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Abstract

This study aimed to examine The Impact of TikTok Short Restaurant Advertising
Videos on Saudi Consumers’ Purchase Decisions. The study adopted the survey
method and used an online questionnaire to collect data from a purposive sample

of (208) TikTok users in Saudi Arabia.

The findings revealed a high level of TikTok usage among respondents and frequent
exposure to restaurant advertising videos. The results also indicated that short-
form advertising videos positively influence consumers' purchase decisions by

encouraging them to try new restaurants.

The study further confirmed that visual appeal, message clarity, and user
engagement are among the most influential factors affecting purchase decisions,
whereas the role of advertising videos in building consumer trust remains relatively
limited. The study concluded that short-form advertising videos on TikTok have
become an effective digital marketing tool capable of influencing Saudi consumers'

purchase decisions.

Keywords: short-form Advertising Videos, TikTok, purchase decision, Digital

Marketing.
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