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Introduction

In recent years, digital marketing has experienced significant
growth due to technological advancements and the widespread
use of the internet and social media platforms. This development
has transformed traditional marketing methods and introduced
new strategies that enable businesses to interact directly with
consumers. Instagram has become one of the most influential
social media platforms, particularly in the cosmetics industry,
where visual content plays a critical role in attracting customers
and influencing purchasing behavior.

Companies increasingly rely on sponsored advertisements on
Instagram to reach targeted audiences more effectively. The
platform offers advanced targeting options based on
demographics, interests, and geographic location. As Saudi
women increasingly use Instagram to follow beauty brands,
influencers, and cosmetic trends, sponsored advertisements have
become a key factor influencing their purchasing decisions.

Therefore, studying the impact of sponsored Instagram
advertisements on cosmetics purchase decisions among Saudi
women is important for understanding consumer behavior and
improving digital marketing strategies within the Saudi market.
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