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Abstract. A remarkable growth in digital stores has been witnessed in Saudi Arabia. This sector has 

received significant interest from relevant authorities, leading to exponential revenue growth yearly. 

Since building brand identity leads to improved brand communication and message delivery, the 

study aimed to analyze the components of the visual identity of 10 digital stores through a content 

analysis form designed for this study. The audience engagement on Instagram was also analyzed to 

assess the relationship between the brands' quality of identity execution and interaction on their 

accounts. The results showed above-average quality in terms of brand execution. No statistical 

correlation was recorded between identity implementation and audience interaction.  

Keywords: Visual Branding, Identity, Social Media, Trademark, Branding. 


