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Abstract

The study aimed to examine the relationship between social media influencer marketing and
purchase behavior in the presence of brand loyalty as a mediating variable. The descriptive approach
was adopted, and a questionnaire was used as the primary tool for data collection from a sample of 395
respondents who are social media users. The study reached several key findings, most notably the
presence of a statistically significant effect of influencer marketing on brand loyalty, in addition to a
significant effect of brand loyalty on purchase behavior, confirming that loyalty serves as a fundamental
driver of consumer purchasing. In contrast, no direct or indirect effect of influencer marketing on
purchase behavior was found, whether independently or through the mediating role of brand loyalty.
This indicates that the lack of trust in influencers prevents them from having a real impact on purchasing
decisions and that other factors may play a stronger role in shaping purchase behavior within the study
sample.

Keywords: Social Media Influencer Marketing _ Purchase Behavior _ Brand Loyalty.
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