II Q_,ijq:u dx_al_a
M'IDOCEAIT]I el Sle Y1 S

=8 Gt () IS

sLadl s 8 phaiaddl e o35all s Gigudl 5L "
" 63 eaudl gl ) Jlezelly b gull Oilxiie

ol anl® dgria L 1 alac)

233001897 : (salSYI a8 )l




Midocean University

MIDQ;EAIl

U N I Vv

I.‘~;IIYI|

College of Media and Marketing

Bachelor of Digital Marketing

"The impact of influencer marketing on Instagram on the
purchasing decisions of Saudi consumers regarding fashion and
beauty products”.

Name  Bashayr Masoud Qasem

Supervised by:

Dr. Aliaa Qamer

Year 2026




rdd Lud! Ol

Jolis 08 @i Cdg @3y caomdl E9u o0 Alaipedl Aludl Soluhyll 32001 1 Jalii
Al Gug WS dgd] cbogs 1 bl Judxiy cdlomall 1 gl 2l daaladl 3¢l
Alod! duhl 3 Lgade 5819 gradlas @i Adoed] Oolgamdl] dydoed

ellgianal) L1 a1 e 39 ASIY) gl 857 101 gkms (2026) (3urkonly (6 spmnall Aoy -1
(099 ca9ilel 1] () &g ASIYI Bylomtdl liaka (§ (nShgienall oo dine Dl dulys 180 g2l
capnd )l UMY § Akotolly aliseall o3lasly (39 AN ool 3T Jelos ] dlylll o

SN sladl 518 e copyigall Cluogiy cduzmg Al (2 9,lly ¢ slaizdl Jiolsill Claie pe G1guudlly
ol ol zegiedl s Ayl cokessly A9 S0V 8)lill iliaie e (S gl Ellginell
Lot e (3 Do gane Blgiua (212) ¢yo 89S die oy Ll gazed 815K BLdl Caniiuls
Joladl s gl 8392 Of 05 WS (G141 5l (Ao 39 ASIY @ogeaild 108 8G 5929 gliadl gl
Ao g b 8939l (py350dl e O9lasdl 5235 B39 i Ausly | gl esldl 1,8 (3 TSl SSYI
oSl ol e bl

SV sl 45 o (slaxadl Juolgill g pe Grgudd! 51 101 50m (2026) duaxelly dal dusl)s -2
Al dshyll Cddn 8 guaiall ddlasally duslaimYl dots @Bl Lo gl youll 165 ganadl llgiansll
(Y glad § (3 gaud) lgiunall (s sl adl &6 e (sl olgill JSlug pe Grgudll 5T (uld

duolyldl Odaiely Ao g Wl paseS §) graied| Adliuacly delaizl dd Bl j90 de 2SI &

(1617) oo 45550 dige (3o ULl pazed sbiadinnl 4a3ld Coodsimly ( dotll o ol gl e
5 WS ¢ nSlginadl S 511 A 3an (slaizdl Juol gl Jilig s Gogeandd] O LI Cygloly 13,0
Caogly sl A ) g Jelatll Jogo (3 igs 535 (5355 dpyloatdl oledally ¢p35edl &dlaan O
O9latdl M- pe ABlduanll jo3ady (slaidl Juolgill JSluug pe 39l (§ Hlesuwdl 8yg pins dunly!

(N8558 (pyise g

1 3 Sl Jaolgil JSlog e 35001 gl plaiial 31 0lgims (2025) g &b -3
Joolgtl Jlg s yi5all gl plasiul 31 de Bpatll ] duhldl cdas . Slgtual) 3141

Al oo S c35all IS 30 Lgie oylaadl coloiall ol 31,1 51yl opSlgianed] 3L § £lazzl
(S yimall 83979 ccpmsliall sie (3 Akazallg ¢ y35all Broils Aladyall Jolgall ye sue i e CaaSl
il 5l oSl Ay dyylodl Aadall (£ 9)l 83U39 ¢cpsisall AS)dall Adlanlls

S Asbiam] Y5 65 Glowl 66 3979 J) bl o gis - kol rog)l gxaiall e Ayl
oMb (£431 85L)9 copmliall dueg cSgizmall B399 copi5all dudluuan (§ dlaially ¢ 5ell (Grgaudll
Al Jolsil dlse ne (xSlginal L0 LN e cy33all (xSlatanell A9 eyl



S sLadl whhd e plaiud] daie e 39 ASIY OMeYI 51 10 ghas (2025) ol dulys -4
@3 de phitus] Laie pe 3o AIY oMY ST BLaSTul J] Al Cdud 7 plyiid] (g diume
zial) llginell drlmg p35all Adlisas 586 Goe e 3yl ] 3BLEYL «cpmodivianed] S 51,21

gl de bl wuaaely .ohlyall ods (385500 dwludl Jolgall dpuds ¢ 3Ll 5,801 31 (8
oo 698 Ao dslgie dge (o DUl pozd GBISE Oliwdly dasMall plasiud oig ¢ o)l
09l Adball ke o Ll wyesly L Bylall — dur g J3LAd daelon sl ddbs (10 WU (35)
(eSoke 3 350 Law coailuo g A 32505 § e (350)1 dlae Ol cplyaiud] e (p350)

Olg esLadl Whlyd (3 35 plysiud] pe 49 ASIYI UMW (oyal O ] duahdl cilio g3 LS. 3141

" QLA LA 3551 (3 835a01 Jolgall ool e dad kel B39

phiicd] (slaizdl Jeolgtll adge e Bl ¢pyigall Gigud” 101gim (2019) duaell s dulys -5
e ol OB plasil e (il J] duhydll cdds 7 obgoes yggemll ol e dubiaily
29602 bl Judoss J) A8LoYL cdleadly Ao gall Jloee § 1apdaxy cplyaiund] duare e o550l
Oloxin (§ ygdiall Sgioeal] Jaloxd (e duwhll Sazely g g Ul ek (@) olaxinally op)35ell 925
352 35l ae Gadll OF bl cygloly oly5all (pa dda) 9o (200) Juloxd (5 s il
2940l 35edl A8l Adlasdl Oly clylgunuSYl Guodally L gall OBl e S SSaw

g Ae eliy e gdatay cpyi5all Of Ayl ity LS ccllghunall Sgkas o Tl 3 ago 9 conll
Ll Ohl3 e il 83bg gl S5l &deld ju3a3) jggea)



6- Al-Nasser and Mahomed (2020), in their study titled “Effect of Social Media
Influencers on Purchase Intentions of Saudi Arabia Consumers: Instagram as an
Evaluation Tool,” examined the impact of social media influencers on consumers’
purchase intentions in Saudi Arabia, with a particular focus on Instagram as a
platform for product evaluation. The study highlighted the growing importance of
influencer marketing as an emerging marketing strategy conducted through various
social media platforms such as Instagram and other social networks. The findings
revealed that social media influencers possess a strong influence on consumers’
purchasing intentions due to their credibility, persuasiveness, and perceived
professionalism. The study also found that Instagram plays a significant role as an
evaluation tool, where consumers seek additional information about products
before making purchasing decisions, emphasizing the effectiveness of influencer-
generated content in shaping consumer behavior.

7- Alharthi, Farsi, and Helmy (2026), in their study titled “Social Media Influencer
Marketing and E-commerce in Saudi Arabia: A Social Media Analysis from Consumer
and Industry Perspectives,” explored the dynamics of influencer marketing within
the Saudi Arabian context using a mixed-methods approach. The study examined
both consumer and industry perspectives through two structured online surveys,
targeting consumers and industry experts to understand platform usage, influencer
engagement, trust levels, and purchasing behavior. The findings revealed that the
effectiveness of social media influencers in Saudi Arabia is strongly linked to
platform-specific strategies, cultural alignment, and perceived authenticity. The
study also found that while consumer trust in influencer promotions is generally
moderate, factors such as transparency, content consistency, and perceived
expertise significantly enhance purchase intentions. Additionally, industry experts
emphasized the growing importance of emerging technologies such as Al-driven
personalization and virtual influencers, although their adoption remains gradual due
to cultural considerations. The study concluded that influencer marketing in Saudi
Arabia is shaped by a combination of cultural, technological, and trust-related
factors influencing consumer purchasing behavior.



