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This study explores the pivotal role of visual design in shaping
user behavior across social media platforms, with a specific
focus on the digital community in the Kingdom of Saudi Arabia.
The research problem centers on how visual elements—such
as hierarchy, minimalism, image quality, and brand
consistency—impact user engagement and attention amidst the
continuous flow of digital information. To achieve the study's
objectives, a descriptive-analytical approach was employed,
utilizing a questionnaire distributed to a sample of (51) digital
platform users, with a predominant representation of females
and "Generation Z" youth.

The findings reveal a strong positive correlation between high-
quality, minimalist visual content and the user’s ability to quickly
comprehend messages and take action. Results indicate that
users decisively favor organized designs that follow a clear
visual hierarchy, showing a marked preference for minimalism
which significantly reduces cognitive load and distraction.
Furthermore, the study confirms that a consistent visual identity
is essential for building trust and brand loyalty, making it easier
for users to recognize and recall digital accounts. The research
concludes with a set of recommendations for designers and
content creators, emphasizing the necessity of adopting precise
visual standards that align with the evolving aesthetic
preferences of Saudi users to enhance the efficiency of digital
communication.
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