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6- Al-Nasser and Mahomed (2020), in their study titled “Effect of Social Media
Influencers on Purchase Intentions of Saudi Arabia Consumers: Instagram as an
Evaluation Tool,” examined the impact of social media influencers on consumers’
purchase intentions in Saudi Arabia, with a particular focus on Instagram as a
platform for product evaluation. The study highlighted the growing importance of
influencer marketing as an emerging marketing strategy conducted through various
social media platforms such as Instagram and other social networks. The findings
revealed that social media influencers possess a strong influence on consumers’
purchasing intentions due to their credibility, persuasiveness, and perceived
professionalism. The study also found that Instagram plays a significant role as an
evaluation tool, where consumers seek additional information about products
before making purchasing decisions, emphasizing the effectiveness of influencer-
generated content in shaping consumer behavior.

7- Alharthi, Farsi, and Helmy (2026), in their study titled “Social Media Influencer
Marketing and E-commerce in Saudi Arabia: A Social Media Analysis from Consumer
and Industry Perspectives,” explored the dynamics of influencer marketing within
the Saudi Arabian context using a mixed-methods approach. The study examined
both consumer and industry perspectives through two structured online surveys,
targeting consumers and industry experts to understand platform usage, influencer
engagement, trust levels, and purchasing behavior. The findings revealed that the
effectiveness of social media influencers in Saudi Arabia is strongly linked to
platform-specific strategies, cultural alignment, and perceived authenticity. The
study also found that while consumer trust in influencer promotions is generally
moderate, factors such as transparency, content consistency, and perceived
expertise significantly enhance purchase intentions. Additionally, industry experts
emphasized the growing importance of emerging technologies such as Al-driven
personalization and virtual influencers, although their adoption remains gradual due
to cultural considerations. The study concluded that influencer marketing in Saudi
Arabia is shaped by a combination of cultural, technological, and trust-related
factors influencing consumer purchasing behavior.
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