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Abstract

This study examines the role of celebrity endorsement on social networks, represented by
Instagram, in the formation of brand attitudes among the Egyptian youth. Two studies were
conducted by the researcher. The first is a quantitative content analysis of a sample of the posts
by most popular Egyptian celebrity endorsers. The content analysis presented quantitative
results with the aim to clarify the nature of Egyptian celebrity endorsements on Instagram, in
relation to variables such as celebrity endorsers, number of posts, post types, post features,
items encouraging user-interaction, and brand-related content in endorsement posts. The
second is a survey study that used a questionnaire to investigate six main hypotheses, celebrity
endorsement contribution to brand attitude, brand attitude relationship with demographics,
purchase intention relationship with demographics, brand attitude contribution to purchase
intention, celebrity endorsement association with Instagram use, and celebrity endorsement
association with exposure to Egyptian celebrities on Instagram. The six hypotheses of the
study were tested. The first hypothesis is supported, as 43% of the variances in brand attitude
could be explained by celebrity endorsement. Celebrity-product match-up, trustworthiness, and
expertise were found to significantly contribute to positive brand attitudes. Familiarity, on the
other hand, significantly contributes to negative brand attitudes. Similarity and attractiveness
did not have a significant contribution to brand attitudes. The second and third hypothesis of
the study expecting demographic variables to have significantly statistical differences in brand
attitudes and purchase intention were rejected. Age, gender, education level, social status, and
economic status did not have an influence on brand attitude among Egyptian youth. The fourth
hypothesis was supported, as 60% of purchase intention decisions could be explained by brand
attitudes. The fifth hypothesis that expects a significant relationship between celebrity
endorsement and Instagram use was partially supported, as a significant positive correlation
were found for all variables, except Familiarity. The sixth hypothesis that expects a significant
relationship between celebrity endorsement and exposure to Egyptian celebrities on Instagram
was confirmed for all variables. The study provides recommendations to advertising agencies
and media researchers.



Summary

This study aims to investigate the role of celebrity endorsement on social networks,
represented by Instagram, in forming brand attitudes among Egyptian youth. This aim
was achieved through two studies, the first of which is a content analysis of posts by
Egyptian celebrities on Instagram, where the second is a survey study on a sample of
Egyptian youth who follow celebrities on Instagram. Based on survey methodology,
the researcher used a coding sheet for content analysis and an online questionnaire for
data collection.

This study consists of eight chapters. The first of which includes an introduction, aims
of study, and scientific and practical significance. The second chapter reviews
literature in relation to study variables. The third chapter is the theoretical framework,
with media theories and models that constitute the scientific basis of the study. The
fourth chapter is methodology, reviewing research method and tools, as well as the
sampling, research questions, and hypotheses of the study, in addition to validity and
reliability tests. The fifth chapter is a content analysis of posts by Egyptian celebrities
on Instagram, after which is the sixth chapter that includes the results of survey study
on a sample of Egyptian youth between 18 and 35 years old, who follow Egyptian
celebrities on Instagram. The seventh chapter includes results and discussion, where
the eighth chapter entails conclusion, and future recommendations and suggestions.
The findings of the study concluded that:

1- Celebrity endorsement plays an important role in forming brand attitudes among
Egyptian youth, as 43% of the variances in brand attitudes could be explained by
celebrity endorsement. In addition, brand attitudes contribute to 60% of purchase
intentions among Egyptian youth.

2- The most important variables of celebrity endorsement were celebrity-product
match-up, trustworthiness, and expertise, where familiarity had a negative relationship
with brand attitudes, and no significant contribution to brand attitudes were found for
similarity and attractiveness among Egyptian youth.

3- There are no statistically significant differences in brand attitudes and purchase
intentions according to demographic variables (age, gender, education level, economic
status, and social status).

Keywords: Celebrity Endorsement, Brand Attitudes, Egyptian Youth, Social Networks
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Chapter One: Introduction

1. Introduction

1.1. Background

Internet allowed brands to reach consumers through branded websites and online
advertisements. Social networks, such as Facebook and Instagram, provided more
opportunities for brands to stay connected with their customers via business pages.
Interestingly, the online presence of a brand through social media is not limited to its own
business page only, but brands are being widely featured by celebrities on their online
profiles and fan pages, in a form of celebrity endorsement that takes place on social networks.

The number of social networks users is increasing remarkably. In a report issued in 2021,
the number was estimated as 4.2 billion users of social media, which is double the number of
users in 2016 (Datareportal, 2021). In Egypt, the number of social media users at the start of
2022 was equivalent to around half of the population (Datareportal, 2022).

As social media networks attract more users, celebrity profiles gain millions of users from
different nationalities and regions. For example, the Portuguese footballer Cristiano Ronaldo
has surpassed 400 million followers in 2022 on Instagram. Accordingly, brands try to use the
huge reach of celebrities to large fan bases to promote services and products among
consumers, especially the youth.

The youth represent the most age group of Instagram that has reached 2 billion users in
December 2021. It has its most users worldwide from the age groups between 18 and 24
years old, and between 25 and 34 years old (Statista, 2022a). In Egypt, two thirds of
Instagram users aged between 18 and 34 years old (Statista, 2022b), from a total of more than

18 million Instagrammers in May 2022 (Statista, 2022c).



On one hand, an apparent value of studying online celebrity endorsement could be
observed, due to the role social networks could play, if used efficiently, in forming brand
attitudes and building preferable images of services and products.

On the other hand, there is an importance of studying Instagram, the photo and video
sharing social network, and its efficiency as a means of promoting brands among the youth,
who represent the largest age group of Instagrammers in Egypt and worldwide.

Therefore, this study aims at defining the role of celebrity endorsement on social
networking sites (represented by Instagram) in the formation of brand attitudes among the
Egyptian youth. The analytical study is a content analysis of a purposive sample of
endorsements posted by Egyptian celebrities on Instagram to determine its characteristics and
trends. The survey study investigates more than 400 Egyptian celebrity followers between 18
and 35 years old, to decide the attitudes formed towards endorsed brands, and whether
consumer variables, such as demographics, and endorser variables, such as source credibility

and celebrity-product match-up have impacts on the brand attitudes.

1.2. Aims of the Study

- To define the nature of celebrity endorsement by Egyptian celebrities on social
networks.

- To determine the factors influencing the effectiveness of celebrity endorsement on
social networking sites.

- To measure the extent that brand attitudes of the youth are influenced by celebrity
endorsement on social networks.

- To test the relationship between the attitudes towards brand and purchase intention

among the youth.



- To measure if demographic variables has statistically significant differences over
brand attitude among the youth.

- To measure if demographic variables has statistically significant differences over
purchase intention among the youth.

1.3. Study Significance

1.3.1. Scientific Significance

The importance of studying the role of celebrities on social networks.

The scarcity of Arab studies related to celebrity endorsement on social networks.

The need to define the factors influencing the effectiveness of celebrity endorsement

on social networks.

1.3.2. Practical Significance

Serves as an indicator for Egyptian advertisers and marketing agencies.

Suggests practical strategies for increasing the effectiveness of celebrity endorsement
on social networks.
- Studies Egyptian youth who constitutes, according to demographics, the largest
portion of advertising target audience in Egypt.
- Relates to the role of celebrity in forming attitudes among the youth, which could
help later in social development process.
1.4. Problem Statement
This study tries to provide a better understanding of celebrity endorsement on social
networks in Egypt to help advertising agencies and marketing practitioners use celebrity
endorsement in a more effective and profitable manner that would save time, effort, and cost,
and achieve preferable brand attitudes and purchase intentions of the endorsed brands among

the Egyptian youth.



