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Abstract:

The Present study aimed at Determining the Relationship between Social Media
Influencers and Woinen's Actual Purchase, the study was applied on Social Media
users, Data were Collected From 395 Lists, the data was analyzed using the
program SPSS V.26, the result of this study Led to: There is a significant Positive
Relationship between some dimension of Social Media Influencers (Credibility,
Trust Worthiness, Expertise) and Women’s Actual Purchase, this study achieved

a theoretical and practical contribution for those interested in this field.

Keywofds: (Social Media Influencers, Actual Purchase).
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