. 

This chapter will discuss the impact of social media engagement and 

brand loyalty in the tourism industry in KSA, using evidence from data 

evaluation. 

6. Conclusion: This section contains the summary of the major results 

and findings and provides the conclusion. This section also provides 

suggestions or recommendations for the stakeholders and future 

studies, including the limitations of the study. 

7. References and Appendices: This section contains the list of 

references utilized throughout the research, and appendices contain the 

transcript or questionnaire used to collect data and other additional data 

tables that supplement the main body of the research report. 

Research Limitation
This research work will be limited to the tourism industry of Saudi 

Arabia, and this limits the generalizability of the findings to other sectors or 
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regions. Furthermore, the results inferred from the study are contingent 

upon the perspectives and viewpoints of the participants, thus might cause 

bias in the results. Furthermore, this research work only covers social 

media management and brand loyalty and ignores the other important 

aspects, such as brand image and its role. In addition, it should be noted 

that the ever-changing nature of social media management practices and 

stakeholder engagement strategies necessitates a continuing 

reassessment of the research findings in terms of the evolving industry 

practices of tourism. 
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