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Second: Study Abstract in English

This study aimed to measure the impact of marketing content via Instagram on the purchase decisions of cosmetics among
Saudi female consumers, in light of the rapid digital transformation taking place in the Saudi market in alignment with
Saudi Vision 2030, and the strong presence of Instagram as an effective visual marketing channel in the beauty sector.
Given the research gap resulting from the scarcity of Saudi studies that link the integrated dimensions of Instagram
marketing content to cosmetics purchase decisions, the study sought to answer the main research question regarding the

nature and ranking of this impact.

The study adopted the descriptive-analytical approach and utilized an electronic questionnaire as the data collection tool,
designed based on a three-point Likert scale across four dimensions: visual content, influencer marketing, electronic word-
of-mouth (eWOM), and cosmetics purchase decision. The study sample consisted of Saudi female consumers who follow
cosmetics marketing content on Instagram, selected through simple random sampling. Data were statistically processed
using the Statistical Package for the Social Sciences (SPSS), employing descriptive statistics, the normal distribution test,

Pearson correlation coefficient, simple and multiple linear regression analysis, and Cronbach's alpha for reliability.

The study concluded that there is a statistically significant positive impact for the three marketing content dimensions on
cosmetics purchase decisions. Electronic word-of-mouth ranked first in terms of impact strength, followed by visual
content, then influencer marketing. Multiple regression analysis revealed that the three dimensions collectively explain a
substantial portion of the variance in purchase decisions, and that they are integrated in influencing the Saudi female
consumer. The study recommended restructuring the marketing budgets of cosmetics companies in favor of digital
community management strategies and user-generated content, adopting the "before/after" visual content format,

collaborating with mid-tier local influencers, and ensuring transparent disclosure of commercial relationships.

Keywords: Marketing Content; Instagram; Cosmetics; Purchase Decision; Saudi Female Consumers; Electronic Word-of-

Mouth (eWOM).
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