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  جميع الآراء الواردة في المجلة تعبر عن رأي صاحبها ولا تعبر عن رأي المجلة 

والدراســات  البحــوث  بنشــر  المجلــة  تقــوم    
والترجمــات  والتقاريــر  الكتــب  ومراجعــات 

الآتيــة: للقواعــد  وفقًــا 

قواعد النشر 

 يعتمد النشر على رأي اثنين من المحكمين 
المتخصصين في تحديد صلاحية المادة 

للنشر.

 ألا يكون البحث قد سبق نشره في أي مجلة 
علمية محكمة أو مؤتمرًا علميًا.

 لا يقل البحث عن خمسة آلاف كلمة ولا 
يزيد عن عشرة آلاف كلمة ... وفي حالة 

الزيادة يتحمل الباحث فروق تكلفة النشر.

 يجب ألا يزيد عنوان البحث )الرئيسي 
والفرعي( عن 20 كلمة.

 يرسل مع كل بحث ملخص باللغة العربية 
وآخر باللغة الانجليزية لا يزيد عن 250 

كلمة.

 يزود الباحث المجلة بثلاث نسخ من البحث 
 ،C D  مطبوعة بالكمبيوتر .. ونسخة على

على أن يكتب اسم الباحث وعنوان بحثه 
على غلاف مستقل ويشار إلى المراجع 

والهوامش في المتن بأرقام وترد قائمتها في 
نهاية البحث لا في أسفل الصفحة.

 لا ترد الأبحاث المنشورة إلى أصحابها .... 
وتحتفظ المجلة بكافة حقوق النشر، ويلزم 

الحصول على موافقة كتابية قبل إعادة نشر 
مادة نشرت فيها.

 تنشر الأبحاث بأسبقية قبولها للنشر .

 ترد الأبحاث التي لا تقبل النشر لأصحابها.

الهيئة الاستشارية للمجلة

	1 أ.د/ على عجوة )مصر(.

أســتاذ العلاقــات العامــة وعميــد كليــة الإعــام الأســبق 

القاهــرة. بجامعــة 

	2 أ.د/ محمد معوض. )مصر(.

 أستاذ الإذاعة والتليفزيون بجامعة عين شمس.

	3 أ.د/ حسين أمين )مصر(.
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مكــة  القــرى،  أم  بجامعــة  والتليفزيــون  الإذاعــة  أســتاذ 

المكرمــة.

	7 أ.د/ العربي بوعمامة )الجزائر(.

أستاذ الإعلام بجامعة عبد الحميد بن باديس بمستغانم، 

الجزائر.

	8 أ.د/ سامي الشريف )مصر(.

أســتاذ الإذاعــة والتليفزيــون وعميــد كليــة الإعــام، الجامعــة 

الحديثــة للتكنولوجيــا والمعلومات. 

	9 أ.د/ خالد صلاح الدين )مصر(.
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أستاذ العلاقات العامة - جامعة مصر الدولية.
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هدفــت الدراســة إلــى التعــرف علــى أســباب ومســتويات مقاومــة الجمهــور الســعودي لإعلانــات المؤثريــن عبــر 

منصــات التواصــل الاجتماعــي، وإيجــاد الفــروق بــن الذكــور والإنــاث في الأســباب التــي أدت لهــذه المقاومــة، والفــروق 

في المقاومــة ذاتهــا، واســتندت الدراســة إلــى المنهــج الكمــي، وهــي مــن الدراســات الوصفيــة، وأجُريــت الدراســة علــى 

عينــة عشــوائية بلغــت 903 مفــردات مــن الجمهــور الســعودي، وتوصلــت الدراســة إلــى أن منصــة ســناب شــات الأكثــر 

اســتخدامًا لــدى الجمهــور الســعودي، وأن ســبب )إعاقــة الهــدف المتصــور( الأكثــر شــيوعًا بــن الجمهــور الســعودي، 

وجــاءت المقاومــة المعرفيــة الأكثــر انتشــاراً بينهــم. كمــا توصلــت الدراســة إلــى أن )فوضــى الإعلانــات( الســبب الأكثــر 

تأثيــرًا في المقاومــة ككل، وأيضًــا في المقاومــة الســلوكية تحديــدًا، بينمــا كانــت التجــارب الســلبية الســابقة الأكثــر تأثيــرًا 

في المقاومــة المعرفيــة والوجدانيــة لــدى عينــة الدراســة نحــو إعلانــات المؤثريــن عبــر منصــات التواصــل الاجتماعــي. 

وأشــارت نتائــج الدراســة إلــى وجــود فــروق بــن الذكــور والإنــاث لصالــح الذكــور في المقاومــة وســببي )فوضــى 

الإعلانــات، وإعاقــة الهــدف(. كمــا أكــدت الدراســة وجــود علاقــات طرديــة بــن )فوضــى الإعلانــات، وإعاقــة الهــدف، 

والتجــارب الســلبية الســابقة( والمقاومــة، وأوصــت الدراســة مخططــي الاتصــالات التســويقية والإعلانيــة في العلامــات 

التجاريــة بضــرورة تقليــل الاعتمــاد علــى المؤثريــن في إيصــال رســائلهم الإعلانيــة للجماهيــر المســتهدفة. 

الكلمات الافتتاحية: إعلانات المؤثرين، مقاومة الإعلان، منصات التواصل الاجتماعي، الإعلان. 

This study aims to identify the causes and levels of resistance of the Saudi audience 
to the influencers’ advertisements through social media platforms and to find differ-
ences between males and females in the reasons that led to this resistance and the 
differences in the resistance itself. This study was based on the quantitative method 
and it is a descriptive study. It reached a sample of 903 Saudis, the study concluded 
that the Snapchat platform is the most used by the Saudi audience and that the rea-
son (Perceived Goal Impediment) is the most common reason among the Saudi audi-
ence, and cognitive resistance was the most prevalent among them. The study also 
found that (Perceived Ad Clutter) is the reason that most affect resistance as a whole, 
and behavioral resistance in particular, while (Prior Negative Experiences) had the 
most impact on the cognitive and emotional resistance of the study sample toward 
influencers’ advertisements through social media platforms. The results of the study 
indicated that there is a difference between males and females in favor of males in 
the resistance and causal (Perceived Ad Clutter and Perceived Goal Impediment). The 
study also confirmed the existence of positive relationships between (Perceived Ad 
Clutter/Perceived Goal Impediment and Prior Negative Experiences) and resistance. 
The study recommended that marketing and advertising communications planners 
in brands need to reduce dependence on influencers in delivering their advertising 
messages to the target audiences. 

Keywords: social media platforms, influencers’ advertisements, Advertising resis-
tance, Advertising. 

ملخص الدراسة

Abstract



 

                 557 

 

 

 

 

 

(Dutt et al., 2021 )

Fransen et al., 

201 5

(No (Logo

Ulver & Laurell, 2020

Ahluwalia, 2000

Tormala 

& Petty, 2004

Ingram, 2006

Kelly et al., 201 9

Speck 

& Elliott 1 997 )

Cho 

& Cheon, 2004)



 

 
558 

 .(Kelly et al., 201 0)

Wei et al., 2021

(Cho & 

Cheon, 2004) 

Wang, et al. 2022



 

                 559 

SOR

Cho & Cheon, 2004

Seyedghorban et al., 201 5

 

Iha Haryani 

Hatta, 201 8

Yu, 201 1



 

 
560 

Kim & Seo, 201 7



 

                 561 

Cho & Cheon, 2004

Kelly et al., 

201 0

Cho & Cheon, 2004

Kelly et al., 201 9

Cho & Cheon, 2004



 

 
562 

Morimoto, 2020

 

Dobrinić et al., 2021

baek

Hadija et al., 201 2



 

                 563 

Singaraju et al., 2022

Guardia, 201 5



 

 
564 

Morimoto, 2020

Hadija et al., 201 2

Cho & Cheon, 2004)



 

                 565 

 

Ju & Lou, 2022

Martínez-López et al., 2020

JARRAR et al., 2020

Lou et al., 201 9

Grigsby & Skiba, 2022



 

 
566 

 

  

 



 

                 567 

 

 

 

 

 



 

 
568 

KMO 

Cho & Cheon, 2004

de Gregorio et al., 201 7Cho & Cheon 

2004(Kelly et al., 201 9)Guardia, 201 5



 

                 569 

 
 

,



 

 
570 

****

****

Cho & Cheon, 2004



 

                 571 

Kolmogorov-Smirnova

 

 

 

 

 

 

  

 (KMO) Kaiser-Meyer-Olkin 

 Kolmogorov-Smirnova 

 

 

 TIndependent Samples Test

 

 Statistical Package 

for Social SciencesSPSS, 26

 

 
 

Statistic df Sig. 

 0.073 903 0.063 

 0.066 903 0.200 

 0.077 903 0.068 

 0.08 4 903 0.064 

 0.08 5 9030.08 1 

 0.076 9030.1 26 

 0.065 9030.200 



 

 
572 

 

Lou, 2021

Lou & Yuan, 201 9

Wei et al., 2022

Evans et al., 2022

(Knowles & Linn, 

2004)(San José, 201 9 )

Fransen, et al.201 5

Albarracín & Karan, 2022

Ahluwalia, 2000

Roux, 2007



 

                 573 

Hollander & Einwohner, 

2004

. (Colín Flores, 2021 )

Cho & Cheon 2004 

Seyedghorban et al., 201 5 (Kelly et al., 

201 0)

Dobrinić et al., 2021

Cho & Cheon 2004

(Knowles & Linn, 2004)

(Guardia, 201 5 )

Kelly et al., 201 0

Chatterjee et al., 201 0

(Paouleanou, 2022

(Ko, et al., 201 9

(Paouleanou, 2022)



 

 
574 

Alwitt 

& Prabhaker, 1 994

de Gregorio et al., 201 7

de Gregorio et 

al., 201 7Kelly et 

al., 201 0

Johnson, 201 3

Ko et 

al., 201 9 )

Perceived Goal Impediment

Li et al., 

201 9

(Cho & Cheon, 2004)

Speck & Elliott, 1 997

Perceived Ad Clutter on the 
Internet



 

                 575 

Cho & Cheon, 

2004)

Ingram, 2006

Kelly et 

al., 201 9

Guardia, 201 5

(Aaker & 

Bruzzone, 1 98 5 )

Rumbo, 

2002)

Aktan, et al. 201 6

. (Baek & Morimoto, 

201 2) 

(Prior Negative Experiences)

Cho & Cheon, 2004)

Kelly et al., 201 0



 

 
576 

Paouleanou, 2022

Cho & Cheon, 

2004



 

                 577 



 

 
578 

 
 



 

                 579 

  4.1 11 .1 0   

 4.031 .1 1    

 3 .971 .1 0  

 4.04 0.94  

 



 

 
580 

 

1

 

 

%%%%%
4.1 11 .1 01  

 
 

 

 

% %%%%
4.031 .1 1  

  

 

 

%%%%%
3 .971 .1 0  

 

  4.1 81 .01   

 3 .760.8 3  

 3 .681 .1 1  

 3 .8 7 0.78  



 

                 581 

 

 

1

 

 

%%%%%
4.1 81 .01  

 

 

  

 

% %%%%
3 .8 30.981  

 

 

 

% %%%%
3 .701 .082  

  3 .760.8 3  

 
 

 

 

% %%%%
3 .681 .1 1  

 



 

 
582 

 

  4.410.67 
 

 3 .920.96  

 3 .5 30.95  

3 .95 0.65  

 



 

                 583 

 

1

  

 

%%%%%
 

2 

 

 

% %%%%
   

     

 

 

 

 

%%%%%
 

 

 

 

% %%%% 

 

 

 

% %%%%
  

 

  
 



 

 
584 

 

 

 

 

 

%%%%%
 

 

  

 

% %%%%
 

   

 



 

                 585 

 



 

 
586 

 

2

  

 

% %%%% 

1 

 

 

%%%%%
 

 

 

 

 

% %%%%
  

    

 

 

  

 

% %%%% 

 

  

 

% %%%%
 

 

 

% %%%%
 



 

                 587 

 

  

 

 

 

%%%%% 

 
 

%%%%%
 

 

 

%%%%%
 

 

 

 

% %%%%
 

   

 



 

 
588 

 

 
Unstandardized 

Coefficients

 

Multicollinearity 

 B 
Std. 

Error
BetaTSig. ToleranceVIF 

Constant 0.5 6 0.09  5 .94** 0.00  

 
0.09 0.02 0.1 1 4.66** 0.00 0.73 1 .3 7 

 
0.3 4 0.03 0.3 6 1 2.62** 0.00 0.5 1 1 .95 

 0.46 0.030.42 1 4.1 0** 0.00 0.49 2.05 

  

 

 FANOVA477.43**

SigF

Durbin-Watson

Durbin-Watson

Levene 1 .001

Levene0.21 8  =  

VIF

**0.01

• VIF



 

                 589 

• Durbin-Watson

 Durbin-Watson 

• Levene

 

• 

61 %

3 9% 

• 0.05

. 

• Beta



 

 
590 

 

 

 
Unstandardized 
Coefficients

 

Multicollinearity 

 B 
Std. 

Error
BetaTSig. ToleranceVIF 

Constant 0.90 0.1 2  7 .62** 0.00  

 
0.05 0.02 0.06 2.07* 0.04 0.73 1 .3 7 

 

0.3 7 0.03 0.3 7 1 1 .00** 0.00 0.5 1 1 .95 

 
0.41 0.040.3 5 1 0.1 3** 0.00 0.49 2.05 

 0.692 

 0.479

0.477

 FANOVA275 .476**

SigF

Durbin-Watson

Durbin-Watson

Levene 1 .03 1

Levene0.3 3 2 =  

VIF

**0.01

*0.05

 

• VIF

 



 

                 591 

• Durbin-Watson2.049

 Durbin-Watson

• Levene0.3 3 2

 

• 

48%

5 2% 

• 0.05

. 

• Beta

 



 

 
592 

 
Unstandardized 

Coefficients

 

Multicollinearity 

 B 
Std. 

Error
BetaTSig. ToleranceVIF 

Constant 0.3 5 0.1 2  2.99** 0.00  

 0.1 3 0.02 0.1 5 5 .73** 0.00 0.73 1 .3 7 

 0.3 8 0.03 0.3 6 1 1 .69** 0.00 0.5 1 1 .95 

 0.44 0.040.3 5 1 0.97** 0.00 0.49 2.05 

  

 

 FANOVA3 71 .428**

SigF

Durbin-Watson

Durbin-Watson

Levene 1 .021

Levene0.3 22 =  

VIF

**0.01

• VIF

• Durbin-Watson1 .928

 Durbin-Watson 

• Levene0.3 22

 



 

                 593 

• 

55%

45% 

• 0.05

. 

• Beta

 

 Unstandardized 
Coefficients

 

Multicollinearity 

B Std. ErrorBetaTSig. ToleranceVIF 

Constant0.44 0.1 4  3 .21** 0.00  

0.08 0.03 0.09 3 .06** 0.00 0.73 1 .3 7 

0.26 0.04 0.24 6 .8 4** 0.00 0.5 1 1 .95 

0.54 0.050.41 1 1 .25** 0.00 0.49 2.05 

 

 

 FANOVA220.923**

SigF

Durbin-Watson

Durbin-Watson

Levene 1 .08 1

Levene0.3 42 = 

VIF

**0.01



 

 
594 

• VIF

• Durbin-Watson1 .98 0

 Durbin-Watson 

• Levene0.3 42

 

• 

42%

5 8% 

• 0.05

. 

• Beta



 

                 595 

 

TIndependent Samples Test

 

 

- 0.05

- 0.05

 
 

 

P-Value 

 204 4.05 0.970.1 7 901 0.8 6 

 699 4.03 0.93   

 
 2044.01 0.782.8 7** 901 0.00 

 699 3 .8 3 0.77   

 
 204 4.09 0.7 13 .3 1** 901 0.00 

 699 3 .92 0.62   

 
 2044.1 8 0.7 13 .3 1** 901 0.00 

 699 4.00 0.7 1   



 

 
596 

TIndependent Samples Test

 

- 0.05

- 0.05

: 

 
 

P-Value 

 204 4.3 1 0.75 3 .49** 901 0.00

 699 4.1 0 0.76    

 
 2044.24 0.78 3 .8 5** 901 0.00 

 699 3 .99 0.8 0    

 
 204 4.00 0.8 3 1 .5 5 901 0.1 2 

 699 3 .8 9 0.8 5    

 
 2044.1 8 0.7 13 .3 1** 901 0.00 

 699 4.00 0.7 1   

 

1 .000   

    

 
0.48 7** 1 .000   

0.000    

 
0.703** 0.45 5**1 .000  

0.000 0.000   

 
0.724** 0.496** 0.68 5** 1 .000 

0.000 0.000 0.000  



 

                 597 

 

 

• 0.05

• 0.05

• 0.05

 

Iha Haryani Hatta, 201 8



 

 
598 

Singaraju et al., 2022

Kelly et al., 201 0

Hadija et al., 201 2

Iha Haryani Hatta, 201 8

Seyedghorban et 

al., 201 5

Cho & Cheon, 2004(Seyedghorban et 

al., 201 5 )



 

                 599 

Kelly et al., 201 0

Singaraju et al., 2022

Guardia, 201 5

Dobrinić et al., 2021

Cho & Cheon, 

2004Seyedghorban et al., 201 5

Wang, et al. 2022

Wang, et al. 2022



 

 
600 

Cho & Cheon, 2004

Cho & Cheon, 

2004

Singaraju et al., 2022

Morimoto, 2020



 

                 601 

Kelly et al., 201 9

Johnson, 201 3

Guardia, 201 5



 

 
602 



 

                 603 

 

 Kim & Seo, 201 7

 

 

 

 



 

 
604 

 

 

 

 

 

 

-  ( د.  جدة،  2016عرابي،  مدینة  میدانیة على سكان  دراسة  الإنترنت  الإعلانات على  نحو  الجمهور  اتجاهات   .)

 . pp. 205–264. doi:10.21608/jsb.2016.22147(،  46)46مجلة البحوث الإعلامیة، 

 Carousel(. العوامل المؤثرة في مقاومة الشباب المصري للإعلانات الدوارة “2022محمد، مروة صبحي. )  -

Adsع الإعلام،  لبحوث  المصریة  المجلة  الانستجرام،  على   ”81،pp. 537–579. Available at: 

https://search-ebscohost-

com.sdl.idm.oclc.org/login.aspx?direct=true&db=edshui&AN=oai%3amandumah.co

m%3a1357191&site=eds-live (Accessed: 23 May 2023) . 

-  ( إبراهیم وغربي، صبرینة.  موسى  الوصفیة  2013حریزي،  المناهج  لبعض  نقدیة  في  (. دراسة  وموضوعاتها 

( والاجتماعیة،  الإنسانیة  العلوم  مجلة  والنفسیة،  والتربویة  الاجتماعیة  https://dspace.univ-(،  13البحوث 

tstream/123456789/6396/1/S1302.pdfouargla.dz/jspui/bi 

-  ( علي.  سرحان  محمد  ط  2019المحمودي،  الكتب،  دار  العلمي،  البحث  مناهج  الیمن. 3(.   ،

-hamaa.org/PDF/Books/Ye/2019_qassemm_256722_001http://search.s

300_authsub.pdf 

 /https://mawthooq.gcam.gov.sa (2023).موثوق  -

- Dutt, R., Sinha, S., Joshi, R., Chakraborty, S. S., Riggs, M., Yan, X., Bao, H., & 

Rose, C. P. (2021). "RESPER: Computationally Modelling Resisting Strategies in 

Persuasive Conversations", 16th Conference of the European Chapter of the 

Association for Computational Linguistics. 

https://doi.org/10.48550/arXiv.2101.10545. 

- Fransen, M.L. et al. (2015) ‘A typology of consumer strategies for resisting 

advertising, and a review of mechanisms for countering them’, International Journal 

of Advertising, 34(1), pp. 6–16. doi:10.1080/02650487.2014.995284. 

- Ulver, S. and Laurell, C. (2020) ‘Political ideology in consumer resistance: 

Analyzing far-right opposition to Multicultural Marketing’, Journal of Public Policy 

& Marketing, 39(4), pp. 477–493. doi:10.1177/0743915620947083.  



 

                 605 

- Ahluwalia, R. (2000) ‘Examination of psychological processes underlying resistance 

to persuasion’, Journal of Consumer Research, 27(2), pp. 217–232. 

doi:10.1086/314321. 

- Tormala, Z.L. and Petty, R.E. (2004) ‘Source credibility and attitude certainty: A 

metacognitive analysis of resistance to persuasion’, Journal of Consumer Psychology, 

14(4), pp. 427–442. doi:10.1207/s15327663jcp1404_11. 

- Andrew Ingram, Andrew. (2006) ‘The Challenge of Ad Avoidance’, Admap, no. 472. 

Accessed March 20, 2023. https://www.warc.com/fulltext/Admap/82311.htm . 

- Kelly, L. et al. (2019) ‘Feel, think, avoid: Testing a new model of advertising 

avoidance’, Journal of Marketing Communications, 27(4), pp. 343–364. 

doi:10.1080/13527266.2019.1666902. 

- Speck, Paul S., and Michael T. Elliott. (1997) ‘Predictors of Advertising Avoidance 

in Print and Broadcast Media’, Journal of Advertising XXVI, 3 (1997), pp. 61-76. 

Accessed March 20, 2023 

- Kelly, L., Kerr, G. and Drennan, J. (2010) ‘Avoidance of advertising in social 

networking sites’, Journal of Interactive Advertising, 10(2), pp. 16–27. 

doi:10.1080/15252019.2010.10722167. 

- Wei, X., Ko, I. and Pearce, A. (2021) ‘Does perceived advertising value alleviate 

advertising avoidance in mobile social media? exploring its moderated mediation 

effects’, Sustainability, 14(1), p. 253. doi:10.3390/su14010253. 

- Cho, Chang-Hoan, and Cheon, Hongsik J. (2004) ‘WHY DO PEOPLE AVOID 

ADVERTISING ON THE INTERNET? ’, Journal of Advertising, 33(4),pp. 89-97. 

Accessed March 20, 2023. http://www.jstor.org/stable/4189279 . 

- Wang, H.J. et al. (2022) ‘Research on the influence mechanism of consumers’ 

perceived risk on the advertising avoidance behavior of online targeted advertising’, 

Frontiers in Psychology, 13. doi:10.3389/fpsyg.2022.878629. 

- Seyedghorban, Z., Tahernejad, H. and Matanda, M.J. (2015) ‘Reinquiry into 

advertising avoidance on the internet: A conceptual replication and extension’, 

Journal of Advertising, 45(1), pp. 120–129. doi:10.1080/00913367.2015.1085819. 

- Iha Haryani Hatta, W.R. (2018) ‘E-lifestyle and internet advertising avoidance’, 

Jurnal Manajemen, 22(3), p. 435. doi:10.24912/jm.v22i3.432. 

- Kim, Jun Kyo and Seo, Sang Ho. (2017) ‘An Exploration of Advertising Avoidance 

by Audiences across Media’, International Journal of Contents 13, pp. 76-85.  

- Morimoto, M. (2020) ‘Privacy concerns about personalized advertising across 

multiple social media platforms in Japan: The relationship with Information Control 

and Persuasion Knowledge’, International Journal of Advertising, 40(3), pp. 431–

451. doi:10.1080/02650487.2020.1796322. 

- Dobrinić, Damir, Gregurec, I. and Dobrinić, Dunja (2021) ‘Examining the factors of 

influence on avoiding personalized ads on Facebook’, Zbornik radova Ekonomskog 

fakulteta u Rijeci: časopis za ekonomsku teoriju i praksu/Proceedings of Rijeka 



 

 
606 

Faculty of Economics: Journal of Economics and Business, 39(2), pp. 401–428. 

doi:10.18045/zbefri.2021.2.401. 

- Hadija, Z., Barnes, S.B. and Hair, N. (2012) ‘Why we ignore social networking 

advertising’, Qualitative Market Research: An International Journal, 15(1), pp. 19–

32. doi:10.1108/13522751211191973. 

- Pragasam Singaraju, S. et al. (2022) ‘The Dark Age of Advertising: An Examination 

of Perceptual Factors Affecting Advertising Avoidance in the Context of Mobile 

Youtube’, Journal of Electronic Commerce Research, 23(1), pp. 13–32. Available at: 

https://search-ebscohost-

com.sdl.idm.oclc.org/login.aspx?direct=true&db=bsu&AN=154999877&site=eds-

live (Accessed: 23 May 2023). 

- Guardia, Francisco Rejón. (2015) ‘A GENERALIZATION OF ADVERTISING 

AVOIDANCE MODEL ON SOCIAL NETWORK’. 

- Ju, I. and Lou, C. (2022) ‘Does influencer–follower relationship matter? exploring 

how relationship norms and influencer–product congruence affect advertising 

effectiveness across product categories’, Journal of Interactive Advertising, 22(2), pp. 

157–177. doi:10.1080/15252019.2022.2087809. 

- Martínez-López, F.J. et al. (2020) ‘Behind influencer marketing: Key marketing 

decisions and their effects on followers’ responses’, Journal of Marketing 

Management, 36(7–8), pp. 579–607. doi:10.1080/0267257x.2020.1738525. 

- JARRAR, Y., AWOBAMISE, A.O. and ADERIBIGBE, A.A. (2020) ‘Effectiveness 

of Influencer Marketing vs Social Media Sponsored Advertising’, Utopia y Praxis 

Latinoamericana, 25, pp. 40–54. doi:10.5281/zenodo.4280084. 

- Lou, C., Tan, S.-S. and Chen, X. (2019) ‘Investigating consumer engagement with 

influencer- vs. brand-promoted ads: The roles of source and Disclosure’, Journal of 

Interactive Advertising, 19(3), pp. 169–186. doi:10.1080/15252019.2019.1667928. 

- Grigsby, J.L. and Skiba, J. (2022) ‘Using influencers to build self–brand connections: 

The impact of influencer presence, ad source, and consumer age’, Journal of 

Interactive Advertising, 22(3), pp. 207–222. doi:10.1080/15252019.2022.2096157. 

- de Gregorio, F., Jung, J.-H. and Sung, Y. (2017) ‘Advertising avoidance: A consumer 

socialization perspective’, Online Journal of Communication and Media 

Technologies, 7(3). doi:10.29333/ojcmt/2597. 

- Lou, C. (2021a) ‘Social Media influencers and followers: Theorization of a trans-

parasocial relation and explication of its implications for influencer advertising’, 

Journal of Advertising, 51(1), pp. 4–21. doi:10.1080/00913367.2021.1880345. 

- Lou, C. and 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), pp. 58–73. doi:10.1080/15252019.2018.1533501. 

- Wei, X. et al. (2022) ‘Influencers as endorsers and followers as consumers: Exploring 

the role of parasocial relationship, congruence, and followers’ identifications on 



 

                 607 

consumer–brand engagement’, Journal of Interactive Advertising, 22(3), pp. 269–

288. doi:10.1080/15252019.2022.2116963. 

- Evans, N.J. et al. (2022) ‘How the impact of social media influencer disclosures 

changes over time’, Journal of Advertising Research, pp. 2022–023. doi:10.2501/jar-

2022-023. 

- Knowles, E.S., & Linn, J.A. (Eds.). (2004) ‘Resistance and Persuasion (1st ed.)’, 

Psychology Press. https://doi.org/10.4324/9781410609816 

- San José, V. T. (2019). ‘The role of humor and threat on predicting resistance and 

persuasion’ [Master's thesis, Tilburg University]. 

http://arno.uvt.nl/show.cgi?fid=150166 

- Fransen, M.L., Smit, E.G. and Verlegh, P.W. (2015) ‘Strategies and motives for 

resistance to persuasion: An integrative framework’, Frontiers in Psychology, 6. 

doi:10.3389/fpsyg.2015.01201 . 

- Albarracín, D. and Karan, A. (2022) ‘Resistance to persuasion’, Oxford Research 

Encyclopedia of Psychology [Preprint]. 

doi:10.1093/acrefore/9780190236557.013.813. 

- Roux, D. (2007) ‘Consumer resistance: Proposal for an integrative framework’, 

Recherche et Applications en Marketing (English Edition), 22(4), pp. 59–79. 

doi:10.1177/205157070702200403. 

- Hollander, J.A. and Einwohner, R.L. (2004) ‘Conceptualizing resistance’, 

Sociological Forum, 19(4), pp. 533–554. doi:10.1007/s11206-004-0694-5. 

- Colín Flores, C.G. (2021) ‘Warning of persuading attempts and ambiguity within 

advertising contexts in Mexico’, The Anáhuac Journal, 21(2), pp. 78–103. 

doi:10.36105/theanahuacjour.2021.v21n2.03. 

- Chatterjee, P., Hoffman, D. L., & Novak, T. P. (2003) ‘Modeling the Clickstream: 

Implications for Web-Based Advertising Efforts’, Marketing Science, 22(4), PP. 

520–541. http://www.jstor.org/stable/4129736 

- Paouleanou, K. (2022) ‘Resistance to advertising and marketing saturation in social 

media ’, Dissertation 

- Alwitt, L.F. and Prabhaker, P.R. (1994) ‘Identifying Who Dislikes Television 

Advertising: Not by Demographics Alone’, Journal of Advertising Research, 34(6), 

pp. 17–29. Available at: https://search-ebscohost-

com.sdl.idm.oclc.org/login.aspx?direct=true&db=bsu&AN=9503204106&site=eds-

live (Accessed: 23 May 2023). 

- Johnson, J.P. (2013) ‘Targeted advertising and advertising avoidance’, The RAND 

Journal of Economics, 44(1), pp. 128–144. Available at: https://search-ebscohost-

com.sdl.idm.oclc.org/login.aspx?direct=true&db=edsjsr&AN=edsjsr.43186411&site

=eds-live (Accessed: 23 May 2023). 

- Ko, Ilsang, Xiaolong Wei and Nan An. (2019) ‘An Exploratory Study for Perceived 

Advertising Value in the Relationship Between Irritation and Advertising Avoidance 



 

 
608 

on the Mobile Social Platforms’, Hawaii International Conference on System 

Sciences. 

- Li, Hairong, Steven M. Edwards, and Joo-Hyun Lee. (2003) ‘Measuring the 

Intrusiveness of Advertisements: Scale Development and Validation.’, Journal of 

Advertising XXXI, (2), PP 38-47. Accessed March 19, 2023 

- Aaker, D.A. and Bruzzone, D.E. (1985) ‘Causes of irritation in advertising’, Journal 

of Marketing, 49(2), p. 47. doi:10.2307/1251564. 

- Rumbo, J.D. (2002) ‘Consumer resistance in a world of advertising clutter: The case 

ofadbusters’, Psychology and Marketing, 19(2), pp. 127–148. 

doi:10.1002/mar.10006. 

- Aktan, Murat, Aydoğan, Sibel and Aysuna, Ceyda. (2016) ‘Web Advertising Value 

and Students’ Attitude Towards Web Advertising’, European Journal of Business and 

Management, (8), PP. 86-97 . 

- Baek, T.H. and Morimoto, M. (2012) ‘Stay away from me’, Journal of Advertising, 

41(1), pp. 59–76. doi:10.2753/joa0091-3367410105. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

                 609 

References 

- Orabi, D. (2016). aitijahat aljumhur nahw al'iielanat ealaa al'iintirnit dirasat 

miydaniytan ealaa skan mudynat Jeddah, majalat albuhuth al'iielamiyt, 46(2), 

- Muhamad, M. (2022). aleawamil almuathirat fi muqawamat alshabab almisrii 

lil'iielanat aldawaara "Carousel Ads" ealaa alainistijram, almajalat almisriat libuhuth 

al'iielami, 81(2) 

- Harizi, M. (2013). dirasat naqdiat libaed almanahij alwasfiat wamawdueatiha fi 

albuhuth aliajtimaeiat waltarbawiat walnafsiati, majalat aleulum al'iinsaniat 

waliaijtimaeiati, (13), 

-Almahmoudy, M. (2019). manahij albahth aleilmii, dar alkutubu, t 3, Alyaman.  

- Dutt, R., Sinha, S., Joshi, R., Chakraborty, S. S., Riggs, M., Yan, X., Bao, H., & 

Rose, C. P. (2021). "RESPER: Computationally Modelling Resisting Strategies in 

Persuasive Conversations", 16th Conference of the European Chapter of the 

Association for Computational Linguistics. 

https://doi.org/10.48550/arXiv.2101.10545. 

- Fransen, M.L. et al. (2015) ‘A typology of consumer strategies for resisting 

advertising, and a review of mechanisms for countering them’, International Journal 

of Advertising, 34(1), pp. 6–16. doi:10.1080/02650487.2014.995284. 

- Ulver, S. and Laurell, C. (2020) ‘Political ideology in consumer resistance: 

Analyzing far-right opposition to Multicultural Marketing’, Journal of Public Policy 
& Marketing, 39(4), pp. 477–493. doi:10.1177/0743915620947083.  

- Ahluwalia, R. (2000) ‘Examination of psychological processes underlying resistance 

to persuasion’, Journal of Consumer Research, 27(2), pp. 217–232. 

doi:10.1086/314321. 

- Tormala, Z.L. and Petty, R.E. (2004) ‘Source credibility and attitude certainty: A 

metacognitive analysis of resistance to persuasion’, Journal of Consumer 

Psychology, 14(4), pp. 427–442. doi:10.1207/s15327663jcp1404_11. 

- Andrew Ingram, Andrew. (2006) ‘The Challenge of Ad Avoidance’, Admap, no. 

472. Accessed March 20, 2023. https://www.warc.com/fulltext/Admap/82311.htm . 

- Kelly, L. et al. (2019) ‘Feel, think, avoid: Testing a new model of advertising 

avoidance’, Journal of Marketing Communications, 27(4), pp. 343–364. 

doi:10.1080/13527266.2019.1666902. 

- Speck, Paul S., and Michael T. Elliott. (1997) ‘Predictors of Advertising Avoidance 

in Print and Broadcast Media’, Journal of Advertising XXVI, 3 (1997), pp. 61-76. 

Accessed March 20, 2023 

- Kelly, L., Kerr, G. and Drennan, J. (2010) ‘Avoidance of advertising in social 

networking sites’, Journal of Interactive Advertising, 10(2), pp. 16–27. 

doi:10.1080/15252019.2010.10722167. 

- Wei, X., Ko, I. and Pearce, A. (2021) ‘Does perceived advertising value alleviate 

advertising avoidance in mobile social media? exploring its moderated mediation 

effects’, Sustainability, 14(1), p. 253. doi:10.3390/su14010253. 

- Cho, Chang-Hoan, and Cheon, Hongsik J. (2004) ‘WHY DO PEOPLE AVOID 

ADVERTISING ON THE INTERNET? ’, Journal of Advertising, 33(4),pp. 89-97. 
Accessed March 20, 2023. http://www.jstor.org/stable/4189279 . 



 

 
610 

- Wang, H.J. et al. (2022) ‘Research on the influence mechanism of consumers’ 

perceived risk on the advertising avoidance behavior of online targeted advertising’, 

Frontiers in Psychology, 13. doi:10.3389/fpsyg.2022.878629. 

- Seyedghorban, Z., Tahernejad, H. and Matanda, M.J. (2015) ‘Reinquiry into 

advertising avoidance on the internet: A conceptual replication and extension’, 

Journal of Advertising, 45(1), pp. 120–129. doi:10.1080/00913367.2015.1085819. 

- Iha Haryani Hatta, W.R. (2018) ‘E-lifestyle and internet advertising avoidance’, 

Jurnal Manajemen, 22(3), p. 435. doi:10.24912/jm.v22i3.432. 

- Kim, Jun Kyo and Seo, Sang Ho. (2017) ‘An Exploration of Advertising Avoidance 

by Audiences across Media’, International Journal of Contents 13, pp. 76-85.  

- Morimoto, M. (2020) ‘Privacy concerns about personalized advertising across 

multiple social media platforms in Japan: The relationship with Information Control 

and Persuasion Knowledge’, International Journal of Advertising, 40(3), pp. 431–

451. doi:10.1080/02650487.2020.1796322. 

- Dobrinić, Damir, Gregurec, I. and Dobrinić, Dunja (2021) ‘Examining the factors of 

influence on avoiding personalized ads on Facebook’, Zbornik radova Ekonomskog 

fakulteta u Rijeci: časopis za ekonomsku teoriju i praksu/Proceedings of Rijeka 

Faculty of Economics: Journal of Economics and Business, 39(2), pp. 401–428. 

doi:10.18045/zbefri.2021.2.401. 

- Hadija, Z., Barnes, S.B. and Hair, N. (2012) ‘Why we ignore social networking 

advertising’, Qualitative Market Research: An International Journal, 15(1), pp. 19–

32. doi:10.1108/13522751211191973. 

- Pragasam Singaraju, S. et al. (2022) ‘The Dark Age of Advertising: An Examination 

of Perceptual Factors Affecting Advertising Avoidance in the Context of Mobile 

Youtube’, Journal of Electronic Commerce Research, 23(1), pp. 13–32. Available at: 

https://search-ebscohost-

com.sdl.idm.oclc.org/login.aspx?direct=true&db=bsu&AN=154999877&site=eds-

live (Accessed: 23 May 2023). 

- Guardia, Francisco Rejón. (2015) ‘A GENERALIZATION OF ADVERTISING 

AVOIDANCE MODEL ON SOCIAL NETWORK’. 

- Ju, I. and Lou, C. (2022) ‘Does influencer–follower relationship matter? exploring 

how relationship norms and influencer–product congruence affect advertising 

effectiveness across product categories’, Journal of Interactive Advertising, 22(2), 

pp. 157–177. doi:10.1080/15252019.2022.2087809. 

- Martínez-López, F.J. et al. (2020) ‘Behind influencer marketing: Key marketing 

decisions and their effects on followers’ responses’, Journal of Marketing 

Management, 36(7–8), pp. 579–607. doi:10.1080/0267257x.2020.1738525. 

- JARRAR, Y., AWOBAMISE, A.O. and ADERIBIGBE, A.A. (2020) ‘Effectiveness 

of Influencer Marketing vs Social Media Sponsored Advertising’, Utopia y Praxis 

Latinoamericana, 25, pp. 40–54. doi:10.5281/zenodo.4280084. 

- Lou, C., Tan, S.-S. and Chen, X. (2019) ‘Investigating consumer engagement with 

influencer- vs. brand-promoted ads: The roles of source and Disclosure’, Journal of 

Interactive Advertising, 19(3), pp. 169–186. doi:10.1080/15252019.2019.1667928. 

- Grigsby, J.L. and Skiba, J. (2022) ‘Using influencers to build self–brand connections: 

The impact of influencer presence, ad source, and consumer age’, Journal of 

Interactive Advertising, 22(3), pp. 207–222. doi:10.1080/15252019.2022.2096157. 



 

                 611 

- de Gregorio, F., Jung, J.-H. and Sung, Y. (2017) ‘Advertising avoidance: A 

consumer socialization perspective’, Online Journal of Communication and Media 

Technologies, 7(3). doi:10.29333/ojcmt/2597. 

- Lou, C. (2021a) ‘Social Media influencers and followers: Theorization of a trans-

parasocial relation and explication of its implications for influencer advertising’, 

Journal of Advertising, 51(1), pp. 4–21. doi:10.1080/00913367.2021.1880345. 

- Lou, C. and 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), pp. 58–73. doi:10.1080/15252019.2018.1533501. 

- Wei, X. et al. (2022) ‘Influencers as endorsers and followers as consumers: 

Exploring the role of parasocial relationship, congruence, and followers’ 

identifications on consumer–brand engagement’, Journal of Interactive Advertising, 

22(3), pp. 269–288. doi:10.1080/15252019.2022.2116963. 

- Evans, N.J. et al. (2022) ‘How the impact of social media influencer disclosures 

changes over time’, Journal of Advertising Research, pp. 2022–023. doi:10.2501/jar-

2022-023. 

- Knowles, E.S., & Linn, J.A. (Eds.). (2004) ‘Resistance and Persuasion (1st ed.)’, 

Psychology Press. https://doi.org/10.4324/9781410609816 

- San José, V. T. (2019). ‘The role of humor and threat on predicting resistance and 

persuasion’ [Master's thesis, Tilburg University]. 

http://arno.uvt.nl/show.cgi?fid=150166 

- Fransen, M.L., Smit, E.G. and Verlegh, P.W. (2015) ‘Strategies and motives for 

resistance to persuasion: An integrative framework’, Frontiers in Psychology, 6. 

doi:10.3389/fpsyg.2015.01201 . 

- Albarracín, D. and Karan, A. (2022) ‘Resistance to persuasion’, Oxford Research 

Encyclopedia of Psychology [Preprint]. 

doi:10.1093/acrefore/9780190236557.013.813. 

- Roux, D. (2007) ‘Consumer resistance: Proposal for an integrative framework’, 

Recherche et Applications en Marketing (English Edition), 22(4), pp. 59–79. 

doi:10.1177/205157070702200403. 

- Hollander, J.A. and Einwohner, R.L. (2004) ‘Conceptualizing resistance’, 

Sociological Forum, 19(4), pp. 533–554. doi:10.1007/s11206-004-0694-5. 

- Colín Flores, C.G. (2021) ‘Warning of persuading attempts and ambiguity within 

advertising contexts in Mexico’, The Anáhuac Journal, 21(2), pp. 78–103. 

doi:10.36105/theanahuacjour.2021.v21n2.03. 

- Chatterjee, P., Hoffman, D. L., & Novak, T. P. (2003) ‘Modeling the Clickstream: 

Implications for Web-Based Advertising Efforts’, Marketing Science, 22(4), PP. 

520–541. http://www.jstor.org/stable/4129736 

- Paouleanou, K. (2022) ‘Resistance to advertising and marketing saturation in social 

media ’, Dissertation 

- Alwitt, L.F. and Prabhaker, P.R. (1994) ‘Identifying Who Dislikes Television 

Advertising: Not by Demographics Alone’, Journal of Advertising Research, 34(6), 

pp. 17–29. Available at: https://search-ebscohost-

com.sdl.idm.oclc.org/login.aspx?direct=true&db=bsu&AN=9503204106&site=eds-

live (Accessed: 23 May 2023). 



 

 
612 

- Johnson, J.P. (2013) ‘Targeted advertising and advertising avoidance’, The RAND 

Journal of Economics, 44(1), pp. 128–144. Available at: https://search-ebscohost-

com.sdl.idm.oclc.org/login.aspx?direct=true&db=edsjsr&AN=edsjsr.43186411&site

=eds-live (Accessed: 23 May 2023). 

- Ko, Ilsang, Xiaolong Wei and Nan An. (2019) ‘An Exploratory Study for Perceived 

Advertising Value in the Relationship Between Irritation and Advertising Avoidance 

on the Mobile Social Platforms’, Hawaii International Conference on System 

Sciences. 

- Li, Hairong, Steven M. Edwards, and Joo-Hyun Lee. (2003) ‘Measuring the 

Intrusiveness of Advertisements: Scale Development and Validation.’, Journal of 

Advertising XXXI, (2), PP 38-47. Accessed March 19, 2023 

- Aaker, D.A. and Bruzzone, D.E. (1985) ‘Causes of irritation in advertising’, Journal 

of Marketing, 49(2), p. 47. doi:10.2307/1251564. 

- Rumbo, J.D. (2002) ‘Consumer resistance in a world of advertising clutter: The case 

ofadbusters’, Psychology and Marketing, 19(2), pp. 127–148. 

doi:10.1002/mar.10006. 

- Aktan, Murat, Aydoğan, Sibel and Aysuna, Ceyda. (2016) ‘Web Advertising Value 

and Students’ Attitude Towards Web Advertising’, European Journal of Business 

and Management, (8), PP. 86-97. 

- Baek, T.H. and Morimoto, M. (2012) ‘Stay away from me’, Journal of Advertising, 

41(1), pp. 59–76. doi:10.2753/joa0091-3367410105. 

 



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 66 July 2023 - part 2

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. Ahmed Salem
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


