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Abstract

This study investigates the role of vision 2030 in supporting Saudi women to participate
in marketing activities in the kingdom of Saudi Arabia. Vision 2030 is a strategic plan
introduced by the Saudi Arabian government to promote economic and social
development in the country, with a focus on empowering and including women in various
sectors. Drawing on a sample of Saudi women in the marketing sector, data was collected
through self-administered questionnaires from 300 respondents. Partial laest square
structural equation modelling (PLS-SEM) was employed to analyze the relationships and
mediating effect. The results demonstrate that Vision 2030 implementation and the level
of awareness and understanding of Vision 2030 have a significant and positive impact on
the availability of opportunities and support for Saudi women in marketing activities.
Additionally, the availability of opportunities and support significantly mediates the
relationship between Vision 2030 implementation, awareness, and participation in
marketing activities for Saudi women. These findings highlight the importance of creating
a supportive environment and providing targeted opportunities and support to enhance
women's participation in the marketing sector, aligning with the goals of Vision 2030.
This study contributes to the literature on gender inclusivity and economic development
and provides insights for policymakers, organizations, and stakeholders aiming to
promote women's participation in marketing activities in Saudi Arabia.
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Introduction

Saudi Arabia's Vision 2030 is a strategic plan aimed at transforming the country's
economy and society by diversifying the economy and empowering women in the
workforce. The strategy calls for a number of steps to build human capital, including
expanding job possibilities, strengthening the work environment to achieve gender
equality, and boosting education and training programs (Rahman & Al-Borie, 2021). A
change from a resource-based economy to a knowledge-based economy is necessary for
the Kingdom's economic transformation under Vision 2030, with a focus on important
areas like health, education, tourism, and finance (Al-Faris, 2019). Increasing the
proportion of women in the workforce from 22% to 30% is one of the key goals of Saudi
Vision 2030. Despite its cultural and societal issues, the Kingdom has made great strides
in advancing women's rights and giving them the tools, they need to participate more
fully in society and the economy. The creation of women-only industrial zones, the
relaxing of clothing requirements, and the adoption of new laws to safeguard women's
rights at work are just a few of the measures that have been launched to boost women's
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involvement in the workforce (Mitchell & Alfuraih, 2018). However, despite these
initiatives, Saudi Arabian women still only participate in a small number of marketing-
related tasks (Ahmed, 2020). In order to promote goods and services and spur economic
progress, marketing is a critical corporate function (Alkhawaldeh, Mahmood, &
Alkhawaldeh, 2021; Alkhawaldeh, et al., 2022). Saudi women must participate in
marketing as a significant sector as part of Vision 2030's growing emphasis on
diversifying the economy in order to meet the goals of the plan. However, a major
obstacle to meeting the plan's objectives is the underrepresentation of women in
marketing activities (Aldossari, 2020). Several issues, such as cultural and societal
standards, a lack of training and development opportunities, and gender prejudices in the
workplace, can be blamed for the low participation of women in marketing activities in
Saudi Arabia (Alreshoodi et al., 2022). Identifying and removing these obstacles is
crucial for achieving Vision 2030's goals, as is giving women the chance to engage in
marketing-related activities. The Kingdom can achieve sustainable economic growth,
generate new job opportunities, and advance gender equality in the workforce by
empowering women in marketing. As the government works to empower women and
expand their involvement in the economy, the number of women participating in the job
market in Saudi Arabia has grown dramatically over time (Almathami, et al., 2022).
Women still only make up a small portion of marketing activity, despite these efforts. The
objectives of Vision 2030, which include diversifying the economy and raising the
participation of women in the workforce, are hampered by this serious issue. There is a
need to explore these elements in order to discover strategies that can boost the
engagement of Saudi women in marketing activities because these factors are intricately
linked and complex. The lack of work possibilities, social and cultural barriers, and
restricted access to education and training are some of the factors that prevent women
from participating in the labor market, according to previous studies (Choudhry et al.,
2019; Hutchings et al., 2020). Women's participation in marketing activities is likely to be
impacted by these aspects as well. Studies have also indicated that women in marketing
occupations face obstacles such gender discrimination, a lack of role models, and
problems juggling work and family obligations. These difficulties can restrict women's
involvement in marketing initiatives even more and prevent them from advancing in their
careers. Thus, the study's objective is to determine how Vision 2030 supports Saudi
women's participation in marketing activities throughout the Saudi Arabian Kingdom. For
a number of reasons, the study on how Vision 2030 supports Saudi women participating
in marketing activities in the Kingdom of Saudi Arabia is innovative. First, it targets the
empowerment and inclusion of women in the workforce, two key components of the
Vision 2030 plan. This study specializes in the marketing sector, which is crucial to the
Kingdom's plan for economic diversification. Achieving the goals of Vision 2030 depends
on knowing the elements that affect women's engagement in marketing activities. Second,
the study is important because it clarifies the obstacles and opportunities Saudi women
have in engaging in marketing-related activities. Policymakers and organizations can
utilize this data to create focused interventions that encourage women to participate in
marketing activities. The study offers insights that can be applied to the development of
policies that address the underlying hurdles by examining the elements that either
encourage or hinder women's participation. Last but not least, the study is important
because it sheds light on how marketing influences economic growth and diversification.
The Kingdom can access a sizable talent and knowledge pool that can foster innovation
and industrial growth by expanding the participation of women in marketing activities.
This may eventually result in the establishment of additional employment opportunities
and higher economic output, both of which are necessary for accomplishing the
objectives of Vision 2030.
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Literature Review
Overview of Vision 2030 and Its Goals

The long-term strategic plan Vision 2030 of Saudi Arabia aspires to restructure the
nation's economy and society as well as raise the standard of living for its people. Crown
Prince Mohammad bin Salman unveiled the plan in April 2016, and it is built on three
primary pillars: a strong economy, a dynamic culture, and an aspirational country (Al-
Maghrabi, 2018). The lofty and far-reaching goals of Vision 2030 call for substantial
efforts and financial investments from both the public and commercial sectors. Reducing
the nation's reliance on oil earnings and diversifying the economy are two of Vision
2030's main goals. The plan aims to stimulate innovation and entrepreneurship while
developing new industries like tourism, healthcare, education, and finance. The aim is to
expand employment prospects while lowering the reliance of the nation on foreign labor
(Al-Ghamdi & Al-Juhani, 2019). The goal of Vision 2030 is to raise the involvement of
women in the workforce from 22% to 30% while also recognizing the value of human
capital development. For sustainable development, poverty reduction, and gender equality
to occur, women must participate in the workforce (Algahtani, 2018). The strategy
recognizes that women's potential is underutilized and that empowering women is a top
goal for the country. In the sphere of marketing, the contribution of women to the
workforce is crucial. Marketing is an essential company function that promotes goods and
services, stimulates economic growth, and opens up job prospects. Despite the fact that
there are more and more women engaged in the job market, women's participation in
marketing activities in Saudi Arabia is still very low. The objectives of Vision 2030
cannot be achieved with such low participation, which need more research. Cultural and
societal conventions, lack of access to training and education, and a lack of work
prospects are just a few of the many obstacles that prevent women from participating in
marketing activities in Saudi Arabia. As it restricts women's interactions with male clients
and coworkers and makes it challenging for them to join business meetings and activities,
gender segregation poses a significant challenge in Saudi Arabia (Al-Harthy, 2021). The
empowerment of women and gender equality in Saudi Arabia have been the subject of
prior research, which has uncovered both opportunities and obstacles. According to the
study, even though the nation has made great strides in advancing women's rights and
raising their involvement in the workforce, there are still big obstacles to overcome. The
lack of legal safeguards for women, cultural and societal norms that restrict women's
mobility and participation in public life, and the requirement for more assistance and
resources for female entrepreneurs and business owners are some of these obstacles (Al-
Khunaizi & Al-Dosari, 2019). Finally, Saudi Arabia's Vision 2030 is a thorough strategy
that intends to alter the nation's society and economy while advancing sustainable
development. The strategy intends to expand the participation of women in the workforce
and advance gender equality while also recognizing the significance of human capital
development. The aims of Vision 2030 are hampered by the low engagement of Saudi
women in marketing activities, which calls for more research. Cultural and societal
standards, lack of access to training and education, and a lack of suitable employment
possibilities are just a few of the many obstacles that prevent women from participating in
marketing activities. Previous research has highlighted a number of obstacles to women's
empowerment and gender equality in Saudi Arabia as well as opportunities, and these
findings can guide efforts to expand women's engagement in marketing activities and
meet the objectives of Vision 2030.

Marketing Activities and The Role of Women in Saudi Arabia

Saudi Arabia's marketing industry has experienced substantial growth and expansion in
recent years, and there is now a higher need than ever for qualified marketing specialists.
Even while women make up a sizable share of the workforce in the nation, their
representation in marketing activities is still rather low. Any business's growth and
development depend heavily on marketing, and Saudi Arabia is no exception. The

Migration Letters



523 The Role of Vision 2030 in Supporting Saudi Women to Participate in Marketing Activities in
the Kingdom of Saudi Arabia

government's initiatives to diversify the economy and lessen its reliance on oil revenues
have fueled the Kingdom's marketing sector's strong recent growth. Advertising, sales,
public relations, branding, and other areas are all included in Saudi Arabia's marketing
sector. Thousands of individuals have work prospects thanks to the sector, which makes a
substantial contribution to the national economy. Despite the rising demand for marketing
specialists, Saudi Arabian women's engagement in the industry is still relatively low.
According to a survey by Alshmrani and Althobaiti (2021), women make up only 27% of
marketing professionals in the Kingdom, which is a low representation rate. Only 15% of
marketing managers are women, according to the report, which also showed that women
are underrepresented in marketing leadership roles. These results imply that there are
obstacles preventing women from working in Saudi Arabia's marketing industry. Cultural
and societal traditions in Saudi Arabia are a major obstacle to women's engagement in
marketing operations. The patriarchal society of the Kingdom usually assigns gender-
specific roles, with males serving as the main breadwinners and women being expected to
concentrate on household duties. There is a perception that some marketing roles are
unsuitable for women due to cultural and societal conventions. Women may experience
bias and discrimination during compensation negotiations, promotions, and hiring
processes, which prevents them from moving up the marketing ladder. Lack of flexible
work options is another obstacle to women participating in marketing activities. The
workday in Saudi Arabia is typically organized around prayer periods, with businesses
closing during certain times. This framework restricts the options for flexible work
arrangements that can help women combine work and family obligations, such as part-
time work, job sharing, or working from home. Accessing networking opportunities and
mentorship programs, which are crucial for job development and progress, may also be
difficult for women. Women may have fewer options for mentoring and career counseling
due to the underrepresentation of women in positions of leadership in the marketing
industry. In conclusion, Saudi Arabia's marketing industry has a variety of options for
employment and economic development. However, the absence of flexible work
arrangements, cultural and social conventions, and limited access to networking and
mentorship opportunities all contribute to the low level of participation among women in
marketing activities. In order to advance gender equality and women's empowerment as
part of Vision 2030, women's engagement in the marketing industry must rise.

Barriers to Women's Participation in Marketing Activities

In Saudi Arabia, the low participation of women in marketing activities is a complex
issue that is influenced by a number of factors, including cultural and social norms, a lack
of supportive laws and regulations, and restricted access to education and training
opportunities (Almujadidi, et al., 2022). These obstacles are congruent with the more
general difficulties women's workforce involvement in Saudi Arabia faces, which is
frequently constrained by conservative cultural norms and societal attitudes. Women in
Saudi Arabia face significant obstacles to participating in marketing activities due to
cultural and societal conventions (Almathami et al., 2022). It can be difficult for women
to obtain adequate work possibilities in marketing because of the society's conservatism.
Women encounter major obstacles when engaging with males at work, especially in
professions like marketing that demand a lot of social engagement. Additionally, women
frequently have limited mobility, which restricts their access to employment possibilities
across the nation. Women's engagement in marketing activities is significantly hampered
by the absence of gender-segregated workspaces (Khan, 2020). The absence of laws and
policies that support gender equality and women's empowerment is a key impediment to
women's engagement in marketing activities in Saudi Arabia. Historically, the nation has
lacked thorough legal systems that defend women's rights in the workplace. While recent
Vision 2030 reforms have started to address this problem, progress is still being made
very slowly (Aljohani, 2023). To encourage women to participate in marketing activities,
policies and regulations that address concerns like equal pay, workplace harassment, and
maternity leave are required. In order to increase women's involvement in marketing
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activities in Saudi Arabia, education and training possibilities are also essential (Grand &
Wolff, 2020). Due to the government's enormous investment in educational and training
initiatives, women's access to education has significantly improved recently.
Nevertheless, it is still quite difficult for women to pursue further education, especially in
historically male-dominated sectors like marketing. In the marketing industry, there is
also a sizable skills gap between male and female employees, which may restrict women's
possibilities for career advancement. Numerous studies have looked into Saudi Arabia's
chances and barriers for gender equality and women's empowerment. Al-Shargi and
Koura (2019), for instance, examined the elements that influence women's employment in
the Kingdom and emphasized the need for more accommodating laws and regulations to
encourage women's participation in the workforce. According to other research (Al-
Hassan & Al-Dabbagh, 2020), education can empower women and increase their
involvement in the labor force. These studies emphasize the need for comprehensive rules
and regulations that support gender equality and women's empowerment as well as the
significance of tackling the social and cultural barriers that prevent women from
participating fully in the workforce. The literature analysis concludes by highlighting the
significance of Saudi Arabia's Vision 2030 in advancing women's empowerment and
gender equality. Despite the fact that the plan acknowledges the crucial role that human
capital development plays in attaining sustainable development, women's involvement in
marketing activities is still relatively low. Achieving the objectives of Vision 2030 will
require addressing the social and cultural obstacles that prevent women from participating
in the workforce, putting supportive laws and policies in place, and ensuring that
opportunities for education and training are available. The Kingdom may diversify its
economy, foster sustainable growth, and advance gender equality by encouraging women
to participate in marketing activities.

Hypothesis Development

Vision 2030 is an ambitious strategic plan launched by the Saudi Arabian government in
2016 with the goal of transforming the country's economy and society. It aims to reduce
the country's dependence on oil revenues, diversify the economy, and enhance social
development. One of the key pillars of Vision 2030 is the empowerment and inclusion of
women in various sectors, recognizing their significant potential and contributions to the
economy. The strategic plan highlights the importance of creating equal opportunities for
women in the workforce and encouraging their active participation in decision-making
processes. In the context of marketing activities, Vision 2030 emphasizes the need to
promote women's involvement in this sector, recognizing the value they bring in terms of
creativity, insights, and market understanding. The implementation of Vision 2030 is
expected to have a positive impact on the participation of Saudi women in marketing
activities. By addressing barriers and promoting gender equality, Vision 2030 creates an
environment that encourages and supports women's active engagement in the marketing
sector. This can lead to increased representation of women in marketing roles, improved
career opportunities, and enhanced overall contribution to the sector's growth. Several
recent studies have explored the relationship between Vision 2030 and women's
participation in various sectors. For example, a study by Alhareth and Alhammad (2021)
examined the impact of Vision 2030 on women's empowerment in the Saudi labor
market. They found that Vision 2030 has contributed to positive changes in promoting
women's participation and empowering them in the workforce. Furthermore, a study by
Al-Dajani and Marlow (2020) focused on the role of Vision 2030 in promoting women's
entrepreneurship in Saudi Arabia. They highlighted the significance of Vision 2030's
emphasis on women's inclusion and empowerment as a catalyst for entrepreneurial
activities among Saudi women. These studies, among others, provide evidence for the
potential positive impact of Vision 2030 on the participation of Saudi women in various
sectors, including marketing. By creating a supportive environment and equal
opportunities, Vision 2030 can pave the way for increased representation and active
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involvement of Saudi women in marketing activities. Based on the above evidences, the
study developed the following hypothesis:

H1: There is a positive relationship between Vision 2030 implementation and the
participation of Saudi women in marketing activities.

The successful implementation of Vision 2030 in Saudi Arabia necessitates a high level of
awareness and understanding among the target population, including Saudi women.
Vision 2030 is a comprehensive strategic plan that outlines the country's goals and
aspirations for economic and social development. It emphasizes the empowerment and
inclusion of women in various sectors, including marketing. Thus, it is crucial for Saudi
women to be aware of and comprehend the objectives and opportunities presented by
Vision 2030. It is hypothesized that there exists a positive relationship between the level
of awareness and understanding of Vision 2030 and the participation of Saudi women in
marketing activities. Women who possess a greater awareness and understanding of
Vision 2030 are more likely to recognize the importance of their active involvement in
the marketing sector and the benefits it can bring. This awareness can drive their
motivation to pursue opportunities in marketing, seek relevant education and training, and
actively engage in marketing activities. Recent studies support this hypothesis,
highlighting the significance of awareness and understanding in influencing women's
participation in various sectors. For example, a study by Al-Ghafri et al. (2021) explored
the impact of Vision 2030 on women's participation in the workforce in Oman. They
found that women who had a higher awareness of Vision 2030 were more likely to pursue
employment and contribute to the economy. Furthermore, a study by Al-Saedi and
Alshamsi (2020) focused on the role of awareness and understanding of Vision 2030
among Emirati women. They found that women with a better understanding of Vision
2030 were more likely to actively participate in various sectors, including
entrepreneurship and leadership roles. These studies provide empirical evidence
supporting the hypothesis that there is a positive relationship between the level of
awareness and understanding of Vision 2030 and the participation of Saudi women in
marketing activities. Enhancing awareness and understanding of Vision 2030 among
Saudi women can serve as a catalyst for their active involvement and contribution to the
marketing sector. Therefore, the study developed the following hypothesis:

H2: The level of awareness and understanding of Vision 2030 positively influences the
participation of Saudi women in marketing activities.

The implementation of Vision 2030 in Saudi Arabia has brought about significant
changes and reforms aimed at empowering women and promoting their participation in
various sectors, including marketing. This study aims to explore the effect of Vision 2030
implementation and the level of awareness and understanding of Vision 2030 on the
availability of opportunities and support for Saudi women in marketing activities. It is
hypothesized that as Vision 2030 is effectively implemented, and as Saudi women
become more aware and knowledgeable about its objectives and initiatives, there will be
a positive impact on the availability of opportunities and support specifically targeted
towards women in the marketing sector. This suggests that Vision 2030's influence on
women's participation in marketing activities will be mediated by the availability of these
opportunities and support. Recent studies have emphasized the importance of Vision 2030
in promoting gender equality and women's empowerment in Saudi Arabia (Al-Ahmadi et
al., 2021; Alhassan et al., 2021). These studies have highlighted the role of Vision 2030 in
creating an enabling environment for women's participation in various fields. Moreover,
research has indicated that increased awareness and understanding of Vision 2030 among
women can enhance their engagement in economic and social activities (Algahtani et al.,
2020; Alharbi et al., 2021). The availability of opportunities and support specifically
targeted towards women in the marketing sector can include initiatives such as training
programs, mentorship opportunities, networking events, and policies promoting gender
diversity in the workplace. These factors contribute to creating a conducive environment
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for Saudi women to actively participate and excel in marketing activities. Consequently,
this study developed the following hypothesis:

H3: The Vision 2030 implementation, level of awareness and understanding of vision
2030 positively influence the availability of opportunities and support for Saudi women
in marketing activities

Vision 2030, a strategic plan introduced by the Saudi Arabian government, aims to foster
an environment that supports women's participation and empowerment in diverse fields,
including marketing. It recognizes the potential of women as key contributors to the
country's economic growth and development. It is hypothesized that the availability of
opportunities and support specifically tailored for Saudi women in the marketing sector
will mediate the relationship between Vision 2030 implementation and their participation.
These opportunities may include educational and training programs, mentorship
initiatives, networking platforms, and financial resources specifically designed to
empower Saudi women in the marketing field. The presence of such opportunities and
support systems will enable women to overcome barriers, gain confidence, acquire
necessary skills, and seize marketing-related opportunities in line with Vision 2030's
objectives. Recent studies have shed light on the significance of targeted opportunities
and support in promoting women's participation in various sectors. For instance, a study
by Al-Sabbagh and Abdul-Kader (2020) investigated the role of support programs in
enhancing women's entrepreneurship in Saudi Arabia. They found that targeted support
initiatives were vital in enabling women to navigate challenges and engage in
entrepreneurial activities effectively. Another study by Al-Hindi et al. (2021) explored the
impact of support programs on women's participation in the workforce in Saudi Arabia.
They highlighted the importance of tailored support services in enhancing women's
employment prospects and promoting their active involvement in the labor market.
Hence, the study developed the following hypothesis:

H4: The availability of opportunities and support for Saudi women in marketing activities
mediates the relationship between Vision 2030 implementation, level of awareness and
understanding of vision 2030 and participation for Saudi women in marketing activities.

Research Model

Research hypotheses enabled the development of the conceptual research model depicted
in Fig. 1. This study aims to provide a more comprehensive understanding of the Role of
Vision 2030 in Supporting Saudi Women to Participate in Marketing Activities in the
Kingdom of Saudi Arabia.
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Fig 1 Research Model

Research Methodology

The research design for this study was a cross-sectional survey design. The survey used to
gather data on the factors that influence Saudi women's participation in marketing
activities, the challenges they face, and the opportunities that exist to increase their
participation and their experiences within the industry. The survey design allows for the
collection of data from a large sample of participants in a relatively short amount of time
(Alkhawaldeh, et al., 2023). The survey administered online to ensure that it is accessible
to a wide range of participants. The study targets Saudi women who are currently
employed in marketing positions or have an interest in pursuing a career in marketing. A
convenience sampling technique was used for the study. The sample size for this study
determined using a power analysis to ensure that it is sufficient to detect meaningful
differences in the data. The data was collected from 300 respondents. The items of the
guestionnaire were adopted and modified from the previous studies of Alharbi, (2022),
Almathami, et al., (2022), and EI-Bakr, (2022). In addition, the questionnaire uses a five-
point Likert scale. The collected data was analyzed using PLS-SEM. The analysis
involves assessing the measurement model's reliability and validity, evaluating the
structural model's path coefficients and significance levels, and conducting mediation
analysis.

Results and Discussion

It is crucial to perform data screening and cleaning before beginning any dataset analysis
(Pallant, 2010). The accuracy of the data collected is crucial for the interpretation of the
survey responses because even a small number of inaccurate answers can considerably
skew the results. Data accuracy is a complex issue with many potential sources of
mistake. These elements have an impact on the relationships between two additional
outcome variables. This indicates that these tasks must be planned for and completed
prior to the actual data analysis (Hair, 2010). Unintended repercussions that aren't
immediately apparent are found when data is examined (Hair, 2010). After gathering the
data, the next step was to enter it and use SPSS to look for missing values. To guarantee
that the results were accurate and reliable, all of the questionnaires that the study's
participants completed were entered and their accuracy and completeness were verified.
Hair et al. (2016) claim that these steps were necessary in order to accurately understand
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the study's findings. In a similar vein, the accuracy and error-freeness of each data entry
were verified. Furthermore, no missing values were found in the data. Because of this, the
researcher can believe the information and apply it in the analysis. Based on this study,
the respondents were asked to indicate their marital status, age, family income, highest
qualifications, and job title. Below are the tables showing how the 300 respondents are
distributed according to the selected demographic characteristics. Table 1 shows the
marital status of the respondents in this study. Of the 300 respondents, the majority of
them were not married (196), making up 65.3% of the total, while the remaining 104
(34.7%) were Married. More so, the socio-demographic characteristics result further
revealed the respondents' age distribution. It indicated that most of the respondents (177),
or 59%, were between the ages of 21-30. Similarly, 119 (39.7%) of them were between
the ages of 31 and above, while 4 (1.3%) were between the ages of 20 and below. In
addition, the result of the study on the respondents’ distribution according to job title
further revealed that 148 (38.4%) of the respondents were Self Employed/Business, 91
(30.3%) respondents were Teachers, while the remaining 61 (20.3%) of the respondents
were retired. The result on the respondents’ qualifications revealed that of the 300 valid
responses obtained, the majority (115), or 38.3%, were enrolled in degree programs,
while another 72 (24%) were completing their Master’s degree, and 64 (21.3%) were
enrolled in Ph.D. Those enrolled in Diploma constituted 49 (16.3%) of the total
responses obtained. The result of the study on the respondents’ distribution according to
family income further revealed that 77 (25.7%) of the respondents gaining between
10001-12000, 71 (23.7%) respondents gaining between 8000 and below, while those
gaining between 12001-14000 were 57 (19.0%). Additionally, 31 respondents (10.3%)
gaining 14000 and above

Tablel. Respondent's Demographics

Frequency Percent
Marital Status
Married 104 34.7
Not Married 196 65.3
Age
Below 20 4 1.3
21-30 177 59.0
31 and above 119 39.7
Family Income
Below 8000 71 23.7
8001 - 10000 64 21.3
10001 -12000 77 25.7
12001 - 14000 57 19.0
14000 and above 31 10.3
Highest Qualification
Diploma 49 16.3
Degree 115 38.3
Masters 72 24.0
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PhD 64 21.3
Job Title

Teacher 91 30.3
Self Employed/Business 148 38.4
Retired 61 20.3

Measurement Model

This section focuses on the statistical assessment of the study model's reliability, validity,
and potential biases. The reliability of the latent variables, which are derived from
observable variables, was assessed using two coefficients: Composite Reliability (CR)
and Cronbach's Alpha (CA). A value of 0.7 or higher indicates good reliability. Strong
reliability was observed in Table 1, with CA values exceeding 0.7 and CR values above
0.7, in line with Cheung et al.'s (2023) findings. Convergent validity, which evaluates the
precision and validity of the constructs, was assessed using factor loadings. Factor
loadings above 0.50 were considered indicative of decent convergent validity. The results,
presented in the table, demonstrated that all factor loadings surpassed the 0.5 threshold,
indicating strong convergent validity. This aligns with Sarstedt et al.'s (2022) suggestion
that factor loadings exceeding 0.5 indicate robust convergent validity. Table 2 also
presents the Average Variance Extracted (AVE) values for each construct. According to
Sarstedt et al. (2022), AVE values greater than 0.5 indicate acceptable convergent validity.
In this study, all constructs exhibited AVE values exceeding 0.5, further confirming their
strong convergent validity.

Table 2 Measurements Model

Factor CA CR (rho_a) | CR (rho_c) AVE
Loading
Availability of Opportunities and
Support 0.846 0.851 0.898 0.689
AS1 0.873
AS2 0.899
AS3 0.731
AS4 0.806
Level of  Awareness and
Understanding of Vision 2030
(LAV) 0.844 0.858 0.896 0.683
LAU1L 0.739
LAU2 0.899
LAU3 0.861
LAU4 0.799
Participation for Saudi Women in
Marketing Activities 0.867 0.869 0.900 0.600
PWM1 0.784
PWM2 0.778
PWM3 0.812
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PWM4 0.769
PWM5 0.776
PWM6 0.727
Vision 2030 Implementation 0.875 0.878 0.906 0.616
VIl 0.780
VI2 0.837
VI3 0.819
Vi4 0.764
V15 0.735
V16 0.768

The Average Variance Extracted (AVE) square root for each latent variable is compared to
other correlation values among any other constructs to determine the discriminant validity
(Rasoolimanesh, 2022). Table 3 showed that the off-diagonal correlations were smaller
than the square roots of the AVE values, demonstrating the study's discriminant validity.

Table 3 The Fornell and Lacker Discriminant Validity

AS LAU PWM VI
AS 0.830
LAU 0.513 0.827
PWM 0.547 0.645 0.775
VI 0.675 0.553 0.535 0.785
Structural Model Assessment

The findings in Table 4 and Fig. 2, reveal that Vision 2030 Implementation (V1) has
significant and positive effect on Participation for Saudi Women in Marketing Activities
(PWM). The result indicated that 1% increase in VI would lead to 19.2%% increase
PWM. Additionally, the findings demonstrate that Level of Awareness and Understanding
of Vision 2030 (LAU) has significant and positive effect on Participation for Saudi
Women in Marketing Activities (PWM). The result indicated that 1% increase in LAU
would lead to 37.5% increase in PWM. Furthermore, the findings demonstrate that Vision
2030 Implementation (VI) have significant and positive effect on Availability of
Opportunities and Support (AS). The result indicated that 1% increase in VI would lead
to 60.7% increase in AS. Similarly, reveal that Level of Awareness and Understanding of
Vision 2030 (LAU) has significant and positive effect on Availability of Opportunities
and Support (AS). The result indicated that 1% increase in LAU would lead to 31.3%
increase in PWM. Moreover, the outcome shows that Availability of Opportunities and
Support (AS) has significant and positive effect on Participation for Saudi Women in
Marketing Activities (PWM). The result indicated that 1% increase in AS would lead
t037.0 % increase in PWM. Hence, these results supported the research hypotheses.

Table 4 Path Analysis Result

Beta STDEV | T-statistics | P- Decision
values
VI -> PWM 0.192 0.075 2.566 0.010 Supported
LAU -> PWM 0.375 0.055 6.767 0.000 Supported
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VI->AS 0.607 0.069 8.772 0.000 Supported
LAU -> AS 0.313 0.077 4.076 0.000 Supported
AS -> PWM 0.370 0.068 5.449 0.000 Supported
Vi1
L 0.000
v 0.000
0,000

0,000
via %
‘/U.UGV
Vi
viI5 0.000
VIG 0.607 (0.000) 0.192 (0.010)
AS1
0.370 (0.000) —W
AS4
0.313 (0.000) 0.375 (0.000)
LAUA
0.000
LAU
*0.000
0.000
Laus 4
0.000
LAU
LAU4

Fig 2 Path Analysis
Mediation Analysis

This study follows the recommendations made by Preacher and Hayes (2004, 2008) in
order to test the mediating link. Using the bootstrapping method, the mediating link was
seen through the indirect impact. Furthermore, Preacher and Hayes (2008) report that the
95% boot confidence interval (Cl: LL-UL) for the indirect impact does not cross a "0"
between the variables. The outcomes of the mediating hypothesis are shown in Table 5.
The indirect effect (LAU ->AS-> PWM=0.116, t-value=3.187) was significant at p< 0.05
according to Table 5's bootstrap results. The fact that the indirect impact, 95% Boot CI:
(LL= 0.053, UL= 0.198), does not straddle a 0 in between, which provided support for
mediating effect, led the researcher to further confirm that there is a mediation.
Additionally, Table 5's bootstrap results demonstrated that the indirect impact (VI ->AS->
PWM, = 0.225, t-value=4.767) was significant at p<0.05. The indirect impact, 95% Boot
Cl: (LL= 0.143, UL=0.325), does not straddle a 0 in between, which suggested evidence
for mediating effect, and the researcher also validated that there is a mediation. Thus, the
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researcher can draw the conclusion that availability of opportunities and support for Saudi
women in marketing activities mediates the relationship between Vision 2030
implementation, level of awareness and understanding of vision 2030 and participation
for Saudi women in marketing activities

Table 5 Mediation Results

Beta STDEV | T-statistics | P- Decision
values
LAU ->AS-> | 0.116 0.036 3.187 0.001 Supported
PWM
VI ->AS-> PWM | 0.225 0.047 4.767 0.000 Supported
Discussion

The results of the analysis indicate a significant and positive relationship between Vision
2030 implementation (V1) and the participation of Saudi women in marketing activities
(PWM). This finding suggests that the successful implementation of Vision 2030 plays a
crucial role in promoting and facilitating the engagement of Saudi women in marketing-
related endeavors. The positive effect observed highlights the impact of Vision 2030's
initiatives and policies in creating an enabling environment for women's active
involvement in the marketing sector. This finding aligns with previous studies that have
emphasized the importance of Vision 2030 in driving women's empowerment and
economic participation in Saudi Arabia (Alamri et al., 2022; Alghamdi et al., 2021). The
results provide empirical evidence supporting the positive influence of Vision 2030 on the
participation of Saudi women in marketing activities, underscoring the significance of
this strategic plan in fostering gender equality and inclusive economic development in the
country. The findings of the study reveal a significant and positive relationship between
the level of awareness and understanding of Vision 2030 (LAU) and the participation of
Saudi women in marketing activities (PWM). This indicates that a higher level of
awareness and understanding of Vision 2030 positively influences and encourages Saudi
women to actively engage in marketing-related endeavors. The results highlight the
importance of promoting awareness and knowledge about Vision 2030 among Saudi
women, as it serves as a catalyst for their active participation in the marketing sector. This
finding is consistent with previous research that emphasizes the role of awareness and
understanding in driving women's empowerment and their involvement in various
domains (Alamri et al., 2022; Alghamdi et al., 2021). The findings of the study
demonstrate that both Vision 2030 Implementation (V1) and the Level of Awareness and
Understanding of Vision 2030 (LAU) have significant and positive effects on the
Availability of Opportunities and Support (AS). These results indicate that a higher level
of Vision 2030 implementation and awareness and understanding of its objectives
contribute to creating a supportive environment with increased opportunities and support
for Saudi women in marketing activities. This aligns with the goals of Vision 2030, which
aims to empower women and provide them with more opportunities for active
participation in various sectors, including marketing. Furthermore, the results reveal that
the Availability of Opportunities and Support (AS) has a significant and positive effect on
the Participation of Saudi Women in Marketing Activities (PWM). This suggests that
when Saudi women have access to a supportive environment with ample opportunities
and support, they are more likely to actively engage in marketing-related endeavors.
These findings are consistent with previous research that highlights the importance of
implementing supportive policies and providing opportunities for women's participation
and empowerment in the workforce (Alamri et al., 2022; Alghamdi et al., 2021). They
emphasize the crucial role of Vision 2030 in driving positive changes and creating an
inclusive environment for Saudi women in the marketing sector. The findings of the study
suggest that the availability of opportunities and support for Saudi women in marketing
activities plays a mediating role in the relationship between Vision 2030 implementation,
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the level of awareness and understanding of Vision 2030, and the participation of Saudi
women in marketing activities. This indicates that the positive impact of Vision 2030 and
awareness on participation is enhanced through the provision of opportunities and support
for women in the marketing sector.

Conclusion

this study has provided valuable insights into the mediating effect of opportunities and
support for Saudi women in marketing activities on the relationship between Vision 2030
implementation, the level of awareness and understanding of Vision 2030, and the
participation of Saudi women in marketing activities. The findings indicate that the
availability of opportunities and support acts as a significant mediator, enhancing the
positive impact of Vision 2030 and awareness on women's participation in marketing
activities. This highlights the importance of creating a supportive environment for
women's involvement in the marketing sector to effectively implement the goals of Vision
2030. The findings of this study have several managerial and practical implications.
Firstly, organizations and policymakers should recognize the significance of providing
opportunities and support specifically tailored for Saudi women in marketing activities.
This can be achieved through initiatives such as training programs, mentorship,
networking opportunities, and targeted policies to encourage and empower women in the
marketing sector. Secondly, organizations should prioritize raising awareness and
understanding of Vision 2030 among Saudi women to enhance their engagement and
participation in marketing activities. This can be done through educational campaigns,
workshops, and seminars focused on the goals and benefits of Vision 2030. It is important
to acknowledge the limitations of this study. Firstly, the research was conducted in a
specific context, focusing on Saudi women in marketing activities. The findings may not
be generalizable to other industries or regions. Secondly, the study relied on self-reported
data, which may be subject to biases and inaccuracies. Future research could employ
mixed-method approaches and include a more diverse sample to enhance the validity and
generalizability of the findings. To further enhance understanding in this area, future
research should consider the following avenues. Firstly, longitudinal studies could be
conducted to examine the long-term effects of Vision 2030 implementation and
opportunities and support on women's participation in marketing activities. This would
provide insights into the sustainability and effectiveness of these initiatives. Secondly,
gualitative studies could be conducted to explore the experiences and perspectives of
Saudi women in the marketing sector, shedding light on the barriers and facilitators to
their participation. Lastly, comparative studies across different countries and cultures
would provide valuable insights into the contextual factors influencing the mediating
effect of opportunities and support for women in marketing activities.
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