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This research aims to critically examine and evaluate the

effectiveness of festivals and events in Saudi Arabia

through social media platforms and influencers.
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BACKGROUND

RESEARCH AIM

RESEARCH CONTEXTRESEARCH OBJECTIVES

To investigate the current 

marketing strategies for 

Saudi festivals.

To evaluate the effectiveness 

of social media platforms as 

marketing channels for 

festivals and events.

Correlation analysis showed that there were positive 

correlations between social media platforms and 

influencers, visitors, local festivals or events, and 

tourist destinations. The analysis indicated that:

➢ Social media and influencers had direct impacts on 

visitors, local festivals or events, and tourist 

destinations image. 

➢ Visitors had a direct effect on local festivals, and 

tourist destinations image.

The Saudi tourism authorities launched several

entertainment festivals and events, like the Saudi

Seasons Festival (e.g. Riyadh season) and cultural

festivals (e.g. Al Ula festival). Using social media

platforms and influencers strategy was present as a

means of Saudi festivals and events marketing. The

events are transmitted through these platforms to

millions of followers worldwide. Saudi tourism

authorities are active on social media.
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The Saudi government has adopted several plans to

diversify the economy (Vision 2030), including the

creation of a supportive environment for developing

tourism. This research explores marketing strategies for

festivals and events via social media platforms and its

influencers.

The study adopts a mixed methods strategy using

quantitative and qualitative approaches. Participants

(n=367) included local and international adults from the

general public for quantitative data. Online semi-

structured interviews were inducted with 18

participants from public and private tourism sectors for

qualitative data. The research used 14 of 18 interviews.

RESEARCH METHOD

To critically evaluate the role of social

media influencers in festival marketing

strategy.
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