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Abstract. Through empirical investigations of collaborative practices, this research seeks
to dissect the influence of social media influencers on the online shopping behaviours of
Saudi women, a topic that has been relatively understudied in the existing literature. The
objective is to advance the domains of CSCW and Human-Computer Interaction (HCI) by
investigating the consumer online shopping practices, particularly how they are
influenced by social media influencers and cultural contexts. It aims to understand how
cultural and technical aspects impact digital shopping experiences in this specific context.
Saudi Arabia, known for its unique blend of traditional and contemporary elements,
provides an excellent context for studying the impact of the design and influencer
marketing on women’s online shopping purchase decisions. The study explores the
impact of cultural perspectives, especially from Saudi Arabian culture, on HCI design with
the goal of improving the inclusivity and worldwide relevance of technological solutions.
This research strengthens the field of HCI by highlighting the need of considering cultural
sensitivity in design. Moreover, it enriches our understanding of consumer behaviours
across different global contexts, emphasizing the insights from non-Western perspectives
such as those in Saudi Arabia.
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1 Introduction

Social media use has dramatically affected how people communicate and interact
with one another and how they receive information and news. Furthermore, it has
changed customers’ behaviours; for example, customers now often consult
reviews and other people’s opinions on social media (Alshammari and
Almansour, 2020; DePaula et al., 2018; Djafarova and Rushworth, 2017). The
affected activities include consumer intention and the actual buying behaviour.
This change has made a significant impact on how marketing businesses manage
their campaigns and ads and how people decide and make a purchase. A critical
phenomenon that has taken place in social media communities is the introduction
of Social Media Influencers (SMIs) - “online personalities with large numbers of
followers, across one or more social media platforms (e.g., YouTube, Instagram,
Snapchat, or personal blogs) [who] influence their followers” (Varghese and
Agrawal, 2021). They have a significant impact on people’s daily choices,
including purchasing habits (Arora et al., 2019). Furthermore, SMIls usually
specialise in a particular area to increase the consumers’ trust in their opinions
about a product or service (Hall, 2016; Lou and Yuan, 2019). This literature
review aims to focus on the broad trends in relation to SMIs, consumer buying
behaviour and purchase intention, while indicating the contextual gaps that have
emerged in non-western cultures and specially in the contexts of Saudi Arabia.

2 Literature Review

Human-Computer Interaction (HCI) is a dynamic and interdisciplinary field that
has witnessed considerable evolution over the past 40 years. It integrates a range
of disciplines including Sociology, Psychology, Communication, Human Factors
Engineering, and Industrial Engineering, reflecting its broad scope and
multidisciplinary nature (Gurcan et al., 2021; Jinjuan et al., 2017). The
Association for Computing Machinery (ACM) conceptualizes HCI as concerned
with the creation, assessment, and application of interactive computing systems
designed for human use, as well as the investigation of significant phenomena
surrounding them (Hewett et al., 1992). This definition underscores the field’s
commitment to improving the interface between humans and computers,
highlighting its relevance in the digital age.

Research within HCI has transitioned from a machine-centric to a human-
centric approach over the last six decades, with Gurcan et al. (2021) emphasizing
the shift towards online communicative technologies and social media. This pivot
is significant, considering the pervasive impact of social media on contemporary
human-computer interactions.



In the rapidly evolving field of HCI, current research keenly explores the
interaction between social media interfaces and user experiences, particularly
emphasizing the critical role of cultural nuances in designing accessible and user-
friendly platforms (Cao and Loiacono, 2019) for diverse global audiences,
including those in non-Western contexts like Saudi Arabia.

Emerging research also delves into Social Media Influencers (SMIs) and their
profound influence on followers, exploring themes of trust, platform governance,
and the professionalization of influencers (Ki et al., 2022; Han et al., 2021; Niu et
al., 2021; Establés et al., 2019; Weber and Ludwig, 2021). Studies like those by
AlArfaj et al. (2019); Ahmed AlArfaj and Solaiman (2022) extend this inquiry to
specific cultural and regional contexts, examining how trust in platforms and HCI
design considerations impact consumer buying behaviours in places like Saudi
Arabia.

Furthermore, research by Weber and Ludwig (2021), alongside studies focused
on the purchasing behaviours of young adults influenced by SMIs (Croes and
Bartels, 2021; Djafarova and Rushworth, 2017), contribute to understanding the
nuanced effects of social media within HCI. These studies collectively underscore
the importance of HCI research in navigating the complex interplay between
technology, social media, and different cultures, offering insights into the
potential for HCI to shape and enhance the digital interactions.

3 Research Questions

This research seeks to evaluate the impact of social media influencers on the
online purchasing behaviours of Saudi women. The Main Research Question: To
what extent do social media influencers impact the online shopping behaviours of
Saudi women?

e RQIl: How do social media influencers in Saudi Arabia integrate e-
commerce elements into their online content to influence the purchasing
behaviours of Saudi women?

e RQ2: How do cultural preferences and values of Saudi women mediate the
influence of SMIs on their purchasing decisions, particularly within the
context of online endorsements and social media interactions?

e RQ3: What design implications can be derived for e-commerce platforms
based on their influence on the purchasing decisions of Saudi women?

e RQ4: How do Saudi women perceive and evaluate their purchase decisions
influenced by social media posts?



4  Method

The concurrent parallel design introduced by Creswell (2013) was chosen as a
basic mixed-methods design for this work. The convergent parallel design is
defined as “concurrent quantitative and qualitative data collection, separate
quantitative and qualitative analyses, and the merging of the two data sets”
(Creswell and Plano Clark, 2017). This design was chosen because it provides a
complete understanding of the phenomenon, as it covers qualitative and
quantitative data that explain each other in depth and in more detail (Creswell and
Plano Clark, 2017). Merging strategies in convergent designs has also been
described as a varying form of data triangulation introduced by Denzin (1978),
which will help to increase the accuracy and ensure the reliability of the results
(Harrison et al., 2020; Turner et al., 2017). The qualitative data would be
composed of semi-structured interviews and digital auto-ethnography. The
transcripts of the semi-structured interviews, along with the diary entries of the
digital auto-ethnography would be subjected to thematic analysis. While for the
quantitative components of this research, which would include a survey and a
sentiment analysis using Natural Language Processing (NLP), two primary modes
of analysis will be used. The survey would run through performing statistical
analysis. In the case of the NLP, sentiment analysis would be used on the
comments sections of social media posts posted online by influencers to gain key
critical insights from an NLP perspective regarding Saudi women and their
consumer behaviour online. This study received ethical approval from The FST
Research Ethics Committee (FSTREC) in Lancaster University, ensuring
adherence to the highest ethical standards.

5 Findings

Through this ongoing study, fascinating patterns and trends have started to
uncover that are closely linked to Saudi women online consumer behaviour.
While the full conclusions are not final yet, these first findings provide a valuable
view into the effect of Social Media Influencers (SMIs) on Saudi women online
shopping behaviours. For example, the early data gathered from semi-structured
interviews with Saudi women who follow SMIs and practice online shopping
have shown indications of the strong impact of social bonds on the consumer
online behaviour among Saudi women. This preliminary evidence implies that the
study delves into several interesting themes explained in the following. The study
indicates the appearance of the theme ’Influence of Friends and Family on online
Buying Decisions’, revealing the fascinating convergence of traditional family
guidance in Saudi Arabia with the impact of digital influences (Mabkhot et al.,
2022). Within the context of Human-Computer Interaction (HCI), this discovery



highlights the need of digital interfaces integrating traditional cultural values with
the dynamism of current social media (Servidio et al., 2015). Likewise, within the
context of the theme "Parasocial Relationships with SMIs and Building Trust’, the
important impact of social media influencers is influenced by cultural
perspectives on trust and credibility. HCI designers have the task of developing
platforms that align with the culturally distinct expectations of users (Kyriakoullis
and Zaphiris, 2016). The significance of culturally responsive HCI design is
highlighted by the data, emphasising the need for technology to be in integration
with the distinct cultural landscape of non-western countries such Saudi Arabia
(Jagne and Smith-Atakan, 2006). Regarding the theme of ’Promotion of Online
Shopping vs In store Shopping’, the research reveals an interesting cultural shift
towards online shopping, which may be attributed to the impact of digital
marketing tactics (Al Hamli and Sobaih, 2023). This transition necessitates
Human-Computer Interaction (HCI) solutions that not only cater to usability but
also align with the cultural preferences of Saudi women (Shen et al., 2023). The
theme ’Incentivizing Online Shopping via SMIs’ highlights the importance of e-
commerce platforms including cultural awareness into its design. This ensures
that incentives and promotions are both culturally acceptable and successful
(Gefen and Heart, 2008). These observations emphasise the important role of
Human-Computer Interaction (HCI) in creating digital platforms that are not just
technically skilled, but also deeply integrated into the cultural background of their
users, especially when it comes to involving the growing market of Saudi women
(Kumar and Dell, 2018).

6 Future Work

During the next phases of this study, the main objective will be to successfully
finish and incorporate various data gathering techniques. The autoethnographic
component seeks to give personal insights into the cultural context of online
buying behaviours among Saudi women, presenting a distinctive narrative
viewpoint (Rapp, 2018). Simultaneously, the work would continue further out
with using Natural Language Processing (NLP) to analyse social media content.
This will allow to identify patterns and attitudes pertaining to e-commerce and
influencer marketing within the Saudi context. Moreover, the examination of
survey data will enhance these qualitative observations by providing numerical
evidence, enhancing the comprehension of the wider patterns in consumer
behaviour. Expanding upon these results, there will be a notable emphasis on
understand the implications of HCI design. The objective of this project is
transforming the knowledge acquired via the comprehensive research method into
actionable suggestions for e-commerce platforms, particularly those focused on
the Saudi market in order to cater to the unique cultural and behavioural
requirements of Saudi women (Dourish, 2006). In conclusion, a delve into the



broader impact of the findings on worldwide e-commerce strategies and digital
marketing practices. Understanding how global e-commerce platforms can adapt
to varied cultural settings will be crucial by integrating cultural subtleties in
technology usage and customer behaviour patterns. This study is anticipated to
make a substantial contribution to both the academic field and practical
implementations, providing vital perspectives for the ever-changing realm of
digital commerce and technological development (Broeder and Gkogka, 2020).

References

Aisha Ahmed AlArfaj and Ellis Solaiman. Comparing different qualitative methods to understand
user experience in Saudi Arabia. 2022.

Sarah S. Al Hamli and Abu Elnasr E. Sobaih. Factors Influencing Consumer Behavior towards
Online Shopping in Saudi Arabia Amid COVID-19: Implications for E-Businesses Post
Pandemic. Journal of Risk and Financial Management, 16(1), 2023. ISSN 19118074.

Aisha Ahmed AlArfaj, Ellis Solaiman, and Lindsay Marshall. “Why would you buy from a
stranger?”” Understanding Saudi Citizens’ motivations and challenges in social commerce. In
Lecture Notes in Computer Science (including subseries Lecture Notes in Artificial
Intelligence and Lecture Notes in Bioinformatics), volume 11747 LNCS, 2019.

Norah Fahad Alshammari and Amal Abdullah Almansour. Aspect-based Sentiment Analysis for
Arabic Content in Social Media. In 2nd International Conference on Electrical,
Communication and Computer Engineering, ICECCE 2020, 2020.

Anuja Arora, Shivam Bansal, Chandrashekhar Kandpal, Reema Aswani, and Yogesh Dwivedi.
Measuring social media influencer index- insights from facebook, Twitter and Instagram.
Journal of Retailing and Consumer Services, 49, 2019. ISSN 09696989.

Peter; Broeder and Anna Gkogka. The cultural impact of navigation design in global e-commerce.
Journal of Tourism, Heritage & Services Marketing, 6(3), 2020. ISSN 2529-1947.

Shiya Cao and Eleanor Loiacono. The State of the Awareness of Web Accessibility Guidelines of
Student Website and App Developers. In Lecture Notes in Computer Science (including
subseries Lecture Notes in Artificial Intelligence and Lecture Notes in Bioinformatics),
volume 11578 LNCS, 2019.

John W. Creswell. Steps in Conducting a Scholarly Mixed Methods Study: What I am looking for
core characteristics: Do you have a quantitative database? (closed- ended). University of
Nebraska - Lincoln, 2013.

John W. Creswell and Vicki L. Plano Clark. Designing and Conducting Mixed Methods Research
| SAGE Publications Ltd. 2017.

Emmelyn Croes and Jos Bartels. Young adults’ motivations for following social influencers and
their relationship to identification and buying behavior. Computers in Human Behavior, 124,
2021. ISSN 07475632.

Norman K Denzin. Triangulation: A case for methodological evaluation and combination.
Sociological methods, 1978.

Nic DePaula, Ersin Dincelli, and Teresa M. Harrison. Toward a typology of government social
media communication: Democratic goals, symbolic acts and self-presentation. Government
Information Quarterly, 35(1), 2018. ISSN 0740624X.



Elmira Djafarova and Chloe Rushworth. Exploring the credibility of online celebrities’ Instagram
profiles in influencing the purchase decisions of young female users. Computers in Human
Behavior, 68,2017. ISSN 07475632.

Paul Dourish. Implications for design. In Conference on Human Factors in Computing Systems
Proceedings, volume 1, 2006.

Maria Jos¢ Establés, Mar Guerrero-Pico, and Ruuth S. Contreras-Espinosa. Gamers, writers and
social media influencers: Professionalisation processes among teenagers. Revista Latina de
Comunicacion Social, 74,2019. ISSN 11385820.

David Gefen and Tsipi Heart. On the need to include national culture as a central issue in
ecommerce trust beliefs. In Handbook of Research on Information Management and the
Global Landscape. 2008.

Fatih Gurcan, Nergiz Ercil Cagiltay, and Kursat Cagiltay. Mapping Human—Computer Interaction
Research Themes and Trends from Its Existence to Today: A Topic Modeling-Based
Review of past 60 Years. International Journal of Human-Computer Interaction, 37(3),
2021. ISSN 15327590.

Katie Hall. The importance of authenticity in influencer marketing, 2016. ISSN 08876045.

Jinda Han, Qinglin Chen, Xilun Jin, Weikai Xu, Wanxian Yang, Suhansanu Kumar, Li Zhao, Hari
Sundaram, and Ranjitha Kumar. FITNet: Identifying Fashion Influencers on Twitter.
Proceedings of the ACM on Human-Computer Interaction, 5(CSCW1), 2021. ISSN
25730142.

Robert L. Harrison, Timothy M. Reilly, and John W. Creswell. Methodological Rigor in Mixed
Methods: An Application in Management Studies. Journal of Mixed Methods Research,
14(4), 2020. ISSN 15586901.

Thomas Hewett, Ronald Baecker, Stuart Card, Tom Carey, Jean Gasen, Marilyn Mantei, Gary
Perlman, Gary Strong, and William Verplank. ACM SIGCHI Curricula for Human-
Computer Interaction. 1992.

Jainaba Jagne and A. Serengul Guven Smith-Atakan. Cross-cultural interface design strategy.
Universal Access in the Information Society, 5(3), 2006. ISSN 16155289.

Jonathan Lazar Jinjuan, Heidi Feng, and Harry Hochheiser. Research Methods in Human-
Computer Interaction Second Edition. Journal of the American Society for Information
Science and Technology, 61(1), 2017.

Chung-Wha (Chloe) Ki, Tsz Ching Chow, and Chunsheng Li. Bridging the Trust Gap in
Influencer Marketing: Ways to Sustain Consumers’ Trust and Assuage Their Distrust in the
Social Media Influencer Landscape. International Journal of Human—Computer Interaction,
pages 1-16, 7 2022. ISSN 1044-7318.

Neha Kumar and Nicola Dell. Towards informed practice in HCI for development. Proceedings of
the ACM on Human-Computer Interaction, 2(CSCW), 2018. ISSN 25730142.

Leantros Kyriakoullis and Panayiotis Zaphiris. Culture and HCI: a review of recent cultural
studies in HCI and social networks. Universal Access in the Information Society, 15(4),
2016. ISSN 16155297.

Chen Lou and Shupei Yuan. Influencer Marketing: How Message Value and Credibility Affect
Consumer Trust of Branded Content on Social Media. Journal of Interactive Advertising,
19(1), 2019. ISSN 15252019.

Hashed Mabkhot, Normalisa Md Isa, and Ammar Mabkhot. The Influence of the Credibility of
Social Media Influencers SMIs on the Consumers’ Purchase Intentions: Evidence from
Saudi Arabia. Sustainability (Switzerland), 14(19), 10 2022. ISSN 20711050.



Shuo Niu, Cat Mai, Katherine G. McKim, and Scott McCrickard. #TeamTrees: Investigating How
YouTubers Participate in a Social Media Campaign. Proceedings of the ACM on
HumanComputer Interaction, 5(CSCW?2), 2021. ISSN 25730142.

Amon Rapp. Autoethnography in Human-Computer Interaction: Theory and Practice. 2018.

Rocco Servidio, Barry Davies, and Kevin Hapeshi. Human-computer interaction in consumer
behaviour. In Mobile Computing and Wireless Networks: Concepts, Methodologies, Tools,
and Applications, volume 3-4. 2015.

Pengyi Shen, Demin Wan, and Jinxiong Li. How human—computer interaction perception affects
consumer well-being in the context of online retail: from the perspective of autonomy.
Nankai Business Review International, 14(1), 2023. ISSN 20408757.

Scott F. Turner, Laura B. Cardinal, and Richard M. Burton. Research Design for Mixed Methods:
A Triangulation-based Framework and Roadmap. Organizational Research Methods, 20(2),
2017. ISSN 15527425.

Mr. Sony Varghese and Ms. Mansi Agrawal. Impact of Social Media on Consumer Buying
Behavior. Saudi Journal of Business and Management Studies, 6(3), 2021. ISSN 2415-6663.

Philip Weber and Thomas Ludwig. It’s a kind of art!: Understanding food influencers as
influential content creators. In Conference on Human Factors in Computing Systems -
Proceedings, 2021.



