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استخدام استراتيجية التسويق القصصي في دعم مقاطع فيديو البشر الرقميين المؤثرين ...

مجلة البحوث الإعلامية، جامعة الأزهر، كلية الإعلام 1438

ــر  ــة أكث ــى الجوانــب العاطفي ــى العمــاء عبــر التركيــز عل ــة في التأثيــر عل  تعــد اســتراتيجية التســويق القصصــي فعال
مــن نظيرتهــا العقليــة، واســتخدام أدلــة مميــزة للتســويق لهــا عناصــر قصصيــة مميــزة. دفــع هــذا التميــز القائمــن علــى 
مــا يســمى بـــ )البشــر الرقميــن( إلــى العمــل علــى اســتخدام القــص التســويقي مــن أجــل التغلــب علــى ظاهــرة )الــوادي 
ــرًا عــن الشــعور بنفــور المتلقــن واســتيائهم الشــديد مــن البشــر الرقميــن  ــب تعبي ــوادي الغري ــب(، وتعــد ظاهــرة ال الغري
حــن يــزداد تشــابههم مــع البشــر الحقيقيــن، إذ يتنامــى لديهــم الشــعور بالخــوف والغرابــة فيقطعــون عاقتهــم بالبشــر 
الرقميــن. لــذا عملــت الدراســة الحاليــة علــى دراســة اســتخدام اســتراتيجية التســويق القصصــي في القضــاء علــى الآثــار 
الســلبية لظاهــرة الــوادي الغريــب لــدى المؤثريــن مــن البشــر الرقميــن في مقاطــع فيديــو التســويق القصصــي الخاصــة بهــم 
علــى انســتجرام. واعتمــدت الدراســة علــى منهــج المســح، وتمثلــت عينتهــا التحليليــة في 104 فيديوهــات تســويق قصصــي 
للبشــر الرقميــن مــن Lu Do Magalu وLil Miquelaَ في صفحتيهمــا علــى انســتجرام. وتوصلــت الدراســة إلــى أن 
البشــريتن الرقميتــن محــل الدراســة اعتمدتــا علــى الاســتمالات العاطفيــة أكثــر مــن العقليــة في مقاطــع الفيديــو محــل 
الدراســة، واعتمدتــا كذلــك علــى دليــل الموثوقيــة للتســويق وعنصــر الوعــد بمســتقبل أفضــل للتســويق بالســرد أكثــر ممــا 
ســواهما مــن نظرائهمــا، كل ذلــك في إطــار يعتمــد علــى عناصــر تصميــم محــدودة رمزيــة الاتجــاه ولغــة حرفيــة في الأغلــب، 
إلا أن البشــريتن الرقميتــن اهتمتــا بذاتيتهمــا كعنصــر تأثيــر قبــل المتلقــن، وهــو اتجــاه يخالــف الاتجــاه الســائد حاليًــا 
في التســويق، في محاولــة لتجنــب نفــور البشــر منهمــا حــن يختلــط الأمــر عليهــم بــن مــا هــو بشــري ومــا هــو غيــر بشــري.

 الكلمــات المفتاحيــة: البشــر الرقميــون، الصــور الرمزيــة الرقميــة، الــوادي الغريــب، التســويق القصصــي، اســتراتيجية 
التســويق، المؤثريــن. 

   Storytelling is an effective marketing strategy for influencing customers by focus-
ing on emotional aspects more than their mental counterparts and using distinctive 
marketing evidence based on distinctive story elements. This distinction has prompt-
ed those in charge of digital humans to work on using marketing storytelling to over-
come the (uncanny valley) phenomenon. The uncanny valley phenomenon is an ex-
pression of the feeling of extreme aversion and resentment of recipients towards 
digital humans when their similarity to real humans increases, as their feelings of fear 
and strangeness grow, and they cut off their relationship with digital humans. There-
fore, the current study worked to study the use of storytelling marketing strategy in 
eliminating the negative effects of the uncanny valley phenomenon among digital hu-
man influencers in their storytelling marketing videos on Instagram. The study relied 
on the survey method, and its analytical sample consisted of 104 narrative marketing 
videos of digital humans from Lu Do Magalu and Lil Miquela on their Instagram pages. 
The study concluded that the digital humans in the study relied on emotional appeals 
more than mental appeals in the videos in the study, and relied on the authentic 
guide for marketing and the element of the promise of a better future for narrative 
marketing more than their other counterparts, all within a framework that relies on 
limited design elements of symbolic direction and mostly literal language. However, 
digital humans care about themselves as an element of influence before the follow-
ers, which is a trend that contradicts the current prevailing trend in marketing.

Key Words:Digital Humans, Digital Avatars, Uncanny valley, Storytelling Marketing, 
Marketing Strategy, Influencers. 

ملخص الدراسة
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•  Lu Do Magalu:  ثم    ، من البرازيل   تتعمل كعملاق في بيع التجزئة بدأ  نة رقمية صمدت أمام اختبار الزمن، تعد أيقو

العالم، اتجه أنحاء  لبقية  عام    ت  يوتيوب  على  للوجود  لـم  2009ظهرت  عنن  iBlogTV  للترويج  ثم  Magalu  يابة   ،

دها المتنامي على وسائل التواصل الاجتماعي لتقديم مقاطع فيديو، ومراجعات للمنتجات، ونصائح برمجية  وجت ورسخ  

لجمهورها،   مميز  المتابعينعلى مستوى  كبير من  الافتراضيين ظهورًا على مستوى   ، وتعدمع وجود عدد  البشر  أكثر 

  أحياناً من أجل التسويق لما تريد مهما كان. سمعتها السيئة على الرغم من م، العال

Dura, R., The Digital Influencers, UK, Kogan, 2024, Pp. 89. 
  Lil Miquela  تعد لل نجمً :  آلياً  أبريل    ، بوبا  في  يد  م2016ظهرت  وأعيدت    ، Cain Intelligence  شركة  على 

، بدأت رحلتها  عن التغييربحث  ت   ةموسيقيهي  و   س، ومقرها لوس أنجلو  Brud برمجتها بواسطة شركة التكنولوجيا الناشئة

الربحية للهجرة  RAICES   الدفاع عن منظمةكمغنية بوب، ثم علا نجمها في مقابلة عن  إجراء مقابلة  ب ، وتحرص  غير 

   .Spotifyقوائم  تتصدر أغنياتها ، أحداث الموضة البارزة في   ة الحمراءعلى السجاد على التألق

Monk, S., The Digital Age Marketing, Kogan, 2024, Pp. 89.  
  صفحةLu Do Magal  :على انستجرام هي 

https://www.instagram.com/magazineluiza/?hl=ar 
 لى انستجرام هي:ع Lil Miquelحة صف

 https://www.instagram.com/lilmiquela/?hl=ar 



 

                 1461 

 

 



 

 
1462 

 

 



 

                 1463 



 

 
1464 



 

                 1465 



 

 
1466 



 

                 1467 



 

 
1468 



 

                 1469 



 

 
1470 



 

                 1471 



 

 
1472 



 

                 1473 



 

 
1474 



 

                 1475 



 

 
1476 



 

                 1477 



 

 
1478 



 

                 1479 



 

 
1480 



 

                 1481 



 

 
1482 



 

                 1483 

 

 

 



 

 
1484 

 

 

 

 



 

                 1485 

 

 

 

 

 



 

 
1486 

 

 

 

 

 

 



 

                 1487 



 

 
1488 

 
(1)  Kim, Hye-Jin, Park, So-Yeon and Park, Hye-Yoon, Effect of Storytelling 

Marketing on Brand Image and Brand Attitude, Journal of Economics, Marketing 

and Management, Vol. 6, No. 4, 2018, Pp.201-216. 
(2)  Chautard, Tiphaine and Collin-lachaud, Isabelle, Introducing the Storytelling 

Analysis Methodology in Marketing: Principles, Contributions and implementation, 

Recherche et Applications en Marketing, English Edition, Vol. 34, Issue 3, 2019, 

Pp. 27 – 46. 
(3)  Pan, Lee-Yun and Chen, Kuan-Hung, The Effect of Storytelling Marketing on 

Brand Image, Perceived Quality, and Purchase Intention in Ecotorism, Ekoloji 

Dergisi, Vol 107, 2019, Pp. 705 – 720. 
(4)  Rizkia, Ridha and Oktafani, Farah, The Effect of Storytelling on Purchasing 

Decisions Through Brand Equity as Intervening Variable on Gojek in Jakarta, 

International Journal of Management, Entrepreneurship, Social Sience and 

Humanities, Vol. 3, No. 1, 2020, Pp.48 – 55. 
(5)  Kemp, Elyria and others, The Impact of Storytelling in Creation Firm and 

Customer Connections in Online Environments, Journal of Research in 

Interactive Marketing, Vol. 15, No.1, 2021, Pp. 104 – 124. 
(6) Za, saida Zainurossalamia and others, Storytelling Marketing , Content Marketing 

and Social Media Marketing on the Purchasing Decision, Budapest International 

Research and Critics Institute (BIRCI-Journal) Humanities and Social 

Sciences, Vol. 4, No. 3, July 2021, Pp. 3836 – 3842. 
من   )7( وتحليلي على عينة  ميداني  بحث  المستهلك:  قرارات شراء  القصصي على  التسويق  تأثير  نور،  قصي 

م، ص 2022، أكتوبر  6، المجلد  24، العدد  مجلة العلوم الاقتصادية والإدارية والقانونيةزبائن شركة تراكوز،  

69 – 83 . 
(8)  Oliveira Junior, Joao Ricardo de and Others, A Story to Sell: The Influence of 

Storytelling on Consumers' Purchase Behavior, Psychology and Marketing, Vol. 

40, Issue2,2023, Pp. 239 – 261. 
أسماء عبد العزيز مصطفى أحمد سالم، استراتيجية السرد القصصي في محتوى مقاطع الفيديو وعلاقتها مع   )9(

اليوتيوب المصرية: دراسة تحليلية،   المقدم على قنوات  ، كلية الآداب، جامعة  مجلة كلية الآدابنوع المحتوى 

 . 25 – 1م، ص  2023، الجزء الثاني، يوليو  68سوهاج، العدد 
التسويق   )10( لشركات  الفيديو  إعلانات  في  القصصي  السرد  أسلوب  فاعلية  موسى،  السيد  أحمد  سيد  إيمان 

م، 2023،  65، المجلد  1، كلية الإعلام، جامعة الأزهر، العدد  مجلة البحوث الإعلاميةالعقاري: دراسة كيفية،  

 . 322-251م، ص 2023أبريل 
حياة بدر قرني محمد، تاثير السرد القصصي الرقمي للعلامة التجارية في الإعلان على اتجاهات الجمهور   )11(

الخضراء،   المنتجات  الإعلامنحو  لبحوث  المصرية  العدد  المجلة  القاهرة،  جامعة  الإعلام،  كلية  الجزء  85،   ،

 . 152  – 115، ص 2023الأول، أكتوبر 
(12)  Suryana, Popo, Building a Stromg Brand Image: The Role of Storytelling in 

Marketing, Journal of Economics and Business, Vol. 4, No. 2, 2024, Available 

online: 

 https://jecombi.seaninstitute.or.id/index.php/JECOMBI 



 

                 1489 

 
(13)  Susilowati, Trisna, Rahmanto, Andre N. and Pawito, J., Digital Storytelling in 

Political Marketing Communication Ganjar Pranowo and Anies Baswedan on 

Instagram Leading Up to the 2024 Presidential Election, Formosa Journal of 

Social Science, Vol. 3, No. 1, 2024, Pp. 45 – 60.  
 . 257، ص مرجع سابقإبمان سيد أحمد السيد موسى،  )14(

(15) Za, saida Zainurossalamia and Others, Opcit, Pp. 3838. 
(16) Susilowati, Trisna, Rahmanto, Andre N. and Pawito, Opcit, Pp. 49.  

 . 258، ص مرجع سابقإبمان سيد أحمد السيد موسى،  ((17
(18) Suryana, Popo, Opcit, Pp.4. 

 
(19)  Inkster, Becky, Sarda, Shubankar and Subramanian, Vinod, An Empathy-Driven, 

Conversational Articial Intelligence Agent (Wysa) for Digital Mental Well-Being: 

Real-World Data Evaluation Mixed-Methods Study, Advancing Digital Health and 

Open Science, Vol. 6, No. 11, November 2018, Pp. 127-138.  
(20)  Ahmed, Salman and Others, A Comparison Between Virtual Reality and Digital 

Human Modeling for Proactive Ergonomic Design, International Conference on 

Human-Computer Interaction, 19th June 2019, Pp. 3- 21.  
(21)  Loveys, Kate, Sagar, Mark and Broadbent, Elizabeth, The Effect of Multimodal 

Emotional Experession to a Digital Human During a Self-Disclosure Conversation: 

a Computational Analysis of User Language, Journal of Medical System, Vol. 44, 

July 2020, Pp. 143 – 150. 
(22)  Loveys, Kate and Others, A Digital Human for Delivering a Remote Loneliness 

and Stress Intervention to At-Risk Younger and Older Adults During the COVID-19 

Pandemic: Randomized Pilot Trial, JMIR Ment Health, Vol. 8, No. 11, November 

2021, Pp. 315 – 332.  
(23)  Saffaryazdi, Nastaran and others, Exploring Empathy with Digital Human, IEEE 

Conference on Virtual Reality and 3D User Interface Abstracts and Workshops 

(VRW), 12 – 16 March 2022, Pp. 1154, 1170. 
(24)  Nah, Ken, The User Experience to Improve Immersion as a Digital Human in 

Lifestyle Content, Applied Science, Vol. 12, Issue 23, December 2022, Pp. 1112 – 

1128. 
(25)  Yin, Yue and Others, A State-of-the Survey on Augmented Reality-assisted 

Digital Tiwn Futuristic Human-centric Industry Transformation, Robotics and 

Computer-Integrated Manufacturing, Vol. 81, June 2023, Pp. 789 – 793.  
(26)  Agilar, Kayasey, Digital Human Trainer and the Awareness of Work 

Environment, Applied Ergonomics, Vol.40, 2024, Pp. 210- 225.  
(27) Loveys, Kate, Sagar, Mark and Broadbent, Elizabeth, Opcit, Pp. 145. 
(28) Saffaryazdi, Nastaran and others, Opcit, Pp. 1158. 
(29) Yin, Yue and Others, Opcit, Pp. 790.  
(30)  Schwind, V., Is There an Uncanny Valley of Virtual Animals? A Quantitative 

and Qualitative Investigation, International Journal of Human-Computer 

Studies, Vol.111, 2018, Pp. 49 – 61.  



 

 
1490 

 
(31) Ciechanowski, Leon and Others, In the Shade of the Uncanny Valley: An 

Experimental Study of Human-Chatbot Interaction, Future Generation Computer 

Systems, Vol. 92, March 2019, Pp. 539 – 548.  
(32)  Zhang, Jie and others, A literature Review of the Research on the Uncanny 

Valley, The 22nd HCI International Conference, Copenhagen, Denmark, 19-24 

July 2020, Pp. 255 – 268. 
(33) Chi, Yam Kai, Yochanan, Bigman and Kurt, Gary, Reducing the Uncanny Valley 

by Dehumanizing Humanoid Robots, Computer in human behavior, Vol. 125, 

2021, Pp. 10 – 16. 
(34)  Mishra, Nidhi and Others, Uncanny Valley for Interactive Social Agents: An 

Experimental Study, Virtual Reality and Intelligent Hardware, Vol. 4, No. 5, 

2022, Pp. 393 – 405.  
(35)  Lupkowski, Pawel and Ratajczyk, Dawid, Towards the Standardized Set of 

Stimuli for the Uncanny Valley Phenomenon Studies, Human Technology, Vol. 19, 

No.1, 2023, Pp. 62-81.  

(36)  MacDorman, Karl F., Dose Mind Perception Explain the Uncanny Valley? A 

Meta-Regression Analysis and (DE)Humanization Experiment, Computer in 

Human Behavior, Vol. 2, 2024, Pp. 155 – 173. 
(37) Schwind, V., Opcit, Pp. 53.  
(38) Ciechanowski, Leon and Others, Opcit, Pp. 543.  
(39) Opcit, Pp. 544.  
(40) MacDorman, Karl F., Opcit, Pp. 158. 
(41) Chautard, Tiphaine and Collin-lachaud, Isabelle, Opcit, Pp. 27. 
(42) Saffaryazdi, Nastaran and others, Opcit, Pp. 1154. 
(43) MacDorman, Karl F., Opcit, Pp. 155. 
(44) Ciechanowski, Leon and Others, Opcit, Pp. 543. 
(45) MacDorman, Karl F., Opcit, Pp. 158. 
(46) Suryana, Popo, Opcit, Pp. 4. 
47 Loveys, Kate and Others, Opcit, Pp. 320.  
(48) Za, saida Zainurossalamia and others, Opcit, Pp. 3840. 
(49) Susilowati, Trisna, Rahmanto, Andre N. and Pawito, Opcit, Pp. 50.  
(50) Nah, Ken, Opcit, Pp. 1116. 
(51) Agilar, Kayasey, Opcit, Pp. 215.  
(52) Nah, Ken, Opcit, Pp. 1116. 
(53) Za, saida Zainurossalamia and Others, Opcit, Pp. 3838. 
(54) Saffaryazdi, Nastaran and others, Opcit, Pp. 1158. 
(55) Yin, Yue and Others, Opcit, Pp. 790.  

 . 258، ص مرجع سابقإبمان سيد أحمد السيد موسى،  )56(
(57)  Prensky, Marc, From Digital Natives to Digital Wisdom, 21st Century 

Education, 2011, Pp.8. 
(58)  Perkowitz, S., Digital People: From Bionic Humans to Androids, Washington 

D. C., Joseph Henry Press, 2021, Pp.23. 



 

                 1491 

 
(59)  Mitchell, Hon Andrew, Digital Development Strategy2024-2030, London, 

OGL, 2024, Pp. 135. 
(60) Cheney, Margret, The Robotics, N. Y., Dorset Press, 2021, Pp. 125.  
(61)  Schmuckli,Claudia and Others, Beyond the Uncanny Valley: Being Human in 

the Age of AI, U. K., Cameron, 2020, Pp. 163.  
(62)  Gartner Research, Emerging Tech: Navigating the Hurdles of Digital 

Humans, May 2024, Available at: 

https://www.gartner.com/en/documents/5409563 
(63)  Florence, Caroline, Data Storytelling in Marketing: How to tell Persuasive 

Stories through Data, N. Y., Kogan Page, The Limited, 2024, Pp. 45. 
(64)  Khatri, Garima, Storytelling Markeing, N. Y., Kogan Page, The Limited, 2024, 

Pp. 124. 
(65)  Madden, Catherine, Storytelling with Data Life's Practice, USA, Wiley, 2020, 

Pp. 192. 
(66) Lindsay, Ffion, The Seven Pillars of Storytelling, Bristol, UK, 2015, Pp. 205. 
(67)  Fog, Klaus and Others, Storytelling in Advertising, UK, Springer, 2024, 

Pp.128.  
(68) Wiener, Anna, Uncanny Valey: Amemoir, N. Y., Harper Collins, 2024, Pp. 108. 
(69) Weschler, Lawrence, Uncanny Valley: Adventures in the Narrative, 2nd ed., N. 

Y., Counterpoiint, 2019, Pp. 39.  
(70) Fisher, Amanda, Uncanny Valey, N. Y., Harper Collins, 2023, Pp. 128.  
(71) Baker, Joan, The Art of Storytelling, N. Y., Kogan, 2023, Pp. 44. 
(72) Ronda, B., The Story on Marketing, L. A., Mora, 2022, Pp. 37.  
(73) Markos, J., Storytelling Marketing, N. Y., Kogan, 2019, Pp. 35. 
74) )Florence, Caroline, Opcit, Pp. 34. 
(75) Media Spot, Influencers in 2024, July 2024, Available at: 

http://MediaSpot/ghh322iu  
(76) World Marketing, World Marketing Report, July 2024, Available at:  

http://WorldMarketing/Reoprts/233manual/322 
 المحكمون المتخصصون الذين تم عرض استمارة تحليل المضمون عليهم: )77(

 أ.د/علي عجوة أستاذ العلاقات العامة بإعلام القاهرة. -

 أ.د/ رزق سعد أستاذ العلاقات العامة بجامعة مصر الدولية.  -

 أ.د/ رضا أمين واجد أستاذ الصحافة وعميد كلية الإعلام جامعة الأزهر بالقاهرة بنين.  -

 محمد غريب أستاذ الإذاعة ووكيل كلية الآداب جامعة الزقازيق لشئون خدمة المجتمع.أ.د/  -

 أ.د/ محمود عبد العاطي أستاذ الإذاعة بكلية الإعلام جامعة الأزهر بالقاهرة بنين.  -
(78) Madden, Catherine, Opcit, Pp. 215. 
(79) Suryana, Popo, Opcit, Pp. 12. 
(80) Lindsay, Ffion, Opcit, Pp. 207. 
(81) Florence, Caroline, Opcit, Pp. 45. 
(82) Fisher, Amanda, Opcit, Pp. 130.  
(83) Nah, Ken, Opcit, Pp. 1115. 
(84) Fisher, Amanda, Opcit, Pp. 130.  
(85) Wiener, Anna, Opcit, Pp. 110. 



 

 
1492 

 
(86) Weschler, Lawrence, Opcit, Pp. 39.  
(87) MacDorman, Karl F., Opcit, Pp. 170. 
(88) Chi, Yam Kai, Yochanan, Bigman and Kurt, Gary,Opcit, Pp. 14. 
(89) Fisher, Amanda, Opcit, Pp. 128.  
(90) Florence, Caroline, Opcit, Pp. 45. 
(91) Mitchell, Hon Andrew, Opcit, Pp. 135. 
(92) Wiener, Anna, Opcit, Pp. 108. 
(93) Ronda, B., Opcit, Pp. 37.  
(94) Florence, Caroline, Opcit, Pp. 45. 
(95) Gartner Research, Opcit, Pp. 3. 
(96) Fisher, Amanda, Opcit, Pp. 128.  
(97) Khatri, Garima, Opcit, Pp. 124. 
(98) Florence, Caroline, Opcit, Pp. 45. 
(99) Baker, Joan, Opcit, Pp. 49. 
(100) Dura, R., The Digital Influencers, UK, Kogan, 2024, Pp. 89 
(101) Florence, Caroline, Opcit, Pp. 45. 
(102) Madden, Catherine, Opcit, Pp. 192. 
(103) Mitchell, Hon Andrew, Opcit, Pp. 135. 
(104) Florence, Caroline, Opcit, Pp. 45. 
(105) Madden, Catherine, Opcit, Pp. 192. 
(106) Fisher, Amanda, Opcit, Pp. 128.  
(107) MacDonald, J., Art of AI, N. Y., Kogan, 2022, Pp.225. 
(108) Opcit, Pp. 128.  
(109) Wiener, Anna, Opcit, Pp. 120. 
(110) Lindsay, Ffion, Opcit, Pp. 106. 
(111) Baker, Joan, Opcit, Pp. 46. 
(112) Opcit, Pp. 50 
(113) Jerry, M. , The Land of AI, N. Y., Kogan, 2024, Pp.23. 
(114) Fisher, Amanda, Opcit, Pp. 128.  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

                 1493 

 
References 

− Kim, Hye-Jin, Park, So-Yeon and Park, Hye-Yoon, Effect of Storytelling 

Marketing on Brand Image and Brand Attitude, Journal of Economics, 

Marketing and Management, Vol. 6, No. 4, 2018, Pp.201-216. 

− Chautard, Tiphaine and Collin-lachaud, Isabelle, Introducing the Storytelling 

Analysis Methodology in Marketing: Principles, Contributions and 

implementation, Recherche et Applications en Marketing, English Edition, 

Vol. 34, Issue 3, 2019, Pp. 27 – 46. 

− Pan, Lee-Yun and Chen, Kuan-Hung, The Effect of Storytelling Marketing on 

Brand Image, Perceived Quality, and Purchase Intention in Ecotorism, Ekoloji 

Dergisi, Vol 107, 2019, Pp. 705 – 720. 

− Rizkia, Ridha and Oktafani, Farah, The Effect of Storytelling on Purchasing 

Decisions Through Brand Equity as Intervening Variable on Gojek in Jakarta, 

International Journal of Management, Entrepreneurship, Social Sience 

and Humanities, Vol. 3, No. 1, 2020, Pp.48 – 55. 

− Kemp, Elyria and others, The Impact of Storytelling in Creation Firm and 

Customer Connections in Online Environments, Journal of Research in 

Interactive Marketing, Vol. 15, No.1, 2021, Pp. 104 – 124. 

− Za, saida Zainurossalamia and others, Storytelling Marketing , Content 

Marketing and Social Media Marketing on the Purchasing Decision, Budapest 

International Research and Critics Institute (BIRCI-Journal) Humanities 

and Social Sciences, Vol. 4, No. 3, July 2021, Pp. 3836 – 3842. 

− Nour, Q. (2022). tathir altaswiq alqasasii ealaa qararat shira' almustahliki: bahth 

maydaniun watahliliun ealaa eayinat min zabayin sharikat trakuz, majalat 

aleulum alaiqtisadiat wal'iidariat walqanuniati, 24(2). 

− Oliveira Junior, Joao Ricardo de and Others, A Story to Sell: The Influence of 

Storytelling on Consumers' Purchase Behavior, Psychology and Marketing, 

Vol. 40, Issue2,2023, Pp. 239 – 261. 

− Salim, A. (2023). astiratijiat alsard alqasasii fi muhtawaa maqatie alfidyu 

waealaqatiha mae nawe almuhtawaa almuqadam ealaa qanawat alyutyub 

almisriati: dirasat tahliliatan, majalat kuliyat aladab, kuliyat aladab, jamieat 

Suhaj, 68(1). 

− Musaa, I. (2023). faeiliat 'uslub alsard alqasasii fi 'iielanat alfidyu lisharikat 

altaswiq aleaqarii: dirasat kayfiati, majalat albuhuth al'iielamiati, kuliyat 

al'iielami, jamieat Al'azhar, 1(2). 251-322. 

− Muhamad, H. (2023). tathir alsard alqasasii alraqamii lilealamat altijariat fi 

al'iielan ealaa aitijahat aljumhur nahw almuntajat alkhadra', almajalat Almisriat 

libuhuth al'iielami, kuliyat al'iielami, jamieat Alqahira, 85(3). 

− Suryana, Popo, Building a Stromg Brand Image: The Role of Storytelling in 

Marketing, Journal of Economics and Business, Vol. 4, No. 2, 2024, 

Available online: 

− https://jecombi.seaninstitute.or.id/index.php/JECOMBI 



 

 
1494 

 

− Susilowati, Trisna, Rahmanto, Andre N. and Pawito, J., Digital Storytelling in 

Political Marketing Communication Ganjar Pranowo and Anies Baswedan on 

Instagram Leading Up to the 2024 Presidential Election, Formosa Journal of 

Social Science, Vol. 3, No. 1, 2024, Pp. 45 – 60.  

− (  Inkster, Becky, Sarda, Shubankar and Subramanian, Vinod, An Empathy-

Driven, Conversational Articial Intelligence Agent (Wysa) for Digital Mental 

Well-Being: Real-World Data Evaluation Mixed-Methods Study, Advancing 

Digital Health and Open Science, Vol. 6, No. 11, November 2018, Pp. 127-

138.  

− Ahmed, Salman and Others, A Comparison Between Virtual Reality and 

Digital Human Modeling for Proactive Ergonomic Design, International 

Conference on Human-Computer Interaction, 19th June 2019, Pp. 3- 21.  

− Loveys, Kate, Sagar, Mark and Broadbent, Elizabeth, The Effect of Multimodal 

Emotional Experession to a Digital Human During a Self-Disclosure 

Conversation: a Computational Analysis of User Language, Journal of 

Medical System, Vol. 44, July 2020, Pp. 143 – 150. 

− Loveys, Kate and Others, A Digital Human for Delivering a Remote Loneliness 

and Stress Intervention to At-Risk Younger and Older Adults During the 

COVID-19 Pandemic: Randomized Pilot Trial, JMIR Ment Health, Vol. 8, 

No. 11, November 2021, Pp. 315 – 332.  

− Saffaryazdi, Nastaran and others, Exploring Empathy with Digital Human, 

IEEE Conference on Virtual Reality and 3D User Interface Abstracts and 

Workshops (VRW), 12 – 16 March 2022, Pp. 1154, 1170. 

− Nah, Ken, The User Experience to Improve Immersion as a Digital Human in 

Lifestyle Content, Applied Science, Vol. 12, Issue 23, December 2022, Pp. 

1112 – 1128. 

− Yin, Yue and Others, A State-of-the Survey on Augmented Reality-assisted 

Digital Tiwn Futuristic Human-centric Industry Transformation, Robotics and 

Computer-Integrated Manufacturing, Vol. 81, June 2023, Pp. 789 – 793.  

− Agilar, Kayasey, Digital Human Trainer and the Awareness of Work 

Environment, Applied Ergonomics, Vol.40, 2024, Pp. 210- 225.  

− Schwind, V., Is There an Uncanny Valley of Virtual Animals? A Quantitative 

and Qualitative Investigation, International Journal of Human-Computer 

Studies, Vol.111, 2018, Pp. 49 – 61.  

− Ciechanowski, Leon and Others, In the Shade of the Uncanny Valley: An 

Experimental Study of Human-Chatbot Interaction, Future Generation 

Computer Systems, Vol. 92, March 2019, Pp. 539 – 548.  

− Zhang, Jie and others, A literature Review of the Research on the Uncanny 

Valley, The 22nd HCI International Conference, Copenhagen, Denmark, 19-

24 July 2020, Pp. 255 – 268. 



 

                 1495 

 

− Chi, Yam Kai, Yochanan, Bigman and Kurt, Gary, Reducing the Uncanny 

Valley by Dehumanizing Humanoid Robots, Computer in human behavior, 

Vol. 125, 2021, Pp. 10 – 16. 

− Mishra, Nidhi and Others, Uncanny Valley for Interactive Social Agents: An 

Experimental Study, Virtual Reality and Intelligent Hardware, Vol. 4, No. 5, 

2022, Pp. 393 – 405.  

− Lupkowski, Pawel and Ratajczyk, Dawid, Towards the Standardized Set of 

Stimuli for the Uncanny Valley Phenomenon Studies, Human Technology, 

Vol. 19, No.1, 2023, Pp. 62-81.  

− MacDorman, Karl F., Dose Mind Perception Explain the Uncanny Valley? A 

Meta-Regression Analysis and (DE)Humanization Experiment, Computer in 

Human Behavior, Vol. 2, 2024, Pp. 155 – 173. 

− Prensky, Marc, From Digital Natives to Digital Wisdom, 21st Century 

Education, 2011, Pp.8. 

− Perkowitz, S., Digital People: From Bionic Humans to Androids, 

Washington D. C., Joseph Henry Press, 2021, Pp.23. 

− Mitchell, Hon Andrew, Digital Development Strategy2024-2030, London, 

OGL, 2024, Pp. 135. 

− Cheney, Margret, The Robotics, N. Y., Dorset Press, 2021, Pp. 125.  

− Schmuckli,Claudia and Others, Beyond the Uncanny Valley: Being Human 

in the Age of AI, U. K., Cameron, 2020, Pp. 163.  

− Gartner Research, Emerging Tech: Navigating the Hurdles of Digital 

Humans, May 2024, Available at: 

− https://www.gartner.com/en/documents/5409563 

− Florence, Caroline, Data Storytelling in Marketing: How to tell Persuasive 

Stories through Data, N. Y., Kogan Page, The Limited, 2024, Pp. 45. 

− Khatri, Garima, Storytelling Markeing, N. Y., Kogan Page, The Limited, 

2024, Pp. 124. 

− Madden, Catherine, Storytelling with Data Life's Practice, USA, Wiley, 

2020, Pp. 192. 

− Lindsay, Ffion, The Seven Pillars of Storytelling, Bristol, UK, 2015, Pp. 205. 

− Fog, Klaus and Others, Storytelling in Advertising, UK, Springer, 2024, 

Pp.128.  

− Wiener, Anna, Uncanny Valey: Amemoir, N. Y., Harper Collins, 2024, Pp. 

108. 

− Weschler, Lawrence, Uncanny Valley: Adventures in the Narrative, 2nd ed., 

N. Y., Counterpoiint, 2019, Pp. 39.  

− Fisher, Amanda, Uncanny Valey, N. Y., Harper Collins, 2023, Pp. 128.  

− Baker, Joan, The Art of Storytelling, N. Y., Kogan, 2023, Pp. 44. 

− Ronda, B., The Story on Marketing, L. A., Mora, 2022, Pp. 37.  

− Markos, J., Storytelling Marketing, N. Y., Kogan, 2019, Pp. 35. 



 

 
1496 

 

− 114) )Florence, Caroline, Opcit, Pp. 34. 

− Media Spot, Influencers in 2024, July 2024, Available at: 

− http://MediaSpot/ghh322iu  

− World Marketing, World Marketing Report, July 2024, Available at:  

− http://WorldMarketing/Reoprts/233manual/322 

 



A scientific journal issued by Al-Azhar University, Faculty of Mass Communication

Journal of Mass Communication Research «J M C R»

International Standard Book Number «Paper Edition»9297- 1110

International Standard Book Number “Electronic Edition” 2682- 292X

Deposit - registration number at Darelkotob almasrya /6555

Issue 72 October 2024 - part 3

Managing Editor: Prof. Arafa Amer

Editorial Secretaries:

- Al-Azhar University- Faculty of Mass Communication.
- Telephone Number: 0225108256
- Our website: http://jsb.journals.ekb.eg

Correspondences
- E-mail: mediajournal2020@azhar.edu.eg

Assistants Editor in Chief:

Prof. Fahd Al-Askar
- Media professor at Imam Mohammad Ibn Saud Islamic University
  (Kingdom of Saudi Arabia)

Prof. Abdullah Al-Kindi 
- Professor of Journalism at Sultan Qaboos University (Sultanate of Oman)

Prof. Mahmoud Abdelaty
- Professor of Radio,Television, Faculty of Mass Communication, Al-Azhar University

Prof. Jalaluddin Sheikh Ziyada
 - Media professor at Islamic University of Omdurman (Sudan)

Editor-in-chief: Prof. Reda Abdelwaged Amin
Dean of Faculty of Mass Communication, Al-Azhar University

- Professor of Radio,Television, Faculty of Mass Communication, Al-Azhar University

Chairman: Prof. Salama Daoud President of Al-Azhar University

 Lecturer at Faculty of Mass Communication, Al-Azhar University Dr. Mustafa Abdel-Hay:

 Dr. Mohammed Kamel: Lecturer at Faculty of Mass Communication, Al-Azhar University

 Dr. Ahmed Abdo : Lecturer at Faculty of Mass Communication, Al-Azhar University

 Lecturer at Faculty of Mass Communication, Al-Azhar University Dr. Ibrahim Bassyouni:

Arabic Language Editors : Omar Ghonem, Gamal Abogabal, Faculty of Mass Communication, Al-Azhar University

Deputy Editor-in-chief: Dr. Sameh Abdel Ghani
Vice Dean, Faculty of Mass Communication, Al-Azhar University



Our Journal Publishes Researches, Studies, Book Reviews, 
Reports, and Translations according to these rules:

 Publication is subject to approval by two specialized referees.

 The Journal accepts only original work; it shouldn› t be previously published 

before in a refereed scientific journal or a scientific conference.

 The length of  submitted papers shouldn›t be less than 5000 words and 

shouldn›t exceed 10000 words. In the case of  excess the researcher 

should pay the cost of  publishing.

 Research Title whether main or major, shouldn›t exceed 20 words.

 Submitted papers should be accompanied by two abstracts in Arabic and 

English. Abstract shouldn›t exceed 250 words.

 Authors should provide our journal with 3 copies of  their papers together 

with the computer diskette. The Name of  the author and the title of  his 

paper should be written on a separate page. Footnotes and references 

should be numbered and included in the end of  the text.

 Manuscripts which are accepted for publication are not returned to authors. 

It is a condition of  publication in the journal the authors assign copyrights 

to the journal. It is prohibited to republish any material included in the 

journal without prior written permission from the editor. 

 Papers are published according to the priority of  their acceptance.

 Manuscripts which are not accepted for publication are returned to 

authors.

Rules of Publishing


