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Abstract

This Study aimed to Identify the Impact of the Dimensions of Marketing Through Influencers
on Social Media Sites on Customers’ Purchasing Behavior, and Their Intention to Follow
Influencers’ Accounts, Through Similarity as an Intermediary Variable. So, A survey form was
designed and distributed online to the students of Shaqra University in the Kingdom of Saudi
Arabia, to identify their opinions about the dimensions of influencer marketing that affect their
purchasing behavior and their intention to follow influencers’ accounts, Data were collected
from an online questionnaire of (236) student. The field study found that there is a significant
relationship between the dimensions of influencer marketing (expertise - trustworthiness -
attractiveness - quality of content) and the purchasing behavior of customers. The study also
found that there is a variation in the degree of influence of the dimensions of influencer
marketing and the purchasing behavior of customers. The study also proved that the
introduction of the similarity variable as a mediating variable in the relationship between
influencer marketing and customers’ purchasing behavior and their intention to follow the
influencers’ account, had an impact on increasing the strength of the relationship between the
variables. Finally, the study demonstrated the existence of a significant, relationship between
customers’ intention to follow the influencers’ accounts and their purchasing behavior.
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