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Abstract;  

    This study aimed to examine the impact of Instagram marketing content across 

its four key dimensions (visual content, influencer advertising, promotional 

engagement, and electronic word-of-mouth – (eWOM) on cosmetic purchasing 

decisions among Saudi consumers throughout its various stages (problem 

recognition, information search, evaluation of alternatives, purchase decision, and 

post-purchase behavior). 

     The study employed a descriptive-analytical methodology using an online 

survey distributed to a convenience sample of 100 cosmetic consumers and active 

Instagram users in Saudi Arabia. The findings revealed a statistically significant 

positive impact (α ≤ 0.05) of Instagram marketing content across all dimensions 

on purchasing decisions. Visual content (Instagram Reels and Stories) and 

eWOM (authentic consumer reviews) exhibited the strongest influence on 

evaluation and purchase intent, followed by influencer credibility and interactive 

engagement. The study recommended that cosmetics brands operating in the 

Saudi market prioritize content transparency, reallocate marketing budgets 

toward short-form video (Reels) and educational content, and engage micro-

influencers to cultivate long-term consumer trust. 
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