











Chapter 1: Introduction














Introduction:

The number of hours people spend nowadays on social media platforms steadily increasing for many purposes. Social media usage has become a daily routine for most people that allow users to connect with their friends and families and stay updated on their lives (Saeed, Charni and khan (2020)
While browsing experience, they encounter vast number of advertisements for various products and services whether via influencers and celebrities or through the platforms themselves (Allifan, 2024)
As technological advancements have embraced by individuals in Saudi Arabia, usage of social media platforms has significantly increased. Snapchat becomes one of the most widely used social media platforms in Saudi Arabia, exposing users to a numerous array of advertisements that can have impact on their purchasing decisions (Algahtani, 2022)
This study aims to investigate the impact of advertisements displayed to users while browsing Snapchat on consumer buying behavior in Saudi Arabia.














Research problem:

The gap in the existing literature creates an opportunity to study the effects of snapchat advertisements on consumer's purchasing decisions. Snapchat is one of the most popular social media platforms among its users, especially among younger demographics (Alatwi, 2023) The understating of how these advertisements influence consumer attitudes and behaviors is limited.This study aims to analyze the effect of snapchat advertisements on consumer behavior. Marketers & decision makers will be provided with a concrete analysis of how snapchat ads actually impact consumer behavior by studying this relationship. In addition to that, brands will have a better understanding of their target audience in the Saudi market and will build more effective strategies for advertising (Helmi, 2024)


















- Study importance: 
Scientific importance:
Understanding the impact of advertisements of social media, specifically snapchat advertisements on consumer behavior, understanding the purchasing behavior and influencing factors within a specific demographic contribute to the development of academic understanding.
The research aims to focus on studying a sample of female students from Imam Abdelrahman Bin Faisal University. 
By analyzing the results, researchers and stakeholders may build new ideas or develop existing theories that could enrich the literature related to social media advertisement and digital marketing. Moreover, the findings could serve as a foundation for future studies encompassing other consumer segments.


  Practical Importance:
The findings provide valuable advice for marketers, businesses, companies and universities. This knowledge of the impact of snapchat advertisements on consumer behavior can help marketers develop better marketing campaigns targeting youth age group and reorganize strategies of advertising. Organizations can also optimize their advertising messages by understanding how consumers would interact with advertisements on Snapchat that result in a high degree of engagement and interest with the goods and services being offered. The implications of the study can also be helpful to companies and educational institutions in formulating educational programs or awareness knowledge about safe shopping and the way to address digital advertisements which help consumers to enhance their awareness.
Research can help identify gaps in the market that companies can target for additional success and growth through the study of consumer behaviors.








Study purposes:
1- To study the impact of snapchat advertisements: analyzing purchasing decisions and behavior of female students.

2- To Investigate differences across demographic groups: analyze how different demographic factors (such as age, educational background, and monthly income) influences the consumer response to Snapchat advertisements.

3- To Give practical recommendations: Provide practical recommendations for marketers and businesses on how they can leverage Snapchat advertising to better engage consumers and drive sales

4- To Enhance academic research: Contributing to social media marketing literature with the specific implications of Snapchat as a social media platform in terms of the implications for consumer behavior in Saudi Arabia.












Study questions:
- What is the effect of Snapchat ads on consumer purchase behavior in Saudi Arabia; case study of female students of Imam Abdulrahman Bin Faisal University?
- And are there any demographic differences (age, educational level, and income) that influence how well Snapchat advertisements influence consumers?
- What practical recommendations may be provided for marketers to enhance their advertising practices on Snapchat as derived from the study findings?
- How do consumers’ prior experiences with Snapchat advertisements shape their future buying intentions?
- How frequently does each person react to advertisements and make a purchase? 
- Does the frequency of exposure to Snapchat advertisements influence consumer purchases?
-What formats of ads (e.g. video ads, story ads) really drive consumer engagement and sales?
- What are the barriers that prevent people to act on ads they encounter in Snapchat?








Research hypothesis:

- Null Hypothesis 1  (H0):
Snapchat ads have no positive relationship with the consumer behavior of female students at Imam Abdulrahman Bin Faisal University in Saudi Arabia; increasing their exposure to Snapchat ads does not generate an increased intention to purchase.
Alternative Hypothesis 1 (H1):
There is a positive correlation between the advertisements in Snapchat to consumer behavior in the context of Saudi Arabia; the more the consumers are exposed to advertisements via Snapchat, the higher their purchase intention among female students at Imam Abdulrahman Bin Faisal University.



- Null Hypothesis 2  (H0): 
There are no demographic differences affecting the effectiveness of Snapchat advertisements across different age groups, educational levels, years of study, and monthly income.
Alternative Hypothesis 2 (H2): 
There are demographic differences that affect the effectiveness of Snapchat advertisements, with varying impacts across different age groups, educational levels, year of study and monthly income.








Theoretical model:
Key ideas from the Elaboration Likelihood Model (ELM), Uses and Gratifications Theory, and Social Influence Theory are combined in the theoretical model created for this study to show how Snapchat ads, social influences, customer motivations, and purchasing behavior are related. This model's central idea is social influence, which includes peer recommendations and social interactions that mold consumers' perceptions of promoted goods. The importance of social validation in consumer decision-making is highlighted by this model, which suggests that positive peer reviews of products viewed on Snapchat increase the likelihood of buying those products (Cialdini and Goldstein, 2004).

The theoretical model outlines two ways that Snapchat ads can influence purchase intentions by incorporating the Elaboration Likelihood Model. Stronger purchase intentions may result from detailed and educational advertisements, according to the central route, which emphasizes the significance of cognitive engagement with ad content. On the other hand, the peripheral route emphasizes the significance of visual and emotional appeals, showing that relatable content and captivating images can influence impulsive purchases. A thorough grasp of how various aspects of advertisements can affect consumer behavior is made possible by this dual-route approach (Petty and Cacioppo, 1986).

Finally, the model incorporates the Uses and Gratifications Theory by taking into account the reasons why female students use Snapchat. Whether for entertainment or social interaction, it suggests that these motives can greatly influence how they interact with ads. Depending on how well the ads match their motivations, students' reactions to them will differ as they use Snapchat to try to satisfy their needs. This model, which emphasizes the interaction between social influences, cognitive processing, and personal motivations, finally offers an organized framework for examining how Snapchat ads affect female students' purchasing decisions (Katz, Blumler, and Gurevitch, 1973).















Chapter 2: Literature Review















Introduction:
Social media's quick development has drastically changed how people behave as consumers, especially in dynamic markets like Saudi Arabia. Snapchat has become a major player among the different platforms. Examining the body of research on how Snapchat ads affect consumer behavior is the goal of this chapter. With a focus on important themes like the usefulness of Snapchat advertisements, the function of influencer marketing, and the importance of cultural relevance in advertising strategies, this literature review will critically examine relevant research findings.

Independent Variable:
Snapchat Advertisements: This includes the frequency, type, and content of advertisements shown on Snapchat.

Dependent Variable:
Consumer Behavior: This can encompass various aspects such as purchase intention and engagement.














Summary of past studies:

Alliefan, A. (2024): This article looks at how social media influences Saudi Arabian consumers’ purchase decisions. It also emphasizes the way social media platforms such as Instagram, Snapchat, TikTok and X have influenced consumers’ perceptions of brands and purchasing decisions and impacted every aspect of daily life. This highlights the importance of social media marketing (SMM) at the highest level as brands are giving high priority to social media and user-generated content (UGC) as mostly Saudi Arabian consumers rely on others' opinions and feelings before making the purchase. The article also addresses the impact of influencers and celebrities. It is concluded in the article that the companies can convince their target audience to buy the product by taking the partnership with influencers and using user-generated content (UGC), thus they can influence their target successfully

Wick (2024): This article discusses the usage and effects of social media on consumer behavior and interaction with brands amongst consumers in Saudi Arabia. Particularly, it is concerned with how social media platforms are becoming an important aspect of millions of people's daily lives in the area. It stresses the importance of creating culturally relevant content that resonates with regional customers, arguing that incorporating national holidays to regional gatherings or religious holidays to a content strategy can build connection and authenticity with local audiences. It also discusses the reasonable choice of social media administration platforms, including Instagram, Snapchat and X, to target younger demographics and be in line with regional use trends. The essay brings to everyone's attention the significance of keeping in constant check and changing social media approaches to maintain consistent customer engagement and brand resonance in the fast-evolving digital landscape.

Abdullah, H. A. A. (2024): The Moderating Effect of Brand Image on Online Advertising on Saudi Arabian Consumer Purchase Behavior. This study looks at how different aspects of online advertising—creativity, entertainment, interaction, integration, credibility, and informativeness—affect Saudi Arabian consumers' purchasing decisions. The study, which polled 200 participants, discovered that while entertainment and integration had no discernible effect on consumer purchasing behavior, informativeness, credibility, creativity, and interaction did. Brand image acted as a moderator, enhancing the impact of interaction, credibility, and informativeness on purchasing decisions. The results highlight that in order to increase customer engagement, e-commerce companies should give priority to interactive and reliable advertising formats.

Alanazi, T. M. (2023): Social Media Marketing's Effect on Saudi Arabian Brand Loyalty. This study investigates the relationship between social media marketing and brand loyalty among Saudi Arabian consumers of small and medium-sized businesses (SMEs) that sell fashion goods. 1,692 responses were gathered via an online survey, and hypotheses were tested using structural equation modeling, or SEM. The findings show that social media word-of-mouth (WOM) has the greatest impact on brand loyalty, but all aspects of social media marketing have a positive impact. The study suggests stricter privacy laws to increase consumer confidence and boost the efficacy of marketing campaigns.

Al-Atwi, K. S. (2023): This study examines how snapchat ads influence Saudi consumers' purchase intentions particularly when it comes to travel and tourism-related goods.. Using quantitative research methodology, the study evaluated 400 respondents' exposure to Snapchat advertisements and how it affected their purchase decisions. The results show significant correlation between frequency of exposure to these commercials and consumers' intention to buy travel-related products. Al-Atwi highlights how crucial it is to use social media sites like Snapchat in marketing plans in order to increase customer interaction and boost revenue in the travel industry.

Al-Habeel, H. A. (2023): This research examines the impact of Snapchat usage on the buying habits of Saudi youth and assesses the relationship between Snapchat exposure, customer engagement, and purchase decisions. Based on a sample of 200 respondents from Al-Hofuf in the Al-Ahsa Governorate, Saudi Arabia. Leveraging a mixed-method survey approach The findings demonstrate that Snapchat is a significant source of brand information, as 47.5 percent of respondents reported that they use the platform to investigate brands. Currently, 67 percent of respondents are spending less than an hour on Snapchat daily, while 47 percent have been using Snapchat for at least an hour daily and the app's massive trendsetting influence on Saudi youth digital habits are again mentioned. Studying Snapchat users, though, the institute found an inverse relationship between Snapchat usage and increased spending rates, so higher Snapchat engagement doesn’t necessarily lead to increased spending. A clear relationship also exists between motives for exposure in Snapchat and how often users use the platform—those driven by consumption motives are the most frequent users. Al-Habeel stresses the importance of a youth-focused social media marketing strategy and recommends brands to leverage as much interactive, attention-grabbing content as possible to raise consumer trust and buying habits.

Alqahtani, H. along with Xue, F. (2022): This study investigates the impact of Snapchat ads on buying decision of students in Saudi Arabia. This study's theoretical framework, Uses and Gratifications Theory (UGT), helps to investigate how Snapchat's interactive features impact consumer choices. Using a quantitative survey, attitudes, opinions, and driving forces towards Snapchat advertisements were gathered amongst ninety-three involved students at three Saudi Arabian universities. The findings indicate that there was a significant and positive relationship between Snapchat advertisement, attitude toward the advertisement and purchase intention since advertisement is considered a factor that stimulates students' motivation when making decisions.
Snapchat is a significant marketing platform that has the potential to influence consumer behavior and promote brand engagement, particularly with younger consumers, according to the study conducted by the Saudi Arabia Research Institute. The authors were left concluding that in order for brands to boost conversions and customer engagement, they just need to leverage Snapchat's immersive advertising options such as filters and interactive features. The study also recommends further investigation of the effects of using Snapchat advertising on long-term customer retention and brand loyalty.

Alghamdi, E. A. along with Bogari, N. (2020): With an emphasis on ads and blogger recommendations, this study looks at how Instagram and Snapchat affect young Saudi Arabian women consumers' purchasing decisions. To determine how exposure to ads on these platforms affects consumer behavior, the researchers used Structural Equation Modeling (SEM) to examine data gathered from an online survey. According to the research, Instagram and Snapchat both have a big influence on what people decide to buy, and electronic word-of-mouth, or eWOM, is essential for keeping customers interested. The study emphasizes how well influencer marketing works to raise brand recognition and stimulate purchase intent in young Saudi women. It also highlights how crucial social media platforms are to developing interactive marketing tactics that appeal to this audience.

Saeed, M., Charni, H., & Khan, S. (2020): The impact of social media marketing on Saudi Arabian consumers' behavior is examined in this study by Khan, S. (2020), which focuses on important elements like brand image, purchase intent, and website visit intention. 62 participants completed an online survey as part of a quantitative research methodology, and SPSS regression and correlation techniques were used to analyze the data. Due mainly to the dearth of original advertising content, the results show that social media marketing has no discernible effect on consumer behavior. The study emphasizes that as consumers depend more on user-generated content and word-of-mouth recommendations than on sponsored advertisements, traditional social media marketing strategies are losing their effectiveness. Saeed & Co. state that interactive and engagement-driven content is crucial for influencing contemporary consumers and that brands should improve their creativity and authenticity in their digital marketing strategies. The study urges more investigation into platform-specific differences in consumer behavior as well as the long-term impacts of innovative digital marketing techniques.

Al-Saifi, H. N. (2019): This research examines the factors influencing consumer attitudes towards social media advertisements and the relationship between attitudes and behaviors. Using an online survey, quantitative research methodology, the study studied the impact of different advertising elements on consumer interaction and purchase decision among a sample of social media users. This study finds that these factors affect consumer perception of social media advertisements positively. The research further highlights the significant link between positive consumer attitudes towards social media ads and engagement behaviors, such as liking, sharing, and buying decisions. Al-Saifi states that ads need to be realistic, relevant, and personalized for customers to engage better with them. To do this, the study suggests improving ad content quality and employing targeting strategies in advertising for a better customer response toward social media marketing.

Al-Shalhoob, A. A. (2017): this study investigates the impact of internet advertisement on the purchasing behavior of Saudi consumers with Riyadh as a case study. To investigate just how online ads correlate with the five stages of the purchasing process (i.e., need recognition, information search, alternative evaluation, purchase decision and post-purchase evaluation), the research used a quantitative survey methodology and sampled 438 Saudi consumers. They found that online ads can moderately to significantly influence consumer behavior, especially in the decision-making steps where you are in the awareness and interest stages. The research also focuses how all social media platforms have higher consumer engagement rates compared to other digital advertising channels. "That's why employing targeted and interactive digital marketing techniques is essential in boosting engagement and trust with customers" — Al-Shalhoob Companies should use online ads to help guide customers through the buying process and to increase brand awareness, as well as providing in-depth, engaging content, the study concluded.

Al-Adailah, M. J. (2015): This study examines how social media networks affect online shoppers' decisions to buy, with a particular emphasis on Qassim University students in Saudi Arabia. A sample of 524 students was surveyed as part of the study's quantitative research methodology to determine how various facets of social media interactions affect consumers' decision-making. Given that consumers rely on social media reviews and recommendations prior to making purchases, the results show that information exchange and product evaluation significantly influence purchasing decisions. The study did not, however, discover any statistically significant relationship between consumer support features and intent to buy.
Al-Adailah highlights that companies and digital marketers should effectively utilize Web technologies to increase consumer engagement. In addition, the study recommends brands enhance their social influence on consumers' purchasing behavior through user-generated content and interactive features on social media.

This research aims to identify the impact of snapchat advertisements on different demographic groups, particularly among female students. This focus on education level and gender adds a unique perspective to the existing body of literature. Additionally, this study seeks to give marketers practical suggestions on how to tailor their Snapchat advertising tactics to the needs of female students. In marketing practices, this pragmatic viewpoint can aid in bridging the gap between theory and practice.



Theoretical framework of the study
The foundations of Social Influence Theory, Elaboration Likelihood Model (ELM), and Uses and Gratifications Theory were used to build the theoretical framework for this study, that collectively offer a thorough comprehension of the processes underlying how Snapchat ads affect consumer behavior. Individuals are significantly influenced by the opinions and behaviors of others, particularly in social contexts suggested by Social Influence Theory.
In snapchat context, this theory explains how social interactions and peer recommendations shape users' purchasing decisions. For example, students at Imam Abdulrahman Bin Faisal University may feel more inclined to consider purchasing specific products when they observe their peers engaging with or endorsing certain products through Snapchat advertisements, thereby illustrating the importance of social validation in consumer behavior (Cialdini & Goldstein, 2004).

The Elaboration Likelihood Model (ELM) suggests that there are two routes of persuasion: a central route, which involves thoughtful consideration and analyzing of content of ads and products, and a peripheral route which relies on less substantive features like emotional appeals and aesthetics. Understanding how will be the effect of Snapchat ads on the female students whether it is eliciting strong emotional reaction or providing the detailed information about the product can influence engagement of female students and their purchase intentions. Studies support the assertion that ads using both channels can enhance consumer decision-making and persuasion (Petty & Cacioppo, 1986).

Lastly, the Uses and Gratifications Theory, focuses on the reasons why individuals prefer looking for certain media in order to fulfill certain needs, including things like entertainment or socializing. The importance of this theory will be utilized in examining how the reasons different female students use Snapchat heavily influences how they respond to ads on the platform. For instance, students who see Snapchat less as a tool to view ads and more to engage with their friends might be more receptive to ads with peer endorsements and social aspects. Understanding these factors is important since they play a significant role in how consumers perceive ads and how these ads drive consumer behavior. (Katz, Blumler, & Gurevitch, 1973).
