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Scientific Report

Research Title

The Impact of Influencer Type (Al-Powered Virtual vs. Human Influencer) on Saudi Consumers'
Trust in Brands

Introduction

Digital marketing has experienced significant growth in recent years due to the widespread use of
social media platforms. These platforms have become essential channels for brands to
communicate with consumers, influence their attitudes, and shape their purchasing decisions.
Influencer marketing has emerged as one of the most effective modern marketing strategies,
enabling brands to build stronger relationships and trust with their target audiences.

With the continuous advancement of artificial intelligence technologies, a new category of
influencers has emerged, known as Al-powered virtual influencers. These digitally created
personalities are designed and managed for various marketing purposes and are increasingly being
used by brands to promote products and services. The growing adoption of virtual influencers has
attracted the attention of researchers and marketing professionals, raising questions about
consumer acceptance and their effectiveness in building trust toward brands.

This topic was selected because of its growing relevance in digital marketing and the limited number
of Arabic studies that have examined the impact of Al-powered virtual influencers on consumer trust,
particularly within the Saudi context.

Research Problem

As brands increasingly adopt Al-powered virtual influencers in their marketing campaigns, it
becomes important to understand how this emerging form of influencer marketing affects consumer
trust compared to traditional human influencers. While both types of influencers are used to promote
products and services, consumers may perceive them differently, which could influence their level
of trust in the brands they represent.

Therefore, the research problem focuses on examining the impact of influencer type, whether Al-
powered virtual or human, on Saudi consumers' trust in brands.

Significance of the Study

The significance of this study stems from the importance of consumer trust as a key factor in building
successful relationships between consumers and brands. The study also addresses a contemporary
topic related to the increasing use of Al-powered virtual influencers in digital marketing.

Saudi consumers were selected as the focus of this research due to the high rate of social media
usage in Saudi Arabia and the growing reliance of brands on influencer marketing strategies. The
findings of this study are expected to provide valuable insights for marketers and businesses seeking
to understand how different types of influencers affect consumer trust and brand perception.
Research Objectives

This study aims to:
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Examine the impact of influencer type on Saudi consumers' trust in brands.

Measure the level of trust Saudi consumers place in human influencers.

Measure the level of trust Saudi consumers place in Al-powered virtual influencers.
Determine whether consumer trust in brands differs according to the type of influencer used
in marketing campaigns.

pOb=

Research Methodology

The study adopts the descriptive survey approach, which is considered appropriate for investigating
consumers' opinions, perceptions, and attitudes regarding influencer marketing and brand trust.

Data Collection Tool

The primary data collection tool for this study is a field questionnaire. The questionnaire will be
distributed to Saudi consumers in order to collect data regarding their perceptions of human and Al-
powered virtual influencers and their influence on trust in brands.

Study Population

The study population consists of Saudi consumers who actively use social media platforms, as they
represent the group most frequently exposed to influencer-generated marketing content.

Conclusion
This study seeks to explore the impact of influencer type on Saudi consumers' trust in brands within
the rapidly evolving digital marketing environment. As artificial intelligence continues to reshape

marketing practices, understanding consumer responses to virtual and human influencers can
provide valuable guidance for brands in designing more effective marketing strategies.
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