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Abstract

(Selad) sl

This study aimed to examine the impact of influencer marketing on Instagram
on the purchasing behavior of Saudi consumers in Jeddah. The study adopted the
survey method and used an online questionnaire to collect data from a purposive

sample of 400 Instagram users in Jeddah.

The findings revealed a high level of Instagram usage among respondents and
frequent engagement with restaurant influencers. The results also indicated that
influencer marketing has a significant impact on consumers' purchasing behavior,
with influencer—generated content playing an important role in shaping restaurant

visit and purchase decisions.

Furthermore, influencer credibility, high—quality visual content, authentic
experiences, and audience engagement were identified as the key factors
contributing to the effectiveness of influencer marketing campaigns. The study
concluded that influencer marketing has become one of the most influential digital
marketing tools in shaping consumer purchasing behavior within the restaurant

sector.

Keywords: Influencer Marketing, Instagram, Purchasing Behavior.



