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Abstract

The present study aimed to measure the impact of Instagram marketing content on cosmetics
purchasing decisions among Saudi consumers, in light of the remarkable growth of social media
usage in the Kingdom of Saudi Arabia and the transformation of Instagram into one of the most
influential marketing channels for the beauty and skincare sector. The researcher adopted the
descriptive-analytical approach as the most suitable method for describing the phenomenon and
analyzing the relationships among its variables. An electronic questionnaire was used to collect
field data from a simple random sample of (350) Saudi consumers who follow cosmetics brand
accounts on Instagram in Riyadh and Jeddah. The Statistical Package for the Social Sciences (SPSS
v.21) was employed to analyze the data, extracting arithmetic means, standard deviations,

correlation coefficients, and regression tests.

The study concluded that there is a statistically significant impact of Instagram marketing
content—with its dimensions: visual content, influencer advertising, interaction, and electronic
word-of-mouth—on cosmetics purchasing decisions among Saudi consumers. Electronic word-of-
mouth through influencers and interactive content ranked first among the influencing factors,
followed by high-quality visual content. The study recommended that Saudi cosmetics companies
develop integrated content strategies on Instagram, rely on local influencers, and leverage Stories

and Reels features more effectively.
Keywords:

Instagram, Marketing Content, Cosmetics, Purchase Decision, Saudi Consumer, Digital Marketing.
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3.1 Introduction to Foreign Studies

The following review examines a selected set of recent international studies published in peer-
reviewed English-language journals, focusing on the relationship between Instagram marketing and
cosmetics purchasing behaviour across various cultural and economic contexts. These studies
provide the theoretical scaffolding and empirical benchmarks against which the present study is
positioned. The reviewed literature has been organised thematically rather than chronologically, in
order to highlight the conceptual evolution of the field and to identify the specific gaps that the

current research seeks to address in the Saudi context.

The international scholarship on Instagram-based beauty marketing has expanded rapidly since
2018, paralleling the platform's transformation from a photo-sharing application into a fully-fledged
social commerce ecosystem. The reviewed studies converge on the central premise that Instagram
has fundamentally altered the way beauty products are discovered, evaluated, and purchased,
particularly by younger demographic cohorts. They also reveal, however, notable gaps in relation to
the Gulf Cooperation Council (GCC) markets and the specific cultural and religious dynamics that

shape Saudi female consumers' engagement with cosmetics content.

3.2 Study One: Casalo, Flavian, and Ibafiez-Sanchez (2018)

In their influential study published in the Journal of Business Research, Casalo, Flavian, and
Ibanez-Sanchez (2018) investigated the influence of Instagram users' interactions with brand-
generated content on their subsequent purchase intentions, with a particular focus on the mediating
role of customer brand engagement. The researchers developed a conceptual model integrating the
Uses and Gratifications Theory with the Theory of Planned Behaviour, and tested it through a
quantitative survey of 712 Instagram users in Spain who actively followed at least one beauty or

personal-care brand on the platform.

The findings indicated that informational, entertaining, and remunerative content characteristics
exerted significant positive effects on customer brand engagement, which in turn mediated the
relationship between content exposure and purchase intention. Notably, the study found that
entertainment value had a stronger influence than informational value, a finding that the authors
attributed to the hedonic nature of beauty consumption. The study concluded that beauty brands
should prioritise emotionally engaging content over purely informative content, while maintaining a
balanced content mix. The Spanish context, however, differs substantially from the Saudi context in

terms of cultural values, religious considerations, and the regulatory framework governing cosmetic
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advertising, which limits the direct transferability of these findings and underscores the need for

context-specific research in the GCC region.

3.3 Study Two: Hudders, De Jans, and De Veirman (2021)

Hudders, De Jans, and De Veirman (2021) published a comprehensive study in the International
Journal of Advertising titled “The Commercial Use of Instagram Influencers to Promote Cosmetics:
Examining the Effect of Influencer Type and Disclosure.” The research investigated how different
categories of Instagram influencers—mega, macro, micro, and nano—affect consumer responses to
cosmetics advertising, and how the explicit disclosure of sponsored content influences perceived
credibility and purchase intention. The study employed a 4x2 between-subjects experimental design

with 964 female participants from Belgium and the Netherlands.

The results demonstrated that micro-influencers (10,000-50,000 followers) generated
significantly higher purchase intentions and brand trust compared to mega-influencers (>1 million
followers), a finding the researchers attributed to perceived similarity, parasocial identification, and
source credibility. Counterintuitively, explicit sponsorship disclosure did not reduce the persuasive
effect of the content; on the contrary, it enhanced perceived authenticity and increased purchase
intention by 18%. The study recommended that cosmetics brands allocate a greater share of their
influencer marketing budgets to micro-influencers and adopt transparent disclosure practices. These
findings are directly relevant to the Saudi context, where influencer marketing on Instagram has
become a dominant promotional tool, yet where the regulatory and cultural expectations of

disclosure differ markedly from those in Western Europe.

3.4 Study Three: Sano and Mochizuki (2020)

Sano and Mochizuki (2020) examined the relationship between Instagram visual content
characteristics and impulse buying behaviour of cosmetics among Japanese female consumers.
Their study, published in the Journal of Consumer Marketing, employed a mixed-methods approach
combining eye-tracking experiments with a survey of 532 respondents. The researchers
operationalised visual content characteristics along five dimensions: colour saturation, image

composition, presence of human faces, text overlay, and product-close-up ratio.

The findings revealed that images featuring human faces—particularly those displaying the
influencer's own face—generated 2.4 times longer viewing durations and 67% higher impulse
purchase intentions than product-only images. Furthermore, warm-colour palettes (reds, pinks,

oranges) outperformed cool palettes in driving engagement, while excessive text overlay was found
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to reduce visual appeal. The study concluded that cosmetics brands should strategically combine
human-centric imagery with minimal textual elements to maximise the persuasive impact of
Instagram content. Although the Japanese cultural context shares certain collectivist features with
Saudi society, the religious and gender dynamics differ significantly, limiting the generalisability of

these specific findings and reinforcing the necessity of the present study.

3.5 Study Four: Ki, Cuevas, Chong, and Lim (2020)

In a study published in the Journal of Business Research, Ki, Cuevas, Chong, and Lim (2020)
proposed an integrated model—influencer marketing in Instagram brand communication—that
synthesised source credibility theory, the meaning transfer model, and the persuasion knowledge
model. The researchers collected data from 486 Instagram users in Singapore and Malaysia who
had previously purchased cosmetics products based on influencer recommendations. Structural
equation modelling was used to test a series of hypotheses relating influencer attributes
(attractiveness, expertise, trustworthiness, homophily) to consumer responses (brand attitude,

parasocial interaction, purchase intention).

The results indicated that homophily—the perceived similarity between the influencer and the
consumer—emerged as the strongest predictor of purchase intention, surpassing even expertise and
trustworthiness. This finding has profound implications for the Saudi beauty market, where ethnic
and cultural homophily may be even more pronounced due to shared religious practices, dress
codes, and beauty norms. The study also found that the meaning transfer process—from influencer
to brand to consumer—operates more efficiently when the influencer is perceived as a genuine user
of the product rather than a paid spokesperson. These insights substantially inform the conceptual
framework of the present study, particularly in relation to the influencer advertising dimension of

Instagram marketing content.

3.6 Study Five: Alalwan, Rana, and Dwivedi (2020)

Although focused primarily on paid Instagram advertising rather than organic influencer content,
the study by Alalwan, Rana, and Dwivedi (2020) published in the Journal of Retailing and
Consumer Services merits inclusion due to its theoretical rigour and its relevance to the broader
domain of Instagram-based consumer behaviour. The researchers developed and validated a multi-
dimensional model of consumers' attitudes toward Instagram advertisements, drawing on an
extended Technology Acceptance Model framework. Data were collected from 612 Instagram users

in Jordan—a regional context with cultural similarities to Saudi Arabia.
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The findings revealed that perceived interactivity, informativeness, and credibility were the
strongest predictors of positive attitudes toward Instagram advertisements, which in turn
significantly influenced purchase intentions. Notably, perceived irritation—caused by excessive
advertising frequency or intrusive formats—had a strong negative moderating effect. The study
recommended that advertisers adopt interactive content formats (Stories polls, Reels challenges) to
enhance engagement and reduce perceived irritation. Given the cultural proximity between Jordan
and Saudi Arabia, the findings of this study are particularly relevant to the present research,

although they do not specifically address the cosmetics sector or organic influencer content.

3.7 Study Six: Stavkova and Stejskal (2022)

Stavkova and Stejskal (2022) contributed to the literature with their study published in the
Journal of Eastern European and Central Asian Research, examining the impact of Instagram
Stories on cosmetics purchase decisions among Czech and Slovak consumers. The research focused
exclusively on the Stories feature—rather than feed posts—recognising its growing prominence as a
marketing channel. A sample of 428 respondents completed an online questionnaire, and the data

were analysed using partial least squares structural equation modelling (PLS-SEM).

The results showed that the ephemeral (24-hour) nature of Stories content generated a sense of
urgency that significantly increased impulse purchase intentions, particularly when combined with
limited-time discount codes. Interactive features within Stories—polls, questions, countdowns—
enhanced perceived interactivity and strengthened the parasocial relationship between the brand and
the consumer. The study recommended that cosmetics brands maintain a consistent Stories presence
of 47 stories per day, with at least one interactive element in each sequence. The findings offer
valuable tactical insights for the present study, particularly in relation to the visual content and
interaction dimensions of Instagram marketing content, while acknowledging the need for

replication in the Saudi context.

3.8 Study Seven: Chae and Ko (2023)

In a more recent contribution, Chae and Ko (2023) published a study in the Journal of Interactive
Marketing that investigated the role of Instagram Reels—the platform's short-form video feature—
in shaping cosmetics purchase decisions among Generation Z consumers in South Korea. The
research employed a longitudinal design, tracking the Instagram engagement and purchase
behaviour of 312 Generation Z consumers over a six-month period, complemented by in-depth

interviews with 24 participants.
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The findings demonstrated that Reels content generated 3.8 times higher engagement rates than
static feed posts, and that the algorithmic amplification of Reels significantly expanded organic
reach for beauty brands. The study identified three narrative archetypes that drove the highest
purchase conversions: transformation reveals (before-and-after), tutorial demonstrations, and
authentic testimonials. Notably, the researchers found that Gen Z consumers were highly sceptical
of overly polished content and responded more positively to raw, unedited footage that conveyed
authenticity. The study concluded that the rise of Reels represented a paradigm shift in beauty
marketing on Instagram, requiring brands to rebalance their content strategies toward short-form
video. These findings are highly pertinent to the Saudi context, where Generation Z constitutes a

substantial and rapidly growing segment of Instagram's user base.

3.9 Synthesis and Concluding Remarks on Foreign Studies

The synthesis of the reviewed international studies reveals several convergent findings that hold
substantial relevance for the present research. First, the visual and ephemeral characteristics of
Instagram content—including Stories and Reels—exert a pronounced influence on cosmetics
purchase decisions across diverse cultural contexts. Second, the role of influencers, particularly
micro-influencers perceived as similar to the target consumer, mediates a significant proportion of
the persuasive effect of Instagram marketing content. Third, interactive content features enhance
both engagement and purchase intention. Fourth, perceived authenticity and credibility constitute
critical success factors, with explicit disclosure of sponsored content paradoxically enhancing rather

than diminishing persuasive impact.

However, the reviewed studies are characterised by notable limitations that the present research
seeks to address. Geographically, the empirical evidence is concentrated in Western European, East
Asian, and limited Middle Eastern (Jordanian) contexts, with a conspicuous absence of research
focused specifically on the Saudi Arabian market. Thematically, most studies examine either
organic influencer content or paid advertising in isolation, rather than adopting an integrated multi-
dimensional approach to Instagram marketing content. Methodologically, the reviewed studies rely
predominantly on cross-sectional designs and self-reported data. The present study addresses these
gaps by focusing exclusively on the Saudi context, integrating four dimensions of Instagram
marketing content (visual content, influencer advertising, interaction, and electronic word-of-
mouth), and employing a robust quantitative methodology with a large sample of 350 Saudi
consumers. In so doing, it contributes both substantive and methodological additions to the

international literature on Instagram-driven cosmetics purchasing behaviour.
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