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Abstract:

The current research aims to demonstrate the
role of influencers in promotional and
marketing campaigns in enhancing the loyalty
of customers and end consumers towards
clothing stores spread in the Kurdistan Region
of Iragq, as it became clear that there is a
deficiency on the part of individuals working in
the studied stores in employing influential
personalities and using digital platforms to
promote their products, which weakens
customer demand to purchase products and
thus negatively affects their loyalty and
gradually loses them by moving to other
competitors. The research used the descriptive
analytical approach, and the community was
not limited, as a questionnaire was distributed
to a random sample of clothing store owners,
amounting to (70) individuals representing (70)
selected stores. The research plan was assumed,
which included the independent variable
represented by marketing through influencers
with its dimensions and the dependent variable,
customer loyalty. In light of the hypothetical
plan, a main hypothesis was presented, which is
that there is a significant correlation between
marketing through influencers and customer
loyalty. The study concluded with several
conclusions, the most important of which was
that influencers play an effective role in
enhancing customer loyalty, retaining them,
and meeting their needs and desires.
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