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Abstract 
The growing usage of social media is changing the businesses’ method res-
ponding to consumer’s needs and wants and increasing the chances for firms 
to market their products and services in a customized and personal way. 
Nevertheless, there are still needed answers concerning to what extent social 
media platforms as marketing tools are being employed by companies and 
their effect on brand awareness in mobile service providing industry in Egypt. 
The purpose of this study is to investigate the impact of social media market-
ing activities on Facebook on brand awareness keeping into consideration the 
moderating effect of demographics, namely; age and gender. The research 
showed that social media marketing firms use mainly about six dimensions as 
an instrument for their marketing activities: Online Communities, Interac-
tion, Sharing of Content, Accessibility, and credibility. Also, this research is 
testing the demographics moderation role in the relationship between social 
media marketing activities on Facebook and consumer based brand aware-
ness. Moreover, practical importance of this research is described in the fact 
that managers may use the results to improve their marketing activities re-
lated to social networks specially their Facebook fan pages to have better 
brand awareness of their brands. Besides, firms may start to integrate social 
media marketing into their marketing strategies, improving communication 
and interaction with their customers and increase their brand awareness cir-
cle. A sample of the study totaled 402 customers; the researcher tested the 
hypothesis using the correlation analysis, regression analysis using SPSS and 
structure equation model using AMOS. This research provides an evidence of 
the relationship between social media marketing activities on Facebook and 
brand awareness of mobile service providers in Egypt. 
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1. Introduction 

Nowadays, marketing is changing faster than ever. Everyday new communica-
tion means appear. Recently, media have been categorized into traditional and 
non-traditional approaches. TV and newspapers are examples of such traditional 
media. Customers are now increasingly using social media to connect, look for, 
and exchange information, thoughts, and experiences of brands and companies. 
Facebook, MySpace, YouTube, and Twitter are used to share experiences 
whether good or negative [1]. 

Product and company profile and information on social media networks are 
assumed to be reliable and credible sources, more dependable and proper than 
the traditional marketing [2]. According to researchers in traditional marketing, 
consumers will tell seven to ten individuals about the product, but now social 
media permits consumers to share experiences with other customers in no time 
[3]. From a marketing standpoint, social media network is now a vital part of an 
organization’s media mixes that revolutionize the way consumers and marketers 
connect. It also offers new opportunities to spread to potential consumers. Social 
media in marketing has generated two important opportunities for all types of 
businesses. First, companies now have contact to a massive collection of social 
media tools that can be employed for various marketing purposes, such as mar-
keting communication, market research, customer service, product manage-
ment, and word-of-mouth (WOM) marketing [4]. Secondly, marketers use so-
cial media as a crucial role of their marketing strategies. It has the power to at-
tain great results on productivities, competitive position and customer value for 
least budget and time. 

Social media was found that it plays a vital role in building a brand as well. 
Consumer-based brand equity is the intangible evaluation of the brand and sub-
jective for consumers, as a result it’s objectively perceived value. Four main di-
mensions of brand equity are customer brand awareness and associations, cus-
tomer brand loyalty and perceived brand quality [5]. At a global level, social me-
dia and its platforms (like Facebook, Twitter, MySpace, and LinkedIn), are pro-
jecting online activity in terms of average consumed time or index and number 
of engagement and active users. It was assumed that time spent on social media 
sites is rising at more than three times the rate of total Internet progression. The 
Internet users visiting social networking sites at least once a month is predicted 
to grow from 41% in 2008 to above 65% in 2014 [6]. 
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Egypt has a massive increase in the number users of Internet and social media 
in 2017. Accordingly, the number of Internet user in Egypt has reached 49.2 mil-
lion 49.5% penetration [7]. Furthermore, mobile subscribers have reached 110.06 
million in September 2017 [8]. Besides the recent statistics estimated that 26.3 
million Egyptians use smartphones. In Egypt, individuals go online to search for 
information (78%) or to communicate with others (77%). More than 22 million 
Egyptians logon Facebook every month. Facebook contains around 59% of indi-
viduals that are daily users [9]. Social media penetration statistics are remarka-
ble. It is more essential to look at the implications. Some researchers support 
businesses to improve their social media strategies and connect their brands on-
line. Additionally, some companies performed proactively at the early stage of its 
adoption. Yet, there are still a large number of firms left behind. On the other 
hand, other researchers believe that social media networks are for communica-
tion (connecting people). Many firms underestimate its potential and think it is 
only another marketing channel to promote brands. Furthermore, some compa-
nies are commonly concerned about the real benefits of using social media in 
marketing.  

There are many social media marketing activities on Facebook, which may be 
used in studies related to mobile service providers. In this research, activities 
(online communities, interaction, sharing of content, accessibility, and credibili-
ty) are considered [5] [10] [11]. The top Social Networking platforms provide 
extraordinary numbers—hundreds of millions of active users, hundreds of mil-
lions of discussions going on at these sites on every topic, seventy-two hours of 
video being uploaded every minute, a million blog posts every day, millions of 
daily Tweets, so the opportunities are limitless [5]. 

2. Theoretical Framework 
2.1. Social Media Marketing in Egypt 

Numerous statistics indicate the increasing use of social media in Egypt [12]. 
Studies indicate that social media has a crucial role in daily life of Egyptian In-
ternet users. Egypt is ranked the seventeenth worldwide in terms of audience 
size and the first among Arab region countries [8]. The usage of YouTube is also 
high in Egypt, 44% of Egypt’s Internet users [13]. While social media penetra-
tion statistics are extraordinary, it is more important to look at the implications. 
Some investigators support firms to develop their social media strategies and 
connect their brands online. Moreover, some businesses predicted the social 
media marketing importance, taking steps at the early stage of its implementa-
tion. As an integrated marketing medium, social media marketing activities ef-
fectively enhance equity through introducing new values to their customers ra-
ther than the traditional marketing media. Therefore, it was concluded that 
brand’s social media platforms offer variety of methods to the individuals who 
use it to interact and communicate with other users and brands [10]. As shown 
in the following Table 1 demonstrates the research variables definitions.  
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Table 1. Research variables definition. 

Research Variable 
Name 

Research  
Variable Type 

Definition 

Online  
Communities 

Independent  
Variable 

A company or business is able to exploit the social media to 
form a community related to its products/business [5] [14]. 

Interaction 
Independent  

Variable 
A Facebook page or Twitter account can notify all its  
followers of specific subject quickly and simultaneously [5] [10]. 

Sharing of  
Contents 

Independent  
Variable 

This factor is about the level that an individual interchange, 
spreads and accepts content in a social media setting [5] [10]. 

Accessibility 
Independent  

Variable 
The social media is easily reachable and takes minimum or no 
costs for usage [5]. 

Credibility 
Independent  

Variable 

It is entirely about delivering message in clear way to the  
individuals, founding credibility for what you say or do, linking 
emotionally with your target audience, create motive to the 
buyer and generating loyal customers [5] [14]. 

Brand Awareness 
Dependent  

Variable 

The strength of the trace of a brand in consumer memory, as 
reflected by the consumers’ ability to identify the brand under 
different conditions [15]. 

2.2. Brand Awareness 

Brand awareness was defined by as the “strength of a brand’s presence in the 
consumers’ mind”. That means, brand awareness is a customer’s ability to iden-
tify or remember a brand in its product group [16]. Brand associations can be 
assumed as “whatever customer connects to brand. It can involve customer im-
age-making, outline of the product, consumer’s conditions, company awareness, 
product/service characteristics, signs and symbols” [17]. Nevertheless, practical 
indication shows that brand awareness and brand associations could be com-
bined into an exact dimension named brand awareness and associations. 

Brand awareness connected with strong associations generates a specific 
brand image. Brand associations involve numerous episodes, ideas, facts, and in-
stances that include a network of brand knowledge. These associations are vital 
to marketers and directors in brand positioning and differentiation practices, as 
well as generating positive attitudes toward brands. Additionally, brand associa-
tions are more effective when they are built on many experiences or exposures to 
communications [16]. 

3. Literature Review 
3.1. Social Media Perception 

Nowadays, social media is an extensively used tool, not only to participate with 
each other but also to reach a specific person or group. There has been a shift in 
power to consumers, as they change from inactive receivers of marketing con-
tent to active participants in the brand message. Interactive experiences was 
suggested that social media stimulates many customer behavior features, in-

https://doi.org/10.4236/oalib.1104977


H. O. ElAydi 
 

 

DOI: 10.4236/oalib.1104977 5 Open Access Library Journal 
 

volving purchase behavior, information achievement and post-purchase com-
munication. Also, Social media enables interaction as it allows one person to 
communicate easily with hundreds or thousands of other users in a rapid way 
[3]. Social media can be defined as applications that permit customers to com-
municate by generating personal information profiles, inviting whoever they 
want, to be friends with others, colleagues or strangers to be able to access these 
profiles, and direct messages to be sent among each other. Profiles include vid-
eos, photos and blogs [18]. 

Social media is suggested to have a numerous of forms and work on various 
platforms, including weblogs, social blogs and networks, microblogs, wikis, 
podcasts, photo and video sharing, online rating and social bookmarking [19]. 
Also, it provides a virtual area for individuals to keep in touch. Hence, Social 
media networks gives individuals new techniques to increase their social net-
works, through creating and maintaining social communication, creating inte-
raction, sharing information, writing content, and participating in social move-
ments through the Internet [3]. In addition, Social media gives businesses the 
chance to share and swap information with their users. Regarding to the study 
conducted by DiMauro and Bulmer [20], 71% of the customers habitually read 
social media platforms as a daily routine. Nearly, 90% of usage on social media 
was related to brands. 

3.2. Theoretical Framework 
3.2.1. Social Media Marketing 
Social media marketing is marketing strategies that successful businesses are us-
ing in order to be a part of a network of consumers online. Also, it could be de-
fined as employing the Social Media as instruments of communication, direct 
sales, customer gain, and customer retaining [21]. In 2008 D.E.I. made a study 
that delivers some important statistics: social media users have visited social me-
dia platforms to obtain information are 70%; also 49% of these customers have 
taken a decision of purchase established on the information they found through 
the social media sites; likewise, 60% described using social media platforms to 
exchange information with others online; and finally, 45% of users who searched 
for information over social media sites interacted with word-of-mouth. The re-
port concludes that businesses not using social media as part of their online 
marketing strategy are losing an opportunity to influence and reach customers. 
Following Figure 1 demonstrates the study model. 

3.2.2. Hypothesis  
H1: There is a significant impact of Social media marketing activities in 

Facebook on Brand awareness of the mobile service providers’ consumers. 
H2: Age and Gender moderate the relationship between Social media 

marketing activities on Facebook and Brand Awareness in the mobile ser-
vice providers’ consumers. 
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Figure 1. Research model. Source: [5] [10] [15]. 

4. Methodology 

The following Table 2 includes the research methodology with definitions. 

4.1. Measurements Tools 

Likert five scales was applied in asking the questionnaire questions and measur-
ing the study variables which is organized as strongly disagree to strongly agree 
and which takes the weight of (1 - 5), the measurement approach is matches 
with the study population and is tested in precedent studies.  

4.2. Statistical Analysis 

For the purpose of the study descriptive statistics were computed using SPSS 
software statistical package in analyzing the data obtained from the sample. 

4.3. Study Instruments 

The electronic questionnaire was developed to collect data from the sample of 
the study after assessing some of the previous literature addressing each of the 
variables examined in the study, it contains three categories of questions, the 
first group is about demographic questions (marital status, gender, age, and 
education) about the study population, the second is about social media applica-
tions as a tool of marketing was covered by (36) questions: online communities 
(7) questions, sharing of content (6) questions, interaction (7) questions, acces-
sibility (7) questions, credibility (6) questions, [10] [11] [22] [23] [24]. The third 
category is about brand awareness which was covered by 10 questions [22]. 

4.4. Study Validity 

Validity for the questionnaire was obtained from the researcher conducted  
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Table 2. Research methodology summary. 

Item Description 

Approach The current research is a descriptive research. 

Population Users of mobile network service providers through Social Media in Egypt. 

Sampling  
Techniques 

The sampling technique used for questionnaire is clustered random  
sampling, which depends on selecting a random sample from users of mobile 
network service providers through Social Media. 

Sample Size 402 users of mobile network service providers through Social Media. 

Data collection 
Interviews directed to frequent users of Social Media 
Questionnaires directed for users of mobile network service providers 
through Social Media. 

Statistical Packages 
SPSS 
AMOS 

Unit of Analysis 
The sample consisted of all the customer of the Egypt mobile service  
providers who has activities in these companies’ Facebook page. This sample 
is distributed on the three companies (Vodafone, Etisalat, We, and Orange). 

Sampling Design Probability Sampling 

Time Horizon Cross sectional 

 
another pilot study to check the convergent validity. The following section dis-
plays the results from the pilot study of 30 respondents. 

4.5. Study Reliability 

Reliability refers to the internal consistency between statements of one factor. It 
is tested using Cronbach’s Alpha, which is the most commonly used test of re-
liability. Alpha coefficient ranges in from 0 to 1, where the higher the score, the 
more reliable the generated scale is. Alpha coefficients are claimed to exceed 0.7 
to refer to an adequate reliability. The Cronbach alpha was as follows for each 
variables of the study: online communities, 0.832, interaction, 0.753, content 
sharing, 0.866, accessibility, 0.765, credibility, 0.799, brand awareness, 0.856 

5. Study Results 

Demographic & Study sample Characteristics: 
The results are shown in Table 3 the descriptive variables for the 402 sample. 

Characteristics for the Study Sample 

Table 4 shows the correlation matrix between Social Media Marketing; Online 
Communities, Interaction, Sharing of Content, Accessibility, and Credibility and 
one of the dependent variables of Brand equity; Brand Awareness. It was ob-
served that the value of Pearson’s correlation for the research variables; Social 
Media Marketing; Online Communities, Interaction, Sharing of Content, Acces-
sibility, and Credibility, are 0.398, 0.307, 0.480, 0.580, 0.606 respectively, with 
P-values of 0.000 (P-value < 0.05). Thus, there is a significant positive moderate 
correlation between the research variables; Online Communities, Interaction,  
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Table 3. Descriptive analysis for the research variables. 

Descriptive Statistics 

 N Mean Std. Deviation 
Frequency-Percentage 

1 2 3 4 5 

Online Communities 402 2.8433 0.62197 0.7 25.4 63.4 9.7 0.7 

Interaction 402 2.6468 0.85310 1 56.7 19.4 22.4 0.5 

Share of Content 402 2.7935 0.57777 0.7 26.4 66.2 6.2 0.5 

Accessibility 402 2.6891 0.81466 0.5 51.2 27.9 19.7 0.7 

Credibility 402 2.6866 0.73479 0.7 45.3 38.6 15.4 0 

Brand Awareness 402 3.0323 0.64452 0 19.2 58.5 22.4 0 

 
Table 4. Correlation matrix between social media marketing and brand awareness. 

 1 2 3 4 5 6 

Online  
Communities 

Pearson Correlation 1      

Sig. (2-tailed)       

N 402      

Interaction 

Pearson Correlation 0.201** 1     

Sig. (2-tailed) 0.000      

N 402 402     

Share of Content 

Pearson Correlation 0.389** 0.095 1    

Sig. (2-tailed) 0.000 0.058     

N 402 402 402    

Accessibility 

Pearson Correlation 0.317** 0.114* 0.229** 1   

Sig. (2-tailed) 0.000 0.022 0.000    

N 402 402 402 402   

Credibility 

Pearson Correlation 0.443** 0.205** 0.393** 0.657** 1  

Sig. (2-tailed) 0.000 0.000 0.000 0.000   

N 402 402 402 402 402  

Brand awareness 

Pearson Correlation 0.398** 0.307** 0.480** 0.580** 0.606** 1 

Sig. (2-tailed) 0.000 0.000 0.000 0.000 0.000  

N 402 402 402 402 402 402 

 
Sharing of Content, and Accessibility, and Brand Awareness as corresponding 
P-values are less than 0.05 and r > 0. 

Table 5 shows the multiple regression analysis of Social Media Marketing; 
Online Communities, Interaction, Sharing of Content, Accessibility, and Credibility  

https://doi.org/10.4236/oalib.1104977


H. O. ElAydi 
 

 

DOI: 10.4236/oalib.1104977 9 Open Access Library Journal 
 

Table 5. Regression analysis of social media marketing effect on brand awareness. 

Model 

Unstandardized  
Coefficients 

Standardized 
Coefficients T P-Value R Square 

B Std. Error Beta 

(Constant) 0.411 0.139  2.962 0.003 

0.537 

Online Communities 0.052 0.041 0.050 1.249 0.213 

Interaction 0.142 0.027 0.188 5.332 0.000 

Share of Content 0.315 0.043 0.282 7.316 0.000 

Accessibility 0.268 0.036 0.339 7.444 0.000 

Credibility 0.186 0.044 0.212 4.239 0.000 

 
influence on Brand Awareness. It could be observed that there is a positive sig-
nificant effect of SMM; Interaction, Sharing of Content, Accessibility, and Cre-
dibility on Brand Awareness, as the corresponding coefficients are 0.142, 0.315, 
0.268, and 0.186 respectively and the corresponding P-values are 0.000 (P-value 
< 0.05). On the other hand, Online Communities is shown to have an insignifi-
cant influence on Brand Awareness in the presence of other Social media mar-
keting activities on Facebook, as the corresponding p-value is 0.213 (P-value > 
0.05). Also, it was found that R square is 0.537, which means that SMM Activi-
ties explain 53.7% of the variation in Brand Awareness. 

Regarding the moderation role of gender and age between Social media mar-
keting activities on Facebook and brand awareness, Table 6 shows the SEM 
analysis of the influence of Social Media Marketing; Online Communities, Inte-
raction, Sharing of Content, Accessibility, and Credibility, and Interactions on 
Brand awareness. It could be observed that there is a significant moderation role 
of Age between Online Communities and Brand awareness, as the estimates are 
0.559, and 0.109 respectively as well as P-values 0.23, and 0.016 respectively. Al-
so, the R square is 0.511 which means that the model explains 51.1% of the vari-
ation in awareness. 

6. Results Discussion 

H1: There is a significant impact of Social Media Marketing Activities in 
Facebook on brand awareness of the mobile service providers’ consumers. 

In this study, it could be claimed that there is a significant positive effect of 
Interaction, Sharing of Contents, Accessibility and Credibility on Brand Aware-
ness, however there is an insignificant effect of online communities on Brand 
Awareness. Also, it was found that R square is 0.537, which means that Social 
media marketing activities on Facebook; Online Communities, Sharing Con-
tents, Interaction, Accessibility and Credibility explain 53.7% of the variation in 
Brand Awareness. This means that the first hypothesis is partially supported.  

The mentioned results agreed with the study of Marzouk [12], who provided 
an evidence of the overall impact of Social Media Marketing Activities in Face-
book on Brand Awareness. Most of respondents realized the importance of social  
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Table 6. SEM Analysis of social media marketing and interactions on brand awareness.  

   
Estimate P-Value R Square 

Brand Awareness <--- Online Communities*Gender −0.099 0.133 

0.511 

Brand Awareness <--- Interaction*Gender −0.092 0.241 

Brand Awareness <--- Sharing of Content*Gender 0.073 0.370 

Brand Awareness <--- Accessibility*Gender −0.008 0.901 

Brand Awareness <--- Credibility*Gender 0.142 0.171 

Brand Awareness <--- Online Communities*Age 0.109 0.016 

Brand Awareness <--- Interaction*Age −0.100 0.063 

Brand Awareness <--- Sharing of Content*Age −0.007 0.909 

Brand Awareness <--- Accessibility*Age −0.005 0.937 

Brand Awareness <--- Credibility*Age −0.003 0.976 

 
media in the marketing efforts companies do and how it is employed in their ac-
tivities. The results also agreed with Kim and Ko [10] who proved the significant 
relationship between Social media marketing activities on Facebook and Brand 
Equity. In addition, Karamian [15], proved the significant positive relationship 
between Social media marketing activities on Facebook and Brand Awareness. 
The same results were initiated by As’ ad and Alhadid [5] who proved the sig-
nificant effect of Social media marketing activities on Facebook except for On-
line Communities on Brand Equity. 

H2: Age and Gender moderate the relationship between Social media 
marketing activities on Facebook and brand awareness in the mobile service 
providers’ consumers. 

The moderation role of Age and Gender on the relationship between Social 
media marketing activities on Facebook and brand awareness. It was computed 
and analyzed to check the effect of them on brand awareness. It was found that 
there is a significant moderation role of age in the relationship between online 
communities and brand awareness, with coefficient of 0.190 and P-value of 0.016 
(P-value < 0.05). 

The results of this hypothesis testing mean that age could enhance the rela-
tionship between online communities and brand awareness. It could be noticed 
that despite the fact that Online Communities was showing an insignificant ef-
fect on Brand Awareness, but the presence of different Age groups is able to turn 
this effect to a significant one. This indicates that younger age groups are able to 
trust each other and their reviews more than the older age groups. This result 
was clear from the responses found in the interviews during the qualitative 
study.  

On the other hand, other moderation roles between Content Sharing, Acces-
sibility and Credibility on one side and Brand Awareness on the other side are 
shown to be insignificant, as the corresponding P-values are greater than 0.05. 
Furthermore, age as moderator for the relationship between Social media mar-
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keting activities on Facebook and brand loyalty showed insignificant moderation 
role. According to these outcomes, females are slightly getting attached to spe-
cific brand, become loyal to the brand create their own online community, and 
exchange news related to the brand and its offerings.  

6.1. Research Conclusion 

This research provides evidence of the relationship between Social media mar-
keting activities on Facebook and brand awareness of mobile network services in 
Egypt. It also proved the moderation role of both; age and gender as the personal 
profiles of customers in the relationship between Social media marketing activi-
ties on Facebook and brand awareness of mobile network services in Egypt. The 
significance of hypotheses emphasizes the application of social media marketing 
activities in Facebook to strengthen their brand awareness, which is critical for 
most firms. The majority of firms in the industry were subject to this study. Re-
sults showed that social media is used for building or enhancing brand aware-
ness that in turn may lead to increasing sales revenue in the future.  

Companies should benefit from such exposure through the increase of brand 
Facebook page likes, which builds an online presence and adds to their circle of 
influence. Besides, impact of social media marketing on brand awareness in-
cludes obtaining high brand reach, enabling individuals to join in brand discus-
sions and increases traffic or number of followers and the feedback that they de-
liver. The results also demonstrated that companies should engage with custom-
ers by increasing individuals to like brand posts, which drive content sharing 
and interaction. This will lead to an increase in the number of users added to a 
company circle of influence. Interaction, content sharing, and credibility are the 
highest of Social media marketing activities on Facebook of impact on brand 
awareness. Moreover, the age moderates only brand awareness and online 
communities; which could be utilized in perfect way through Facebook profiles 
that are following specific brands, to make specific channels for the younger age 
groups.  

6.2. Research Practical Recommendations 

The study findings have recommendations for marketers and managers to dep-
loy efficiently Social media marketing activities on Facebook, and for under-
standing the role of social media marketing in developing strong brand aware-
ness for companies.  

First, the results of this study suggest that Social media marketing activities on 
Facebook are strongly related to brand awareness. Businesses can exploit the 
benefit of the daily and direct communication proposed by social media by 
maintaining brand relationship with current and possible customers. Using so-
cial media to spread brand name provides greater opportunity to increase brand 
awareness, keeping into consideration that females are influenced more with 
firms’ online communities.  
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6.3. Research Limitations 

Like all research, this research has several limitations on how the study was han-
dled. The limitation for this research faced time limitation to finish the research, 
which was a constraint for collecting larger sample size to represent the data 
under study. Also this study focused only on one social media network group 
limiting the variety in using social media to be able to compare different types of 
social media platforms. It was found that most of social media users in Egypt use 
Facebook, making it the scope of this research rather than comparing different 
types of social media platforms and different effects that brands may get from 
different platforms.  
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