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Abstract (English)

This study aimed to measure the impact of digital marketing on the marketing
performance of small and medium enterprises (SMEs) in the Kingdom of Saudi
Arabia, focusing on the mediating role of market orientation and innovation
capabilities, and the moderating role of organizational and human challenges.
The study adopted a quantitative descriptive—analytical approach, and data
were collected using an electronic questionnaire administered to a random
sample of (384) owners and managers of SMEs across various regions of the
Kingdom. Data were analyzed using SPSS and AMOS software, employing
descriptive statistics, multiple regression analysis, and structural equation
modeling (SEM).

The results showed that the level of digital marketing application was high
(3-56), and the level of marketing performance was also high (3.83). The

study found a statistically significant impact of digital marketing on marketing

performance, with its dimensions collectively explaining (53.9%) of the

variance in marketing performance. Social media marketing was the most
influential  dimension  (Beta=(.287), followed by content marketing
(Beta=0.215). The results also revealed that market orientation and innovation
capabilities play a partial mediating role, while organizational and human
challenges negatively affect the relationship between variables. The study
recommended investing in digital data analytics, developing integrated digital

marketing strategies, and building employees' digital capabilities.

Keywords: Digital Marketing, Marketing Performance, Small and Medium
Enterprises (SMEs), Market Orientation, Innovation Capabilities, Saudi Arabia,
Vision 2030.
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