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through Instagram influencers: The impact of number of followers
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vs. influencer endorsements in advertising: The role of
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* Brown, D., & Hayes, N. (2008). Influencer marketing: Who really
influences your customers? Routledge.

e De Veirman, M., Cauberghe, V., & Hudders, L. (2017). Marketing
through Instagram influencers: The impact of number of followers
and product divergence on brand attitude. International Journal of
Advertising, 36(5), 798-828.

 Freberg, K., Graham, K., McGaughey, K., & Freberg, L. A. (2011).
Who are the social media influencers? A study of public
perceptions of personality. Public Relations Review, 37(1), 90-92.
e Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite!
The challenges and opportunities of Social Media. Business
Horizons, 53(1), 59-68.

o Kotler, P., & Keller, K. L. (2016). Marketing management (15th

ed.). Pearson.

1l
MjDO;EA[TII



RSl e (gl 1 Jiual) ptall 2.2

DA gl Al 5 iy ¢ gty Wal il adais Ay g dndl i) 58 G Sisall e (G gustll
& Brown 4 =y leaall o Clatiall s yill g ad ) seen (2l A8 oL elaial

ST ARy yhay 4y gl Sl 1) Sy Sisall 1Y) alasinl 4ily Hayes (2008)
DAalEl) Cle YU 45 )i 48 5 ga 5 dpxada

Jie e laia¥) ool sill cileaia ) sl o suS IS Ll i) 038 <y ska

&) dsasll e 3l oy isall mual ¢us «TikTok s YouTube s Instagram
o g sl gy ST Glaial 68 S8l Jra Lo st g ¢ pilie U050 Adagine juales
sl 0 isall e (5 5uall (3 <De Veirman et al. (2017) sl 52l G g5 59 susil
=583 ) (8 Ao lal ) s dpalladl S LAl A8 gusil) bl 1Y) (e T35 Y 1E 3o
o8l &l gl et o 4 Hlall adlall

MIDC)‘CEAIIH



10 )

e Brown, D., & Hayes, N. (2008). Influencer marketing: Who really
influences your customers? Routledge.

e De Veirman, M., Cauberghe, V., & Hudders, L. (2017). Marketing
through Instagram influencers: The impact of number of followers
and product divergence on brand attitude. International Journal of

Advertising, 36(5), 798-828.

MlDQCEAﬁ!



Ay pll g duallal) bl jalt 5l

sl 4 e sl il 4l cp isall e Gagedll O ) Asallall il jall s

Gl ¢ el Bl 8 Win (Freberg et al., 2011) <llgiuall 4l <l jlie Y
Oo s ially A8 e ms sl G Sisall 5 sine ga Jeliil) o A3 gas Al 2

sl Glul jall pamy &3S 5 85 (Alalwan et al., 2017) & &0 )8 A3 4llaial
Al () (uSry L caiall (5 sinall Aflaian g pealial) aaa e 2l o isall Ll caduial
el Blaall A38a A )3 ) a5 Lails 4yl Cad

10 all

 Freberg, K., Graham, K., McGaughey, K., & Freberg, L. A. (2011).
Who are the social media influencers? Public Relations Review,
37(1), 90-92.

e Alalwan, A. A, Rana, N. P,, Dwivedi, Y. K., & Algharabat, R. (2017).
Social media in marketing: A review and analysis of the existing

literature. Telematics and Informatics, 34(7), 1177-1190.

MipoceAjl



inal g 5 gal) Lalds

sy caane s () s sl e 0 1oy sl e (3 susl) Apussi 1 5 5800 Ll Cyo

13) Al aaall ()28 dplSa) 8 Jiaiid Camaal) Jalsi Ll a5 oxanhs (5 sina (31 5 A
DY) e dilall Guld 4 sea ) ALY (JalSIL ¢ iaae s sinall O ) sgand) CaliS)
.(Farrell, 2020 & Campbell) 43

12l

e Campbell, C., & Farrell, J. R. (2020). More than meets the eye: The
functional components underlying influencer marketing. Business
Horizons, 63(4), 469-479.

lI
M|DOCEAI\I
)N ) ||



Q\Jﬂ\ J‘Jé :@\:\S\ J;ﬂ.:\-d‘ 2.3

el sy Sl a5 cilyae (m gedead ol i ellginal) jliial ddee sa o)yl )l 58
DR agd 8 ((2016) LS5 Ll o<1 E8 5 Al 5 e laia¥) dpudill Jol sall Jadii Baoeie
llgionall & gl ae (381 55 Alrd Ay gt i)yl apanal o S il aeluy of il

10 al)

e Kotler, P & ,.Keller, K. L. (2016) .Marketing management
(15th ed.). Pearson.

MipocEAjl



Al a3 9 A 185 7 e

CJ\A.\M 0l w)::}d\ e é.i}u.\j\ QL.\.»\J.J C"_tL._U .ﬁ} '(Ajzen’ 1991) Ll uﬂju‘

Ded e o)l A e 2 3 (el (s sinal i pal O daia e cllgunall o sl
iy A Al

10 al)

e Ajzen, 1. (1991). The theory of planned behavior. Organizational
Behavior and Human Decision Processes, 50(2), 179-211.

e De Veirman, M., Cauberghe, V., & Hudders, L. (2017).
International Journal of Advertising, 36(5), 798-828.

1|
MJIDOCEAIT!



alil) g JRial) jurtial) Cp adMal) 2.4
; Lagdi cubay ) il o
Al bl g o) il Ay el bl sl e G sadll G il all @ ekl
o) 3 e 230 G sisall ae Jeléil) O Yuan (2019) & Lou 4l o aa g a8 ellgiall
ST S il o A e Al ja & pedal Laiw el pE81 A 3 e ¢ A jladl) Aadlally ellgill
A A AUl A8Mall Caansy mallad) (3 535000 A0 jl8a Claall (3 5i5al) 220

10 al)

e Lou, C, & Yuan, S. (2019). Influencer marketing: How message
value and credibility affect consumer trust of branded content on
social media. Journal of Interactive Advertising, 19(1), 58-73.

e Alalwan, A. A, Rana, N. P,, Dwivedi, Y. K., & Algharabat, R. (2017).
Telematics and Informatics, 34(7), 1177-1190.

Mipoceaj!



il 2.5

Gllgiua) ol e il Allad 31l Jiay cp Sigall yae G gl o A8L Culad jal) (adls
LaDlally 48 Ly g ellgivnall oY 5 a8 8 godal g () 314l (s ce) il @l ) 3

8 s e53 pmadl laall (landl (8 gl 5 (S Aiaal) ol gl yglas elld a g Ay
e Gasndll G AR e o pili g e laia¥) g i g gl Jhaas ) culad al) 438 Gl
)8 I sl

IS (s sl Algisall e fisall yie (G pudl) il CLESIL) Lpaal Canall 138 Cp
i g (Allad A gt langl il A2lia e IS 0 2oL 4880 iy ) ¢ s 50
Jilad A e s ale alen) waiil Mol Cisall cry LS AL dfiall ol gl

Caaall (60 grad) (3 guadl (Blas (8 G pilall (0 A8

12 )

e Brown, D., & Hayes, N. (2008). Influencer marketing: Who really
influences your customers? Routledge.

e Lou, C, & Yuan, S. (2019). Journal of Interactive Advertising, 19(1),
58-73.

eAlalwan, A. A,, Rana, N. P,, Dwivedj, Y. K., & Algharabat, R. (2017).
Telematics and Informatics, 34(7), 1177-1190.

1l
MIDOCEAN
INIVERSITY |i



2l al)

1) 1.Ajzen, 1. (1991). The theory of planned behavior.
Organizational Behavior and Human Decision Processes,
50(2), 179-211.

2) 2.Alalwan, A. A,, Rana, N. P, Dwivedi, Y. K., & Algharabat, R.
(2017). Social media in marketing: A review and analysis of
the existing literature. Telematics and Informatics, 34(7),
1177-1190.

3) 3.Brown, D., & Hayes, N. (2008). Influencer marketing: Who
really influences your customers? Routledge.

4) 4.Campbell, C,, & Farrell, ]. R. (2020). More than meets the
eye: The functional components underlying influencer
marketing. Business Horizons, 63(4), 469-479.

5) 5.De Veirman, M., Cauberghe, V., & Hudders, L. (2017).
Marketing through Instagram influencers: The impact of
number of followers and product divergence on brand
attitude. International Journal of Advertising, 36(5), 798-828.

6) 6.Freberg, K., Graham, K., McGaughey, K., & Freberg, L. A.
(2011). Who are the social media influencers? A study of
public perceptions of personality. Public Relations Review,
37(1), 90-92.

7) 7.Kaplan, A. M., & Haenlein, M. (2010). Users of the world,
unite! The challenges and opportunities of Social Media.

Business Horizons, 53(1), 59-68.



8) 8.Kotler, P., & Keller, K. L. (2016). Marketing management
(15th ed.). Pearson.

9) 9.Lou, C., & Yuan, S. (2019). Influencer marketing: How
message value and credibility affect consumer trust of

branded content on social media. Journal of Interactive

Advertising, 19(1), 58-73.

MlDQCEAﬁ!



© @)
18 ) B e o sl e Grsmitl) il O in Oliad
https://docs.google.com/forms/d/e/1FAIpQLSf3w-

NYEnpJyagiyhhzlOIlzI0Orc2y7KUEJouBpDm4PTbLEA9Q/viewf
orm?usp=dialog

030 agd zmal (e laial) daal sl Glaie o o figall a5l iy Jb &
Gl aas A L) 138 Caagy o) il <l ) 8 s ellgiall o gl dpn 53 8 S

(sle
OSlgiuall i jLsa) e o figall (5 gina il (52 .
(e Asall J8 e L z 5 el clatiall slad (pSlgiaall cBlyads .
i (e Ll (o gal) Dlatiall 8 A8 e 2 35 Al Jal sl .
(A 5l

ol e Y clilull addid Cua dae g se s 48 luial) 13 e 4aY) aSie g
o _alall Caadl

c 3l 2 sanll g duad il Cila slall
Jalai 5 oyt Cangs (S Ll e Apull Cila slee pend ALY 238 aranal o

dpa padl) (lada e ol JS8 il

Mipoceaj



AP RS BT

A8 U8 gl Loy ey i) AS Ghal g Al dlaall asly ) i) ) 8 (%)
15500 Aaladl &l o) (e o soasie Jal je Jadiiy dipee dada 5l e o)y e
ol edll ) jal Sas) )Y seay el api a3 la sleall aan

Salse samy o Al 1505 ¢ g gustl ale 3 12uat LS had) ST (g o) 5 )8 2ad s
Aadladl drans s Aol o jlaill 5 (AalE 5 (Jaall Jia iy udi s duelaial 5 duudl
a5l 5 ClBle Y ) ddla) ¢y jlall

Uaga 1353 Gsaly 5 Jigal) granal ¢ e laia¥) Joal sill Jilusy 8 JuSU ) shail aa g
Algiusall ) g ST ) agalads aa 311 (5258 3 ¢ pSlgtisall ) B apa 58 (B
2ol gine o gl el Hall ) 8 AAS) Alladal & h Lae cdidsa (s2a 5 giall Joa

N Gl axi gl

e (nyisall @L’:i
Josl 51 280 50
elaiaY!

Gladia Ao 3 il
A (e B

(3l

NN RO
XS ENA
dxy éﬁmi
die Lglaaldia

O A sl

Siloa g8 ) it
e ¢ izl
o)l & sl




[EN

J e

APCRERIN

G_m@

Crfizall o))l el
die Gj.bu ’\JJ.».AA
Ol Alas)
gs:")'ﬂ\

alaxiad €I ) S
Cilatie 4y jail
Lo se 1) Byaa

AUl fisa

s Llle
S i)

s sinall Hig
sl (Y

Syl &y a3 i
e il xa
el il BB

die <) Agh =l
O 2 e el

FeA al

sl Of aal
PN g;c U)SG-""‘:‘
Al clasiiall




[EN

Jl 5

& el lle
Z‘«Luclm )y

1) Se Sy
b (o se SilS
Crisall Jd (e

MipoceAjl




Gaaall 3l

Sl

_)JL.AA]\

-

4530l

o

(s ot)

S Dl paial
M.."“

e sl
A e fisal
oyl

il
L
op )

C«‘J‘
OSlgindll
o Jsa

Cr el

ULl & 6

Primary ) xS
(Data

4 5
Secondary )
(Data

de 5
Qualitative )
(Data

: Gl il gal J gan

il sl

il Jalatl
Ll Y didas
KIFCH I NG
SPSS i x
s siaall Jlas
DBYI analiy
okl

(= 3 5all Jidal)
Ll jadaiuy
Slalasl g

Mipoceal



daxiall 3.1

abaiall Y Jiad 3 ¢ gale ding sl (8 Al b Sl aal (e Al ol dingia 228
oo Aayls Gl Calaal Gaiad Gl Lgay Al o) a5 <l ghadldl aasy (530)
Jsasll L i 5 Lehdas s Clibul) pen LA (e gl Al 48y Hhall aaas g8 ATY 5l
Ulaa 8 Lanla Slale Zuagiall 7 guin g aad s Leale slaie V) (S 4880 dudle il )
Ll (g Al ) el Ly o A 48y 5hal) o 3l i 5 LAY Al 58 g 5 ol Al
Lele S

Algiunall gl o) a0 ) A e o isall e Gagaadll 5l J bty g2 eanill 14
et 5 Gt )l il (g A8all agdl dpulid 33,8 S Al jall dmgia U (o2 sadll
Angiall aalud 3 (&) urdall) o) il ) 8 g (Jiisall jpiall) (G igall ye 3o sull

dgale 4y yhay Lellas g Adagiuall diall (o bl aaad Al i) aaad 3
ppexill AL ¢ 438 5 ) J e ) (asia

g siy il lgle ainn Al UL dagds e gy 43S 8 Joadl) 138 dpaal i LS
dlan )l @IS 5 ¢ bl @l ol 5 gl (ailiad 5 caadiual) Jiad) ayanaill
O D Y113 & dadall damgially ol SV 0 ULl Jidas b aodiudies
Juai g (3 gudill A¥laa (A Leale e V) (Sa 4y judi 3 8 A ey g Casall 33 62
Aaall 5 layl

O BN Al 5ol W) o jliicly S Canll foalae ) dmgiall 28 aiis

A sl dea ol meiall aldie) &5 LS | Alas ) Jilaill g (bl ALGEN ol yuxial)
Gl i () J o sl g Lellatip Lgdia g5 a8 611 (8 oo LS al gl agdy sy
A Al agd) )l 8 (e 4nlSail (saa g (o isall e (3 gl olad () sl (pSleiiall



D el )

LY aslall 8 alal) Canill malie bl (2022) 358 ¢ el -
ol el 30l rgmby )l delaiall g
* Creswell, J. W. (2018). Research Design: Qualitative,
Quantitative, and Mixed Methods Approaches (5th ed.). Sage
Publications.
» Saunders, M., Lewis, P., & Thornhill, A. (2019). Research

Methods for Business Students (8th ed.). Pearson Education.



daagl) @) puriial 4l Al cildy il 3,2

Jiad LY diay Aulul) @l paiall 335l ey el paat e Gualall el jall adiad
A0l ey Ol pail) 2at s alaill g uladl) dilee & Calid) 45 (3 Leadl jUaY)
Leuali g Lgihan D (S i plige () 33 sl 4 kel aalaall Jy gadl 4, 5 a3 5had
e Gyl Gt ) G e e Al all S 5 el a5 Ao guin s ARy
S riall ddia gy ol il )8 ¢ Jaiuall axiall ddia sy 0y fisall

(Jiisal) jiiall) Cfigall e (aguil) 1Yol
Omiall Cpe S aamy () saialy Cpdll A Y alasil 4y c el e (3 suill (o e
Al aaally any (5 sine DA (g laadl) ol Cilaiiall gy g 5ill Al ) Cliaiad) e
(Freberg et al., 2018) "agiuall ) sganll pa (addll Juai¥l
1dadii Mag¥) (e de sane A o Candl B pniall 138l (Ll )

(eddy () (5 sinall & Cpalial) 485 gaa) Sisall Adlaas

(Hastols pa i s Al Cpaiall J ol (s2e) gl dndls 2

(el s isall o Joal 5l 5 A8 Ll (5 sise)  seenll go Jelilll 3

o sl Jila ) alawil (sa0) 4 latll Aadlall aa (5 sinall (381 55 (52 4
(el i il 4 ga

Ll a3 e e (ssing s i8I il e bl eda Jsa i) pen o
(3232 il = 5 () sady el = 1 (e) (mledd) @S Gl
(2 uriall) o) ) ) 58 Gl
SV Al e el Al e e llgiuall Ly ey Gl dalaall aily 21 50 ) 8 el
Keller, & Kotler) s! il Aleid) 1 all A ) e dadd 5l i o) )i
(2016
rdadis @l jhige Bae A (e il (B puaiall 1 (uld) () )

(el oo 5l 48 e 8 dlginal A 0a) miially olaiaY) 1



(VA 35 08 (5 AT ey giiall 45 Jia) Jiladl a2

(18 Adee ALy Jladll alaxinl) o)yl ds 3

5 simall i il Al Aaial ¢l 58 Al o) ladll o) ) 5 4
(el

Zemda i s (A8 Lagn A8Ball (uli Sy ¢ ) ja) IS < puriiall 628 23aad JA (e
o Al Slenall & ghas 5 L) 3 QS 3 o jisall e Gasuill pualic il s
w80 gl e (A p gl (Gl e sl AL 5 ey Ly A gl A3l



e )

* Freberg, K., Graham, K., McGaughey, K., & Freberg, L. A.
(2018). Who are the social media influencers? A study of public
perceptions of personality. Public Relations Review, 44(1), 90—
92.
* Kotler, P., & Keller, K. L. (2016). Marketing Management (15th
ed.). Pearson Education.

Algiasall o glas e a8 5 a1 (3 puil) Sliat) il (20271) 3¢ 5 pand -

il gl la eaa



(Afiaa) dlaall) ial) anansi 3.3

gl Y Jiay 3) cigale A o (o 8 ula) pualiall (e Gl araial a2
calaa¥) s ACaall yaad (e 120 ¢ ) Jaadl Jal je aren (8 Caalill 43 5 (52
paanall e s ) e all 138 Caagy s Cilsa il GBSl 5 milidl) Jidas ) Y sea
L) e s Ledlaal 5 Lgtingade ae anaty (2 5 cdlladl A jall & adieall Canl)

zalial ST e s Al pall aladl HUaY) ddia gy sl dia sl gl LAl o
Y (e die (e Ll pan o zegiall 138 daing A gl il all b alasiiu
Gl yariall o OEal) jaud g A gyl 3 jalall Caia g Cangy Bilias) Lellatyg

Al Al i) ASY rgiall 13 Hlia) a3 08y (o) il ) 85 o isall sue (3wl
Oleall ae agleliy pSltiuall Clalaily Gl ) dpe Laia) 5 48 shudl sl gl

Saunders et al. 4«3 3 ((Research Onion) 4dsl deadl #3540 ) 3a)
(o#55 Aefinall A2l (e 15 Lmgrie A8y lay o) el Adliall Ja) sl ¢(2019)
Lebilad s DUl pas DL,
() sl e Aall A all Al cldall sans a3 o3 saill 13g] g
:(Research Philosophy) dfisul daudall 1
Y ahasiin) e as@i Al (Positivism) dasa sl dawlill dul jall sda s
O 3S8 o A8dall sda aaiad il @l LA & A salad) i) 5 4es])
Jalacll § CUluiaY) Jie 4880 il gl DA (e U guia g0 4l Sy a8l )l
basy!
:(Research Approach) sl zeiall 2
o iy 3 (Deductive Approach) alitie!) ggiall Al jall adias
138 2ad 5 Lilase L HLaA] a% Badas Cilaca i (0 oK1 AGL) asalial) 5 iy ylal)



Gl ) e el o yate G A8l (uld ga Caagd) (5 oS Ladie LD gl
ALl

:(Research Strategy) sl 4 1Y) 3
OSlgiall (e Ao (pe ApaSl) i) aand Ay ) 3108 Gl slaie) o
o8 s aiy e laial) dual sill il s (Ao G isall O gy () (0 sad)
(iban Yl Jalatll A6 5 458 by aany peans LY 51aY)

:(Time Horizon) )\ z¢ill 4
r=> ¢ «(Cross-Sectional Study) ksl iul jall Lo Euill adic)
b CoSliall gl (e Fmd) 5 Aadd ayi Cargy chaal 5 Ayie )5 i 3 Uil
Ol e el pral) & G @u\ a8 )

:(Data Collection Methods) <l xea 5,0 .5
iy e 4my )58 o g S Gladind (A Aliaiall 430 51 clilal) alasin) o
e all g bl 5l (e Aaliioadl) 4y s bl s Y ¢ e lia¥) Jual sl

A A5 G sl e Gasmill £ sam ge gl ) 2SI dpaalSY)

Dl Qs DA e ¢ madail) 5 A ylaill cp JalSl) (3 ) asanail] 138 Cangy iy
438 dngia Ol gol alasiinly (o gl g gl e o figall yie By sl &I
_(5-1-4\3453.~ A \-@—\-\Ai~ M}é\m‘:‘:@}jy‘w



e )

» Saunders, M., Lewis, P., & Thornhill, A. (2019). Research
Methods for Business Students (8th ed.). Pearson Education
Limited.
* Creswell, J. W. (2018). Research Design: Qualitative,
Quantitative, and Mixed Methods Approaches (5th ed.). SAGE
Publications.

A Y Sl pall A Lgilindat s alall Sl malia (2020) A ol -

all o) a1l sl



Gliall A3 Gl g 3 g duanl) aaiaaY, ¢

3 dgale Al 50 gl (83 sl @l gadll e Aiell LA 5 Canll aaine 23a 2e)
Calyady by Adlaas e i iy J a8l 6l il Jid Glaa (8 agd
S land) 5 (ailiadl) lgd 855 Al Clas gl sl a1 8Y) aes 4y Canll aain
.(Bougie, 2016 & Sekaran) l&ixl o ) Salidl a

Jls 5 () e Gl G gl (Slgianall (8 Gl paine Jiady il Hall 020 b
el Gl aljai) 1Jie dlbaie e el )l 0 jisall G ey g oo laia ) Jial il
& snill (5 ginall Uy SISV (o A3l o2a ()Y 1305 acinall 138 JLid) &5 s

)8 o il ani e 508 Y il g cane Slelis 8V 5 e fisall e
o)yl

Gl aaing 3

A45-18) (s at Jlac & gl 5o cpall ¢ Gainl) IS (e ) 81 Caagiiusal) aaiaall Jady
303 grd) Aggll a8 5 (Apad )l liaiall aladii) SY) 250 aa jliely o(4iu
OS50 %90 e ST I a5 ¢(2024) <le shaall 4 5 Y Lai™

eein¥) dual sl Jila s e () shads <Ll

Lal) 22T bl B0

e dlaie V) a3 38 coal 8 aran (Al s sl Alaial 5 Carginall aainall g lady |5k
A1 asaad i 5 «(Simple Random Sampling) iaseall 40 sl disl)

5305 Dbai¥) QS 8 agn Lan cipall 0 12 5 153680 () (A A sl U b patinnal
.(Schindler, 2014 & Cooper) gl 48



gl 2l anall Gl Sle Gat Al dilian) saclall ) 1305 Lad) ana ypaa o
e 5 dgia gl sl il Hall 3 & lie 400 Y 200 O 058 3eSl Cladiall
g il G Loy cdSlaall (glalia Calide (o cuaiie 300 )2 die Calaghul o3 2

U apend sl (e oy Aiall elaia¥ly (S jaall
L) aan 3lal Gl

¢ i i) Jie ASlaall 8 Wladi) SY) 408 )l ciliaiddl jue Ui i€ Glsiul) o) 55 o
&) Jsa sl Jiensll "Google Forms® 2 sad aladiuly ¢(ld clivg al jaiu)
Alan ) el ) aladinly BaY il Jdad s Cpuaiad)

LM‘@JM\LSJM\MG)\}“MM\A\WM‘@#\"%—’
Gl B Cpisall e By sail) (A liial 8 Uie Gale Wl 2 jall iy
ASLedl b Slgianal) (50 6l



D el el

» Sekaran, U., & Bougie, R. (2016). Research Methods for
Business: A Skill-Building Approach (7th ed.). Wiley.
* Cooper, D. R., & Schindler, P. S. (2014). Business Research
Methods (12th ed.). McGraw-Hill Education.
Jaal i) il g alasina) Ol jiise 58 (2024) .l sral) 4y 5 VLAY da -
bl A0 ) Ly jall ASLadl) b o LaiaY)



i) gea 43k 3.5

Agan ) 31AS 35 IV lasinaV) aladiuly oSl meial) o alaie VI Gl 138 b sl
o A8 5 Agleld Jilu gl ST (e L ST sl oda HLial o Canll die (e i) aaad
oS 2ae ) e gl i LY 5 ¢ Shan ) dalaill AL a8 e glas e J guasl
Aunddie Al 5 jual CB g S Ll (e

i 1) 43 e s Canall Calaal ae (381 5 Ly (L) avenal o
O N sall e G endl) s JEuall yiaiial) e
LﬁJ)’U‘d‘ «ﬂl@ﬁ.wd\ Lgﬂ «;\)aﬂ\ J\J§ @\:\J\ J.\:_"\AS\ °

Sl ae U i) ¢ 1 s ) Akl ) 3 (e de gana Gl
(e Yl Jie ¢ e lial) dual sill dilus (8 (p yisall ol 400 5800 agil ) 8
baddl S e dlie) 25 LS seall <l ye dae 5 ¢ yadl Coslud dglaiadll
Sl Llee Jgms Loy (M85 38150 ¥ () 5y 38151 (ha) B A 2 ()
GaY Jlaay)

& O0nanSY) Sl e 220 e Gliul) e a3 il s 31aY) Baa Glaual 5
G edaaill s Al yall any s Aelpall Aadlu g 2 53l) &= gazag (e S 3y pusil) Jlae
el Aleal) sl J 3 s die e (Pilot Study) de Sdaiul 4l )y Gudas
Lo LAY A ggan s Al = gum g o Giaill el

(sl cal jaidl ¢ i 55) (golain¥) dual 53l il s e Ui g i) O] a5 55 o5
DY) Al adWl g daliag 4y e Gl e G saad) Il ) J g sl
Al 8 dad) 55 g 53 saiat) Glld 5 dgad )l Claiall lasiial



D el el

Sl jall A ikt alall Sl malie (2021) .p ¢Sl -
ol el a5l la rgmly )l de LaiaY)
* Creswell, J. W. (2018). Research Design: Qualitative,
Quantitative, and Mixed Methods Approaches (5th ed.).
Thousand Oaks, CA: Sage Publications.
« Saunders, M., Lewis, P., & Thornhill, A. (2019). Research

Methods for Business Students (8th ed.). Pearson Education



cliLa) ¢4 3.6

r bl (e Gt ) (pe 98 pladial a3 (Al jall a8 3

:(Primary Data) & 5¥) il 1
O gaal) pSlgiaall ax ga (i) SR (e B_pilia Leraa &8 Al ULl a
Gy g e 3l ) B e o el sue Gy smdll i Gulsl QL) aanal o3
Gl aladin) | diladll 485 Glaal (Likert Scale) 4 (unlia s ddle Al
lxdll llginnall o gl (uSa Agadl g 5 a2 Sl slaa o Jgemnl) iy 34051
(sl e (sl ol

:(Secondary Data) 4 sl <l 2
5y sitall dpalall il al) Jie Al jalims (o Lgren &3 Al L 4
DY) acal bl oda Cradiind Ayan )l Chlebany) g ey guill el g
Jalad s (A grd) 4 ) ASLaal) (3 (A gl Bl e g 5 (a5 il
llgiial) & gLl daladl cilalasy!

Zeib s ol A8 g5 g 3 35 8 aalu B N 5 30 59 il e JS aladiind ;yadl
.O;‘:’J‘SMJ\ '.!s! “ “ ‘;.G Oﬁ)ﬁj’,ﬁn J_J.G & ..H ....,,..,, !\ Q\):‘Sm mm i@



sl all
* Creswell, J. W. (2014). Research Design: Qualitative,
Quantitative, and Mixed Methods Approaches (4th ed.). SAGE
Publications.
* Malhotra, N. K., & Birks, D. F. (2017). Marketing Research: An
Applied Approach (5th ed.). Pearson Education.
* Kotler, P., Keller, K. L. (2016). Marketing Management (15th

ed.). Pearson.



) aan @i gai 3.7

s HLial a5 zliall A8 65 g s 483 (paniay Lay i) aand Baass ol ol aladiil o
Sl)E e isall e 5 guall 5l (uld 8 4das 5 Canl) Aads e iy Lay
PV A @l sV (6 gl llginsall ol ) i)

:(Questionnaire) oluiwy) 1

A0 Gl g Al AL o (g siny 5 SN (Gl ppensi o o
38 5" () "l 38 se 2 (e sl ST a2 B e (Likert Scale)
el

i Gl Gt Hl) G pial) Gl ) QL) gy
OSlgall al o) JEl ) 85 Jisall

Bl g e O gl GeSlgiuall (e die e L) i ol o
236 HS1 A Jsmall lacal 45 J8IY) e sanall 5 elaia¥) Jual il
S Ll (e (Sas

Ay il jaladll 5 el Al 3

il Laall s (5 kil Blandl i sl Ciaadiul o

Aol Jga daan ) Clelian) 5 Ay gud 5 )85 cdpale SV Cilad @
el e G sadl) Claladl 5 A sl 8 Gllgiull

(e aliiial) AU judi g Jladll aed & jalaal) oda Craalu e
Oy

:(Optional/Complementary) 4w )}l jue <OUEal 4

(o 293na 230 xa B yuad OOEe o] ja) &8 (VW) any e
Laa ¢ Jiall ol agiShpaili g agS shul (3ac agh e J gl (pSlgiuall
Gl de g dad Gl

Aigs Ao 15 4aS Clily o Jpanl) Gy daaine < a1 oda aladinl 1 aile
Cr Al e G gudll (p AB3al) Jidat e X35 ¢85 g0 S (pSlgtnall & gl Sl



sl _all
» Sekaran, U., & Bougie, R. (2016). Research Methods for
Business: A Skill-Building Approach (7th ed.). Wiley.
« Zikmund, W. G., Babin, B. J., Carr, J. C., & Griffin, M. (2013).
Business Research Methods (9th ed.). Cengage Learning.
* Malhotra, N. K., & Birks, D. F. (2017). Marketing Research: An
Applied Approach (5th ed.). Pearson Education.



la jLad) 48y hag diat) 3.8

Eua dfing Al 3 gl (B L) ualiall (g La JLEA) A8 jha 5 Aial) daaidglac yiia
A ) sladll oL o5 il all o3 gt g ga s il Ay e 5 il i

:(Sample Size) duall aas 1

Oabadall sl Slgiial) aae e 2L Al aas daa a3 e
Gl (il Gpeadiiall e 38 il aa o e laial) Jaal gl il g e
el JSG G Sisall

Olanal Culie s a5 el jlia 200 Adaginall Al aas il o
Alan ) ) aladialy mibil) Judas g cpaginsal) LSl CalS Jias

:(Sampling Method) duall jlial 44 )k 2

Simple Random ) dasud) 4.0 plall Zill aladiul o5 e
pae Olasal 45 I Claial ye (liul) 0555 xie (Sampling

(Convenience Sampling) &es sall diall sadat &3 LS o
Aalial Gpladill GSlginall 5 (3 guilly daigall 45 5 SSIY) Cile sanall (andd
g sy Ualii )l SY) (S Liall ) Jgem sl o sels Laa ¢ fiall
Ll

PSS bl L) jales 3

18) Gl G gnd) GSlginsall (g ()5S liall 05 () ang 0
(958 Lad s

Jeal sl iliaia e c jisall Aaglia 358 peal 058 o ang
55 g o) i) e e lainy)

T s weidl ) Uana (S jliall mas A4S jLia e U o5 o
il 84S i) e gl s

e Cnall 3508 5 AU A8 5 e Geniay 380y gl Gl Jid Abe jLidl) 1pedl
O gl GaSlgiall (g2l o) J3l ) 89 Figall yue Gy gudl) G ABR]) 2l



sl all

* Creswell, J. W. (2014). Research Design: Qualitative,
Quantitative, and Mixed Methods Approaches (4th ed.). SAGE
Publications.

» Sekaran, U., & Bougie, R. (2016). Research Methods for
Business: A Skill-Building Approach (7th ed.). Wiley.

* Malhotra, N. K., & Birks, D. F. (2017). Marketing Research: An
Applied Approach (5th ed.). Pearson Education.



lial) Jas i 9.3

O Aandl) e slaall Jsat s G ciadl) (8 adal) Al el g clilall Jilas
&3 iyl o3 )l MAT) 5 el AL il ) A sl leadll 5 bl
AUl ) alaie |
:(Descriptive Analysis) i< sl Jidaill 1
O Jbiiall a3 53 Jie el L) (ailiad Chia gl aadiug o
sl (5 gluall g Guiall g pemll Conny
&5 genda il 4 giall ol g daibadl o gu I eJ glaadl aladtiul &5
Al V) il agd Jagus g <l il
:(Inferential Analysis) 2ty Jilasll 2
Al il Al i) g Sl Al LAAY a2k e
Jie dlan ) LI aladiu) o5 il oda i
e Gaendl) G A8 uldl (Correlation) bl )Y laal e
0l 85 (G yisall
(Simple Linear Regression) L) sl jlasiy) Jdas e
CSlgiuall gl o) a1 <l e cp el e ol 5l g2 paa)
ian ) Qi) ol s aladind 3
Sl sl o) Y SPSS el & <lilall Ja) o e
5 anl) Gy ccillans il il e el ) acl o
ALY 8 58y i) 483 (e Las ¢ aniV) a5 ol y¥) 0 lelas
:(Optional/Complementary) &e &l bl Jdas 4
a3 ¢S liall (e da st cliglad o cldaadle dga s s i
LY paail (Thematic Analysis) e s sall Jidaill alasii)

(Bael ey LpaSll il aca g ca g ) b clalasyl



438y gl ) J g sl ey Baaxie e 515 ApeS Al bl slaie ) ;adl
llgivall sl o) il B e G isadl e Gysal) il andl 8 el Al
B8 e IS (g2 gl



sl el

* Field, A. (2013). Discovering Statistics Using IBM SPSS
Statistics (4th ed.). SAGE Publications.

* Malhotra, N. K., & Birks, D. F. (2017). Marketing Research: An
Applied Approach (5th ed.). Pearson Education.

* Creswell, J. W. (2014). Research Design: Qualitative,
Quantitative, and Mixed Methods Approaches (4th ed.). SAGE

Publications.



-

LUV EN

deadiaall Ll £ 5 (e 12 ¢ uai (S dul ol Lagia (e &8 cdiaill 128 &
Olaal 4 5l 5 451 bl e JS e Gandl aaie) | Lelilad cullid ) Y sea
e Sl e cAgliag ULl pan @l ol a5 LS il 380 5 il sleal) 4 gad
S0l S jliall cidaa e A a5 4 gl jaleaas L g de cdant ) 31018 iy
.= Al Jalail)

Olaszal g gall dpall 5 ddapund) 40 slall Aipall (a0 e aladialy 4l Liel) LA o3
slel e a coelaia¥) Jal gl cliaie e guadill (s gl cpSlgiaadl Jlad Jiia
Al ) 5 dpdia ol bl Judas Clld slaie ) a3 085 3aasall HLAaY) jules

O A8l J g A8 58 a5 A0 il QAU Ul Lae (SPSS graliy aladiuly
S ) s sl e (sl

A1) il paaiall (28R agdl cpiall (el Gl Bamgia auad ol Aadla
Led gl atis Al Clalinia) g il juds 8 agle dlaie W) Sa Gagie 1)) 35
_@\)j\ Jazadl) GA



sl el

* Creswell, J. W. (2014). Research Design: Qualitative,
Quantitative, and Mixed Methods Approaches (4th ed.). SAGE
Publications.

* Malhotra, N. K., & Birks, D. F. (2017). Marketing Research: An
Applied Approach (5th ed.). Pearson Education.

» Sekaran, U., & Bougie, R. (2016). Research Methods for
Business: A Skill-Building Approach (7th ed.). Wiley.

* Field, A. (2013). Discovering Statistics Using IBM SPSS
Statistics (4th ed.). SAGE Publications.



D e sall daild

g la¥) aslall b alell Cnll alie il (2022) 3,55 ¢ el
ol o) a0 s sl Aelanyl

» Creswell, J. W. (2018). Research Design: Qualitative,
Quantitative, and Mixed Methods Approaches (5th ed.).
Sage Publications.

» Saunders, M., Lewis, P., & Thornhill, A. (2019).
Research Methods for Business Students (8th ed.).

Pearson Education.

 Freberg, K., Graham, K., McGaughey, K., & Freberg, L.
A. (2018). Who are the social media influencers? A study
of public perceptions of personality. Public Relations
Review, 44(1), 90-92.

* Kotler, P., & Keller, K. L. (2016). Marketing Management
(15th ed.). Pearson Education.

Al ol il (o ) G suil) Sloasl i) (20271) .28 ¢g el -
ol g lay) la shas llgiodll

» Saunders, M., Lewis, P., & Thornhill, A. (2019).
Research Methods for Business Students (8th ed.).

Pearson Education Limited.



* Creswell, J. W. (2018). Research Design: Qualitative,
Quantitative, and Mixed Methods Approaches (5th ed.).
SAGE Publications.

A WY Gl pall (8 Leilandai g alall Casll malie [(2020) AlA ¢ oaiall-
ol el 3l sl

» Sekaran, U., & Bougie, R. (2016). Research Methods for
Business: A Skill-Building Approach (7th ed.). Wiley.

* Cooper, D. R., & Schindler, P. S. (2014). Business
Research Methods (12th ed.). McGraw-Hill Education.
Jls 5 aladinal & pige 58 (2024) .l slrall 45 5 VLY da-
omb) A gl Ay el ASLedl) b e laia¥) Jual 5

Clal jall 8 Lgiliadai s alel) Caadl malie ((2021) a0 canSllaalle
il ) pa 3l la sl e LadaY)
» Creswell, J. W. (2018). Research Design: Qualitative,
Quantitative, and Mixed Methods Approaches (5th ed.).
Thousand Oaks, CA: Sage Publications.
« Saunders, M., Lewis, P., & Thornhill, A. (2019).
Research Methods for Business Students (8th ed.).

Pearson Education



* Creswell, J. W. (2014). Research Design: Qualitative,
Quantitative, and Mixed Methods Approaches (4th ed.).
SAGE Publications.

» Malhotra, N. K., & Birks, D. F. (2017). Marketing
Research: An Applied Approach (5th ed.). Pearson
Education.

 Kotler, P., Keller, K. L. (2016). Marketing Management
(15th ed.). Pearson.

» Sekaran, U., & Bougie, R. (2016). Research Methods for
Business: A Skill-Building Approach (7th ed.). Wiley.

« Zikmund, W. G., Babin, B. J., Carr, J. C., & Griffin, M.
(2013). Business Research Methods (9th ed.). Cengage
Learning.

» Malhotra, N. K., & Birks, D. F. (2017). Marketing
Research: An Applied Approach (5th ed.). Pearson

Education.

» Creswell, J. W. (2014). Research Design: Qualitative,
Quantitative, and Mixed Methods Approaches (4th ed.).
SAGE Publications.



» Sekaran, U., & Bougie, R. (2016). Research Methods for
Business: A Skill-Building Approach (7th ed.). Wiley.

» Malhotra, N. K., & Birks, D. F. (2017). Marketing
Research: An Applied Approach (5th ed.). Pearson

Education.

* Field, A. (2013). Discovering Statistics Using IBM SPSS
Statistics (4th ed.). SAGE Publications.

» Malhotra, N. K., & Birks, D. F. (2017). Marketing
Research: An Applied Approach (5th ed.). Pearson
Education.

» Creswell, J. W. (2014). Research Design: Qualitative,
Quantitative, and Mixed Methods Approaches (4th ed.).
SAGE Publications.

» Creswell, J. W. (2014). Research Design: Qualitative,
Quantitative, and Mixed Methods Approaches (4th ed.).
SAGE Publications.

» Malhotra, N. K., & Birks, D. F. (2017). Marketing
Research: An Applied Approach (5th ed.). Pearson

Education.



» Sekaran, U., & Bougie, R. (2016). Research Methods for
Business: A Skill-Building Approach (7th ed.). Wiley.

* Field, A. (2013). Discovering Statistics Using IBM SPSS
Statistics (4th ed.). SAGE Publications.



gl 458U g (eaay) Julail) ragl 1) Juadl) 2



-

YPRYIA( 2.1

Gedie e e ys Gl i) 80 alatinls Lpnen o5 A Ayl il Jidas Jeadl) 13 J iy

o538 5 31 sl AN I e o sl A G Cangs el ey " Lma” S il s
81391 i 5 (Baam (e S any Al 5 ¢ (SPSS) lan ! Jalaill el gy alaialy Lelilat s cililadl e 53
Adadl)

3

DL DA (e b dalall 1 ALY il jall Jae <l yriall Ui 5 Slas Juadll 138 Jady
il (3385 (sae grda s il JS ) e s Assbiall Ailas ) il sl aladinly Cilua il

e a0l Laa ¢ aladl Ja 5all 5 ¢ anll s c il Cam (g Al e parall Ziall ailond Juadll (paiaiy S
nall s s il gy (S JLiall Aalall 2611 g

(Gl Al s gl cibyeaaal) A ) Al i 2.2

Ll Qa5 Cua & jLia (29) padac @y Gdll A all die 31 5 4ud) 2 ganal) (ailiadll audll 138 pcas)
tsl S el Ja sl 5 ¢ pandl (uinlly Aileial)



ouiadl oY ol

(25) oaae il Cuns 86.2% il CLY) (e S Ll A ol Al ,all ol & yedal
et o ) pda 138 5 Jasd (o L (4) 23013.8%  LsSA duns Caly s S L
&l 5a e @,):ys\@vicu: DA gl Sy 38 e o CRBY) (e el o) 024 8 (S HLiial)

2al) i sl bl any pud g Al LA

il s Aal) 8l w558 2(1) Jsan

il S ldial) 228 4 gial) ) (%)
A 25 86.2%
S 4 13.8%
Alaay) 29 100%

sand) ol

peianad Cialy Cus (ale20 — 25 Gt el 5l i S Ll (e (oalaal) Al o
dalidg @pugu&mzbbﬁj O & Lo (28) d.ﬂ.z.}ug;i 96.6%
pladivl ) Linday Jaa Ao 438 e Lgbndat o3 Al all o e Jay 138 53.4%. Ay

Sl s sinally il elaial) Jual il Jila



iral) i sl Sll) an ) a9 Al LA

el s Aal) o) A1 558 1(2) Jsas

4y yanl) i) CnS bl axe 4 gial) Lol (%)
20 — 25 4w 28 96.6%
26 — 30 A 1 3.4%
eyl 29 100%
eaad) JA gall Al

27)93.1% “onis gugol&dl daa e g slaala S jLaa) e G il s
loae Layi3.4% Gty bl o3 ¢3.4% daty Lalad) 4 g3 dles agily (18 )L
aeila) A8 65 50 e Jmle s s S aa ) adi e padlad (5 siue I3 Ll O LSy
R sally Lo el (A AN & slull aglilas

riral) i sl bl any pud g Al LA

ol 02 gal) aen Adall 3 80 @365 1(3) Jso

aladl Ja al) CpS bl 230 4 pial) dpdl) (%)
BTSN 27 93.1%
Sala 1 3.4%
dale 4430 1 3.4%

PR 29 100%



clibiudl allll g daall cilid)l 2.3

Wl AL g S Jalie i o3 sl all 3l il g byl (Bl (5e Gl

Jalae @y 38 5 (SPSS). zabip plaaiuly Gluiu) @l j38 sesl(Cronbach’s Alpha)
-l

a=0.983

O ) o Lae ¢l Qi G s 8 Al L) 3 g s e Ja I3 Alle A 8
oo 35 A all) b dilany) aal jall Cung g 48 58 sall o dlle da  alaii 31aY)
BV A ol 3 (1.0) o 81 LS 5 ¢ siie 225 (0.70)

(Gl Al Ao LlaY)) Gl @l patial Lduagll slaay)l 2.4

slan ¥ aladiuly ol il @l ) 8 e cp el il Jea cpS il cilila) Jalas o
Ol 85 53 UK g jlmal) Gl Al 5 (lsad) Jan gilal) il DA (g ¢ sl
Al plaidga s e G isall s 8 a0 il o2a s



i) b 5, Lkl il el

StV il il g lmall Gl jaiY) g el o sial 2(4) Jsaa

5l

& e Ao (i sigall gl
ATy Jual g3}
G B ciladia o U
Cr Azl DA
s cilaiial) cilal) ) & L
ALl
e igall s gl atiad
™AL

O Siall Clan) ja o8 danf

|3daaa cp fgall o)1 e
B i ga
ag Al 13 i8] ¢y o8]

Asa e 13 Syaa claiia

Al il g adl Ge
Q9434 W pal
OrRsall (AN (5 giaall
GIEA) e i
GINR Ao Sisall ol iy
£ padly
i £l tie yS) ARy

Lo giall
‘ﬁbual\

2.26

243

2.43

2.06

2.06

2.00

2.30

2.10

2.30

2.30

2.00

<Ay
g)\#—d\

0.54

0.73

0.94

1.03

1.03

1.01

0.97

1.00

0.98

0.98

0.93

eaddl)

Jile Lo gle daglial) ) <3
tb.u)d
Cilatially (S i) Gy a3
AS Ll () shay ()5S il
Caladiall
@l ) B 8 Jina il
el yidl
sl IS ) s 5Laall ading ¥

Oilaad yall
c\)“_g:\.inu)uu

A all
s Cladie 4y jail Judll

Lo s

lo Jaine il a5
¢) 5l

6 sinall Jxina 3l

ol

Dl b el 4y s
T s



Cladiiall JLA) (e Jg
Or Al Juady
dpagi o sl o 28
Asa
DUSEa JSdy clatial) g sl
Fsa g ol 1)

2.10 0.91 Cagl s
2.06 0.91 DA e i s
2.00 0.91 G midia ) il

;@um 394 PR R

O palls adli pa ) Jina JSdi g A (S il dulle o ) adll juii
e )l
(2.43). 333 Ciladiay G jliall Ciy 23 A OIS A6 e

O isall ol 1 8 Aalkaal) ZED of o) il ledll ) Sl 8 o\S il B .

gliil) LGBl g ciluda i) L) 2.5

daual) cillaw sidll 45 )lid (One Sample T-Test) 3aalg Alad T jlis) aladiul o
(e 3 "BLal" e juad )5 ¢(2) saulaad) 4 el dail) ae il a8 UK
Sllgioad) sl e (e M o 5l Ll Y3 (e i) Chags ol 5 ¢ 3 & S

‘;_1\)“3\



Baal g Adsl cibuda )8 LA @il 1(5) Jgaa

T- P-
5 kel L)
Value Value
Sual gill a3l ga o O sisal) Al L) Wilias) 4l
] 2313 0.0304
AL o laiaY (>
SR (e baaa cladia o G ) L) Gilaa) 4l
. 2.865 0.0090
(5l (!
. ) ; o) Ay e
el e claiial cla) B S L& 1,710 0.1110 )
) (=
. . ‘ o) Ay e
p) ) die ( piall Clna g A 2l 0.236 0.8167
(=
i) Ay e

£ i) 38 (o fisall Clanl ja 0o dal 0236 0.8167
(!



il 48

‘Laa Lilaa) glatial) ol el
Ml e laia¥) Jeal sl adl ga Sl o il a6
"o sall JDA (ge Baaa Cilatie e ot

L) 5 Cperdiuaall o) b (b Sisall (R (laal 80 305 ) O) i

JBas Gilatia

Aol Al ye o8 e Ll G i lae Gilaa) Ao e @l jlall 48
AS e ol e isall Claal pe (e Canall o) i) ) 8 AA) e el o) il
alatial)

£ ) ) B 8 as il () ilally iy a8 Giae 150 cp inall O edad 13 o
J3 g3 A (Al



-

awldll 2.6

Sl Cangs Aol A Hall il Slan ) Jidaill il (yia je o cJucadll 124
sl Jilall J3A e geiliil) @ jedal 285 Laadl o) i1 sl 20,80 ) E) e oy Sigall
o LS (Bayaa cilaiiey (pSlgtanal) Uiy o 8 Ui sale 150 0 Sisall of o jdl) sl
Jaal il liaia e (5 5isall 6958 o ity 53 (5 sinall Al o) i1 (e S axe

Al e laiaY)

VAN M) (5 g die adddy ) 13a o dplaa ) AVAl) cl jladl) g a8 (el pa
Ailan) Ao & L) yuas g el il Aalaiall Cilpua jall aliea jedad ol G cp plly (adl
Alginaal) A (o ¥ Il all (1753 ¢ sonly e S G Sisall OF ) o 1385 4y 68
Jia 18 ST (5 Al dal sm Uasi yo el ol 800 1 8 Qi Laiy ¢(plaia¥) 5 o )
ol 5 A el Aadladl 8 AE it il 3y il

e dagi y o yisall il o cona gl ) AL sl Sl (any pa 130 3 iliall o3 G
a5 edgle g Al Al a8 Ll Gala (560 Y Lad QLS 5 g i) il gy
e85 Algiunal) 485 LUl 4 yial (39 gl COlen pa (g pisall 2 s JalSI3 ) 5 puay Aall)

Addadll o) 2l Ly 53



) _sal) Al

Uae llginal @ gl e celaia¥) daal il cilSes 56 (2020) .0 sl sl o
61-44 ((3)12 daeldial¥l s aluy) o slall

e ¢pSleondl 5l E) 2 gl S5 6 el 50 (2021) om colisldl o
132-115 ¢(2)9 ¢Gasnsll Sila

D rpab N gl 2 il ) Al (85 sl dal sl (2019) o 0l @
ol sl

e DA 8 ol i) e 0y il Cilidle) 4llad (2022) .0 il o
9677 «(1)5 o M p3le ) il 3 Al Sllginsdl

e Brown, D., & Hayes, N. (2008). Influencer Marketing: Who Really
Influences Your Customers? Butterworth-Heinemann.

e Freberg, K., Graham, K., McGaughey, K., & Freberg, L. (2011).
Who are the social media influencers? Public Relations Review,
37(1), 90-92.

e Lou, C, & Yuan, S. (2019). Influencer marketing: The role of
parasocial relationship. Journal of Interactive Advertising, 19(1),
58-73.

e Schouten, A. P., Janssen, L., & Verspaget, M. (2020). Celebrity vs.
Influencer endorsements in social media advertising. International
Journal of Advertising, 39(2), 258-281.

Bl o rglee Ailasy) Lgilinkt g oalall sl alia (2018) & ¢ camsll @

e Field, A. (2018). Discovering Statistics Using IBM SPSS Statistics
(5th ed.). SAGE.

e Pallant, J. (2020). SPSS Survival Manual (7th ed.). McGraw-Hill.


http://www.tcpdf.org

