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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
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