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Abstract

In the 21st century the significance of social media on purchasing behavior has become one of the major areas of
interest. Thus this study will significantly focus on the various ways in which social media has influenced the
purchasing behavior of customers specifically on the retail businesses in the clothing industry. This study employs the
analytical study design of a data collection method and distributes questionnaires specifically to the top populated
cities of Saudi Arabia consumers namely; Jeddah, Makkah, Madinah and Riyadh. First the Single Harman test factor
analysis was used for factor loadings all vales are 0.6 so all items are valid, KMO value is 0.901. Than reliability
statistics computed of all items by Cronbach Alpha social media scale has 0.846 and consumer buying behavior scale
has 0.899 validity. Data analysis through Pearson correlation suggests perfect positive correlation (R=0.777, P<0.05)
between social media and consumer behavior. Three hypotheses were composed all are supported since p-values in
regression analysis are below than 0.05.
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INTRODUCTION:
Innovation in technology in the past years has significantly led to the use of social media resulting in various changes
in the marketing landscape (Gros, 2012). These changes have led to numerous companies diverting from the traditional
marketing strategies where marketers were using one-way communication to make contact with their loyal customers
(Husnain & Toor, 2017). However, in the modern world, various companies are presently employing the use of social
media which enables two-way communication between the consumers and marketers (Gros, 2012). However, the use
of social media marketing has implied the use of technological strategies and tools to analyze, identify, participate as
well as initiate certain social interactions which are specifically within the online communities (Ioanids & Stoica,
2014). There are a lot of possibilities of interacting as well as engaging with clients when using social media, which
was not possible with the traditional media. Social media is more advantageous when compared to the traditional
channels. Firstly, social media is characterized to make a lot of connections which are specifically based on the various
networks consumers make in real life situations (Chen L., 2014). However, this signifies that it’s more beneficial to
use a social media marketing platform since more trust is gained by customers concerning a particular brand of the
company. Secondly, the use of web 2.0 technologies in the media is accompanied by a lot of benefits more so when it
comes to spreading of given information at a faster rate. Social media is different from traditional marketing methods
in that it encourages a lot of conversion and interaction which are influenced by two-way communication (Chen L.,
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2014). Moreover, the only thing which influences two-way communication is simply the user-generated content.
Notably, social media platforms are simple to start and use and most of them are free of charge.

1.1. Problem Statement:

According to (Ellison, 2016) the development of social media has provided the consumers with a variety of online
activities which consists of messaging, entertainment, blogging, and chatting. Moreover, the online networks such as
Twitter, WhatsApp, Facebook, and Instagram have proved to be genuine platforms which can be used to gather
important information as well as consulting. Many organizations presently seem to put more attention on social media
marketing, regarded to have necessitated them to improve their expenditure more so on the social media campaigns
(Nyagucha, 2017). Moreover, this research will be motivated as a result of many studies which have been carried out
in last years aimed in realizing the high of social media as well as how it has become useful in changing the modern
marketing surroundings.

1.2. Research Objectives:

e To identify the usage ratio of online consumers who buy the products by social media sites.

e To identify the effect of social media on consumer behavior in the retail clothing industry in Saudi Arabia at
Pre purchase decision.

e To identify the effect of social media on consumer behavior in the retail clothing industry in Saudi Arabia at
Purchase decision.

e To identify the effect of social media on consumer behavior in the retail clothing industry in Saudi Arabia at
Post Purchase decision.

LITERATURE REVIEW

Consumer purchasing behavior which is also referred as consumer buying behavior is the combination of the decisions,
behaviors, intentions and the preferences that a consumer makes before purchasing a product or not (Gros, 2012). It's
an ongoing process of clearly understand the market before investing in a particular marketing strategy (Rasool, 2015).
It’s a wide term which takes a look into the individuals in the market, companies and organizations, groups of
purchasers as well as purchase related activities which are carried out in the market environment. Social media is a
paramount component of the modern world, which enhances almost every aspect of the consumer’s lives. Thus, it
does not only enhance how consumers communicate and interact with each other but also their perceptions,
motivations, and behaviors. According to (Kaplan & Henlein, 2010) social media comprises the combination of
internet-based applications which are specifically based on the technological source of web 2.0 which enables
consumers to make as well as exchange the internet via the user-generated content. Moreover, social media has been
categorized into seven groups such as; Blogs, Forum, Twitter, Facebook, Podcasts, Micro-blogging, Content
communities, and Wikipedia. Social media networks have been used as an umbrella in order to explain the utilization
of social media platforms (Lee, 2013). Social media marketing is regarded as a strategy to empower consumers majorly
through online social channels to promote firm’s services, product, and websites.

2.1. Social Media:

“Social media is a conglomerate of internet-based applications anchored on the technological origin of web 2.0 which
enables the exchange as well as the creation of the user-generated content” (Kaplan, 2010). Thus, from the above
definition of the social media, there are three important components which anchor the existence as well as the
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prosperity of the social media for instance, online communities, content, and web 2.0. Hence these three elements are
paramount and complement to each other since web 2.0 technology would be rendered useless if consumers do not
engage and create value and content. Most importantly without technology social media would have been rendered
useless, because consumers would not be able to use various platforms in discussing and creating sharing communities.
Social media has also significantly changed how firms, individuals, and communities communicate and share
information in the modern world. Nonetheless, it should be distinguished from the traditional media about usability
frequency, quality of the content, permanence, total involvement time, immediacy as well as level of research (Chen,
2014). Consequently, the social media sites play an integral role of enabling the consumers to form personal Web
Pages which they can specifically use to connect with colleagues, friends, and family for communication and sharing
of useful information (Mayfied, 2008). The social networks usually make a connection as a result of the user network.
Thus, this means that these social networking sites provide a special platform for interaction between global friends
in an online virtual environment. Moreover, in the modern world social network sites have since evolved from simple
platforms to platforms which are now being integrated into the user’s (consumers) daily lives, the most common social
networks sites are Instagram, Facebook, Twitter, and WhatsApp.

2.2. Consumer Buying Behavior:

To effectively study the buyer's behaviors for a particular market, such as sociology, marketing, psychology, and
economics are encompassed. (Rasool, 2015) clearly understand that how consumer preferences, attitudes, and
emotions have an effect on the purchasing behavior (Rasool, 2015). It's paramount to examine the usage rate as well
as the consuming capability of the user of a product and the brand avoidance. The usage occasion and the loyalty to a
given product since it will help us to understand the market better. Technology is come up with an effective way of
predicting the buyer’s purchasing behavior by the use of a database known as consumer relationship management
database (Blythe, J., 2008). This database enables the personal and political aspects in that majorly affect the usage
of the product to be analyzed by the use of a data analyst after that feedback is given to the company or the
organization. A large amount of data is given out which enables a deep as well as the examination of the behavioral
traits that usually results in consumer retention, loyalty, and brand avoidance (Rasool, 2015). This database majorly
helps in achieving a combination of relationship marketing as well as consumer marketing, which usually helps the
organization more in its marketing strategy. To fully know the behaviors of consumers when buying goods and
services, it is important to consider how to make a purchase decision. The decision on whether to buy a good may be
contributed or rather be influenced by several factors. In the case of impulse buyers, the process is made simple
(Duffett R.G., 2017). There is no real thought of the product before the actual purchase decision is reached but some
consumers usually compare different products as well as services before making a final decision on which to purchase.
There are three groups of people who are majorly involved in the purchasing process; the influencer who recommends
the product, the initiator who proposes a brand which is based on the personal preference or the historical satisfaction
of the brand, and the decider who is recommended as the most knowledgeable regarding the product.

2.3. Hypothesized Model:

- Consumer
Media Behavior
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Figure 1: Hypothesized Model

e H1A=Social media is significantly affected on purchasing behavior of online consumers of Saudi Arabia at
Pre-Purchase decision.

e HI1B=Social media is significantly affected on purchasing behavior of online consumers of Saudi Arabia at-
Purchase decision.

e HI1C=Social media is significantly affected on purchasing behavior of online consumers of Saudi Arabia at
Post-Purchase decision.

RESEARCH METHODOLOGY:
The research design is just an outline of the research process and therefore this means that the research design is a
clearly defined disclosure of the tools to be used during data collection process how the sample size will be selected,
the procedure that will be used to collect the data and lastly the methods that will be used to carry out the analysis of
the data (Hawkins et. al., 2010). The population is the number of people or the study elements in a particular
geographical area of study. This study will focus on the population of teen agers, youngsters, old agers who are ranging
between the ages of 11 years to 61 years due to the fact this age bracket are majorly the consumers of the social media
networks. The population that will be sampled and used for this research will specifically consist of the Saudi Arabia
consumers who are using social media for shopping. The study will sample a population of Saudi Arabia consumers
who will be given questionnaires to find out how the use of social media has influenced their purchasing behavior.
Nonetheless, the research might lower down the sample population because all the participants might not be using
social media. However, the main reason for using Saudi Arabian consumers is because they are more representative
and easily accessible for the population under research which is majorly youngsters, old agers and teen agers with
high spending behaviors specifically on the clothing retail industry.
3.1. Sample:
A sample design is a process by which a subgroup or a small sample is isolated from a large population for the primary
purpose of conducting a study. The selection will be made about relevant characteristics and proper analysis is carried
out to give a representative of the total data. The subjects or the respondents represent the class or case (Saunders,
2009). This age group is mainly suitable for this study because it is characterized by individuals who frequently rely
on social media platforms on a daily basis. Most youths are usually being influenced by their friends as well as social
media fashion trends thus, it greatly affects their purchasing behavior. The participants are from Saudi Arabia and
sample size is selected 200 from Jeddah, Makkah, Madina and Riyadh. The sample selected from these particular four
cities because they are Metropolitan cities and they have a big number of consumers who are using social media for
purchasing.
3.2. Questionnaires:
Social media scale developed by (Biilbul, R. B., 2019). This scale is actually measuring the consumers usage of social
media in order to make online shopping The original scale is totally based on likert scale with 5 points ranging from
strongly disagree to strongly agree. This scale contains eight items. Consumer buying behavior scale adopted from
(Deliya, M. M., & Parmar, B. J., 2012) later this scale was also used in 2018 by (Memon Aliraza, 2018) in Pakistan.
This scale is measuring the consumer buying behavior with its three stages pre-purchase, purchase and post purchase
decision. This scale contains seven items having five points’ options from strongly disagree to strongly agree.
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RESEARCH ANALYSIS:
Firstly, the data collected was analyzed by the SPSS. Secondly, the descriptive statistics was used by displaying mean
points and deviation points on all socio demographic questions. Thirdly, using tests such as factor analysis single
Harman test, reliability statistics was used to calculate the importance level of variables. Co-efficient correlation was
used to verify the relationship between variables. In last regression analysis was used.

4.1. Frequency of Socio Demographic:
Table 1: Socio Demographic Statistics

Gender Frequency % Cumulative
%
Male 116 58.1 58.0
Female 84 42.0 100.0
Age
10-20 14 7.0 7.0
21-30 51 25.5 32.5
31-40 70 35.0 67.5
41-50 57 28.5 96.0
51 and above 8 4.0 100.0
Marital Status
Single 47 235 23.5
Married 111 55.5 79.0
Divorced 27 135 92.5
Widow 15 75 100.0
Education
Uneducated 6 3.0 3.0
Intermediate 43 215 24.5
Bachelors 63 315 56.0
Masters 66 33.0 89.0
PhD 22 11.0 100.0
Income
100$-1000% 32 16.0 16.0
1001$-2000% 69 34.5 50.5
2001$-3000% 64 32.0 82.5
3001% and above | 35 17.5 100.0
Region
Makkah 19 9.5 9.5
Jeddah 55 27.5 37.0
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Madinah 59 29.5 66.5
Riyadh 55 27.5 94.0
Other 12 6.0 100.0
Social Network

You Tube 18 9.0 9.0
Face Book 91 45.5 54.5
Insta Gram 61 30.5 85.0
Tik Tok 19 9.5 94.5
Business 11 55 100.0
WhatsApp

Above table 1 shows that there were 200 respondents in total responding to the questionnaires, for male 58.1% while
116 respondents and for female 42.0% while 84 respondents is 116 respondents and for female is 84 respondents. Age
group between 10 to 20 have 7% respondents while 14 respondents, between 21 to 30 have 51 respondents between
31 to 40 have 70 respondents and between 41 to 50 have 57 respondents, The marital status depicts single has 47
respondents, married has 111 respondents, divorced has 27 respondents and widow has 15 respondents. Education
results have 6 uneducated, 43 intermediate, 63 bachelors and 66 masters rest of 22 are Ph.D.’s in various departments.
The income status of the consumer respondents highest % is 34.5% out of 200 consumers 69 are that falls whose
income ranges in between 10013 to 2000$, second high % is 32% while 64 respondents earn between 2001$ to 3000
third is 17.5% and 35 respondents out of 200 while only 32 respondents income is under 100$ to 1000$. The region
of data collection Mostly from Madina have higher % 29.5% and 59 respondents, Jeddah and Riyadh have 55 same
number of respondents, Makkah has 19 respondents, 9.5% and rest of 12 respondents are from other small cities in
Saudi Arabia. Social Media usage of the consumer respondents highest % is 45.5% out of 200 consumers 91 who uses
Facebook, second high % is 30.5% while 61 respondents who uses InstaGram , third % is 9.5% while 19 respondents
who uses TikTok , fourth % is 5.5% while 11 respondents who uses Business WhatsApp .
4.2. Factor and Reliability Analysis:
Table 2: Harman Common Method Variance Test

Initial Eigen values Extractions sum of squared loadings
Total % of variance Cumulative % Total % of variance Cumulative %
1 13.890 | 88.597 88.597 13.890 88.597 88.597
2 0.382 | 2.544 91.141
3 0.186 | 1.240 92.381
4 0.148 | 0.990 93.370
5 0.095 | 0.631 94.001
6 0.060 | 0.399 94.400
7 0.055 | 0.367 94.767
8 0.045 | 0.298 95.065
9 0.041 | 0.272 95.337
10 | 0.030 | 0.200 96.537
11 | 0.023 | 0.154 97.691
12 | 0.015 | 0.101 98.792
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13 | 0.014 | 0.095 99.888
14 | 0.012 | 0.080 99.967
15 | 0.005 | 0.033 100.00

Table 2 represents the Harman Common method variance test analysis of all items, this table contains the two parts
one is initial eigen values and other is extraction sum of squared loadings. The first items possess highest eigen value
that us 92.59 that means this items is most affecting in the model and very least item is final item of CBB scale, that
is 0.033% dispersed from linear model. Because the eigen values tells that how much data is deviated from regression
line. Principal Axis factoring method was used to predict these values. Extraction sum of squared represents the
Proportion of variance value is 13.890 because this is most affecting item in the model contains 92% deviated in the
data. Which is more closed to the regression line.
Table 3: Total Variance Explained Test

Item loadings CA

Social Media SM1 The feedbacks (reviewers / comments / posts and so on) | 0.850 0.846
on social media affects your purchasing behavior.
SM2 Social media influences and stimulates you to recognize | 0.873
a need for a particular product or brand.
SM3 Social media makes information search on retail clothing | 0.829
and fashion trends easy.
SM4 Social media feedback positively / negatively influences | 0.745
to your future purchase of a particular product or brand.
SM5 Social media gives you an opportunity to review the 0.757
product performance after making a purchase.
SM6 I use online forums and communities for acquiring 0.849
information about a product.
SM7 I usually use people ratings and reviews about product on | 0.853
the internet.
SM8 I usually use people’s recommendations to buy a product | 0.856
on the internet.
CBB1 The social media provides and an effective and powerful | 0.898 0.899

platform for consumers to communicate with each other
and with the companies.

CBB2 Social media feedback positively / negatively influences | 0.824
to your attitude towards particular brands or products.
CBB3 Social media feedback positively / negatively influences | 0.845
your perception regarding particular brands and products.
Consumer CBB4 Social media is an important in displaying your 0.844
Buying satisfaction and dis satisfaction levels with a particular
Behavior brands or products.
CBB5 Social media motivates you to buy particular brands or 0.737
products.
CBB6 The social media page of the brand affects your vision. 0.824
CBB7 The presence of a brand on social media is important for | 0.805
you.
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The above table 3 indicates the loadings in Factor analysis techniques after calculating the Cornbach’s Alpha values
of both scales in all items together, and the internal validity was so excellent. Cronbach’s values of both scales are
acceptable and above than 0.7. In this table the composite validity is composite by using Principal Axis factoring has
been used to determine the composite validity and table indicates all items having excellent validity because the values
of above than 0.90. While in social media scale 1%t and 2™ item and in consumer buying behavior scale the 1%t item
these three items has very good validity since their loading value is ranging in 0.70-0.90

Table 4: KMO Test Results

KMO and Bartlett’s Test
Kaiser-Meyer-Olkin Measure of Sampling adequacy 0.901
Bartlett’s test of Sphericity
Approx. Chi — Square 8.066E3
Df 105
Sig. 0.000

Above table 4 measure the Sampling Adequacy, it is used by applying the data reduction technique Factor analysis
model. One of very common test KMO and Bartlett’s was use value indicates very excellent. Because it is more than
acceptable 0.60

4.3. Correlations:
The type of test is used to demonstrate the relationship between variables used in the study. It also looks after the P-
Value hypothesis and they are also tested in order to make sure whether the study is supported or not. Correlation
indicates the relationship among variables here the relationship between Social media and Consumer buying behavior
is strongly positive with the value of 0.777, overall model is suggested that there is strong positive relationship between
independent and dependent variables. Also Mean and standard deviation calculated of all socio demographic variables
and research variables. Mean Ranging between (0.12 to 4.22) and Standard deviation ranging in (0.323 to 0.664).
Model suggests that there is positive and significant correlation in social media and consumer buying behavior
(r=0.777**, p<0.05).
Table 5: Mean, Standard Deviation and Correlations Analysis

Mean S.D 1. 2. 3. 4. 5. 6. 7. 8.
Gender 1.2 0.434 -
Age 2.20 0.665 0.232** -
Marital 1.3 0.545 -0.334** | 0.342** | -
Status
Education 2.04 0.454 0.367** 0765** | 0.767** | -
Income 3.31 0.453 0.675** 0.435** | 0.768** | 0.567** -
Region 4.22 0.323 0.657** 0.566** | 0.679** | 0.667** 0.678** | -
Social Site | 4.12 0.554 0.766** 0.677** | 0.657** | -0.636** | 0.679** | 0.567** | -
Social 3.96 0.435 0.345** 0.656** | 0.868** | 0.676** 0.567** | 0.678** | 0.654** | -
Media
CBB 3.67 0.664 0.778** 0.778** | 0.456** | 0.343** 0.788** | 0.345** | 0.878** | 0.777*
*

N: 200, **P<0.05.
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2.4. Regression Analysis Findings:
The results of factor analysis and reliability statistics shows the validity among items and Regression analysis used to
see the impact of one variable on another. In this research three main research hypotheses were proposed. Literature
supports that social media has positive effect on consumer buying behavior at pre purchase decision. Hence to prove
the HIA first hypothesis regression analysis was applied. “Social media is significantly affected on purchasing
behavior of online consumers of Saudi Arabia at Pre-Purchase decision”. Their results are shown in Table 29 results
are providing the ($=0.888, R2=0.679, P=0.000, F=79.554). The result shows that if social media will increase by 1%
than Customer buying behavior at pre purchase decision will be increased by 88.8%. Since P-value is below than 0.05,
so it supports H1A. Social media is significantly affected on purchasing behavior of online consumers of Saudi Arabia
at Pre-Purchase decision.
Table 6: Impact of Social media on Consumer buying behavior at pre-purchase decision

Unstandardized Coefficients
Model B Std. Error T Sig.
1 (Constant) .539 .034 15.968 .000**
SM .888 .008 112.948 .000**

a. R2=0.679, F=79.554, **P<0.05
b. Dependent Variable: CBB at pre purchase decision
c. Independent Variable: Social Media
A good discussion in Literature that social media has positive effect on consumer buying behavior at purchase
decision. Hence to prove the H1B second hypothesis regression analysis was applied. “Social media is significantly
affected on purchasing behavior of online consumers of Saudi Arabia at Purchase decision”. Their results are shown
in Table 30 results are providing the (§=0.524, R2=0.549, P=0.000, F=72.554). Model suggest that if social media
will increase by 1% than Customer buying behavior at purchase decision will be increased by 52.4%. Since P-value
is below than 0.05, so it supports H1B. Social media is significantly affected on purchasing behavior of online
consumers of Saudi Arabia at Purchase decision.

Table 7: Impact of Social media on Consumer buying behavior at purchase decision

Unstandardized Coefficients
Model B Std. Error T Sig.
1 (Constant) .549 .032 12.968 .000***
SM 524 .004 114.948 .000***

d. R2=0.549, F=72.554, P<0.05
e. Dependent Variable: CBB at pre purchase decision
f.  Independent Variable: Social Media

Last part of Literature review discussed that social media has positive effect on consumer buying behavior at post
purchase decision. Hence to prove the H1C third hypothesis regression analysis was applied. “Social media is
significantly affected on purchasing behavior of online consumers of Saudi Arabia at post purchase decision”. Their
results are shown in Table 31 results are providing the (f=0.519, R2=0.824, P=0.000, F=75.554). Model suggest that
if social media will increase by 1% than Customer buying behavior at post purchase decision will be increased by
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82.4%. Since P-value is below than 0.05, so it supports H1C. Social media is significantly affected on purchasing
behavior of online consumers of Saudi Arabia at post Purchase decision.

Table 8: Impact of Social media on Consumer buying behavior at post-purchase decision

Unstandardized Coefficients
Model B Std. Error T Sig.
1 (Constant) 519 .034 11.968 .000***
SM .824 .008 113.948 .000***

g. R2=0.459, F=75.554, P<0.05
h. Dependent Variable: CBB at pre purchase decision
i. Independent Variable: Social Media

DISCUSSION AND CONCLUSION:
This study is related to the consumers in Saudi Arabia mostly who are using the Social media for the buying and
purchasing in the clothing retailers. In this study there three parts were highlighted consumers decision before
purchasing, consumer’s decision at purchasing, and consumer decisions after purchasing, this study is purely primary
based and conducted in the region of Makkah, Madina, Jeddah and Riyadh. These are big cities in Saudi Arabia, many
virtual companies, includes boutiques, clothing industries, cloth care shops, Bridal shops, and they are selling their
products by social media and there are so many brands such as LC Waikiki, H&M, De Facto, Zara, Koton, AVVA
and Altinyildiz working on Saudi Arabia who are selling their products online via Facebook, Instagram, Whatsapp
Group, Twitter, Snap Chat groups, and so on. According to analysis most of male who are using social sites only for
shopping purpose because they are mostly in offices and they don’t have enough time to go in shopping centers.
Table 9: Summary of Hypotheses Testing

H Hypotheses P Value Result
Social media is significantly affected on purchasing behavior of online .
: . . P Value is
H1A | consumers of Saudi Arabia at Pre-Purchase decision. 0.000 Supported
Social media is significantly affected on purchasing behavior of online .
; . . P Value is
H1B consumers of Saudi Arabia at Purchase decision. 0.000 Supported
Social media is significantly affected on purchasing behavior of online P Value is
H1C consumers of Saudi Arabia at Post-Purchase decision. 0.000 Supported

Three hypotheses was formed for this study. For Hypotheses testing researcher used Regression analysis and
correlation and just focused on p-Values here in both tests p-Values are below than 0.05 and it is 0.000, so that it has
supported our proposed study and proved that social media is statistically significant on Consumer buying behavior
in the retail clothing sector in Saudi Arabia at pre- purchase decision, purchase decision and post purchase decision.
This study actually is purely marketing perspective and this whole research carried out in the retail clothing sector by
differencing in the pre purchase, purchase and post purchase decisions. The model has developed for this study that
was very simple and easy one, because that contains one independent variable Social Media and one dependent
variable Consumer buying Behavior. The model was tested by simple linear regression analysis because it contains
only one independent variable impacted on another variable. And the results shows that social media contributes a lot
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towards the consumer buying behaviors, such as consumers see the ads of different companies, on Facebook or Instra
Gram, and they try to adopt that dressings, or designing, or any fashion and so on. Since at the pre purchase decision
consumers only gather the information, Consumers in Makkah and Madina are not focusing on much modern styles
of clothing or dressing, while Jeddah and Riyadh consumers are adopting the latest styles of dressings. In clothing
industries of Saudi Arabia international branded companies such as LC Wakiki, Koton, Zara they are selling the shirts,
trousers, jeans, but on the other side so many small clothing businesses are selling clothes on Facebook, such as selling
the Abayas is quite good business for those clothing industries which are selling their clothes via social media. (Sogari,
etal., 2017) did his study of social media and consumers behaviors of those consumers who drink wine and Alcohols,
they proposed their models with respect to demographic variables that are controlled variables as independent they
used Sustainability and market segment by Social media utilization. They also proved that social media has strongly
impacted on CBB, in wine industry but there are more technological usages in those companies. And buildup the own
websites. This study is also similar to (Sogari et al., 2017) studies but this is actually carried in Clothing sector, while
that study was in Wine and Alcohals sectors, since the gender and Age groups was different but the variables was
same. Two age groups (10-20, 21-30) in this research Youngsters and Teen agers are more craze for shopping, so
they always try to check the clothes on Face Book cloth retailers pages. Many consumers likes the pages of clothing
sectors in Saudi Arabia. This study is carried out in the time of Post Covid-19 period, (Ong, at, al., 2021) also did the
same study on the clothing sector in the pandemic Covid-19 period, to check the relationship between CBB and
Innovation Dynamics by extending many studies. Those studies were conducted in Philippines, Indonesia, Germany,
Turkey and Pakistan. This study also supported by so many other theories and researches carried out in different
regions.

5.1. Limitations of the Study:
Primary based surveys contains many limitations. One of the major limitations in the primary data is time. Since in
the short time it is very hard to collect the data. Sometimes it gives good results sometimes not. Another limitation is
the area, and this also connected with the time. Although the data was collected by Questionnaires through Google
Forums but it was distributed among those consumers which are living in Jeddah, Makkah, Madina and Riyadh. We
can say that this study is purely based in thickly populated areas of Saudi Arabia. Since it is more technological based
topic, social media plays very vital role in the buying behavior of consumers but here only one variable was studied,
but many other variables can be affected on CBB. Another limitation is that this study is carried out in one particular
business Clothing retailers.

5.2. Recommendations

After having the research and a detailed survey on the social media and consumer buying behavior in the retail clothing
business of Saudi Arabia. Researcher has some suggestions and recommendations that how another researcher can
develop the model. If interested in the same area consumer behavior and social media.

e Major suggestion is that this study was so simple, because there is only one independent variable and one
dependent variable. However many modern marketing papers is suggesting that many other factors are
controlled by Social media. Or many other variables we can use in the independent variables list. Such as;
Sustainability, Advertising, role of public relations, Social media network and so on.

e There should be more in depth analysis on this model.

e This study purely based on local consumers, living in Saudi Arabia, it is strongly recommended that make
same study on those consumers who comes Saudi Arabia to perform Haj and Umrah.

e Also conduct and comparison study between normal tourists and those international consumers who perfrom
Haj and Umrah.

e There are many variables in the independent list, this study is based on only one variable Social media, and
it is recommended that use Social network capability, social media design, and social media advertising,
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social media coverage and will do more studies and find the impact of those variables on Consumer buying
behavior.

¢ Not only the independent variables, but in many researches different controlled, and mediating variables are
presented and tested, it is recommended that model and apply in the same region.

e The study is based on consumers of big cities it is recommended that do another study on small towns,
villages and other rural area and see whether social media effects on CBB, because in small towns many
people are unaware from internet or Face Book marketplace.

e The sample size was very small in this study since population is high in Saudi Arabia sample size is not
reliable for the study. It is highly recommended that increase the sample size.

e The study must be conduct in all business aspects not only Clothing retailing industries.
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