o9l s Aaalr

MlDOCEAIl ERURRRUEN

UN TV ERS ITY |l
D) B9 o9a8lISG

Jiezid | & | pnzeiians ol s lyl 08 e PW!J“ ‘._',513_«“1.” ‘53&'21‘)5'1 »
« Aol use dwlys tasbisgaad | SSlaud ! g

wobeadl el ol (golus iU sluc
232002491 : gnsslS¥1 3,11

& 9uS Gl 189S Bl sl

#2026 - 21447



A3l 1 J ¥l gl
Sl sl S8 e ol ] A ais e s adl] Gy il 3 ol 8 ] e QAN Al sda s 3
) iyt sy gty Apalas Ao LA 3y ma ad ) il o] Jp 2l (0S5 i) Skl ] Jvanil
e Gyl 5zl Ly Aelid (yma Al cuallasl By o all &l Jo e i liiee 3 4355 % LelSiie Ay dagliie
okl o toml sy sl Al e 4 glindy 4850l A1 51,8 (5o d Aol 2SOl By S ot ]
eyl sy Loyl 5489 2l slas®¥ e Jogloesll 585 089 4y 9 iSIY) Aaadl A alSlg e latllg 03,3511 LDl

A g ASTY Aaddl Tl ‘Q-j)j}l‘}.‘-‘-éﬂj—“‘-mj ““_;‘)l‘ Soizll HE.D) ‘=,1.~.é.‘|

sl Bl 8 e plymt ] Amie e Ghagwdll gomll 3 Gelyd (3 U ety (padly B d 3o ) Ayl Ca e
izl slagl e aad LS 31 ol 3lai ey ool die g o claga ) SISl ot ezl &yt
¥ iy At i ool ) e Ayl o azely . Siladl 1,8l o3 Tl d8Y1 i alll oy sy !
1Ll ae Lo ity Ll nate as LB bty a8lgll 5 oo LaS 3 allall o ymg mely 3] cadlaaly poiosll dagdal
«(S-O-R) &yl ¥l el (LS il 739 a5 L3l oy Bagaally lla sl gl o sl 8 0 azae Al , Lo
Aoy 59 ASIYI Lt e 3 L) it wly oaall Jas 7 35aig  sdsall LBl ime 739 aig Ja sl clol sl 3 lasg
sl g5t slasl Lt 85 yol e 2yl (e callng DN ) S el (3-89 Loaasmn ccnliled) pazed A ety 510
gl gg—izll by Gle U logaadl lSlaad | e Anzmiis A (5o Ao hd) Aipe cgST B9 o], ddl 5l B9
L8l A e el i B lay el Aslsdeall Aipall e (399 (ya)luis| 0 pl i) Avaio e ezl Slamid
oS Las cla wgill s udl claall e e 599 o held Apnala cMag o Loy ALl A peall A zall (o 3l

Aadtye Auady by g LSl Lmgins
e phatad] sue U ol L 3lan Legad Ldlaal ala gyl A el mladl (oo 2egazme ) awlilll il imgiu gy
"/ 8" sl @l Copias Bl I Aslian ] 1095 63 ol s 8Tag 29 e Judmall i a8 ol a1 1,8
T agmmg bl ey T LS el & laall mill) (gysad) LYl 2 anl Sy Las szl Ida e o Jo¥1 A5l
e Ol ydsall Slisga ) SISl il (1o sy Jimsais as o ladl 518 e 8,351 ldle dlan| 405 63
M A b el i AW B ) Al pai Lasdy . el 28l imng BLAT 58 o 4 Osaieny LU T las csloYl
L ailB 5o ol g Bgzall Slaz U ot ias )  Jladl a0 e ;531855 E> (o GRagadll Sotell sladl o
sitann (51 o SAST (i Cpodiiue (e el Ayl Colaall 3 315 Losaadl Al o e Jus Lo clylaall

a5l sl e el b JrlSas Ll i) comge alond 23903 o3 M sLasdl) JLso) e 51 Lidle



e adl 4K ‘_§_Li.5?3 cAdla Ll ;Lé_4é13 L ogill Houy Hig Ll po—ii9 cadlasdl L:Lﬁlj s ¥l Ld > 590 g:')l‘ So—izll

Otdgal) (pedseiad) sl s 1AN18 595 A g ASTY!

oArd o andanlly aladl Gugtadl e &Ll clalyadly syl g Lasdl HLLYI e g i 3 il ol sia s (Sass
I o el adl sl iy omd G adll 3 Asmimietll pyall L oa¥1 1, 5] 8 A wold) L5 aed « raladl (5ot uel
DL g Busly By sl B el adl 5189 AN g adll ookl sloadl o do sy JolSte Aekons 393 oo &5
G ey ol dalgaad e Aaylaad) lawhyud) e lane <33 €5 s oS Lgan e 3 Ayl Lpaioy Al At ) 59 il
Sliaill e 23sa ) aSlawll ol pwas 8 Ll wdl-aedl (3LST1- il 7 350 LMo ladl u S35 LaS Ay JS
cndaully Jramtll ol et 8, AT 3 aa¥) A aIL Am sl il oY Bl ey aadatll gorwll ey 3oyl
Bylal ey oilimiliwl wllal A wdll Ll aes ole] cumgiad 3]« g3saadl Gl le Crpaslally (raad )
B335 (o1 LS 3,35 L LY e (gmnedl slaie¥] (e Yy cpsei | di iy i) (so—iell puze iy od I aaizell
s aall pm iy cpliziwd] (e Ll (o Azmonis Aiyn usdl Siluain 2855 S A e (o iy ALl cula L
s adlen Az lg 3y me a0 4T a S5 il old ¢ 3L gtmll pae Lasdy Lyims S e ¥l oyl 4S5 dka e
Slamst ey, &3 leld Ay wiblid b (onyi3 Ll e B awdll Lol milall g, adl Loyl e 3 ails A pale 5 Lus| 510

LSO Ll 4)lae 5581 Audliiany (el Jelas c¥uns (gadom Gulll ezl Jawsie ezl (350

1T Ilm o) Laolin 4 pgmme 2y yand 8 ploall it wo¥l A2l io (0 S e Llalonip L wlyldl s die s wllasg o 39
S0l gt Jpomtll lpiamtina cly & Syl 8 e plymt ad] ate st (i wdll Gotmall slias| LY 15 Ll
bl 8 Ao ASIY e ) Ao lST1 Lyl 858 (8 s Ay Sloayl A5 JalSS (e Sy Y1 i (g Lo ga ]l
Lagaad) A0l o) salie Gra52 7 Lkl ) Aol siia ooaddy . oyisdl e Bigudll @ 5,01 gzl Lk ¢ o)
olazrblly i daml oozl e o dill e aldl 7 35ad ) Audgaddl dilo 0 gl Jidi ) 7 353 (e i tins]
LoS @Sl (o 4y89 st sall 2udlusme e (bo e 35 L1 By & o (ILEY) A3US jue (A aad ol 8 o8l 230 (g (AL Bglsl
ol 3] el 518 Beun Glaslas comy oy e ) clziiall oy e B1aT (o ety ol wi] diaie O 2wyl i wl
Oy SIS el gl 73505 (o Slaslall (e eIl 8l o 8 Aplazll Sl LS e s9a I Tolaa La e
o eSS dylae slie | e ca Bgm gogawdl Jemtll il iamiue gL (8 al et ] ste 3ag—wdll Azl 7 Lo
oo Jadg Adsgalll Alamel] ASI 31 Caniad slag¥lsdia JalSs 3 J s (6l (3l By Al ia] 2as 3 A slay¥l

ad el dl sl Juse
Lailld A pall bzl 3 bl A dantl Sl (o &s gazme 2 Ll 205 A syl Ligl) il im g3 AN ilaad! e 2L

Szl ST A as o fasd o Audsg wdll A glill A Balely Ayl oosi « Jamil] &l ) amie IS, 4)



P i5e dad 59818 A g AW A sl A G3and T, Las ¢ ader el di iy gd ! (S9omll e g e ) paizell Bl
st Slaio B lg s A Griard) Sl digmgy "uay/ 18" 551 ixll la el QA (omgs LaS il 1,1l
sllacly c gaiidy yoim Ligmsmn miplmd A5 o Maall e i3 plmt ] (e Ayl Ladlall Sl (o is Lmato & iy
os Bla il 7 Liadl oslles slately STl pal adl e ezl o gie Gpssa—adl (351 ae glazll g lodl
orlai Goima pglat Al qoss (gemll §idag ol Bagudll LS T A williy . y35- Ll ae Aloeall LM
Clagsaallgsag el A lle Howall cny 5Ll ol o sty Lalait sl Gy bog ol senill 5o oy iy dudls
pllaieling Aadipe Jelas o¥uae 3dzes GaAll 3,01 8540 (e B3la w¥lg Aasull (a smdlly 5 mall 5 Lyllg By il
sl A ity Aglle Apias Rl Slan LU e 5, Tl Blaal Sy Bl &g 7SI B 4l 2ol 351319 doy
gliad 8 03 Ul g wd il alal 2 yibog sl ae piings 3 calyll (omgs (A paglaiall ol dlly g39aadl Jpazetll el o
Slawleud! g lasg bl mudl 2 dlasy A alasll lele s 2luian losg bl L8Nl oy o 7 Lind¥l Jodd Jrozl
ooledl A 50ull Al Eig eIl e 439 02030 A Sl 23y ae pelyt Loy 392l Jpazeill § LaaT A 1a8 01 2yl

(@8 Al glas Hshas dudlieg edeall L,
ol ey B Il Bagadll Jlzme o5 Azl Sl sl (g Awohll sl Lge cus 48 Gall Al cly all o0 Lol
(@l oliw cely 5ol alyzmt wi]) Lalzsll elai¥ Jolstll Sliaie cnn Alie Lwlys ely 2] il 7ydas cellg wdl
AN 51 Al 785 LS A0 92 aed) 380wl g L aetll ol iinmtan sy 51,5 e g wdll Lalgize 451 E> (e
sl s las o m i3 ole & alys elly el a5l 89 syl g5iml) sl mn e Lol a Toll 552l £lla ¥
s Byl Aalys Uil 75 a5 B an A yin) 8,08 (sla e plyzmi ] st sy wdll g5 il sles Luaga ) aSlaad)
BoatJIS A AL oyt ] e 15T Emmsg «pl i) sote sgandl) (Gotzmll slan¥ Aylmi 1 3 Lalisell el oliall
A8 (35 Ll 590 Ay e Sad aadl (gl ¥ ae 8L g ¢l ddl Al jlimzs| e 55all adlglly o il
Ay ety o aadl o3l eyl Gag pamtll il amiie oot SISLE skl laloil LS 45 6 oy dnll 5 ai
Tt lyag el adl 1y 8 o Soms ANl A alatlly A wwaill pdlga L 3ol o al Ao Slo A oS Ay all py pazes A lalise
oty sasaadl Jpamill Sl amiie pLad 3 el Balels dlnall Aadlall o ¥y e phimi ] st (Asgadll S5l

Ll 58 e Lags



aaial

EPEN PR N

Olae Bl 515 (6. 1) Jaloes (o8 S5 e ellad | Hglis (2020) sl ¢ Jgadal!

Ayl Sl 8 Sl i (£ u ¥l o, 1 & 55 8 plhmiwid] e (Reels) 5 LJ1 (g9ima 59 .(2024) 1 oyl
w2l [aga clll dasle Lo Alluy] 2po5aull

Slladl gud Jpamtll il amiie ol i 8 e Sl Gl alyzmiwid] e o] o35 L 31.(2023) o gya L]l
78-45 ((2)18 « Jlas ¥y el byl Ao . olozm Ll

Sl szmiad, sl I ¥y ) Bz g lg oo Bsslys pagaadl A padl ASLal) 8 Jlazll &eligs (2021) 4 c(gpsogad]
oLl [Adadl) sgase (s dazma plell] Braler i be Alasy] ozt

Slamiue Slaiie e il idsenll Aol 3odnd 9 Flata¥l Jolgtll Jiluwg IS (s Gas—udll ,51.(2022) .0 cal5 )
o [eadl JT sl « s be lasy] 0,91 § Jsezeal!

SLiazBYI A Lme  soga ) & sl ¢ LLa3 3 oMol ¥y e alimiai] e gl gl asloas 1 31.(2023) ¢ gl
145-112 ((1)37 <3513

O3l Aae 8 pelall g LLad (3Ll sl a1 e (Lol el il ste Gagadll ,51.(2022) (b Bty 1
Ol [ead! JT 2asls s be Wluy]

(ga3a—udl ol ddl a Alatll Sladlall g lalms ¥ LSd5 o3 ol e cmad Il (3Ll 531.(2022) . coneiall
278-245 (3)14 (ipelaiz¥ly 4slud ¥l aglall Alme

bagawdl alaall ga 18, Al A ball cl mtie sl & 5l 89 Asg—wudll almt wi] Go—ia (ay 4801 (2024) o (guslidl
Bz [sallace UL Zaals « ptu Lo Uluoy] 2alige Ay

iliaga el GlEwll gad Al cly all e (el Sl amtie el b 58 e 5,55 U Jalsall (2022) o o illazall
120-89 «(2)24 uyletll Eige ) Al (oLl Agie (e Adpdas Al

@it Byl A ladl oltie sy 51,8 e laza ¥l Jolstll moliaie yue g AW Aga sl 201, 51.(2023) 1 SILLI
87-56 «(1)12 «JLas¥ly sMe¥l Alzma . Silisgand! lSlawd!

O s s el el amdl 8 (s lai¥l L olaall 5l g pae oy il o Sedladl qpepmzll & lels (2020) ¢ cmsiizel
03 [Lawg¥l 3yad) Aasls s le Wlay]

L olSly adally (9l aaagdl sou Il Jploms e 401 A (e (slaia¥) Lolgall il sae Gagadll 1615 .(2020) .5 g
s et (e Aaale (¥laag tigmy 59 AST) Adglaill

e Al Al sl Lol S, a0 3 wdliall 854l il 3 alimt sl e Gingwdll Syl 593 .(2021) e <0l

234-201 ((4)35 «3Lazd¥lg 8yl Aza . (L, G L SIS,A (0 Lise

5 dai

A

.10

11

12

A3

14



Ailas 2wy A Loladl B, gt Jopamt)l Sl ysiamins oy 5158 e ALl (3 omd )l Bsgaddl 595 (2021) . e ooyl e
s [B,8la) daala e le Wliy] 2831 8yalall 3 cMaladl e ludd) oo dige e

https://www.stats.gov.sa . &gaull yul G e¥laidly Silaglall 40a5 alasiwl 13,35.(2024) .cLasd Zolall 22, ]l
https://www.stats.gov.sa ASLall § 8,1 cllzudl 48la5 1,55.(2024) . LasH dalall 2]l

https://mc.gov.sa .cxsyletdl (43,3501 8yla) Col&e aus )5 10,85 .(2024) Asgaudl 5Lt 8yl 59

6 iai

15

.16

A7

18


https://mc.gov.sa/

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

EWEELY PPN TR
Ajzen, 1. (2020). The theory of planned behavior: Frequently asked questions. Human Behavior and Emerging Technologies, 2(4),
314-324.
Alalwan, A. A, Rana, N. P., & Dwivedi, Y. K. (2020). Consumers' attitudes towards Instagram advertising in Jordan. Journal of
Enterprise Information Management, 33(5), 875-895.
Algharabat, R. S, Rana, N. P., Alalwan, A. A, & Baabdullah, A. M. (2020). Investigating the impact of social media commerce
constructs on social trust and customer value co-creation. In Digital and Social Media Marketing (pp. 41-55). Springer.
Casalg, L. V., Flavidn, C, & Ibafiez-Sanchez, S. (2018). Influencers on Instagram: Antecedents and consequences of opinion
leadership. Journal of Business Research, 117, 510-519.
Chae, J., & Ko, Y. (2023). The role of Instagram Reels in shaping cosmetics purchase decisions among Generation Z consumers in
South Korea. Journal of Interactive Advertising, 23(2), 156-173.
Chen, S. C,, & Line, C. P. (2019). Understanding the effect of social media marketing activities: The mediation of social
identification, perceived value, and satisfaction. Technological Forecasting and Social Change, 140, 22-32.
Creswell, J. W. (2014). Research design: Qualitative, quantitative, and mixed methods approaches (4th ed.). SAGE Publications.
Edelman Trust Barometer. (2024). Trust in advertising and consumer recommendations in the MENA region. Edelman.
https://www.edelman.com/trust
Field, A. (2018). Discovering statistics using IBM SPSS statistics (5th ed.). SAGE Publications.
George, D., & Mallery, P. (2003). SPSS for Windows step by step: A simple guide and reference (11.0 update). Allyn & Bacon.
Hair, J. F., Black, W. C,, Babin, B. ., & Anderson, R. E. (2019). Multivariate data analysis (8th ed.). Cengage Learning.
Hedid, L., & Abdessamad, B. (2020). Impact of E-Promotion on Consumer Buying Behavior: A Case Study of Algeria. Journal of
Modern Accounting and Auditing, 16(1), 44-58.
Hootsuite & We Are Social. (2024). Digital 2024: Saudi Arabia report. https://datareportal.com
Hudders, L., De Jans, S., & De Veirman, M. (2021). The commercial use of Instagram influencers in the promotion of cosmetics:
The effect of influencer type and disclosure. International Journal of Advertising, 40(5), 700-723.
Influencer Marketing Hub. (2024). Influencer marketing benchmark report. https://influencermarketinghub.com
Ki, C. W., Cuevas, L. M., Chong, S. M., & Lim, H. (2020). Influencer marketing: Social media influencers as human brands atta ching
to followers and yielding positive marketing responses. Journal of Advertising Research, 60(4), 391-406.
Kotler, P., &Keller, K. L. (2016). Marketing management (15th ed.). Pearson Education.
Kotler, P., Kartajaya, H., & Setiawan, I. (2017). Marketing 4.0: Moving from traditional to digital. John Wiley & Sons.

Meta for Business. (2024). Instagram marketing insights report. https://business.instagram.com



20.

21.

22.

23.

24.

25.

26.

27.

28.

29.

30.

31.

32.

33.

Mordor Intelligence. (2024). Saudi Arabia cosmetics market - growth, trends, COVID-19 impact, and forecasts (2024-2029).
https://www.mordorintelligence.com

Nielsen. (2023). Nielsen trust in advertising report. https://www.nielsen.com

Nunnally, J. C. (1978). Psychometric theory (2nd ed.). McGraw-Hill.

Roscoe, ). T. (1975). Fundamental research statistics for the behavioral sciences (2nd ed.). Holt, Rinehart and Winston.

Sano, T., & Mochizuki, M. (2020). The relationship between Instagram visual content characteristics and impulse buying of
cosmetics among Japanese female consumers. Journal of Consumer Behaviour, 19(4), 387-401.

Sharmin, F., Sultan, M., Badulescu, D., & Badulescu, A. (2021). Sustainable destination marketing ecosystem through
smartphone-based social media: The consumer's acceptance perspective. Sustainability, 13(1), 1-24.

Solomon, M. R. (2020). Consumer behavior: Buying, having, and being (13th ed.). Pearson.

Statista. (2024). Influencer marketing in Saudi Arabia - statistics & facts. https://www.statista.com

Stavkovd, J., & Stejskal, J. (2022). The effect of Instagram Stories on cosmetics purchase decisions among Czech and Slovak
consumers. Journal of Eastern European and Central Asian Research, 9(3), 412-430.

Tabachnick, B. G., & Fidell, L. S. (2019). Using multivariate statistics (7th ed.). Pearson.

Tavukcuoglu, R. T. (2018). Word-of-mouth marketing. In Marketing Management in Turkey. Emerald Publishing Limited.

Tuten, T. L., & Solomon, M. R. (2018). Social media marketing (3rd ed.). SAGE Publications.

UNESCO. (2023). Education statistics: Saudi Arabia female education progress. https://uis.unesco.org

Wibowo, A, Chen, S. C,, Wiangin, U,, & Ruangkanjanases, A. (2021). Customer behavior as an outcome of social media marketing:

The role of social media marketing activity and customer experience. Sustainability, 13(1), 1-18



Ayl pasels

syl ARl Ayl aele gl
el o Yozl s sy S8 e ol ad] Lo e Ghagadll Syl 3T Lol N Al oda widus
plmiud] dais s9iag 2030 ASLell 4535 (3-89 g392—ud! ol bt ! lstdll el Syl b (B 2l T3 cnilyaga !
o Jo s Al Bpaga el lalyadl 215 5 A liarll A gt ) 85 zmall 0 LoMasly . Jpazell g LInd 3 Aleld &y iy Ay uid 5LiS (g5
oty el (e ALY ) Aaelyl) ea e Jpemtll Sl iamtn o 51,89 A LalSEL) oalagly plimt ] e Aagadll g5tedl sLay]

o3lal gy ¥ s dagds Sy

B39 pado dBg Lol aazd B1oT diyogy 9 ASIYI Olaria] oty  Adkxddl Ghos) i) e Ayl i aiel

Sl amiin sy b sl 89 At ASIYI Auga A1 A WISg (o35 L) e Basallly oLl Gl yglme auly I oy SO el e
oaslasl @ calizmiad] e Joramtll Sl Gais ) sotzell calas Slaga e Sl e (e Awhul) e igSay S ezl
cedlal s ((SPSS) &selaral ag Lall iluas¥l (baloall zobiyy alusi ks Wilias | clilodl oo lyes Alay ! 251y dall 2 a3l
#Lo,S Lall Jalang aaailly b sl Glased) lass¥) (bulaiy ey oLl (balang capdall o 3ol 5Luis by aimsll s liasyl

olal

5] cdpemtll Sl samiue sl 518 e AN g wdll tll slan¥ Alian ] 1Y (65 bl 5T 3929 ) Al il iags

Jotles o 4S8 LaS 0,351 e Bagandll 0 e 5,01 (ol Lply « 5591 898 iy (a0 A, bl (B A g AT s il A el e L
ALl e Lol 8 JalSs Lty o ladl 51 a0l 08 calall oo lasely Lo a5 L aaizme M sLan¥1 o suasll sl
i ezl 8] lizmsslial Wlal Jremtll Sl amtie i, 40 Adig will Sl slill 218 5alels Tawhall cimgly Auaga wll
tladdly ozl Jawgte ol 0,85 L aa glanlly auay/ " L gl o as GAS cpudet ) di iy gd Il s92lly

Lt el (e C3La 4

Aa—ad) IS tlngawdl lSewll te A1 5l 8 ¢ Jpemmtll il yaseiue fal i) ¢ A I gg—imll ia_>liall ol K

A 9 ST

9 iai



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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