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ABSTRACT

Socialmedia(SM)toolshaveanimmensepotentialine-marketingandonlineshopping.However,
thereisalackofresearchesontheuseofsocialmediaplatformaseffectivemarketingtools.This
studyhasaimedtoinvestigatetherevolutionofsocialmediainSaudiArabiathroughunderstanding
theimpactoftwopopularSMplatforms(InstagramandSnapchat)onthepurchasingdecisionof
Saudicustomersthroughadvertisementsandbloggerrecommendations.Structuralequationmodeling
(SEM)wasusedtodevelopamodel,whichwastestedusingConfirmatoryfactoranalysis(CFA).
The results indicated a positive impact of social media platforms on the purchasing decision of
youngfemaleusers.Moreover,theeffectivenessoftheseplatformsingeneratingelectronic-wordof
mouth(eWOM)amongconsumerswashighlighted.However,furtherresearchisneededtopromote
marketeersandconsumers’awarenessinthedigitalmarketplace.
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INTRODUCTION

Severalparadigms’shiftshavebeenobservedsincethelastfewdecades;however,noshiftismore
revolutionary than the advent of internet (Cummins et al., 2014). Various aspects of different
individualsandsocietiesaresignificantlyaffectedasaresultofrecentboominsocialmedia(SM)
(Ting et al., 2016). Furthermore, social media (SM) offers a myriad of applications in product
promotionandmarketing, since it reliesonvariables linked tocustomer responsesandusageof
advancedcommunicationtools.SMenablescompaniestointeractwithcustomersusinginnovative
technologyandacquireadeeperunderstandingoftheiremotionsandthemotivatingfactorsbehind
theirconsumptionofproducts(Straker&Wrigley,2016).Theuseofsocialmediaplatformsincluding
InstagramandSnapchathassignificantlyincreasedamongSaudiusersduetoextensivesmartphone
usageandthepassionofusers.

ThisisthereasoncompaniesutilizeSMtoolstoagreatextentforgeneratinghigherrevenues
(Sakkthivel&Sriram,2015),andtheconsumerstocarryoutresearchabouttheproductusingthe
WOMfeatureonSMbeforepurchasingnon-durablegoodsorservices(Wooetal.,2015).Companies
shouldutilize customer feedback to improve thequalityofproducts and services, developmore
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user-friendlydevices,andensurethattheirstaffconductthebusinessinapoliteandsinceremanner
(Boon-Long&Wongsurawat, 2015).Consumer interactionwith such ads is calledpre-purchase
searchmotivation,wheretheirattitudesareinfluencedbythesocialnetworkingadvertisements(Mir,
2014).Itisimportantforadvertisersandmarketerstoconsidertheconsumerbehaviorthroughout
thestagesofpurchasingthatislikelytoinclude;recognitionoftheconsumers’needs;searchfor
information;evaluationofalternativeproducts;makingthepurchase,andpost-purchaseevaluationor
theoutcomes(Caoetal.,2014).TheuseofWOMprovidestheconsumerswithspecificinformation
ateachofthesestages.

TherecentboominSMhasresultedincompaniestorecognizetheeffectivenessofutilizing
suchplatformsformarketingandadvertising.Over3billionpeoplehaveinternetaccessglobally
andarewillingtosearchfornewproductsandinteractwithonlinecommunitiestoseekandshare
productreviews(Boon-Long&Wongsurawat,2015).Therefore,companiesneedtounderstandthe
influenceofconsumer reactions towardsSM-basedadvertisementsandmanage thebrand in the
onlineenvironment(Schneideretal.,2016).TheuseofWOMisaneffectivewaytopromotesales
forthoseproductstogenerateinformationsearchesforproducts(López&Sicilia,2013).Thereis
asignificantimpactofusingSMonthedecisionsmadebyconsumersregardingonlinepurchasing
intheformofincreasede-commerceawareness(Makki&Chang,2015).Similarly,theconsumer
passionformobiledevicesallowscompaniestodeveloptheirwebsitesthroughmakingthemmore
mobile-friendly(John,2015).

Thegrowingpopularity andusageofSMplatformshave forcedmarketers to examine their
marketingstrategiestoremainprevalentamongsttheyouth(YavishaandKrishna,2013).Therefore,
thepresentstudyaimstoinvestigatetherevolutionofsocialmediainSaudiArabiabyunderstanding
theimpactoftwopopularSMplatforms(InstagramandSnapchat)onthepurchasingdecisionof
Saudicustomersthroughadvertisementsandbloggerrecommendations.

THEORETICAL FRAMEwORK AND HyPOTHESIS DEVELOPMENT

ThereisasignificantlackofresearchsurroundingtheuseofInstagramandSnapchataseffective
e-marketingtools.Itisknownthatthesemarketingstrategiesaremoreeffective,ascomparedtothe
physicaladvertisingintheintentionofbuyingproducts.Therefore,thepresentstudyaimstohighlight
theinfluenceoftheseplatformsthroughtwomainfactorsontheconsumer’spurchasingdecision
(Figure1).ThesefactorswereintheformofadvertisementsonInstagramandSnapchatplatforms,
andbloggerandcelebrity-basedrecommendationsonSM.Thesetwofactorsserveastheindependent
variablesofinterestforthisstudy;whereas,purchasingdecisionintheprimarydependentvariable.
Consumer’sagehasbeenaddedascontrolvariabletoexaminetheimpactonbloggersandcelebrities’
followersthatmotivatethemtopurchasetheadvertisedproduct.Thestudyfindingswouldenable
betterrecommendationstobemadeforthenewentriestotheSaudiMarket,basedonappropriate
segmentationthroughtherelevantSMplatform.

Social Media Revolution
Previous studieshave shownpoor integrationofSMwith themarketing strategy,despiteof the
tendencyofmostofthecompaniestouseSMasamarketingtool(Nadeem,2015;MakkiandChang,
2015;vanAsperenetal.,2018).Forinstance;Nadeem(2015)examinedhowcustomerloyalty(CL)
hascomeunderanundeniableinfluenceofSM.Theattitudesofconsumerstowardsonlineshopping
inSaudiArabiaareextremelysignificantandworthyofexaminationduetofactorssuchasthelack
ofautonomyfacedbySaudiwomentodrive.FurtherresearchwithintheSaudicontextbyMakkiand
Chang(2015)highlightedthatSaudicustomers;regardlessofgender,reliedmoreonsmartphoneor
tabletusetoaccesstheinternet,ascomparedtopersonalcomputerusage.Therefore,theuseofSMin
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