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Abstract

This study aimed to examine the role of interaction through social media platforms in
enhancing customer loyalty toward restaurant brands in the Kingdom of Saudi Arabia. The
study focused on key dimensions of digital interaction, including content quality, response
speed, and continuous communication, and their relationship with loyalty indicators such as
trust, repeat purchase, and recommendation. The study adopted a descriptive survey
approach and developed a questionnaire aligned with the research objectives and
questions. The analysis was also supported by recent digital indicators related to internet
use, social media platform reach, and the growth of the delivery sector in Saudi Arabia. The
study concluded that the Saudi digital environment provides significant opportunities for
restaurants to build stronger relationships with customers, and that attractive content, fast
response, and continuous interaction are important factors in enhancing brand loyalty in the
restaurant sector.

Keywords: Digital interaction, social media platforms, customer loyalty, brands,
restaurant sector.
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