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Abstract

This study aimed to identify the impact of influencer advertising coverage on social media
platforms on consumer purchase intention towards retail stores and exhibitions. The study used
the descriptive-analytical method, and a questionnaire was used to collect data from a random
sample of (300) social media users in the Kingdom of Saudi Arabia. The results revealed a
statistically significant positive effect of influencer advertising coverage (in its dimensions:
attractiveness, expertise, and credibility) on consumer purchase intention. The findings also
showed that live coverage significantly contributes to reducing perceived risks and increasing
the intention to visit the physical store. The study recommended that owners of stores and
exhibitions focus on the quality of field advertising content and choose specialized influencers to

.ensure a better marketing return on investment

Keywords: Influencer Marketing, Purchase Intention, Advertising Coverage, Retail Stores,
.Exhibitions
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