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Abstract

This study aimed to examine the impact of digital advertising on customer loyalty
toward e-commerce brands in Riyadh City. The study adopted the descriptive
approach using the survey method. An electronic questionnaire was used as the
primary data collection tool and was administered to a sample of 152 participants

from the target population in Riyadh.

The findings revealed that digital advertising plays a significant role in enhancing
customer loyalty toward e-commerce brands. The results indicated that advertisement
attractiveness, advertising content, customer interaction with digital advertisements,
and promotional offers all have a positive influence on strengthening customers’ trust

in e-commerce brands, increasing their intention to continue dealing with them,



repurchase, and recommend them to others. The findings also showed that
promotional offers were among the most influential factors affecting customer
behavior, while advertisement attractiveness, content quality, and customer

interaction contributed to strengthening customer loyalty.

The study concluded that improving the quality of digital advertising, enhancing
advertising content, increasing customer engagement, and providing effective
promotional offers can significantly contribute to strengthening customer loyalty and

achieving the marketing objectives of e-commerce brands.

Keywords: Digital Advertising, Customer Loyalty, E-commerce Brands, Digital
Marketing, Riyadh.



