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ABSTRACT

This researchaims toextend theknowledgeofsocialmediaadvertisingbyprovidingadeep
understanding of the elements of social networking sites advertising (SNS ad) effectiveness
thathelpcreatefavorableusers’responsesviatheirattitudetowardempathyexpressioninthe
Egyptiancontext.Qualitativeresearchwasdeveloped.Sixteensemi-structuredinterviewswere
conductedwhichwereanalyzedbyusingthematicanalysis.Findingsindicatethatthecrucial
elementsthatgenerateaneffectiveSNSadinEgyptparticularlyonFacebookaretheadvertising
creativityandsimplicity,followedbytheadvertisingentertainmentspecificallytheemotional
appealofjoy,theinteractivity,theclearinformation,andthetrustworthinessderivedfromusers’
generatedcontent.Theseelementsinfluenceonusers’attitudetowardempathyexpressionand
leadtofavorableusers’responses.Additionally,ithasbeenfoundthatbrandloyaltyplaysavital
roleoninfluencingusers’responses.Basedonthesefindings,thisresearchoffersimplications
andproposesfurtherresearchdirections.
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INTROdUCTION

Theevolutionofsocialmediahasbeenacceptedbyitsusersleadingseveralcompaniestochange
theircommunicationstrategiesfromtraditionalmediatosocialmedia(Naeem,2019).Thereisagreat
differencebetweensocialmediaandtraditionalmedia.Basedontheindividualization,socialmedia
simplifytwo-waycommunicationbetweencustomersandbetweencompaniesandcustomers,which
isnotapplicableintraditionalmedia(Diffley&McCole,2019).Socialmediacomprisesvarious
platformssuchas:socialnetworkingsites(SNS)(e.g.Facebook),creativityworkssharingsites(e.g.
YouTube),businessnetworkingsites(e.g.LinkedIn),etc.(Kaplan&Haenlein,2010).Mainly,SNS
havebecomethecoremediathroughwhichcompaniescommunicateinformationabouttheirbrands
(Naeem,2019).SNSisconsideredasanattractivemediumforincreasingadvertisingsuccessand
effectivenessduetoitsdialogicalpotential,anditscapabilitytotrackusers’behavioralresponses
(Appeletal.,2020).
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AdvertisingthroughSNSsupportsacompany’srelationshipswithprospects,whichbenefitsto
identifycorrectlythetargetconsumers(Naeem,2019).Burg(2013)mentionedthatthedegreeofa
SNSadeffectivenesscanbeevaluatedbyexaminingtheinteractions(suchasthenumberof“Likes”
or“Shares”).Thus,foraSNSadtobeeffective,itshouldbeabletoleadtheusertoapositiveattitude
towardempathyexpression,whichmeansthewillingnessofausertorespondinafavorablemanner
suchasclicklike,sharetheadorwritecommentstowardSNSad(Lee&Hong,2016).Theattitude
towardempathyexpressionistheoreticallyrootedontheattitudetowardtheadanditismorerelated
with the nature of SNS (Lee & Hong, 2016). Therefore, many researchers have highlighted the
importanceofunderstandingtheuseofSNSadinaneffectivewayinthemarketingcommunication
strategies(Daoetal.,2014;Hamouda,2018;Naeem,2019).TheSNSadrepresentsanevolvingarea
asmentionedbyDiffleyandMcCole(2019)whichmeansthatthebodyofknowledgeofSNSadis
stilldeveloping(Appeletal.,2020).TheFacebookisstilltheworld’smostusedSNS.Themonthly
activeusersexceed2.5billionandusernumbersisgrowingprogressivelywithinmostcountriesin
2019.However,themarketersfaceadifficultyinreachingalltheseusersusingFacebookadvertising
(Digital,2020).So,thisresearchwillfocusontheeffectivenessofSNSadtograbtheattentionof
moreFacebookaudiencetobeable to leadthemtofavorableresponsesvia theirattitudetoward
empathyexpression.

Besides,somelackshavebeenfoundinthepreviousstudies.First,fewstudieshaveexamined
someelementsoftheeffectiveSNSad(suchas:Tayloretal.,2011;Loganetal.,2012;Lee&Hong,
2016;Hamouda,2018)whichreflects theneedforfurther investigation.Second, themajorityof
theprevious studieshave focusedonusers’ attitude towardadvertising insteadofusers’ attitude
towardempathyexpression.However,attitudetowardempathyexpressionismoreassociatedwith
thecontextofSNSasmentionedbyLeeandHong(2016).Third,mostofthepriorstudiesdidnot
takeintoconsiderationtheusers’behavioralresponsestoaSNSad.BasedonHaandLee(2018),
theyrecommendedtopaymoreattentiononusers’behavioralresponsestoaSNSadbyincluding
additionalresponsesrelatedtotheSNSadlikesharingandwritingposts,whichareviewedmore
activeuserbehaviorthanlikethead.Fourth,whenevaluatingthevalueofSNSadintheearlier
studies,themainfocuswasonthecollegestudentsasthemainsample.However,basedonDigital
(2020)the18-24agegrouponlyrepresents24%oftotalactiveusersspecificallyonFacebook,which
meansthatpreviousstudieshaveneglectedthemajorityofactiveFacebookusers.Fifth,thereisa
lackofresearchintheMiddleEastregion,particularlyEgypt,wherethedigitaladvertisingindustry
isgrowingsincethecountryhasthehighestincreaseinInternetpenetrationrateacrosstheArab
worldinrecentyears(59%in2016asopposedto22%in2013)(Santander,2020).

Therefore, thisstudyaimstofill theabovementionedgapsbyprovidingqualitativeinsights
to give a deeper clarification, and to determine the elements of SNS ad effectiveness and their
influenceonusers’responses(takingintoconsiderationthebehavioralresponsessuchaslike,share
andwriteposts)viatheirattitudetowardempathyexpressionbasedontheactiveusersofSNSad
inanewcontext,whichisEgypt.Thisstudypresentstheresearchworkinsixmainsections.First,
theoreticalbackgroundandliteraturereviewofSNSadeffectiveness,users’attitudetowardempathy
expression,andusers’behavioralresponses.Second,theresearchmethodologywhichincludesthe
researchapproach,datacollectionmethodandanalysis,populationandsampling.Third,theresults
andanalysisaregiven.Fourth,theconclusionandkeyfindingsarediscussed.Fifth,theresearch
implicationsandfinallylimitationsanddirectionsforfurtherresearcharepresented.

THEORETICAL BACKGROUNd ANd LITERATURE REVIEw

Social Media and SNS Ad
Socialmediawasdefinedasasetofinternet-basedapplicationsthatarebasedonideologicaland
technologicalfoundationsofweb2.0”(Kaplan&Haenlein,2010).Socialmedialetspeopletosimply
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