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Abstract: This research endeavor sought to examine the influence of social media on the purchasing behavior
of female consumers engaging with online fashion retailers in the Kingdom of Saudi Arabia. The demographic
of interest comprised female Saudi users of the platform X, aged between 18 and 35 years, which totaled 996.1
thousand individuals in 2022, accounting for 43.8% of the overall Saudi population in Riyadh. A purposive
sampling technique was employed, with a recommended sample size of 387 female Saudi consumers. The
nature of the study is quantitative and is categorized descriptively. A structured questionnaire served as the
instrument for gathering primary data, utilizing a Five-Point Likert Scale for measurement. The findings
indicate that there is no reasonableimpact of social media engagement on the purchasing behaviors of Saudi
female consumers. Conversely, it was found that online sales promotion strategies and perceived e-credibility
have a positive influence on Saudi female purchasers. The study offers various recommendations and practical
implications aimed at optimizing the utilization of social media within the Saudi Arabian fashion sector.

Key Words: SM, Buying behavior, Engagement,Online Sales Promotion, Online Credibility, Fashion
Market,Saudi Arabia.

1. Introduction:

The global financial crisis of 2008 led to significant economic and psychological
changes in the retail sector worldwide (Mohr, 2013). Financially, it became increasingly
difficult to encourage new innovators and early adopters to purchase their preferred fashion
items, as demand from affluent consumers declined. Research indicates that these affluent
consumers represented as much as 60% of the fashion industry market share (Christians,
2011). On a psychological level, planning for upcoming fashion events became crucial, but
many strategies proved inadequate, resulting in declining sales for major global retailers such
as Neiman Marcus, Saks Fifth Avenue, and Nordstrom (Mohr, 2013). This downturn
reflected consumer emotions and sentiments in the international fashion hub of Paris, where
buyers became more cautious and risk-averse. Many developed feelings of anxiety and
distrust regarding future spending on fashion items, while low-income consumers displayed
increased sensitivity to price changes (Kapferer, 2012).

The underlying cause of this apprehension stems from the ongoing global financial
crisis, which has prompted affluent individuals and elites to reevaluate their consumption
patterns concerning luxury items. Wealthy consumers are now compelled to prioritize both
the pricing and quality of fashion products in comparison to their competitors (Godey et al.,
2016). Additionally, the competition among fashion enthusiasts has significantly influenced
consumer focus, preferences, and the criteria used to assess product quality and quantity
(Lutz, 2016). As a result, reduced purchasing behavior and increased savings have emerged
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as a new consumer trend (Ahmad et al., 2015). In light of the current challenges, global
fashion retailers are increasingly focusing on innovative solutions, methodologies, and
strategies to navigate the ongoing crisis effectively. It is essential to consider varying
economic conditions, evolving consumer trends, and urbanization rates in developing nations
(Lutz, 2016). Consequently, there is a strong consensus among fashion producers worldwide
regarding the need for marketing-oriented strategies. This trend drives international retailers
and fashion designers to develop new marketing approaches and explore untapped markets to
attract a broader customer base (Tufekci& Wilson, 2012).

In 2009, producers and retailers of luxury brands began using contemporary
technologies and social media as powerful marketing tools for quick access, broad reach, and
direct interaction with consumers (Ritura, 2019). This type of interaction enhances
awareness, engagement, brand recall, and purchasing motivation (Sheela &Sneha, 2017). The
rise of new technologies has established social media as an effective mechanism for building
customer relationships and attracting fashion consumers (Geissinger& Laurel, 2016).
Research shows that social media users actively express their preferences and share ideas and
opinions about global fashion products (Kurutz, 2011). Additionally, social platforms enable
users to leave comments, evaluate products, and provide immediate feedback from anywhere
(Grubor et al., 2017). Social media has fundamentally transformed communication and
dialogue between companies and consumers while increasing the entertainment value of
perceived trust (Farook&Abeysekara, 2016). Information is now easily accessible through
social networks, forums, blogs, microblogs, wikis, and multimedia content such as images
and videos (Kaplan & Heinlein, 2010). Social media plays a crucial role in developing and
nurturing online relationships (Golden, 2011). It has become an essential part of the
innovation process and a primary source of informative content (Evans, 2010). Scholars
argue that social media has significantly improved engagement, transparency, discourse, and
connectivity among users in virtual communities. Furthermore, social media empowers users
to create individual profiles, express their thoughts, emotions, interests, and preferences, and
connect with friends and peers (Trusov et al., 2009).

Social media (SM) has become one of the most important communication tools of the
21st century, fundamentally changing what defines success and how businesses operate. It
has redefined corporate visions and strategies necessary for thriving in the marketplace
(Singh et al., 2020). SM represents a new marketing paradigm (Hawi&Samaha, 2017) that
fosters product innovation aligned with consumer demands (Golden, 2011). Additionally, SM
has improved organizational performance by creating streamlined channels for feedback,
recommendations, and consumer evaluations. In conclusion, social media has not only
enabled innovative and proactive interactions and offerings but has also improved content
quality and organizational effectiveness, thereby creating additional value for consumers. It
effectively supports relationship management within business models and among
stakeholders (Marketingpower.com, 2022). SM has allowed direct communication between
businesses and users (Kaplan &Heinlin, 2010). This beneficial relationship between
consumers and brands, characterized by open dialogue and mutual respect, has been
confirmed (Al-Nsour et al., 2021). Furthermore, social media has accelerated the spread of
electronic word-of-mouth (eWOM) (Trusov et al., 2009). These platforms have empowered
consumers, providing them with the skills to become opinion leaders and market influencers
(Kolhar et al., 2021). Consequently, this has had a significant impact on marketing strategies
and purchasing decisions (Ahmed et al., 2017). Over time, SM has become an essential part
of consumers' lifestyles, communication habits, feedback mechanisms, and interactive
engagements (Al-Nsour&Aiaf, 2024).
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2. Literature Review and Development Hypothesis:
1.2 The Concept of Social Media:

Social media was first established in Tokyo, Japan, in 1994 with the launch of Matisse
(Aichner et al., 2021). This marked the beginning of the initial social media platforms during
the early phase of the commercial Internet. Over time, the number of social platforms and
their user bases grew significantly, making them some of the most widely used applications
on the Internet. As a result, businesses began to shift their marketing strategies to these social
platforms, drawn by the engagement opportunities they offered for both companies and their
customers (Lomborg, 2015). The evolution of social media in recent years can be attributed
to the decline in the importance of traditional media. As a consequence, social media has
caused a decline in television viewership and reduced profit margins for traditional media
outlets (Al-Nsour&Alsahli, 2022). The growing significance of social media in everyday life
is linked to the shortcomings of conventional communication methods and the changing
business landscape (Makudza et al., 2020). These technological and economic shifts in the
business environment align with emerging trends and consumer preferences. Consequently,
many companies have redirected their advertising budgets toward online platforms and
innovative technologies (Aichner et al., 2021).

For a long time, organizations primarily relied on one-way communication through
traditional media such as television, newspapers, and radio (Gupta & Kumar, 2022). These
conventional methods do not allow for quick and effective responses to the views of
individuals and groups (Makudza et al., 2020). However, the rise of the Internet has greatly
improved interaction, enabling suggestions and complaints to be made easily, while
providing equitable access to information and greater autonomy (Fondevila-Gascon et al.,
2020). Social media has become a powerful tool for building relationships and sharing
relevant information and innovative ideas. It allows communication to transcend borders; for
instance, a person in the United States can share information with peers in India, the United
Kingdom, and various regions in the Middle East (Alsahli et al., 2025). As a result,
communication, as a sociocultural process, promotes the exchange of knowledge among
diverse communities (Donnellan et al., 2020).

Social media comprises various individual communication tools, functioning similarly
to newspapers as a means of social communication. It provides not only information but also
facilitates interaction during the exchange of that information (Gupta & Kumar, 2021). This
interaction can include asking for comments, voting on specific posts, sharing information
within a network, and engaging in conversations with others (Donnellan et al., 2020).
Moreover, the core social function of social media has positioned it as a platform capable of
adapting to changes in communities and organizations (Arora &Sanni, 2019). While this form
of interaction may seem modern, it is essential to recognize that the culture of communication
is a fundamental and inherent human need that drives us to connect, develop, and innovate
new methods of interaction (Dijck&Poell, 2013). Social media serves as an online channel
that allows immediate interaction and grants access to users interested in content generated
by others (Pratama et al., 2020). In this context, the interactive nature of social media has
evolved into a valuable societal tool (Sharma & Bhatt, 2018). This evolution is closely
associated with the concept of “Web 2.0,” which emerged after 2004 and introduced
interactive features in websites, online communities, social networking sites, and microblogs
(Ziyadin et al., 2019). This period marked a revolution in the business world, driven by
advancements in the computer industry and the Internet. Numerous studies have explored
how these innovations function, how applications and content are continuously updated, and
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how they facilitate collaborative or participatory exchanges among users across the system
(Pratama et al., 2020).

Social media encompasses a range of platforms and tools designed for
communication, characterized by Web 2.0 features such as sharing, collaboration, and user
empowerment. These platforms foster the development of consumer socialization, allowing
individuals to communicate with peers and influence each other's decisions (Isik, 2024).
Social media provides a virtual space for personal interaction, as emphasized by Al-Nsour
(2023). For organizations, social media serves as a valuable source of social capital by
gathering marketing information, identifying market opportunities, and monitoring customer
behaviors across these networks (Pang, 2021). It is also a medium for content created
collectively, encouraging users to engage with online platforms where they can participate,
discover, learn, and share knowledge (Dwivedi et al., 2018). Some researchers suggest that
this interaction signifies a strengthened relationship between sociology and technology,
creating an online environment where people can formally or informally share their
experiences and expertise (JagadeeshBabu et al., 2020).

Studies indicate that the increasing importance of social media correlates with the
rise and digitization of these platforms, alongside the emergence of new generations of users
(Putter et al., 2017). Furthermore, social platforms have transformed individual behaviors and
societal norms, adapting human needs to accommodate digital technologies (Gemma
&Angel, 2013).Social media encompasses a diverse array of online information sources,
enabling users to share information and collaborate in creating and benefiting from web
content (Kohli et al., 2014). It reflects users' online practices and behaviors, allowing them to
share information, knowledge, and opinions with others (Adegboyega, 2020). Additionally,
these technologies rely on the Internet, thus mirroring its nature. Social media has facilitated
creativity, information sharing, and collaboration among users. Social networks and
communities have fostered a new form of cooperation and communication among individuals
(Allcott et al., 2019)

2.2 Importance of Social Media

A common misconception about social media is that it is limited to platforms like
Facebook and Twitter. However, research indicates that social media encompasses much
more (Aras &Colaklar, 2015). It serves as one of the fastest ways to transmit visual and audio
messages over long distances (Aras &Colaklar, 2015). Historical accounts demonstrate that
ancient methods of communication, such as fire signals and smoke, were used in China. In
Egypt and Greece, drums were employed in various regions around the world to amplify the
human voice for communication. Evidence suggests that the origins of social media can be
traced back as far as 550 BC (Baruah, 2012). In terms of technological advancements from
the 19th and 20th centuries, notable developments include the Telegraph in 1837, the
Telephone in 1876, and the Radio in 1891. These inventions significantly improved the
ability to send and receive messages over long distances and marked important milestones in
the evolution of communication (DrahoSova& Balco, 2017).

The advent of the Internet marked a significant turning point in the 20th century,
ushering in the digital era of interpersonal communication through web-based platforms and
email (Renu& Gupta, 2020). These tools have transformed communication in modern
society, making it essential to use computers for sending files and photos daily (Renu, 2018).
The origins of computers, however, date back to 1969. Email initially gained popularity
among students in schools and universities as a convenient tool for instant messaging
(Morrow, 2014). This development encouraged online interaction and social participation. In
the twenty-first century, we have witnessed a technological boom that has significantly
changed and integrated into society. This evolution has transformed communication patterns
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and methods, moving toward interactive dialogues and social media, primarily through
websites and mobile devices (Lisette et al., 2017).

Social media serves as a comprehensive platform for social interaction,
fundamentally changing the way people communicate with each other, organizations, and
communities. It has become globally accessible through scalable techniques. According to
the literature, social media can be categorized into six distinct types
(Nemekhjargal&Myadagbadam, 2019): 1. Cooperative sites, such as Wikipedia 2. Blogs and
microblogs, like X 3. Content communities, such as YouTube 4. Social networking sites, like
Facebook 5. Virtual gaming worlds, such as World of Warcraft and Cartridge 6. Virtual
social worlds, which use techniques similar to Second Life These categories highlight the
various ways in which social media facilitates communication and interaction among users.

Social media has evolved into an interactive communication channel that enables the
creation of engaging web content and promotes collaboration and exchange among
individuals within virtual communities (Aichner et al., 2021). Research shows that these
platforms differ significantly from traditional media due to their social network structure, the
equal status of their users, and the lack of constraints on how communication messages can
be presented—constraints often found in other media (Renu& Gupta, 2020). Furthermore,
advancements in information and communication technology (ICT) have significantly
influenced many societies, transforming their economic, political, social, and cultural
structures (Al-Nsour, 2017). The Internet has revolutionized the way we live, communicate,
and interact, making it one of the most engaging platforms for users (Bishop, 2019).

3.2 Global Context of SM in the Fashion Industry:

After the global financial crisis ended in 2008, the importance of planning in the
fashion industry increased significantly, as businesses sought ways to boost demand for
fashion products (Mohr, 2013). Accelerated technological development forced companies to
adopt new strategies to adapt to the changing external marketing environment (Kian et al.,
2021). As competition rose, businesses faced challenges in attracting and retaining
consumers. Economic theory suggests that unstable conditions lead to a decrease in the
purchase of fashion products, which are classified as normal goods with a positive
relationship between demand and income (Koufie&Kesa, 2020). Organizations aimed to
enhance communication, seek new customers, and develop content as part of their focus on
new marketing strategies (Kumar & Sharma, 2022). Some literature has emphasized the
importance of social media (SM) strategies in complex, rapidly changing business
environments with broad geographical scopes (Fassi et al., 2025).

Studies have shown that fashion stores have successfully created marketing tools
that allow them to lead the market, build awareness, and enhance their brand image (Kumar
& Sharma, 2022). The literature indicates that social media (SM) is one of the key models
that global fashion retailers have effectively implemented, combining marketing and social
communication (Kumar et al., 2016). Applied experiments demonstrate that social media has
helped numerous economic sectors achieve their objectives. The use of social media ensures
compatibility between available marketing resources and the requirements for consumer
engagement (Kumar & Sharma, 2022). The success of social media depends on factors such
as brand awareness, reputation, customer relationship management (CRM), and sales.
Additionally, effective communication, consumer engagement, efficient allocation of
marketing resources, and enhanced client orientation are vital performance indicators of the
social media model (Li et al., 2021). Studies reveal that the fashion sector has benefited from
these SM strategies since 2009. The industry has invested in innovating various applications
and business models associated with social media. Fashion retailers have adapted their
marketing strategies to align with global trends, reducing the risks associated with their
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brands (Lilima, 2020). They have leveraged SM to promote products and create virtual
communities for brand enthusiasts (Cheung et al., 2020). This approach has fostered loyalty
through innovative and non-traditional methods that align with SM. There has been a notable
shift toward incorporating brands into well-planned social media marketing campaigns,
which have proven effective in creating engaging and appealing content for users (Li et al.,
2021). These social media marketing campaigns have played a significant role in maintaining
customer relationships and building brand loyalty, stemming from interactions and
engagements within virtual communities (Lilima, 2020).

Studies confirm that SM positively impacts buying decisions in the fashion industry
and directs consumers toward specific brands (Makudza et al., 2020). SM has helped reduce
working time and costs, leading to simpler product designs. These benefits are particularly
evident in global fashion stores, including those in the Fast Fashion sector (Cheung et al.,
2021). As a result, performance indicators for fashion stores have shown improvement. The
use of SM in the fashion industry has effectively attracted followers, facilitated information
sharing, promoted brand awareness, and shifted consumer roles toward research, exploration,
and information collection (Makudza et al., 2020). Additionally, studies indicate that SM’s
diverse communication mix can integrate consumer self-expression, advertising, and
entertainment into shareable content (Kent & Taylor, 2021). Research has shown that SM in
the fashion industry allows users to rate fashion products and maintain direct contact with
brands (McCashin& Murphy, 2022). Furthermore, SM identify factors influencing consumer
behavior and purchasing decisions regarding fashion products, enhance customer satisfaction,
expand market coverage, and leverage user recommendations based on provided content
(Masa’deh et al., 2021). SM has successfully targeted consumers, efficiently segmented the
global fashion market, and quickly engaged with fashion enthusiasts (McCashin& Murphy,
2022). It serves as an educational resource for brand audiences and fashion lovers while also
addressing brand challenges (Alshammari et al., 2024). SM enhances the buying experience
by helping users discover and comprehend information while minimizing misunderstandings
with brands (Moisescu et al., 2022).

The literature also suggests that SM increases social communication participation
and followers of fashion products (Yonathan&Pupung, 2025). The level of connectivity
between sales representatives, retailers, distribution channels, and consumers has
significantly improved (Nabi et al., 2023). Information indicates that SM is becoming an
increasingly vital source for fashion retailers. There are 249 million active daily users of
social media, with social media advertising being the third most favored marketing
communication tool, accounting for 13% of users' preferences (following television
advertising and live research). The e-advertising market was estimated at about $333 billion,
with Google earning the highest revenue of $103 billion. In 2019, SM revenues for global
companies reached $587 billion (www.Statistics, 2019). In this industry, fashion blogs have a
significant influence on the buying decisions concerning three globally popular fashion
categories: casual clothing, occasion wear, and fitness apparel (Hutchinson, 2017). SM is
becoming more mature and visible in businesses, emerging as one of the most critical
customer-oriented strategies. Utilizing SM has led to increased effectiveness in promotions,
marketing intelligence, sentiment analysis, public relations, marketing communications, and
product management (Nabliah et al., 2021).

Social media platforms have become the most influential broker of social
interactions affecting business performance, especially with 1.92 billion users engaged in
online shopping, which represented 55.1% of social media users in 2019 (www.Statistics,
2019). SM focuses on fostering customer relationships with fashion stores, manufacturers,
and consumers rather than relying on mass marketing campaigns (Al-Nsour&Alsahli, 2025).
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SM has been instrumental in developing competing strategies to enhance brand image and
customer loyalty (Pang, 2021). These factors contribute to the effectiveness of interactive
face-to-face selling and its positive outcomes when implementing marketing campaigns
within a short timeframe (Nabliah et al., 2021). It is important to note that SM presents a
strategic opportunity for businesses of all sizes and sectors. Its significance is particularly
pronounced for small retailers lacking sufficient financial resources to conduct extensive
marketing campaigns or facing high costs to reach a large audience quickly (Nabi et al.,
2023). On a similar note, global fashion companies effectively communicate product
information to international markets, allowing for rapid outreach to diverse geographical
areas (Islam, 2021). SM plays a crucial role in customer acquisition, standing out as a
prominent feature compared to other marketing communication tools (HubSpot). Moreover,
SM has legitimized youth casual wear and improved sales figures in global markets (Alsahli,
2024).

Social media plays a crucial role in driving purchasing intentions, increasing brand
awareness and loyalty, and enhancing brand equity (Alsahli, 2024). Additionally, SM serves
as a tool that has improved brand reputation and customer behavioral intentions
(Khoirunnisa&Astini, 2021) while positively influencing post-purchase behavior
(Almarzouki et al., 2022). SM has opened avenues for creating, sharing, and disseminating
positive narratives and experiences within the fashion industry, fostering effective
communication and customer relationship management (Zahra &Abdol Hamid, 2020).
Importantly, the proliferation of the Internet, mobile phones, and digital platforms in the
Saudi market acts as a primary channel for the fashion industry. These platforms have
provided consumers with vast amounts of information, allowing brands to gain insights into
consumer behavior, monitor reactions closely, and respond proactively to their preferences
(Dogan-Sudas et al., 2021). Fashion marketers have benefited from tracking data, gauging
attention, and utilizing focus groups (Dewia et al., 2022). With SM, it has become easier to
adjust marketing strategies to align with customer needs, design pricing strategies, create
effective promotions, and select appropriate communication plans regarding messaging,
targeting, and language (Aggarwal & Mittal, 2022). Moreover, smartphones and tablets
enable customers to make informed purchases, stay updated on the latest global fashion
trends, engage socially, and receive immediate updates about fashion products (Dewia et al.,
2022).

Overall, SM has generated a “positive buzz” for fashion products in both global and
local markets, allowing for precise targeting of consumers. It has increasingly become an
effective means for disseminating the latest fashion trends worldwide (Al-Nsour& Al-Saleh,
2025). Through SM, we can identify consumer segments, their buying intentions, levels of
brand admiration or dislike, and the degree of brand recall (Aggarwal & Mittal, 2022). Social
media marketing (SMM) has effectively targeted the digital generation, serving as a tool to
expand audiences and penetrate remote and closed cultures. It facilitates continuous updates
on fashion products, promotes word-of-mouth marketing, and encourages viral marketing
among luxury brands (Kim et al., 2015). Research indicates that celebrity appearances, such
as those in "Casual Style," turn into daily events on social media, characterized by comments,
drawings, designs, videos, and TV shows (Al-Nsour, 2024). In some cases, this offers
opportunities for self-expression; followers may become critics, presenting challenges for the
world’s fashion creators (Khoirunnisa&Astini, 2021).

The literature confirms that social media (SM) serves as a platform for young people
and fashion enthusiasts to share information, exchange opinions and feedback, and evaluate
brands, often accompanied by feelings of fear (Moran, 2012). Practical experience also shows
that social media has enhanced brand awareness and improved the understanding of fashion

1882



LEX LOCALIS-JOURNAL OF LOCAL SELF-GOVERNMENT
ISSN:1581-5374E-ISSN:1855-363X 1EXC
VOL.23,N0.55(2025) LOCALIS

customers, facilitated feedback, and increased traffic to company websites (Dewia et al.,
2022). Studies indicate that social media is the most effective way to measure brand
performance and marketing campaigns due to its high levels of effectiveness. It provides
global access to brands and fashion products quickly and easily (Trad&Dabbagh, 2020).
Fashion is a visual industry that heavily relies on the feedback from social media users;
anyone can share and assess brands, contributing to the overall definition of the brand,
expanding the communication message, and ultimately improving sales (Faizan et al., 2025).
Under social media, the immediacy of feedback has increased, as has the sharing of
information among users (Bruno et al., 2022).

4.2 The Social Media and Consumer Behavior in the Fashion Market:

Social media (SM) has positively influenced consumer buying decisions and has
fostered greater engagement within the fashion industry (Alalwan et al., 2017). It has
streamlined workflows, reduced production costs, and simplified product design, all
contributing to the global trend of "Fast Fashion” (Alnsour et al., 2025). Consequently, key
performance indicators such as profits and market share have improved. In the fashion sector,
SM has successfully attracted followers, facilitated information sharing, promoted brand
awareness, and empowered consumers to research, explore, and gather information (Leung et
al., 2013). Research indicates that SM in the fashion industry enables users to rate products
and connect directly with brands (Labrecque, 2014). Understanding the factors that influence
consumer behavior, purchasing decisions, satisfaction, market reach, and recommendations
regarding content is essential (Khoirunnisa&Astini, 2021).

Additionally, SM effectively targets consumers, segments the fashion market, and
collects feedback from a global audience of fashion enthusiasts (Ibranim & Ahmed, 2019). It
also serves as an educational platform for audiences and fashion lovers, helping to address
brand-related issues (Xiang &Gretzel, 2010). In summary, SM enhances the user experience
and understanding of information while reducing inconsistencies related to brand messaging
(Kim &Ko, 2012). It promotes communication and encourages social engagement among
friends and followers of fashion products (Ramesh et al., 2025). Social media has become
increasingly important in business, playing a crucial role in strategies aimed at attracting
customers. According to Tanuri (2010), SM enhances promotions, marketing intelligence,
sentiment research, public relations, marketing communications, and product management
(Singah et al., 2025). Fashion blogs have notably influenced purchases in three key
categories: casual clothing, occasion clothing, and fitness clothing (Hutchinson, 2017). A
study by Rituraj (2019) revealed that the most popular platforms for consumers buying
professional clothing include Facebook, Pinterest, Instagram, Tumblr, and Twitter. SM
facilitates customer relationship management (CRM) for fashion retailers, aiding in consumer
engagement, brand image enhancement, and loyalty building (Coon, 2010).

Furthermore, SM legitimizes the casual styles associated with youth clothing and
positively impacts sales and marketing metrics. Ultimately, social media marketing (SMM)
serves as a motivating factor in shaping purchasing intentions (Dehghani&Tomer, 2015),
raising brand awareness, fostering brand loyalty, and enhancing brand equity (Al-Nsour et al.,
2023). Additionally, SM has improved business reputation and influenced customer behavior
(Keh&Xie, 2009), as well as post-purchase behavior (Mangold &Faulds, 2009). In
conclusion, SM provides fashion retailers with opportunities to create, share, and promote
positive narratives and experiences (Kumar et al., 2016), foster positive communication, and
enhance customer relationship management (Malthouse et al., 2013). Based on the above
insights, the research hypotheses can be formulated as follows:
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- HO:: HO1: Social media has a statistically significant effect on consumer behavior

regarding e-fashion stores in Saudi Arabia at the 5% level.

3. Research Design:

1.3 Research Population: The research population consists of all Saudi households in Riyadh,
specifically targeting users of the well-known electrical appliance market. According to
data, the total number of Saudi households in Riyadh was approximately 996,100 in 2022,
accounting for 43.8% of the overall households in the city (Stat.gov.sa, 2022).

2.3 Sampling Techniques: The target population for this study includes Saudi females aged
15-34 who are users of the specified products. This age demographic is estimated to
comprise 26.2% of the total Saudi female population for 2022. The overall number of
Saudi females reached 9,358,131 (Authority of Statistics, 2022). A purposive sampling
method, which is a non-probability sampling technique, was employed. The analysis
focused on five prominent online fashion stores in Saudi Arabia: Amazon Saudi, City
Max Fashion, Center Point, Temu, and Nashmi. A recommended sample size of 386
female consumers was determined.

3.3 Research Instrument: A fully structured questionnaire was deemed the most appropriate
method for data collection. This questionnaire was developed based on relevant previous
studies and evaluated by academics and professionals to confirm its external validity,
relevance, and effectiveness in achieving the research objectives. The questionnaire
underwent refinement until it reached its final form. It was then distributed electronically
via the Google Drive platform, resulting in a response rate of 100%.

3.4 Measurement: The study utilized a five-point Likert scale to measure the research
variables. The response levels ranged from 1 to 5, where 5 indicates a very high response
and 1 indicates a very low response. The interpretation scale for these response levels is
as follows: (1) A score of 5 to 4.2 signifies a very high level, (2) a score greater than 3.6
but less than 4.2 indicates a high level, (3) a score greater than 2.4 but less than 3.6
represents a moderate level, (4) a score greater than 1.6 but less than 2.4 signifies a weak
level, and (5) any score below 1.6 indicates a very low level. Sample responses were
analyzed using descriptive statistics, including indicators such as the arithmetic mean,
standard deviation, and relative frequencies. This analysis aimed to assess the level of
social media involvement and its impact on online purchasing decisions through the
Facebook platform (Al-Nsour& Al-Shaibani, 2024).

3.5 Data Analysis: The data were analyzed using Structural Equation Modeling (SEM) with
PLS Smart software. This technique is based on various statistical assumptions and
indicators. The p-value indicates the direction of the relationship between research
variables, while the Standardized Beta reflects the strength and direction of the
relationship. The 2 and R2 values assess how well the independent variable explains the
dependent variable. The Q2 metric predicts the behavior of the research variables, and the
Goodness-of-Fit (GoF) evaluates the overall performance of the regression model.

6.3 Descriptive Statistics:
A) Independent Variable: Social Media

1. Social Media Uses: This variable consists of 5 items, with a moderate response
level. The arithmetic mean is 3.091, and the standard deviation is 1.158. This
indicates that the use of social media by female shoppers in Saudi Arabia is
moderate, as reflected in 39.3% of the responses. The confidence interval is
between 1.933 and 4.249.

2. Sales Promotion Techniques: This variable consists of 6 items, with response
levels ranging from moderate to high. The arithmetic mean is 2.7 and the
standard deviation is 1.182. Thus, the level of sales promotion via social media
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is considered moderate, with 25.8% of responses indicating approval. The
confidence interval is between 1.518 and 3.882.

3. E-Credibility: Comprising 5 items, this variable also shows a moderate
response level. The arithmetic mean is 2.929 with a standard deviation of
1.133, indicating a moderate level of credibility via social media, as noted by
31.5% of the responses. The confidence interval is between 1.796 and 4.062.

B) Dependent Variable: Buying Behavior from E-Fashion Stores in Saudi Arabia**
This variable consists of 6 items, with an arithmetic mean of 3.352 and a standard
deviation of 1.0768. This shows that the buying behavior of female shoppers in
Saudi Arabia via social media is moderate, according to 46.8% of the responses.
The confidence interval is between 2.2752 and 4.4288.

4. Validity and Reliability:

Cross-loading (Individual Item Value) assesses how items are distributed among
different latent variables in the measurement model. According to statistical guidelines, an
acceptable value is above 0.7 (Fornell&Larcker, 1981). All items in this analysis have values
exceeding 0.7, confirming their accuracy and statistical acceptability. Cronbach's Alpha
measures the internal consistency among scale items. It is statistically acceptable, as values
between 0.7 and 0.95 (Hair et al., 2014) indicate good internal consistency. Construct
reliability offers a more comprehensive assessment of internal consistency among scale items
(Brunner &SuR, 2005). The composite reliability value serves as an indicator of this
consistency. The Average Variance Extracted (AVE) test evaluates the variability within the
measurement construct, focusing on how much of the underlying construct or latent variable's
differences are explained (Henseler et al., 2014). The minimum acceptable value for AVE is
0.5, with values above 0.7 considered very good. All variables in this construct have AVE
values above 0.5, confirming their statistical acceptability.

Table 1: Results of Composite Reliability, Average Variance Extracted, and CR

Construct Items Individual CR AVE Cronbach's VIF
Item Alpha

Validity

X (Engagement) X1 0.783 0.897 0.636 0.856 2.492
X2 0.798
X3 0.826
X4 0.834
X5 0.744

wW (Sales W1 0.795 0.927 0.680 0.905 2.253
Promotion ) W2 0.853
W3 0.819
W4 0.859
W5 0.861
W6 0.754

A(E- Credibility) Al 0.845 .9250 0.711 0.989 2.676
A2 0.862
A3 0.849
A4 0.849
A5 0.821
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M (Buying M1 0.882 0933  0.701 0.934
Behavior) M2 0.887

M3 0.855

M4 0.877

M5 0.854

M6 0.842

Table 2 illustrates collinearity, which refers to the correlation between independent
variables and the strength of that correlation. It highlights the challenges of incorrectly
regressing parameters (Montgomery et al., 2012). PLS-SEM computes the variance inflation
factor (VIF), which starts at 1 and has no upper limit. According to statistical guidelines, a
VIF value below 5 indicates that the collinearity problem is minimal. A value above 5
suggests a significant collinearity issue, and a value exceeding 10 indicates a very concerning
level, leading to inaccurate regression estimates (Frost, 2020). Table 1 presents a VIF value
of 5, indicating that the level of collinearity among the independent variables in this study is
not a serious concern.

Table 2:Fornell-Larcker Criterion & VIF

Items Engagement Sales E- Buying  VIF
Promotion Credibility Behavior

Engagement | 0.798 2.492

Sales 0.611 0.824 2.253

Promotion

E- 0.593 0.651 0.843 2.676

Credibility

Buying 0.511 0.537 0.720 0.866

Behavior

5. Research Outcomes:

Path analysis is used to determine the relationships between latent independent
variables (IV) and dependent variables (DV) and to measure their impact. Key statistical
indicators for assessing model fit include standardized beta coefficients and t-statistics
(Coffman &MacCallum, 2005). A P-value of less than 0.05 (Probability of Errors) is
considered statistically significant and indicates a direct relationship between the two
variables. The standardized beta not only indicates the strength of the relationship but also its
direction; a positive (+) value signifies a positive relationship between the variables. Table 3
below illustrates the positive direct relationship between sub-independent variables—
Engagement, sales promotion, and e-Credibility—and buying behavior from e-fashion stores.
The effects of social media (SM) sub-variables on buying behavior were significant, as
evidenced by a significance level of P < 0.01. Additionally, the 2 statistic measures the
impact of the independent variable (IV) on the dependent variable (DV) (Kline, 2004).
According to statistical guidelines, an f2 value greater than 0.35 indicates a high effect, a
value between 0.15 and 0.35 suggests a moderate effect, a value below 0.15 indicates a small
effect, and a value less than 0.02 reflects no effect. The results indicate multiple influences of
social media components on buying behavior. Specifically, there is no effect from
Engagement, while sales promotion techniques and e-Credibility have a moderate effect on
the buying behavior of e-fashion stores.

Table3: Path Direct Effects of First Hypotheses

H

Relationship Std. Std. T- P- Decision f Decision
Beta Erro Value Value
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r
Hi:  EngagementBaying 0.121  0.005 23.49 0.00 Supported 0.001  No Effect
Behavior 9 Positive
Relationship
H.: Sales Promotion”Buying 0.162 0.006 27.90 0.00 Supported 0.23 Moderate
Behavior 7 Positive Effect
Relationship
Hs:  E-Credibility> Buying 0.162 0.006 27.89 0.00 Supported 0.16 Small
Behavior 1 Positive Effect
Relationship
Significant at Po* < 0.01. Significant at Po** <0.05.

The R? Coefficient of Determination is a statistical measure that assesses how well
variation in the dependent variable (DV) can be explained by the independent variable (IV).
Many researchers utilize this measure for path analysis (Hair et al., 2014). Table 3 presents
the R2 determination coefficient test regarding online buying intention and its variation due to
social media (SM) components. The structural model accounts for 58.71% of the differences
among the variables (R? = 0.587). According to statistical guidelines, this indicates that social
media has a strong capacity to explain the differences in e-buying behavior. There is a
significant positive relationship between social media and consumer behavior, as indicated by
a beta value of 0.145 and a p-value of 0.00. Effective prediction relies on both the R2
coefficient of determination and the Q2 indicators. The results from Blindfolding show that
Predictive Relevance measures the prediction of the omitted parts in the model. The Q2 value
reflects the potential for restructuring the data collected by the structural model and its
performance indicators (Chin, 2010). According to the statistical rule, Predictive Relevance
exists if the Q2 value is greater than 0.00. Based on this, Table 3 demonstrates that the
differences in online buying intention (Q2 = 0.438) attributed to social media are significant,
indicating a high level of predictability for e-buying intentions. Finally, SmartPLS calculates
the Goodness of Fit (GoF) test value to evaluate the overall performance of the model (both
Measurement Model and Structural Model). Table 4 below displays the GoF test results,
which confirm a high level of predictability for the general model (Measurement &
Structural).

Tabled :Other Statistical Measures

Construct Measure Value Result

Buying Behavior | R? 0.587 Large Power of Explanation
Q2 0.438 Large Predictive Relevance
' GoF 0.864 Large Goodness of Fit.

6. Discussion and Recommendations:

The study aimed to measure the effect of social media (SM) on consumer behavior
among Saudi females shopping in online stores. The findings revealed that SM influences the
purchasing behavior of approximately 68.8% of Saudi female youth. This suggests that SM is
a strong predictor of buying behavior among female respondents. The sub-independent
variables were found to be statistically significant and positively correlated with buying
behavior. The study concludes that SM has a moderately significant effect on buying
behavior, with electronic credibility identified as the key factor. However, engagement on
social media did not have an impact on purchasing behavior from online fashion stores.
These results are inconsistent with previous studies regarding the influence of SM on buying
behavior. According to these findings, extensive use of social platforms contributes to
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behaviors associated with online addiction (Kuss et al., 2013). The use of electronic media is
based on two different dimensions: content gratification and process gratification. Content
gratification occurs when individuals seek information via social platforms for everyday
activities, such as finding news or exploring popular international fashion brands. In contrast,
process gratification arises from engaging with social media content. Theoretically and
practically, there is no correlation between content gratification and process gratification
across social platforms. Process gratification happens when a shopper methodically searches
online for their needs, preferences, and interests. This type of satisfaction is particularly
prevalent in Saudi culture.The low level of social media participation among Saudi female
shoppers can be attributed to the nature of their satisfaction process. Social media is a
significant influence on these shoppers, who often use the internet for entertainment,
communicating with others, and engaging in games, rather than for thorough and planned
purchases. According to communication literature, social media is one of the quickest ways
to send visual and audio messages over long distances (Miller & Nelson, 2022). Many
fashion retailers worldwide utilize these platforms to interact with customers, share ideas,
engage in discussions, and make recommendations (Daugerty& Hoffman, 2014). This
engagement allows shoppers to create pages that foster brand affinity and share their
experiences and preferences (Dewi et al., 2022). Additionally, social media helps build
consumer awareness, attract new customers (Moran &Muzellec, 2014), influence buying
intentions, and promote motivations for using brands (West, 2019). As a result, the
participation of Saudi female shoppers in social media can be characterized as spontaneous,
unplanned, and unintended. This situation clarifies why the impact of social media on their
purchasing behavior in e-fashion stores is minimal.

In a different context, social media (SM) positively influences buying behavior
through sales promotion techniques and e-credibility. Sales promotion is a key component of
the marketing communication mix, involving news, persuasive messaging, and remnant
functions (Koc-Damgaci& Aydin, 2018). These promotions are typically classified as short-
term cash and non-cash incentives designed to attract customers (Kotler & Keller, 2016).
They encourage the purchase of specific products and help brands stand out from competitors
(Dhar&Jha, 2014). Incentives and promotional rewards are informative communications that
enhance interaction between sellers and buyers, stimulate purchasing decisions, and ensure
immediate responses from customers (Zafar et al., 2018). These strategies contribute to
gaining a competitive edge and fostering customer loyalty (Omotayo, 2011). The direct
financial benefits associated with rewards and promotional incentives are linked to factors
such as quality, convenience, value expression, exploration, and entertainment (Al-Sahli&
Al-Nsour, 2022). The adaptability of incentives and promotional rewards, along with a
variety of marketing methods—nboth financial and non-financial—make them effective tools
for improving communication with the target market and addressing challenges faced by
businesses (Ofosu-Boateng, 2020). Previous studies support the notion that incentives and
promotional rewards can significantly alter the buying behavior of consumers (Hassan
&Shahzad, 2022). These strategies have influenced purchasing timing, the number of items
bought, sales turnover, and the entry of new consumers into the market
(Omotayo&Folorunso, 2020). Incentive-based and rewarding online buying behavior is often
strategic and methodical, contrasting with more spontaneous purchasing patterns (Zhang et
al., 2023). The findings from the current study affirm that incentives and promotional rewards
strongly influence buying decisions, including brand choice, the timing and quantity of
purchases, and preferences for certain brands. These promotions tend to reduce price
sensitivity among some consumers (Rohman&Tambunan, 2024). Ultimately, they impact
sales volume and profitability (Hadi&Hafnidar, 2019). Sales activation programs encompass
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a variety of promotional items combined with compelling brand messaging aimed at
encouraging consumers to engage with products at the point of sale (JaksStiene&Meiste,
2024). These promotions help steer customers toward a brand and secure purchasing deals
that may be challenging to obtain after the promotional period ends (Juliano&Puji, 2023).

Many studies have indicated that social media offers the advantage of two-way
communication in an interactive manner between brands and consumers (Kaplan &Haenlein,
2010). This interactive content allows consumers to engage with brands by creating and
sharing content with others (Jacob et al., 2021). As a result, social media can stimulate online
purchasing behavior. Researchers have noted the importance of providing economic
incentives to online consumers, linking consumer access to economic benefits with their
interactions on virtual platforms (Ou et al., 2024). Customers are often attracted to brands
through various incentives, such as promotional benefits, discounts, special deals, and
financial gains. These rewards are considered significant drivers for using social media and
participating in electronic word-of-mouth (eWOM) communication (Pang, 2022). Moreover,
online marketing encompasses various incentives, such as enhanced brand value and unique
product offerings, alongside logistics services (Gupta & Vohra, 2019). Some studies highlight
that consumers appreciate the risk-free aspect of shopping online at any time (Pang, 2021).
Trust is a crucial element in the relationship between individuals and companies, especially
when engaging in online shopping (Al-Nsour et al., 2024). Typically, social media users
prefer to make purchases through reliable and credible websites (Sahin et al., 2025).
Establishing trust during the communication process can boost interaction and customer
engagement on social media, which in turn influences online purchasing decisions. Research
has confirmed that trust significantly impacts buying intentions (Razick et al., 2023).
Additionally, social media marketing enhances customer perceptions of a company’s
credibility, leading to positive attitudes towards online purchasing (Al-Nsour& Al-Sahli,
2022). Ultimately, online trust plays a vital role in pre-acceptance of online transactions
(Karlsen&Aalberg, 2021).

The current study demonstrated that the moderated effect of social media on e-
credibility serves as an intermediary factor influencing the relationship between online
credibility and online buying decisions. This effect is notably stronger compared to other
social media components examined in the study. Marketing literature suggests that credibility
relies on various factors, particularly the recipient’s experience, which significantly impacts
the credibility of the communication message. Experience encompasses knowledge, skills,
and perceived familiarity with the sender (Chen et al., 2024). It is associated with the sender’s
ability to provide accurate and reliable information. Research indicates a positive correlation
between user confidence and the sender’s technical expertise (Rezaei, 2015). Technical
expertise refers to specialized knowledge and skills, while practical experience involves skills
acquired through direct participation in related marketing activities (Karlsen&Aalberg, 2021).
Additionally, information about the sender’s identity—including real name, gender, location,
hobbies, and reputation—can guide customers and enhance credibility (Al-Nsour& Al-
Shaibani, 2024). Positive attributes of the communication message can further increase the
message's persuasiveness (Rezaei, 2015). Experiences with major e-commerce platforms,
such as Amazon and Tao Bao, showcase their efforts to promote what is commonly known as
the herd effect (Chang & Zhu, 2012). These platforms aim to strengthen the relationship
between e-shoppers and the communicators of their messages (Sahin et al., 2025). The
credibility of messages shared via social media enables consumers to evaluate intangible
electronic products before making a purchase. This allows buyers to anticipate the risks
associated with their purchasing decisions and enhances their overall decision-making
process (llieva et al., 2024).
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Credibility significantly influences consumers' buying attitudes and intentions toward
e-stores, brands, and products (Do Yuon&Hye-Young, 2023). Research shows that the
credibility of information sources affects young shoppers' acceptance of e-stores (Al-Nsour et
al., 2021; Shuang et al., 2023; Mabkhot et al., 2022). Modern internet-based technologies
have created innovative opportunities for communication with retailers. This development
has become a key factor in integrating communication strategies that influence buying
decisions (Dhanesh&Duthler, 2019). Credibility through social media complements
advertising and impacts buying intentions, shaping consumer attitudes. In contrast, the effect
of advertising alone on these intentions has not been demonstrated (Ata et al., 2022). The
credibility of a communication message significantly alters shoppers' buying attitudes. It
plays a crucial role in enhancing buying intentions, evaluating brands, and promoting
interaction between the message and the sender (Mabkhot et al., 2022). The credibility of a
product's written advertising message fosters a clear bias toward online decision-making and
encourages positive brand reviews. Engaging with online marketing texts improves the
perceived credibility of communication messages (AlSahli et al., 2025). Literature indicates
that readable, accurate, and easy-to-understand texts are considered more reliable than
difficult-to-read messages (Alnsour et al., 2025). Consequently, clearer messages tend to
receive higher ratings, improve the online consumer experience, promote positive feelings
about online shopping, and increase customer loyalty (Makudza et al., 2020). Satisfaction
with the online shopping experience drives repeat purchases, fueled by trust in the source of
the message, as previously noted (Ao et al., 2023). Overall, the evidence supports the notion
that the credibility of communication messages affects buying decisions, highlighting the
need for effective integration of this factor into online marketing communication strategies
(Ao et al., 2023). The findings of Md. Rakibul et al. (2019) highlight the significant role of
credibility in social media tracking and the importance of privacy and confidentiality on
online social platforms. Additionally, a study by Martiningsih and Setyawan (2022) indicated
that low credibility negatively impacted purchasing intentions on the Shopee market during
the COVID-19 pandemic. Their research revealed that factors such as attractiveness,
trustworthiness, and experience accounted for 49% of the influence, while 51% of the impact
was attributed to other aspects related to social media

7. Implications:

A. Academic Contribution: This study aims to bridge the gap between academic research
and practical application in the fields of communication and marketing, specifically
regarding social media (SM) and the significance of e-social platforms in marketing
activities. There has been a substantial daily increase in the volume of marketing,
technical, and communication research, which has led to confusion and fragmentation
concerning the impact of this research on young adolescents across various environments
and industries. Therefore, there is a need for more empirical evidence to understand the
psychological relationship between young adolescents and fashion products within the
fashion industry. Following the global crisis of 2008, many studies emerged focusing on
SM in the fashion sector, although they were largely categorized as exploratory. These
studies call for a redefinition of organizational stakeholders, the relationship between
culture and organizational structure, and an integration within a new framework named
SM, which is fundamentally different from traditional trends. This has resulted in the
emergence of several modern concepts in management and marketing that affect the
current study's subject, requiring substantial applied evidence for aspects such as
formality, centralization, specialization, and division of responsibilities.
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B. Practical Contribution: This contribution is derived from selecting a highly relevant
topic. It provides a comprehensive understanding of the impact of SM on buying
behavior. Beyond the studies discussed, there are investigations into how various
components of SM affect other variables within research. This study highlights the
significance of SM in a vital and promising economic sector globally—the fashion
industry—while particularly noting the interest of Saudi females, who represent about
one-third of the Saudi population. It also enhances the understanding of key variables,
latent variables, and sub-variables within the contexts of marketing and communication.

C. Contribution to Industry: A thorough literary review revealed a lack of global studies
examining social media performance specifically within the fashion industry. Research
has indicated that interpretations from social theories vary according to diverse cultures,
which leads to differences in the implementation of SM strategies. Studies conducted in
other industries and sectors in developed countries have relied on multiple variables and
indicators to evaluate SM’s effectiveness. In this regard, this study contributes to
developing new variables to assess SM, such as incentivizing rewards and discounts
through social media networks, which are fundamental to the successful application of
SM strategies worldwide.

D. Contribution to Society: Finally, this study reinforces the importance of SM, particularly
via Facebook, as a tool for interactive communication between consumers and various
formal and informal entities in society. It also confirmed that the most common behavior
among Saudi buyers includes seeking amusement, interacting with others, and engaging
in video games. The engagement of Saudi females on X (formerly Twitter) appears to be
spontaneous, unplanned, and lacking meaningful activities, focusing primarily on
maximizing their experience with online fashion stores. These objectives differentiate
Saudi society from prior marketing and communication literature. It can be argued that
these factors are insufficient to enhance participation rates for females seeking
information, increase their immersion in purchase decisions, or attract attention to brands
on the X platform

Conclusion:

In most of the studies reviewed, social media offers the advantage of bilateral
communication in an interactive manner between users and brands (Haenlein& Kaplan,
2010). This interactive content allows consumers to engage with brands by creating and
sharing content with others (Jacob et al., 2021). As a result, the enjoyment of using social
media can stimulate online purchasing behavior. Many studies emphasize the importance of
providing economic incentives to consumers online, linking consumers' access to these
incentives with their interactions on virtual platforms (Azar et al., 2016). Customers are
attracted to various incentives, such as promotional benefits, discounts, special deals, and
financial gains, which enhance their interest in the brand. The literature suggests that these
rewards are among the most significant factors driving the use of social media and
participation in electronic word-of-mouth (eWOM) (Pang, 2021). Research shows that online
marketing incorporates incentives and rewards, including valuable brand recognition and
unique products as well as logistics services (Bellenger, 2007). Additional studies highlight
the appeal of risk-free shopping available at any time online (Pang, 2021). Trust plays a
fundamental role in the relationship between individuals and companies during online
shopping communications. Social media users generally prefer to buy from reliable and
credible websites (Rune &Aalberg, 2021). Establishing trust in the communication process
can enhance interaction and customer engagement on social media, positively influencing
online purchasing decisions. Studies confirm that trust has a strong impact on buying
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intentions (Subawa et al., 2020). Furthermore, social media can improve customers'
perceptions of a company's credibility, leading to more favorable attitudes toward online
purchases (Purwaamijaya, 2020). Online confidence also plays a critical role in the
acceptance of online transactions (Azhar et al., 2023)

References:

Adegboyega, Lateef Omotosho. (2020). Influence of Social Media on the Social
Behavior of Students as Viewed by Primary School Teachers in Kwara State, Nigeria.
MimbarSekolahDasar 7(1),43-53.

Aggarwal, R. & Mittal, S. (2022). Impact of Social Media Marketing Activities on
Purchase Intentions Via Customer Equity Drivers: An Empirical Case Study on
Smartphone Brands. International Journal of Online Marketing (1JOM), 12 (1), 1-19.
Doi:https://doi.org/10.4018/ijom.299402

Ahmad, Nawaz, and Salman, Atif and Ashig, Rubab, (2015). The Impact of Social
Media on Fashion Industry: Empirical Investigation from Karachiites (April 30,
2015). Journal of Resources Development and Management, 7.

Aichner, T., et al. (2021). Twenty-Five Years of Social Media: A Review of Social
Media Applications and Definitions from 1994 to 2019. Cyberpsychology, Behavior
and Social Networking, 24, 215-222. https://doi.org/10.1089/cyber.2020.0134.
Alalwan, Ali Abdallah., Nripendra P. Rana, Yogesh K. Dwivedi, and RaedAlgharabat
. (2017) . Social media in marketing: A review and analysis of the existing literature.
Telematics and Informatics,34 (7), 1177-1190.
https://doi.org/10.1016/j.tele.2017.05.008.

Allcott, Hunt, Luca Braghieri, Sarah Eichmeyer, and Matthew Gentzkow. (2020). The
Welfare Effects of Social Media." American Economic Review 110 (3): 629-76.DOI:
10.1257/aer.20190658.

Almarzouki, A. F., Alghamdi, R. A., Nassar, R., Aljohani, R. R., Nasser, A,
Bawadood, M., &Almalki, R. H. (2022). Social Media Usage, Working Memory, and
Depression: An Experimental Investigation among University Students. Behavioral
Sciences, 12(1), 16. https://doi.org/10.3390/bs12010016.

Al-Nsour, 1., Somili, H., and Allahham, M., (2021). Impact of Social Networks
Safety on Marketing Information Quality in the COVID-19 Pandemic in Saudi
Arabia. Journal of Asian Finance, Economics and Business, 8 (12), 0223-0231.
Al-Nsour, A. I., and Aiaf, A.A. (2024). Effect of Innovation in Communication
Message on Financial Customer Relationships: New Evidence from Saudi
Arabia. Journal of Asian Business Strategy, 14(1), 61-69.
https://doi.org/10.55493/5006.v14i1.5054.

Al-Nsour, 1. (2023). The Impact of Social Media Celebrity on Buying Behavior of
Retailer ~ Customers in  Riyadh, KSA.Jordan Journal of Business
Administration, 20(1). https://doi.org/10.35516/jjba.v19i4.1719.

Al-Nsour, 1. A. (2017). WOM Effectiveness in Improving the Purchasing Behavior:
Comparative Study on the Private Hospitals Inpatients in Jordan and Saudi Arabia.
Arab Economic and Business Journal, 12(1), 13-28.
https://doi.org/10.1016/j.aebj.2017.04.003.

Al-Nsour, I. A. (2024). Building a Model for E-Interaction Via Facebook Platform:
"The IN-IMSIU Model for E-Interaction”. Journal of Management World, 2024(5),
348-362. https://doi.org/10.53935/jomw.v2024i4.1120.

1892


https://doi.org/10.1016/j.tele.2017.05.008
https://doi.org/10.3390/bs12010016
https://doi.org/10.55493/5006.v14i1.5054
https://doi.org/10.35516/jjba.v19i4.1719
https://doi.org/10.1016/j.aebj.2017.04.003
https://doi.org/10.53935/jomw.v2024i4.1120

LEX LOCALIS-JOURNAL OF LOCAL SELF-GOVERNMENT
ISSN:1581-5374E-1SSN:1855-363X 1ExS
VOL.23,NO.55(2025) LOCALIS

- Al-Nsour, I. A. A., & Al-Saleh, N. H. (2025). Impact of Humor Communication
Message Elements on Brand Equity Mediator for Customer Relationships A Study on
Fast Food Restaurant Customers via the X Platform in Saudi Arabia. Arab Journal of
Administration, (), 1-24. doi: 10.21608/aja.2025.356476.1791.

- Al-Nsour, I. A., Al-Nsour, I. R., & Al-Otoum, F. J. (2021). Enhancing Customers’
Satisfaction Using Loyalty Rewards Programs: Evidence from Jordanian Banks. The
Journal of Asian Finance, Economics and Business, 8(11), 297-305.
https://doi.org/10.13106/JAFEB.2021.VOL8.NO11.0297.

- Al-Nsour, I. A, and Al-Sahli, S. A. (2022). Effects of Cash and Non-Cash
Communications on Brand Awareness: An Empirical Evidence from Saudi
Arabia. The Journal of Asian Finance, Economics and Business, 9(5), 507-518.

- Al-Nsour, I., &Alsahli, S. (2025). The Brand Involvement as a Mediator Between
Sports Sponsorship and Jordanian Audience Behavior: Psychological-Communication
Analysis. Arab Journal of Administration, (), 1-32. doi:
10.21608/aja.2025.404536.1897.

- Al-Nsour, I., and Al-Shaibani, M.F. (2024). Effect of Social Media Involvement on
Buyer Behavior: Evidence from Jordan Fashion Market via Facebook
Platform. Journal of International Crisis and Risk Communication Research, 7(S12),
341-359.

- Alnsour, lbrahim Radwan., Al-Nsour, lyadA. ,Malkawi, Eyad Mohammad., and
Allahham, Mahmoud Izzat. (2025). The Role of Internet of Things in Fintech
Adoption Within Banking Sector. The Moderating Role of Digital Transformation
Capability. Lex Localis - Journal of Local Self-Government, 23(S4), 2486-
2510. https://doi.org/10.52152/k4pew155.

- Al-Nsour, lyad A., Hasnin, EmanAbdelhameed., Almurad, Hussein Mohamad., and
Allahham, Mahmoud Izzat.(2024).The Relationship Between Social Media Trust and
Purchase Decision in the Fashion Industry. Journal of Information Systems
Engineering & Management, 10(54s), 1012-1029.

- Alsahli, Saud A. (2024). Impact of Social Media Promotion on Purchase Decisions
from Luxury Stores The Mediator Role for Purchase Intention. Journal of
International Crises and Risk Communication Research, 7, s12, 298-313.

- AlSahli, Saud Abdulla., Al-Nsour, lyad A., Allahham, Mahmoud lzzat. (2025).
Improving Visitor Awareness Through Marketing Literacy During Riyadh Season
Events. Lex Localis - Journal of Local Self-Government, 23(S4), 2511-
2540. https://doi.org/10.52152/srvtb662.

- Alshammari, M.M., Al-Mamary, Y.H. &Abubakar, A.A. (2024). Revolutionizing
education: unleashing the power of social media in Saudi Arabian public
universities. HumanitSocSciCommun 11, 808. https://doi.org/10.1057/s41599-024-
03313-w

- Ao, L., Bansal, R., Pruthi, N., &Khaskheli, M. B. (2023). Impact of Social Media
Influencers on Customer Engagement and Purchase Intention: A Meta-
Analysis. Sustainability, 15(3), 2744. https://doi.org/10.3390/su15032744.

- Aras, BaharBicen., and Colaklar, Huriye. (2015).The Role of Social Media in the
Promotion of University Libraries. Journal of Library and Information Science, 3 (2),
79- 105.

- Arora, A.S., &Sanni, S.A. (2019). Ten Years of ‘Social Media Marketing’ Research
in the Journal of Promotion Management: Research Synthesis, Emerging Themes, and
New Directions. Journal of Promotion Management, 25, 476 - 499.

1893


https://doi.org/10.13106/JAFEB.2021.VOL8.NO11.0297
https://doi.org/10.52152/k4pew155
https://doi.org/10.52152/srvtb662
https://doi.org/10.1057/s41599-024-03313-w
https://doi.org/10.1057/s41599-024-03313-w
https://jlis.thebrpi.org/

LEX LOCALIS-JOURNAL OF LOCAL SELF-GOVERNMENT
ISSN:1581-5374E-1SSN:1855-363X 1ExS
VOL.23,NO.55(2025) LOCALIS

- Authority of Statistics, 2022.Anual Publsied Data. Riyadh, KSA.

- Baruah, T. D. (2012). Effectiveness of Social Media as a Tool of Communication and
Its Potential for Technology-Enabled Connections: A Micro-Level Study.
International Journal of Scientific and Research Publications, 2, 1-10.
http://www.ijsrp.org/research_paper_may2012/ijsrp-may-2012-24.pdf.

- Bishop, M. (2019). Healthcare Social Media for Consumer Informatics. In: Edmunds,
M., Hass, C., Holve, E. (eds) Consumer Informatics and Digital Health. Springer,
Cham. https://doi.org/10.1007/978-3-319-96906-0_4.

- Brunner, M., &Sif, H.-M. (2005). Analyzing the Reliability of Multidimensional
Measures: An Example from Intelligence Research. Educational and Psychological
Measurement, 65(2), 227-240. https://doi.org/10.1177/0013164404268669

- Bruno Schivinski, Nicolas Pontes, Barbara Czarnecka, Wen Mao, Jennifer De
Vita, Vasileios Stavropoulos. (2022). Effects of social media brand-related content on
fashion products buying behaviour — a moderated mediation model. Journal of
Product & Brand Management, 31 (7). 1047-1062. https://doi.org/10.1108/JPBM-05-
2021-3468.

- Chang, Y.P. and Zhu, D.H. (2012). The Role of Perceived Social Capital and Flow
Experience in Building Users’ Continuance Intention to Social Networking Sites in
China. Computers in Human Behavior, 28, 995-1001.
https://doi.org/10.1016/j.chb.2012.01.001.

- Chen, Y., Qin, Z., Yan, Y., & Huang, Y. (2024). The Power of Influencers: How
Does Influencer Marketing Shape Consumers’ Purchase
Intentions? Sustainability, 16(13), 5471. https://doi.org/10.3390/su16135471.

- Cheung, M. L., Pires, G. D., Rosenberger, P. J., Leung, W. K. S., & Ting, H. (2020).
Investigating the role of social media marketing on value co-creation and
engagement: An empirical study in China and Hong Kong. Australasian Marketing
Journal, 29(2), 118-131. https://doi.org/10.1016/j.ausmj.2020.03.006.

- Christians, Clifford G. (2011). Cultural Diversity and Moral Relativism in
Communication Ethics. In Ethical Issues in International Communication, edited
by A. Nikolaev, 23-34. Hampshire, UK: Palgrave Macmillan UK.

- Coffman, D. L., &MacCallum, R. C. (2005). Using Parcels to Convert Path Analysis
Models into Latent Variable Models. Multivariate Behavioral Research, 40(2), 235-
259.

- Coon, M. (2010). Social Media Marketing: Successful Case Studies of Businesses
Using Facebook and YouTube With M.A. Project, June 4, 2010,
http://comm.stanford.edu/coterm /projects/2010/maddy%20coon.pdf (accessed on 02
March 2012) .

- Daugherty, Terry and Ernest Hoffman (2014). eWOM and the Importance of
Capturing Consumer Attention within Social Media. Journal of Marketing
Communications, 20(1-2), 82-102., Available at
SSRN: https://ssrn.com/abstract=2567567

- Dewi, V. I. (2022). How Do Demographic and Socioeconomic Factors Affect
Financial Literacy and Its Variables? Cogent Business & Management, 9, Article
2077640.
https://doi.org/10.1080/23311975.2022.2077640

- Dhar, J., &ha, A. K. (2014). Analyzing Social Media Engagement and its Effect on
Online Product Purchase Decision Behavior. Journal of Human Behavior in the
Social Environment, 24(7), 791-798. https://doi.org/10.1080/10911359.2013.876376.

1894


http://www.ijsrp.org/research_paper_may2012/ijsrp-may-2012-24.pdf
https://doi.org/10.1007/978-3-319-96906-0_4
https://psycnet.apa.org/doi/10.1177/0013164404268669
https://doi.org/10.1108/JPBM-05-2021-3468
https://doi.org/10.1108/JPBM-05-2021-3468
https://doi.org/10.1016/j.chb.2012.01.001
https://doi.org/10.1016/j.ausmj.2020.03.006
https://ssrn.com/abstract=2567567
https://doi.org/10.1080/23311975.2022.2077640
https://doi.org/10.1080/10911359.2013.876376

LEX LOCALIS-JOURNAL OF LOCAL SELF-GOVERNMENT
ISSN:1581-5374E-ISSN:1855-363X T1Evs
VOL.23,NO.55(2025) LOCALIS

- Dijck , Jose Van ., and Poell, Thomas . (2013). Understanding Social Media Logic.
Media and Communication 1(1).

- Do Yuon, Kim., and Hye-Young, Kim. (2023). Social media influencers as human
brands: an interactive marketing perspective. Journal of Research in Interactive
Marketing, 17 (1), 94-109. https://doi.org/10.1108/JRIM-08-2021-0200

- Dogan -SudasHatice& Kara Ali., Cabuk, Serap., and Kaya, Kadir, (2022). Social
Media Customer Relationship Management and Business Performance: Empirical
Evidence From An Emerging Market. Studies in Business and Economics, Lucian
Blaga University of Sibiu, Faculty of Economic Sciences, 17(2),90-107.

- Donnellan, John., McDonald, ., Melanie & Edmondson, Michael. (2020). Impact of
Social Media on Consumer Buying Patterns. International Journal of Marketing
Studies, Canadian Center of Science and Education, 12(3), 1-71.

- DrahoSova, Martina., and Balco, Peter. (2017) . The analysis of the advantages and
disadvantages of use of social media in European Union. Procedia Computer Science,
109, 1005-10009. https://doi.org/10.1016/j.procs.2017.05.446.

- Dwivedi, Y.K., Kelly, G., Janssen, M. et al. (2018). Social Media: The Good, the
Bad, and the Ugly. InfSyst Front 20, 419-423. https://doi.org/10.1007/s10796-018-
9848-5.

- Faizan Ali, ChokechaiSuveatwatanakul, LuanaNanu, Murad Ali, Abraham Terrah.
(2025). Social media marketing and brand loyalty: exploring interrelationships
through symmetrical and asymmetrical modeling. Spanish Journal of Marketing -
ESIC 2, 29 (1),114-135. https://doi.org/10.1108/SIME-08-2023-0219.

- Farook, F., &Abeysekara, N. (2016). Influence of Social Media Marketing on
Customer Engagement. International Journal of Business and Mnagement Invention,
5(12), 115-125.

- Fassi, L., Ferguson, A.M., Przybylski, A.K. et al. (2025). Social media use in
adolescents with and without mental health conditions. Nat Hum Behav 9, 1283-1299
.https://doi.org/10.1038/s41562-025-02134-4.

- Fondevila-Gascon, J.-F., Polo-Lépez, M., Rom-Rodriguez, J., & Mir-Bernal, P.
(2020). Social Media Influence on Consumer Behavior: The Case of Mobile
Telephony Manufacturers. Sustainability, 12(4), 1506.
https://doi.org/10.3390/su12041506.

- Fornell, C., &Larcker, D. F. (1981). Structural Equation Models with Unobservable
Variables and Measurement Error: Algebra and Statistics. Journal of Marketing
Research, 18, 382-388.
http://dx.doi.org/10.2307/3150980

- Geissinger, A. and Laurell, C. (2016), "User engagement in social media — an
explorative study of Swedish fashion brands. Journal of Fashion Marketing and
Management, 20(2), 177-190.

- Gemma Nandez, Angel Borrego. (2013). Use of social networks for academic
purposes: a case study. The Electronic Library, 31 (6), 781-
791. https://doi.org/10.1108/EL-03-2012-0031.

- Godey G.a., Manthiou, A., Pederzoli, D., Rokka, J., Aiello, J., Donvito, R., Singh, S.
(2016). Social media marketing efforts of luxury brands: Influence on brand equity
and consumer behavior, Journal of Business Research, 9.

- Golden, M. (2011). Social Media Strategies for Professionals and Their Firms: The
Guide to Establishing Credibility and Accelerating Relationships. New Jersey: John
Wiley and Sons.

1895


https://doi.org/10.1108/JRIM-08-2021-0200
https://ideas.repec.org/a/blg/journl/v17y2022i2p90-107.html
https://ideas.repec.org/a/blg/journl/v17y2022i2p90-107.html
https://ideas.repec.org/a/blg/journl/v17y2022i2p90-107.html
https://ideas.repec.org/s/blg/journl.html
https://ideas.repec.org/a/ibn/ijmsjn/v12y2020i3p71.html
https://ideas.repec.org/a/ibn/ijmsjn/v12y2020i3p71.html
https://ideas.repec.org/s/ibn/ijmsjn.html
https://ideas.repec.org/s/ibn/ijmsjn.html
https://doi.org/10.1016/j.procs.2017.05.446
https://doi.org/10.1007/s10796-018-9848-5
https://doi.org/10.1007/s10796-018-9848-5
https://doi.org/10.1108/SJME-08-2023-0219
https://doi.org/10.1038/s41562-025-02134-4
https://doi.org/10.3390/su12041506
http://dx.doi.org/10.2307/3150980
https://www.emerald.com/insight/search?q=Andrea%20Geissinger
https://www.emerald.com/insight/search?q=Christofer%20Laurell
https://www.emerald.com/insight/publication/issn/1361-2026
https://www.emerald.com/insight/publication/issn/1361-2026
https://doi.org/10.1108/EL-03-2012-0031

LEX LOCALIS-JOURNAL OF LOCAL SELF-GOVERNMENT
ISSN:1581-5374E-1SSN:1855-363X 1ExS
VOL.23,NO.55(2025) LOCALIS

- Grubor, A., Djokic, I., and Milovanov, O. (2017). The Influence of Social Media
Communication on Brand Equity: The Evidence for Environmentally Friendly
Products. Applied Ecology and Environmental Research, 15(3),963-983.

- Gupta, G., & Vohra, A. V. (2019). Social Media Usage Intensity: Impact Assessment
on Buyers’ Behavioural Traits. FIIB Business Review, 8(2), 161-171.
https://doi.org/10.1177/2319714519843689 (Original work published 2019)

- Gupta, Lokesh and Kumar, Rakesh. (2022). Influence of social media advertisements
on consumer’s buying behaviour: Empirical evidences from India (March 25, 2022).
Proceedings of the Global Conference on Innovations in Management and Business
(GCIMB 2021), Available at
SSRN: https://ssrn.com/abstract=4093828 or http://dx.doi.org/10.2139/ssrn.4093828.

- Hadi, L. ., &Hafnidar , S. (2019). The Effect of Selling Price and Sales Promotion on
Decision to Purchase of Sony Brand Home Theater Products . KnE Social
Sciences, 3(26), 662—675. https://doi.org/10.18502/kss.v3i26.5406.

- Hassan, Shahizan., and Shahzad, Arfan. (2022).The Impact of Social Media Usage on
Small and Micro Social Commerce Enterprises in Malaysia. (2022). Pakistan Journal
of Commerce and Social Sciences, 16(1), 141-
166. https://jes.ac.pk/index.php/jes/article/view/119.

- Hawi, N. S., &Samaha, M. (2017). The Relations among Social Media Addiction,
Self-Esteem, and Life Satisfaction in University Students. Social Science Computer
Review, 35(5), 576-586.

- Henseler, J., Ringle, C. M., &Sarstedt, M. (2014). A New Criterion for Assessing
Discriminant Validity in Variance-Based Structural Equation Modeling. Journal of the
Academy of Marketing Science, 43, 115-135.
https://doi.org/10.1007/s11747-014-0403-8

- Hutchinson, J. (2017). Algorithmic Culture and Cultural Intermediation. In: Cultural
Intermediaries. Palgrave Macmillan, Cham. https://doi.org/10.1007/978-3-319-66287-
99

- lbrahim Sikandar, M. D., & Ahmed, Q. M. (2019). Impact of Social Media Marketing
on Brand Love: Promoting Loyalty in the Restaurant Landscape of Pakistan. Online
Journal of Communication and Media Technologies, 9(4),
€201927. https://doi.org/10.29333/0jcmt/5953

- llieva, G., Yankova, T., Ruseva, M., Dzhabarova, Y., Klisarova-Belcheva, S.,
&Bratkov, M. (2024). Social Media Influencers: Customer Attitudes and Impact on
Purchase Behaviour. Information, 15(6), 359. https://doi.org/10.3390/info15060359..

- Isik, E. (2024). The Effect of Social Media Marketing on Brand Image from the
Perspective of Information Adoption Model.
GlincelPazarlamaY aklasimlariVeArastirmalariDergisi, 5(2), 105-122.
https://doi.org/10.54439/gupayad.1503349.

- lIslam, D. N. (2021). Impact of Social Media Marketing on Buying Behaviors of
Superstore Customers in Bangladesh. PYC Nepal Journal of Management.
https://doi.org/10.3126/PYCNJM.V1411.41054.

- JagadeeshBabu MK, Dr. SaurabhSrivastava, SmitaManoharGaikwad, Dr. AditiPriya
Singh, MahabubBahsa S. (2020). Influence of social media marketing on buying
behavior of Millennials towards Smart phones in Bangalore City, Palarch’s Journal of
Archaeology of Egypt/Egyptology 17(9). 4474-4485.

- Jakstiene, S., &Meiste, R. (2024). PROMOTIONAL OPPORTUNITIES FOR
ENHANCING SALES IN THE COSMETICS PRODUCTION SECTOR THROUGH

1896


https://doi.org/10.1177/2319714519843689
https://ssrn.com/abstract=4093828
https://dx.doi.org/10.2139/ssrn.4093828
https://doi.org/10.18502/kss.v3i26.5406
https://jes.ac.pk/index.php/jes/article/view/119
https://doi.org/10.1007/s11747-014-0403-8
https://doi.org/10.1007/978-3-319-66287-9_9
https://doi.org/10.1007/978-3-319-66287-9_9
https://doi.org/10.29333/ojcmt/5953
https://doi.org/10.3390/info15060359
https://doi.org/10.54439/gupayad.1503349
https://doi.org/10.3126/PYCNJM.V14I1.41054

LEX LOCALIS-JOURNAL OF LOCAL SELF-GOVERNMENT
ISSN:1581-5374E-1SSN:1855-363X 1ExS
VOL.23,NO.55(2025) LOCALIS

SOCIAL MEDIA PLATFORMS. SOCIETY. INTEGRATION. EDUCATION.
Proceedings of the International Scientific Conference, 1, 93-
102. https://doi.org/10.17770/sie2024vol1.7873

- JulianoSuwandi, &PujiAstuti. (2023). The Influence of Social Media Influencer
Attributes, Perceived Friendship, Psychological Well-Being on Customer Loyalty on
the Instagram Application. Formosa Journal of Sustainable Research, 2(4), 811-830.
https://doi.org/10.55927/fjsr.v2i4.3540.

- Kapferer, J. (2012). Abundant rarity: The key to luxury growth. Business Horizons,
55 (5), 453-462.

- Kaplan, A., and Haenlein, M. (2010). Users of the world, unite! The challenges and
opportunities of Social Media, Business Horizons, 53 (1), 59-68.

- Kaplan, A.M. and Haenlein, M. (2010) Users of the World, Unite! The Challenges
and Opportunities of Social Media. Business Horizons, 53, 59-68.
http://dx.doi.org/10.1016/j.bushor.2009.09.003

- Karlsen, R., &Aalberg, T. (2021). Social Media and Trust in News: An Experimental
Study of the Effect of Facebook on News Story Credibility. Digital Journalism, 11(1),
144-160. https://doi.org/10.1080/21670811.2021.1945938

- Kent, M. L., & Taylor, M. (2021). Fostering Dialogic Engagement. Toward an
Architecture of Social Media for Social Change. Social Media + Society, 7(1).
https://doi.org/10.1177/2056305120984462 (Original work published 2021)

- Khoirunnisa ,Anis., and Astini, Rina. (2021). The Effects of Experiential Marketing
and Social Media Marketing on Repurchase Intention with Brand Trust as Variable
Mediation for Wearing Klamby Hijab Fashion Products. (2021). European Journal of
Business and Management Research, 6(6), 35-41.
https://doi.org/10.24018/ejbmr.2021.6.6.1145.

- Kian YeikKoay, Derek Lai Teik Ong, Kim LengKhoo, Hui Jing Yeoh. (2021).
Perceived social media marketing activities and consumer-based brand
equity : Testing a moderated mediation model. Asia Pacific Journal of Marketing and
Logistics 33 (1), 53-72. https://doi.org/10.1108/APJML-07-2019-0453.

- Kim, AJ. and Ko, E. (2012) Do Social Media Marketing Activities Enhance
Customer Equity? An Empirical Study of Luxury Fashion Brand. Journal of Business
Research, 65, 1480-1486.
http://dx.doi.org/10.1016/j.jbusres.2011.10.014.

- Kim, Woo Gon, Lim, Hyunjung., and Brymer, Robert A. (2015). The effectiveness of
managing social media on hotel performance. International Journal of Hospitality
Management,44,165-171. https://doi.org/10.1016/j.ijhm.2014.10.014.

- Koc-Damgaci, F., & Aydin, H. (2018). Social Media and its Potential Impacts on
Multicultural Education in Turkey. Eurasia Journal of Mathematics, Science and
Technology Education, 14(3), 797-810. https://doi.org/10.12973/ejmste/80945

- Kohli, C., Suri,R., and Kapoor,A. (2015). Will social media kill branding?, Business
Horizons, 58 (1).

- Kolhar M., Kazi, RNA, and Alameen A. (2021). Effect of social media use on
learning, social interactions, and sleep duration among university students. Saudi J
Biol Sci. 2021 Apr; 28(4):2216-2222.

- Kotler, P.,, & Keller, K. L. (2016). Marketing Management (15th ed.). Pearson
Education.

1897


https://doi.org/10.17770/sie2024vol1.7873
https://doi.org/10.55927/fjsr.v2i4.3540
https://doi.org/10.1177/2056305120984462
https://doi.org/10.24018/ejbmr.2021.6.6.1145
https://doi.org/10.1108/APJML-07-2019-0453
http://dx.doi.org/10.1016/j.jbusres.2011.10.014
https://doi.org/10.1016/j.ijhm.2014.10.014
https://doi.org/10.12973/ejmste/80945

LEX LOCALIS-JOURNAL OF LOCAL SELF-GOVERNMENT
ISSN:1581-5374E-ISSN:1855-363X T1Evs
VOL.23,NO.55(2025) LOCALIS

- Koufie, GiftyEfua., and Kesa, Hema. (2020). Millennials motivation for sharing
restaurant dining experiences on social media. African Journal of Hospitality,
Tourism and Leisure, Volume 9(1), 1-25.

- Kumar, A., Bezawada, R., Rishika, R., Janakiraman, R., & Kannan, P. K. (2016).
From Social to Sale: The Effects of Firm-Generated Content in Social Media on
Customer Behavior. Journal of Marketing, 80(1), 7-25.

- Kumar, Bipul., and Sharma, Arun. (2022). Examining the research on social media in
business-to-business marketing with a focus on sales and the selling process.
Industrial Marketing Management, 102, 122-140.
https://doi.org/10.1016/j.indmarman.2022.01.008.

- Kurutz, S. (2011, September 28). Bloggers, Posted and Represented. New York
Times, E1.

- Kuss, Daria J., Griffiths, Mark., Binder, Jens F., (2013) . Internet addiction in
students: Prevalence and risk factors. Computers in Human Behavior, 29 (3), 959-
966. https://doi.org/10.1016/j.chb.2012.12.024.

- Labrecque, Lauren 1. (2014). Fostering Consumer—Brand Relationships in Social
Media Environments: The Role of Parasocial Interaction, Journal of Interactive
Marketing, Elsevier, 28(2), 134-148.

- Leung, X. Y., Bai, B., &Stahura, K. A. (2013). The Marketing Effectiveness of Social
Media in the Hotel Industry: A Comparison of Facebook and Twitter. Journal of
Hospitality & Tourism Research, 39(2), 147-169.
https://doi.org/10.1177/1096348012471381.

- Li, F., Larimo, J., &Leonidou, L. C. (2021). Social Media Marketing Strategy:
Definition, Conceptualization, Taxonomy, Validation, and Future Agenda. Journal of
the Academy of Marketing Science, 49, 51-70.https://doi.org/10.1007/s11747-020-
00733-3.

- Lilima, M. (2020) The Effects of Social Media Marketing on Consumer
Behaviour. International Journal of Human Behavior, 2, 1755-1767.

- Lisette de Vries, Alessandro M. Peluso, Simona Romani, Peter S.H. Leeflang, Alberto
Marcati. (2017). Explaining consumer brand-related activities on social media: An
investigation of the different roles of self-expression and socializing motivations.
Computers in Human Behavior, 75, 272-282.
https://doi.org/10.1016/j.chb.2017.05.016.

- Lomborg, S. (2015). “Meaning” in Social Media. Social Media +
Society, 1(1). https://doi.org/10.1177/2056305115578673 (Original work published
2015).

- Mabkhot, H., Isa, N. M., &Mabkhot, A. (2022). The Influence of the Credibility of
Social Media Influencers SMIs on the Consumers’ Purchase Intentions: Evidence
from Saudi Arabia. Sustainability, 14(19), 12323.
https://doi.org/10.3390/su141912323.

- Makudza, F., Mugarisanwa, C. and Siziba, S. (2020). The Effect of Social Media on
Consumer Purchase Behaviour in the Mobile Telephony Industry in Zimbabwe.
Dutch Journal of Finance and Management, 4(2), em0065.
https://doi.org/10.29333/djfm/9299.

- Marketingpower.com, 2022.

- Martiningsih, Diah. Ayu., and Anton, Agus. Setyawan (2022). The Impact of
Influencers’ Credibility Towards Purchase Intention. Proceedings of the International

1898


https://ujcontent.uj.ac.za/esploro/search/outputs?query=creator,exact,Kesa%20Hema,AND&page=1&sort=date_d&mode=advanced&institution=27UOJ_INST
https://doi.org/10.1016/j.indmarman.2022.01.008
https://doi.org/10.1016/j.chb.2012.12.024
https://ideas.repec.org/a/eee/joinma/v28y2014i2p134-148.html
https://ideas.repec.org/a/eee/joinma/v28y2014i2p134-148.html
https://ideas.repec.org/s/eee/joinma.html
https://ideas.repec.org/s/eee/joinma.html
https://doi.org/10.1177/1096348012471381
https://doi.org/10.1007/s11747-020-00733-3
https://doi.org/10.1007/s11747-020-00733-3
https://doi.org/10.1016/j.chb.2017.05.016
https://doi.org/10.1177/2056305115578673
https://doi.org/10.3390/su141912323
https://doi.org/10.29333/djfm/9299
https://www.atlantis-press.com/proceedings/icoebs-22

LEX LOCALIS-JOURNAL OF LOCAL SELF-GOVERNMENT
ISSN:1581-5374E-1SSN:1855-363X 1ExS
VOL.23,NO.55(2025) LOCALIS

Conference on Economics and Business Studies (ICOEBS 2022). Advances in
Economics, Business and Management Research. Doi: 10.2991/aebmr.k.220602.025.

- Masa’deh, R. E., Al-Haddad, S., Al Abed, D., Khalil, H., Almomani, L. &Khirfan, T.
(2021). The Impact of Social Media Activities on Brand Equity. Information, 12 (11),
477. Doi: https://doi. org/10.3390/info12110477.

- McCashin D, Murphy CM. (2022). Using TikTok for public and youth mental health
— A systematic review and content analysis. Clinical Child Psychology and
Psychiatry, 28(1):279-306. doi:10.1177/13591045221106608

- Md. Rakibul Hasan; Md. RidhwanulHag; M Zamanur Rahman. (2019). Impact of
social network on purchase decision: a study on teenagers of Bangladesh, JBRMR ,
14(1), https://doi.org/10.24052/JBRMR/V141S01/ART-03.

- Miller, K. C., & Nelson, J. L. (2022). Dark Participation” Without Representation: A
Structural Approach to Journalism’s Social Media Crisis. Social Media + Society,
8(4). https://doi.org/10.1177/20563051221129156 (Original work published 2022)

- Mohr, I. (2013). The Impact of Social Media on the Fashion Industry. Journal of
Applied Business and Economics vol. 15(2).

- Moisescu, O.-1., Gica, O.-A., &Herle, F.-A. (2022). Boosting eWOM through Social
Media Brand Page Engagement: The Mediating Role of Self-Brand
Connection. Behavioral Sciences, 12(11), 411. https://doi.org/10.3390/bs12110411.

- Montgomery, D.C., Peck, E.A. and Vining, G.G. (2012). Introduction to Linear
Regression Analysis. VVol. 821, John Wiley & Sons, Hoboken.

- Moran, G., &Muzellec, L. (2014). eWOM credibility on social networking sites: A
framework. Journal of Marketing Communications, 23(2), 149-161.
https://doi.org/10.1080/13527266.2014.969756.

- Morrow M. (2014). Social Media: Staying Connected. Nursing Science Quarterly,
27(4),340. doi:10.1177/0894318414546423.

- Nabi, R. L., Wolfers, L., & King, J. (2023). Social Media Use and Patterns of
Emotional Experience: A Consideration of Anxiety, Depression, and Hope. In R. L.
Nabi, & J. G. Myrick (Eds.), Emotions in the Digital World: Exploring Affective
Experience and Expression in Online Interactions (pp. 155-173). Oxford University
Press. https://doi.org/10.1093/0s0/9780197520536.003.0009

- Nabilah, A., Lazuwardiyyah, F., Syaifuddin, S., & Abdi, W. M. (2021). Students’
perception toward the use of TikTok video in learning writing descriptive text at
MAN 1 Gresik. Journal of Research on English and Language Learning (J-REaLL),
2(1), 164-177. https://doi.org/10.33474/j-reall.v2i1.9017

- Nemekhjargal, Serdamba., and Myadagbadam, Erdenebileg. (2019).Impact of Social
Media Marketing on Customer Purchase Intention: In The Case of The GOBI,
MONGOLIAN CASHMERE Brand. International Journal of Business Management
and Economic Review, 2(3), 59-66.

- Ofosu-Boateng, 1. (2020). Influence of Consumer Sales Promotion on Consumers’
Purchasing Behaviour of the Retailing of Consumer Goods in Tema, Ghana. Journal
of Multimedia, 8.

- Omotayo, F., &Folorunso, M. B. . (2020). Use of Social Media for Political
Participation by Youths. JeDEM - EJournal of EDemocracy and Open
Government, 12(1), 132-157. https://doi.org/10.29379/jedem.v12i1.585.

- Ou, P., Phou, S., Chov, B. and Chav, T. (2024). Impacts of Social Networking Sites
on Brand Loyalty through Customer Engagement: Evidence from Cambodian

1899


https://www.atlantis-press.com/proceedings/icoebs-22
https://www.atlantis-press.com/proceedings/series/aebmr
https://www.atlantis-press.com/proceedings/series/aebmr
https://doi.org/10.1177/13591045221106608
https://doi.org/10.24052/JBRMR/V14IS01/ART-03
https://doi.org/10.1177/20563051221129156
https://doi.org/10.3390/bs12110411
https://doi.org/10.1080/13527266.2014.969756
https://doi.org/10.1177/0894318414546423
https://doi.org/10.1093/oso/9780197520536.003.0009
https://doi.org/10.33474/j-reall.v2i1.9017
https://doi.org/10.29379/jedem.v12i1.585

LEX LOCALIS-JOURNAL OF LOCAL SELF-GOVERNMENT
ISSN:1581-5374E-1SSN:1855-363X 1ExS
VOL.23,NO.55(2025) LOCALIS

Users. Open  Journal of Business and Management, 12,  2904-2926.
doi:10.4236/0jbm.2024.125149.

- Pang, Huizhong. (2022). The Negative Impact of Social Media on People’s Lives.
Proceedings of the 2021 International Conference on Social Development and Media
Communication (SDMC 2021). Advances in Social Science, Education, and
Humanities Research. 10.2991/assehr.k.220105.102

- Pratama, M. O., Harinitha, D., Indriani, S., Denov, B., & Mahayana, D. (2020).
Influence Factors of Social Media and Gadget Addiction of Adolescents in
Indonesia. JurnalSistemInformasi, 16(1), 16-24.
https://doi.org/10.21609/jsi.v16i1.918.

- Ramesh Raj. S., Anitha, C., Raphella, S. Angel. (2025). Impact of Social Media in
Tourism Marketing. Journal of Information Systems Engineering and Management,
10(3), 1124- 1138.

- Razick, F. , de Silva, U. and Mesthri, M. (2023). Consumer Hegemony on Social
Media in the Digital Disruption Era. Journal of Human Resource and Sustainability
Studies, 11, 494-510. doi: 10.4236/jhrss.. 2023.113028.

- Renu, Bansal, S. (2018). The Impact of Social Media on Small Enterprises in India.
Journal of Emerging Technologies and Innovative Research, 5(7), 196-200.

- Renu, Sanjeev Bansal & Gupta, Vandana. (2020).The Influence Of Social Media On
Consumer Purchase Intention. INTERNATIONAL JOURNAL OF SCIENTIFIC &
TECHNOLOGY RESEARCH, 9 (3), 3136- 3142.

- Rezaei, J. (2015) Best-Worst Multi-Criteria Decision-Making Method. Omega, 53,
49-57. https://doi.org/10.1016/j.0mega.2014.11.009.

- Rituraj. Ahmeed, Junaid. (2019).A study on new trends in the social media promotion
of the Fashion Industry.Conference: Current Practices and Future Trends in Media
Communication (CPFTM) — 2019 At: Dubai.

- Rohman, F., &Tambunan, J. D. H. (2024). The Influence of Social Media Influencer,
Perceive Price, and Sales Promotion on Purchase Intention. Jurnalof Entrepreneur
Dan Entrepreneurship, 13(2), 163-180. https://doi.org/10.37715/jee.v13i2.5022.

- Sahin, D., Karagin, Y., Stefanidis, A., &Banai, M. (2025). Preoccupation with Social
Media and Employee Performance. International Journal of Human-Computer
Interaction, 1-13. https://doi.org/10.1080/10447318.2025.2504187

- Sheela, P. &Sneha, K. (2017). Impact of Social Media in Developing Brand Loyalty
among Students. International Journal of Engineering and Management Research,
7(1): 31-37.

- Shuang, L., Tee, M., Al Mamun, A. (2022). Social Media Marketing Activities, Brand
Equity and Loyalty Towards Fashion Accessories Among Chinese Youth. In: Al-
Emran, M., Al-Sharafi, M.A., Al-Kabi, M.N., Shaalan, K. (eds) Proceedings of
International Conference on Emerging Technologies and Intelligent Systems. ICETIS
2021. Lecture Notes in Networks and Systems, vol 299. Springer, Cham.
https://doi.org/10.1007/978-3-030-82616-1_38.

- Singah, Suraj., Dadhich, Pukhraj., and Katoch. Amit. (2025).To Understand the
Meaning of Social Media Marketing and the Factors That Influence Social Media
Marketing. International Journal of Research and Innovation In Social Science, IX(11),
1427-1437

- Stat.gov.sa, 2022.Annual Published Data. Riyadh, KSA.

1900


https://doi.org/10.4236/ojbm.2024.125149
https://doi.org/10.2991/assehr.k.220105.102
https://doi.org/10.21609/jsi.v16i1.918
https://doi.org/10.4236/jhrss.2023.113028
https://doi.org/10.37715/jee.v13i2.5022
https://doi.org/10.1007/978-3-030-82616-1_38

LEX LOCALIS-JOURNAL OF LOCAL SELF-GOVERNMENT
ISSN:1581-5374E-ISSN:1855-363X T1Evs
VOL.23,NO.55(2025) LOCALIS

- Trad, N. and Dabbagh, M. (2020). Use of Social Media as an Effective Marketing
Tool for Fashion Startups in Saudi Arabia. Open Journal of Social Sciences, 8, 319-
332. doi: 10.4236/jss.2020.811029.

- Trusov, M. Bucklin, R.E. and Pauwels, K., (2009). Effects of Word-of-Mouth versus
Traditional Marketing: Findings from an Internet Social Networking Site. American
Marketing Association, September 2009, 73, 90-102.

- Tufekci, Z., snd Wilson, C. (2012). Social Media and the Decision to Participate in
Political Protest: Observations from TahrirSquare.Journal of Communication, 62(2).

- West, J. A. (2019). Using new literacies theory as a lens for analyzing technology-
mediated literacy classrooms. E-Learning and Digital Media, 16(2), 151-
173. https://doi.org/10.1177/2042753019828355 (Original work published 2019).

- Xiang, Z., &Gretzel, U. (2010). Role of Social Media in Online Travel Information
Search. Tourism Management, 31, 179-188.
http://dx.doi.org/10.1016/j.tourman.2009.02.016.

- YonathanDriHandarkho, PupungArifin. (2025). The effect of social experience and
content quality on the use of celebrity endorsement strategy in the social commerce
context: a case study of Indonesia. International Journal of Pervasive Computing and
Communications, 21 (1): 57-80. https://doi.org/10.1108/1JPCC-09-2021-0234

- Zafar, AbaidUllah., Qiu, Jiangnan. Li, Ying ., Wang, Jingguo., Shahzad, Mohsen.
(2021) . The impact of social media celebrities’ posts and contextual interactions on
impulse buying in social commerce. Computers in Human Behavior, 115,
.https://doi.org/10.1016/j.chb.2019.106178.

- Zahra MajlesiRad&Abdol Hamid Haji pour Shoushtari, (2020). Analysis of the
impact of social network sites and eWOM marketing, considering the reinforcing
dimensions of the concept of luxury, on the tendency toward luxury brand. Future
Business Journal, Springer, 6(1), 1-19.

- Zhang, C., Tang, L. & Liu, Z. (2023). How social media usage affects psychological
and subjective well-being: testing a moderated mediation model. BMC Psychol 11,
286. https://doi.org/10.1186/s40359-023-01311-2.

- Ziyadin ‘Sayabek., Doszhan, Raigul., Borodin, Alex., Omarova, Aizhan., and ilyas,
Aigerim. (2019).The role of social media marketing in consumer behaviour.
Innovative Technologies in Environmental Science and Education (ITESE-2019),
135, E3S Web Conf, https://doi.org/10.1051/e3sconf/201913504022.

1901


https://doi.org/10.4236/jss.2020.811029
https://doi.org/10.1177/2042753019828355
http://dx.doi.org/10.1016/j.tourman.2009.02.016
https://doi.org/10.1108/IJPCC-09-2021-0234
https://doi.org/10.1016/j.chb.2019.106178
https://ideas.repec.org/a/spr/futbus/v6y2020i1d10.1186_s43093-020-00025-w.html
https://ideas.repec.org/a/spr/futbus/v6y2020i1d10.1186_s43093-020-00025-w.html
https://ideas.repec.org/a/spr/futbus/v6y2020i1d10.1186_s43093-020-00025-w.html
https://ideas.repec.org/s/spr/futbus.html
https://ideas.repec.org/s/spr/futbus.html
https://doi.org/10.1186/s40359-023-01311-2
https://doi.org/10.1051/e3sconf/201913504022

	2.2 Importance of Social Media

