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Abstract:

The study aimed to investigate the impact of TikTok marketing content,
across its various dimensions (influencer credibility, content authenticity,
and visual appeal), on the purchasing behavior of female consumers of
cosmetics and personal care products in the Kingdom of Saudi Arabia.
Furthermore, the study sought to analyze the platform's role in stimulating
impulsive and unplanned buying patterns among consumers, as well as to
identify statistical differences in this behavior that may be attributed to
demographic variables (such as age, income, and daily platform usage rates).
Ultimately, the study aims to provide practical recommendations that serve
the digital marketing sector and the beauty industry within the local
environment.

Additionally, the study aimed to track the Saudi female consumer's journey
across the platform, monitoring how interest shifts from mere casual
browsing and discovering new products (Community Commerce) into a
genuine purchase intention and actual behavior. It also explored the extent to
which TikTok's interactive algorithms and User-Generated Content (UGC)
contribute to enhancing trust in both local and international products,
ultimately leading to building brand awareness and repeat purchases within
the cosmetics and personal care sector. This enables the formulation of a
guiding framework to help entrepreneurs and companies in the Saudi market
optimize the efficiency of their digital marketing campaigns.

Furthermore, the study aimed to analyze the psychological and social
dimensions shaped by TikTok content among Saudi female consumers, such
as "self-congruity" with content creators and the sense of belonging to
digital beauty communities (#BeautyTok). It also examined how these
factors influence the reduction of perceived risks associated with purchasing
skincare and cosmetic products online. Additionally, the research sought to
evaluate the platform's weight as an alternative knowledge reference to
traditional search engines in guiding purchasing decisions, thereby
contributing to a deeper understanding of the psychology of new-generation
consumers within the Kingdom's rapidly evolving digital environment.
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