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ABSTRACT

Themainemphasisofthisresearchstudyistoexaminethathowonlinevideoadvertisementcanlead
toconsumeronlinepurchaseintentionofbeautyandhealthcareproductsinKSAwhilecustomer
satisfactionwillbeassessedasamediatorbetweenonlinevideoadvertisingandcustomerpurchase
intention.Thenatureoftheresearchstudyisquantitative,andacorrelationaldesignhasbeenselected
forthestudy.Primarydatawascollectedfromasampleof452peoplewhobuybeautyandhealth
careproductsonlineinmajorcitiesofSaudiArabia.SPSSandSmartPLSareusedtorundifferent
statisticaltechniquestotesttheproposedmodel.Theresultsofthestudyshowsthatonlinevideo
advertisementspositivelyimpactscustomersatisfactionwhichinturnpositivelyaffectsintentionsof
customerstobuyonline;also,gender,age,andprofessionactdifferentlyasamoderatorindeveloping
onlineshoppingintentionofbeautyandhealthcareproducts.
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1. INTROdUCTION

Saudiconsumersaremotivatedtoshoponlineandhuntforlowprice,betterqualityproductwhich
ultimatelyaffectssatisfactionthatleadstotheirpurchaseintention.Theyarenowmoreinclinedtowards
orderingonlineproductsintheirdailyroutineaswellespeciallycosmeticsandhealthcareproducts.
Growthinthebuyingpowerofcustomerandthenewdevelopingbusinesspatternsmadeindividuals
progressivelyattentiveandextraresponsivetowardstheirhygieneandbeauty.Thisadvancementin
technologyandawarenessofpeopleresultsinfastgrowthofbeautyandhealthcaresector,especially
overthemostrecenttenyears.Thenewgenerationgivesmoreconsiderationtowardstheirlook’s
andhealth(JunaidandNasreen,2012).Thisisthemainreasonthatbeautyandhealthcareproducts
aretakeninconsiderationforthisresearchstudy.

OnlineMarketingistheadvertisementofproductsorservicesthroughtheinternet.Itintegrates
innovativeandtechnicalfacetsoftheweb,includingdesign,improvement,advertisementandsale.
OnlineMarketingisturningintoacaptivatingissueineachbusinessdivision,slowlyplaysagenuinely
significantjobinanyorganization’smulti-channelmarketingtechnique.Customer’sfuturerepetitive
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purchaseisdependentontheorganizationonlineperformancecurrentlyandmostimportantlythathow
theyattempttoinfluencecustomerswiththeirdigitalmarketingtechniques.Theylikewisedepend
onconsistentdigitalappearanceoftheorganizationsandhowtheytreattheircustomers.Itmakes
theuseof internet toconveyspecialpromotionaladvertisements tobuyers.It incorporatesemail
marketing,searchenginemarketing,socialmediamarketing,severalsortsofdisplayadvertisingand
mobileadvertising.Internetisturningintoahotbedofadvertising,shoppingandbusinessactivity.
Thequickimprovementintechnologyandtheincreaseofnewmediaandcommunicationchannels
alteredtheadvertisementbusinesssceneextremely(Dr.Deshwal,2016)(Figure1).

Similar to other advertising media, online advertising often includes both distributers, who
coordinateadsintoitsonlinecontent,andanadvertiser,whogivesthecommercialstobeshown
onthedistributer’scontent.Videoadvertisingorvideomarketingisevenarecentidea.Advertisers
makeuseofonlinevideoadvertisingasanewtypeofadvertisingtotargetonlineclientsoverthe
world.Inthisway,itisnecessarytocomprehendviewer’smentalityandattitudetowardsonlinevideo
advertisements.OnlineVideoadsareoneofthequickestanddevelopingplatformsofsocialmedia
advertising.Marketercanuploadavideooftheirproductsonthedifferentwebsitesthatpermitonline
shopping.Individualsthencanwatchandafterwardvisitthatspecificwebsiteandplantopurchase
anyitemorproductfromthatonlineshoppingwebsite(ChitraandShobana,2017).NMPIexpressed
thattherearevariousplatformsofvideoadvertisinginthemarket.Thegrowthofvideoadsonvarious
channelsotherthanYouTube,forexample,FacebookandInstagramareconsideringmoreprominent
rivalryandmorechoicesforadvertisersthatarehopingtobreakintovideoadvertising.

With the growth of online business, the rivalry between online shops particularly beauty
and healthcare products gets more complex. Many organizations need to modify according to
variable market necessities. To increase competitive advantage, organizations must comprehend
thesignificanceofconsumersatisfaction(Handoko,2016).Kotler,etal.(2011:165)expressedthat
customersatisfactionisthewaytobuildinggainfulconnectionswithpurchasers(Consumers)tokeep
andincreasingbuyersandsecuringtheircustomerlifetimevalue.Customers,whoaresatisfiedwill
purchaseaproductagainandagain,tellothersaboutthatparticularproductinpositivewords,give
lessconsiderationtoothersimilarbrandsandpromoteaswell,andpurchasedifferentitemsfromthe
sameonlineshop.Ziaullah,YiandAkhter(2014)expressedthatsatisfactiontalkabouttheimpression
ofpleasantsatisfactioninthecustomers’transactionexperience.Also,Verhoef,Franses,andHoekstra

Figure 1. Online advertising categories



 

 

23 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/article/how-online-video-marketing-can-lead-to-

consumer-online-purchase-intention-of-beauty-and-

healthcare-products-in-ksa/268404

Related Content

Branding in 2025: A Dawn of a New Era
Kay G. Segler (2018). Driving Customer Appeal Through the Use of Emotional

Branding (pp. 22-40).

www.irma-international.org/chapter/branding-in-2025/189561

A Fuzzy Segmentation Approach to Guide Marketing Decisions
Mònica Casabayóand Núria Agell (2012). E-Marketing: Concepts, Methodologies,

Tools, and Applications  (pp. 368-388).

www.irma-international.org/chapter/fuzzy-segmentation-approach-guide-marketing/66608

Brand-Led Transformation
Pier M. Massa (2013). Customer-Centric Marketing Strategies: Tools for Building

Organizational Performance  (pp. 454-475).

www.irma-international.org/chapter/brand-led-transformation/71081

Using Conjoint Methodology to Address Textbook Needs: A Case of Iranian

EFL Context
Jaleh Hassaskhah (2013). International Journal of Technology and Educational

Marketing (pp. 1-14).

www.irma-international.org/article/using-conjoint-methodology-address-textbook/76357

Shopper's Stance Towards Web Shopping: An Analysis of Students Opinion

of India
Katta Rama Mohana Raoand Chandra Sekhar Patro (2017). International Journal of

Online Marketing (pp. 42-54).

www.irma-international.org/article/shoppers-stance-towards-web-shopping/182691

http://www.igi-global.com/article/how-online-video-marketing-can-lead-to-consumer-online-purchase-intention-of-beauty-and-healthcare-products-in-ksa/268404
http://www.igi-global.com/article/how-online-video-marketing-can-lead-to-consumer-online-purchase-intention-of-beauty-and-healthcare-products-in-ksa/268404
http://www.igi-global.com/article/how-online-video-marketing-can-lead-to-consumer-online-purchase-intention-of-beauty-and-healthcare-products-in-ksa/268404
http://www.igi-global.com/article/how-online-video-marketing-can-lead-to-consumer-online-purchase-intention-of-beauty-and-healthcare-products-in-ksa/268404
http://www.irma-international.org/chapter/branding-in-2025/189561
http://www.irma-international.org/chapter/fuzzy-segmentation-approach-guide-marketing/66608
http://www.irma-international.org/chapter/brand-led-transformation/71081
http://www.irma-international.org/article/using-conjoint-methodology-address-textbook/76357
http://www.irma-international.org/article/shoppers-stance-towards-web-shopping/182691

