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Abstract

This research paper aims to make a cross-natiomdy sbout trust in Facebook ads (FB-ads) and Ticaudil
Media ads (TM-ads), according to a sample of awdisrfrom Egypt (EG) and Saudi Arabia (SA). The aese
based on an e-questionnaire, which was prepared r&@tiewing a number of literatures and semi-stmaxi
interviews. The validity of survey instrument anide treliability of the gathering data were testedhe T
questionnaire was prepared to explore the opinanBacebook users from EG & SA. Data were collected
through, “Facebook” & “Google Drive”. In total 8X2spondents responded to the questionnaire, afteretng
unsuitable cases. This total includes 428 Egyptanus384 Saudis. It provides useful informationddvertisers
about impacts of Gender, Age and Education onrtst in FB-ads & TM-ads, according to Egyptians &ufis.
The paper offers new areas for future research
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1. Introduction

The continued increase in the users' number ofriatanembers is clear. According to (IWS, 2013, world
total number of internet active users represent2@ Billion in the end of March 2013. In the lagtays, the
increase in marketing activities on social media been phenomenal (Tsai and Men, 2012). No onégcamne
the importance of virtual relationships on peopled (Baltar and Brunet, 2011). Marketers shoulck tanto
consideration the changes required depending obaBiation, especially about the mass media witsirth
targeted customers. In 2004, Mark Zuckerberg stattee social network Facebook at Harvard University
(Hansson et al.,, 2013 and Light & McGrath, 2010)dady; Facebook is the world’s most successful socia
networking corporation (Hansson et al., 2013). Bao& has gained the widest acceptance among ihtesees
(Pillai & Mukherjee, 2011). Facebook is no longepraserve of individuals, but for commercial cogt@mns,
governmental departments and non-profit organimati®lakori, 2011; Merilainen & Vos, 2011 and Sriesh,
2012). 66% of the Fortune' 500 companies surg@dir? have official corporate accounts in Faceb@itagaki

& Taylor, 2013). So, no advertiser can ignore tlstanding position of Facebook network among tthero
Online Social Networks OSNs. Based on the Facelvephkrt of Q3/2013, Facebook has approximately 1.15
billion active accounts. Facebook receives its inedrom the marketing & advertising activities anepanies
through users' pages (Hansson et al., 2013). Aowprid the Facebook report of Q2/2013, around 88% o
Facebook revenues were formed through ad activitiéth 61% increasing percentage (Facebook, 2013 an
Computerworld, 2013). Although the first ad of Hagek on mobile devices just started 2012, butdteenue
reached 41% of total Facebook ad-revenues in Z8internet is an inherently risky environmentading to

the absence of personal contact (Brengman & Karin29412). The popularity of Facebook has grown
commonly in recent years Word-Of-Mouth (WOM) or €2M effects need to be considered (Coulter &
Roggeveen, 2012). Facebook pages could save mdnatygracting new clients (Royo-Vela & Casamassima,
2010), and they could help in building customenglty by effective communications with them (Abddk,
2011-b). Trust is important in e-commerce, becaudecreases uncertainty, perceived risk and pesjtiaffects
purchase intentions (Brengman & Karimov, 2012 arshd$on et al., 2013). In general, perceived tausery
significant to achieve effective ad, especiallydtobal business (Munoz-Leiva et al., 2012).

To date, there have been only a very limited nundfesross-national studies about international aibing
(Okazaki & Taylor, 2013). According to the statistiof UN (2013), number of Population in the 22 aa
countries exceeds 370 million. EG is the biggestbdan country with more than 83 million and SA Inasre

than 29 million. According to Facebook (2013) armati8lbakers (2013), the rate of Facebook usersiptipo

of May 2013 in EG was 16.17% while in SA was 21.38%e increase rate of Facebook users between March
2012 and May 2013 in EG was 22.24% with 13 millisers, while in SA was 4.98% with 5.5 million users

The total expenditures on ads represent one dbitigest industries in all over the world (Abdelkgd2011-a).
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According to Zenithmedia (2013), the total worlcperditure on ads exceeded $503 billion by the érzDd2.
The average of annual growth between 2012 & 20B35% with an estimation to represent 5.9% by i @&f
2015. Internet ads represented the fastest increstgee among all media with 16.4%, while mobile ads
represented 9.5% of internet. The percentageseofmibst common media to the total are as followsvision
40%, internet 18.3%, newspaper 18.7%, magazine ,8:&#o 7%, outdoor 6.9%, cinema 0.6%. According to
PARC (2013), the total expenditures of ads in alllAan countries exceeded $17 billion by the engl0df2 with
19% increase rate comparing with 2011 (withoutrimée ads). Although the high rates of using interared
Facebook in Arabian countries, but the traditionadia is still the common usage in Arabian markets.
According to the statistics of 2012, the percendagkBthe most common media to the total are a®val
television 69%, newspaper 21%, magazine 5%, rathp @itdoor 1%, cinema 0.2%. In 2012 Egypt expended
$1.13 billion, with 17% increasing rate comparinghm2011. Saudi Arabia expended $1.43 billion, wa%h
increase rate comparing with 2011.

This research explores the variation among someablas from a cross-national prospective betweeSE®A
as follows:

* The effectiveness of users' trust in FB-ads & TM-add their usefulness to advertisers.
* The Impacts of Gender, Age and Education on theegegf the trust in FB-ads & TM-ads.

2. Literaturereview
2.1 Advertising:

Advertisement is one of the main marketing acesgti There are significant correlations between essfal
business & effective ad (Abdelkader, 2011-a). Adsirg is no longer a preserve of profit organiaasi, but
also serves other forms of activities like; goveemtal departments and non-profit organizations. ektiisers
know very well the importance of AIDA approachdiscribes a common list of events that may occuerwen
consumer engages with an advertisement which ieslusttention, Interesting, Desire and Action. Thstf
instance of AIDA acronym was in an article by CRussell in 1921Coolsen, 1947)This approach helps in
explaining the reasons of different reactions afiences about the same ad.

2.2 Social Network Stes:

Social Network Site (SNS) is defined as a webdlias make it possible for people to form online caumities,
and share user-created contents (Kim et al., 20d0fer-generated contents (Harris, 2012). Resesurgier to
social networks by many acronyms & expressionsjeébdtetwork (SN) (Pillai & Mukherjee, 2011), Eleotric
Social Network (e-SN) (Makori, 2011), Social Netwdite (SNSs) (Brengman & Karimov, 2012 and Beer &
Burrows, 2010), Online Social Network (OSN) (PinB0,13), Social Network Online Community (SNOC) and
Social media (SM), but all of them mean the samanimg (Park & Cho, 2012). The prominent categooies
SNSs are public (e.g. Facebook) or for business [(&nkden). Some of SNSs may fit B2C, while othiEr82B
(Pillai & Mukherjee, 2011). Facebook is one of thest examples of SNSs, which allows user contesdticm
(Brengman & Karimov, 2012). Market orientation isspiively related to social networking (Assis-Dd&r
Palacios-Marques, 2012). Strong social networkgeineral tend to develop pioneering (Parra-Requérd e
2011). It may be used in brand management or avemline games (Chen et al., 2012 and Jin, 201 T
technology that has not yet reached its zenithaagednizations have many avenues left still to epglasing it
(Bierman & Valentino, 2011).

2.3 FB-ads:

Facebook is a social networking site that was fednoh the USA in 2004, by a Harvard University st
Mark Zuckerberg (Hansson et al., 2013 and Light &3vtath, 2010). In September 2006 it granted aatgists
to anyone, regardless of affiliation. In April 2Q1Bacebook has over 400 million active users; thimber
reached to 1.15 billion in the Jun 2013 (Faceb@al,3). Facebook is a very successful businesstasdhe
leader of the in social media corporations. It Aasurrent valuation of $85 billion, profit of $11llion and it
aims to have a market value of $234 billion in 2Qlley et al., 2012 and Rosoff, 2011). Revenugrisnarily
obtained from companies willing to pay for accessrtembers and their social networks for the purpufse
advertising and marketing. Facebook is a consumented network (Hansson et al., 2013). Poynter rigig
when he called Facebook “the future of networkinghveustomers”, in 2008. Also, it helps in selfiieimg
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(Branthwaite & Patterson, 2011). Facebook has becammajor form of communication and the expressibn
opinions & attitudes for the general public (Jif12). Perceived ease of use leads to intentioninffacebook
(Pillai & Mukherjee, 2011 and Baxter et al., 20FHcebook plays real role in political campaigngoblicity
(Panagiotopoulos et al., 2011 and Bronstein, 20133.a main tool used by some industries (i.gniBag and
non-governmental Organizations NGOs), they are fmekactive customer service and advertising (ldieien
& Vos, 2011). Advertisers are attracted to Faceboased on the increasing number of the user popaland
the (IAB, 2013 and Tsai & Men, 2012). Facebook’diaace is bigger than any TV network in existenéd(
2013 and Giles, 2010). Facebook data can also dubertisers to find potential customers throughfulse
segmentation (Lilley et al., 2012). Facebook pages very useful tools to measure the effectiverudsad
through quality of information (Baltar & Brunet, 20); demographic data about users (Branthwaite i€eRn,
2011) and avoiding duplication of cases (Logan.e2812). Facebook is attractive to users becéusnglds on
enjoyment, high contact relations and usefulnessngidon et al., 2013). The study of (Logan et &122
confirmed the significant relations between infotivg, irritation and entertainment with ad valuea&itude to
advertising. The advanced position of Facebook antbba other SNSs may have negative or positive @tspan
ads effectiveness according to the pages perforenand the cleverness of their admins (Hansson,e2Gil3).
Most users prefer light participations, so photegresent 70% of the interests of Facebook memhdssthe
highest interest comparing with videos or text.dbmok pages are managed by admins from inside teideu
(Facebook, 2013).

2.4 Trustworthiness:

Trust is confidence and willingness to be openedidgHl et al., 2012). Initial trust is the first ingssion or
interaction with unfamiliar trustees (Wu et al., 12). Persons have general tendency to trust audtsbthers,
this tendency is referred to as trust propensityo(aalled trust disposition and Brengman & Karimga012).
According to literature review presented by Brengm8aKarimov (2012), some studies confirmed the posi
influence of trust propensity on consumers’ initialine trust in a website. Trust factor and reca@ndations of
friends, impact on ad effectiveness (Barreto, 20I3ust has three main sides, ability (i.e. expess),
benevolence (i.e. goodwill) and integrity (i.e. kety), also there are three categories of trugnitive (also
called cognition-based trust) (Komiak & Benbas&®0&), affective (also called affect-based trusemmtional
trust) (Dabholkar et al., 2009) and behavior (alatied behavior-based trust) (Brengman & Karimd¥12).
Trust dimensions: the organization treats the pullrly and justly; the organization can be rel@dto keep its
promises; the organization takes public opinioro iaccount when making decisions (Haigh et al., 2012
Increased online trust leads to a favorable attittalvards joining & interactions (Benedicktus et 2010;
Dabholkar et al., 2009; Lee & Kozar, 2009; Brengr8alkarimov, 2012 and Goldsmith et al., 2012). Conguh
with traditional virtual communities, people are maawilling to share information on Facebook thanngaf
other SNSs, according to trust in Facebook (Sh@Ghtiang, 2011). People increase their level of denfte by
the explanation of their personal information "Hamek's profile" and their groups of interest "Facek's
groups" (Baltar & Brunet, 2011). Satisfaction lednl$oyal customer (Abdelkader, 2011-b), who sprpasitive
WOM advertising about products or companies, and versa (Royo-Vela & Casamassima, 2010 and Kuskka
Laukkanen, 2012). Users of SNSs avoided ads as emsigiossible and opposed data sharing/sellingipeact
(Lilley et al., 2012). So, some researchers sugtpest Facebook ads are in need to be more se¢Grddnko,
2013). To increase the trustworthiness of SNS' adigertisers have to design more ethical and aastd, and
to be reliable sources of information (Logan et 2012). A sector of Facebook users have some daflthe
violation of privacy on Facebook by the corporatidself in order to sell these data to marketers &
advertisement agencies or by hackdmnes & Soltren, 2008)

2.5 FB-ads & TM-ads:

FB-ad looks like the double-edged weapon; membetsbie a similar set of motivations (Royo-Vela &
Casamassima, 2010). Therefore, e-WOM may be pesitivnegative. It has multiplied effects companivith
WOM through traditional ways. Marketing through isbenedia means that there are more reviews ofymtsd

to take advantage of and, thus, the customers’nigupehavior has changed (Hansson et al., 2013h Bot
perceived ease of use and perceived usefulnesscimpaattitude towards SNS (Martins et al., 20TMhe
number of cases detected by Facebook and the Migsgonse rate is higher than traditional snowtegthnique
(Baltar & Brunet, 2011). Interaction has an impant users’ online experiences and their purchasmntion
(Huang, 2011). Social media communications havégaifeeant impact on brand equity and brand images
(Bruhn et al., 2012). While traditional media hasstaonger impact on brand awareness, the signtfican
differences between the industries under the imyatsdbn of researchers (Bruhn et al., 2012). DataS\NSs
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takes two ways, firm-created (i.g. Traditional SN@ad user-generated (i.g. Facebook pages) (Brtfal.,e
2012). The lack of social contact with store empkyyis still one of the main factors holding backsumers to
purchase online (Lowry et al., 2010 and BrengmaKa&imov, 2012). These kinds of new media tools émab
individuals to have interpersonal interactions wetich other as an online alternative to “face-t@fesocial
interactions (Papacharissi, 2009 and Brengman &nik@r, 2012). Consequently, the perception of a ligbree
of social presence during the virtual interactiomtcibutes to the formation of trust. The e-comrediterature
of Brengman & Karimov (2012) suggests that higlexels of social presence can be achieved by emigddi
social cues such as human images (Cyr et al., 20880 streams (Aljukhadar et al., 2010) and ahhgttthat
may provide the trustworthiness of an online u@refgman & Karimov, 2012). Trust is one of the imipa
factors on customer online behavior (Gummerus .e28l12). Customer engagement is believed to kecttyr
and positively related to a number of brand retetiop outcomes, such as trust (Gummerus et al2)20he
foster trust among shareholders and consumerari@st components of generating success (Byrdi2R0rhe
study of (Logan et al., 2012) confirmed significalifferences among ads of traditional & social naedn the
basis of entertainment, informative and irritatidRelationship between certain cognitive and behaVio
variables may vary depending on the specific webditunoz-Leiva et al., 2012). The network effecséen as
complementary to traditional social marketing ta@arrutia & Echebarria, 2011).

H,. It will be significantly different between truist FB-ads and trust in TM-ads, according to Egypia
H,. It will be significantly different between truist FB-ads and trust in TM-ads, according to Saudis.

2.6 Gender Impact:

In-depth qualitative research on Facebook has nadmgntages and benefits (Branthwaite & Patters@hl 2
Facebook needs more qualitative research aboutigfeess of ad according to Gender. This coupli¢gd tlve
ability to target ads based on detailed data apentier and other data (Lilley et al., 2012 and Iogfzal., 2012).
Females spend more time on Facebook; they tend todve intense users of social sites than malegititéa &
Hsieh, 2010). According to the Facebook report 8f2Q13, male's online-presence on Facebook is thaire
the female in Arabian area; it is around 55% fotenia general. Participants’ reasons and motivatifon online
presence varied as a function of gender (Koles §yNa012). According to Ruddell, & Jones (2013grthare
no significant differences between genders in usiacebook.

Hs. Gender has a significant impact on trust in FB;aatcording to Egyptians.
H,4. Gender has a significant impact on trust in TM;axtcording to Egyptians.
Hs. Gender has a significant impact on trust in FB;aatcording to Saudis.
He. Gender has a significant impact on trust in TM;axtcording to Saudis.

2.6 Age Impact:

Recently, Facebook has also become an importantesoof data for market researchers (Branthwaite &
Patterson, 2011). Participants’ reasons and maiivatfor online presence varied as a function & @ples &
Nagy, 2012). This coupled with the ability to targes based on detailed data about age and ottee(Ldléey et

al., 2012). Some studies proposed that 18-24-yiearroade up the largest group of Facebook usellsylst al.,
2012 and Lenhart, 2009). The frequency of socilvak use among young users was stable in theyteat
while usage among older ages increased. These deatenstrate that social networks do not belong tml
teenagers and young adults. There are signifidéfietehces among Facebook users according to Agedg&l,

& Jones, 2013).

H-. Age has a significant impact on trust in FB-ax;ording to Egyptians.
Hs. Age has a significant impact on trust in TM-aalszording to Egyptians.
Ho. Age has a significant impact on trust in FB-adx;0rding to Saudis.
H.o. Age has a significant impact on trust in TM-aais;ording to Saudis.

2.8 Cross-national Impact:

Findings of some researches indicate that commtioicappeals on SNSs reflect the dominant cultuaiies
in each country (Tsai & Men, 2012). We should adeaour understanding of marketing communications on
social media from a cross-national perspective i(8&aVien, 2012). Some other researchers reported the
differences between east & west in some values,iti@act on attitude and behavior (Tsai & Men, 2@l
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Cho et al., 1999). Incorporating a two-way commatian approach can yield positive results for tbmpany’s
brand reputation (Byrd, 2012). MNCs do not gengrapproach negative comments as public relations
opportunities, but prefer to censor, or ignoretical feedback (Dekay, 2012). This paucity of reskaon how
social media is used by global advertisers is Vikdue to several reasons; premature, data coliectio
personalized targeting more than internationalizatind it takes much time (it is the most one) (@@ka &
Taylor, 2013). Facebook is still the predominanbick for the majority of students, special for migional
students.

Hy. It will be significantly different between theust in FB-ads of Egyptians and the trust in FB-afls
Saudis.

Hy,. It will be significantly different between theust in TM-ads of Egyptians and the trust in TM-adls
Saudis.

Figurel shows the structure of the research hygethas the following:

Figurel: The structure of Research Hypotheses

Trustin H,* Hs Trustin
TM -ads, < Gender > FB-ads,
according to - according to
Egyptians Hg* Y H7** Egyptians
ayp " Age > ayp

—

T Hy %% T

le***

Trustin H ] H Trustin
T™M-ads, |, ° Gender * | TM-ads
accordingto | — "| according to
Saudis Hio Ho** Saudis
< Age >
~—

HZ***

(*) Significant on Level (0.05), (**) SignificantroLevel (0.01) and (***) Significant on Level (0.0p

3. Methodology
3.1 Data Generating & Validity:

The questionnaire was built on “Google Drive”, ahdwvas disseminated through "e-Mail* and the social
networking site “Facebook”. These ways of distributof questionnaire were driven by earlier studlgbai et

al., 2010; Verhoef et al., 2010 and Ojiako et2012). There were three main resources to gentératitlems of
the questionnaire. First resource was the liteeateview. Second one is the semi-structured ireersj that the
research conducted 30 in-depth interviews with sofréacebook users from EG & SA. Finally, sevenesig

& academicians from related fields reviewed themary contents of the questionnaire and suggestet so
changes to be more valid.

3.2 Questionnaire Sructure:

The final structure of the questionnaire includes tlimensions, with 16 items. First dimension idgls eight
items for measuring the trust in FB-ads. Secondedsion includes 8 items for measuring the trusiNhads.
The questionnaire based on Likert scale on a foiaetpscale (1 representing "Strongly Disagree" to 5
representing "Strongly Agree") their level of agremt for each statement of the two dimensions. ¥erall
evaluation item was added to each dimension inrdéest the significance of items in measuringost".

All the items of the questionnaire are about tlisttin ads. The questionnaire contains two dimessibB-ads
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& TM-ads. The following are the items and theiriegtions:

1. Respecting of user privacy, F& TM, (adapted from Koles & Nagy, 2012);
Presenting real information, EB TM, (adapted from Logan et al., 2012 and Koles & N2@\,2);
Presenting complete information, £& TM 5 (adapted from Logan et al., 2012);
Not harmful to users, FB& TM, (adapted from Martins et al., 2011 and Gummerws.e2012)";
Keeping confidential of users' data, {8 TM5 (adapted from Brengman & Karimov, 2012);
Preparing by honest persons,;RBTM¢ (adapted from Brengman & Karimov, 2012);

Preparing by skillful persons, FB TM- (adapted from Brengman & Karimov, 2012 and Gummsi&tu
al., 2012);

Controlled by overt users' evaluation,F/8BTM g (adapted from Park & Cho, 2012);

9. Overall evaluation item, FB-Overall & TM-Overalldapted from Shu, & Chuang, 2011; Gummerus et
al., 2012 and Munoz-Leiva et al., 2012).

3.3 Sample:

Participates of the sample received the URL of @mogle-Drive' questionnaire by "e-mail* & "Facebbok
according to the Nationality and Age which shoutd18+. The URL of the questionnaire was available for 30
days started on folirSeptember 2013. Considering the time aesburces constraints, only 812 respondents
were finally selected from participates, (428 Egs and 384 Saudis). Selection conditions areyeats old,
using of Facebook and just from EG or SA. The sangpkufficiently large, over the recommended siz200
cases (Medsker, 1994 and Jalilvand & Others, 200t)le1 shows the demographic description of theptaas
follows:

No g hr~wN

©

Egypt Saudi Arabia

Factors/ Sub-factors
N % N %

Male 312 73 161 42
Gender
Female 116 27 223 58
Tablel: 18-30 154 36 279 73
The Sample Sructure Age 30-45 226 53 69 18
45 more 48 11 36 9
Secondary or Less 49 12 39 10
Education Graduates/University 151 35 253 66
Students
Post Graduate 228 53 92 24
Total 428 100 384 100

4. Analysis & Results

4.1 Reliability:

Statistical Package for Social Sciences (SPSSO)MMAs used in this research to test the relighijt measuring
Cronbach'su. The overall values of Cronbachisfor all items together werax (= 0.816 for Egyptians),a(=
0.862 for Saudis) andx(= 0.867 for Egyptians & Saudis together). All beim are more than 0.60, so the
reliability of the scale are acceptable (Sekar&92). Also, all sub-scales display acceptable béiiees, these
being of the order above the generally acceptedgevaf 0.70 (Hair, 1998). The sub-scales valuesrohfach's
a for each dimension of questionnaire ware=(0.764 for Trust in FB-ads of Egyptians),=£ 0.921 for Trust in
FB-ads of Saudis)a(= 0.864 for Trust in FB-ads of Egyptians & Sauiigether), ¢ = 0.933 for Trust in TM-
ads of Egyptians)o(= 0.892 for Trust in TM-ads of Saudis) ard=<0.867 for Trust in TM-ads of Egyptians &
Saudis together).

4.2 Means of Items:

According to the collected data, there are threeléeof the means for each item of the questioerdiinensions,
as follows: less than 3.00 (Low level "L"), betwe2®0 and 3.50 (Moderate level "M") and above Higk
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level "H"), as follows in Table2:

Items EG SA
Mean SD Level | Mean SD Level
FB; 284 1233 L 3.32 1108 M
FB, 284 1119 L 321 1133 M
FBs 262 0999 L 321 1201 M
FB, 293 1.066 L 3.16 1273 M
FBs 251 1112 L 297 1251 L
Table2: FBs 244 0982 L 287 1245 L
M eans of Items FB, 3.60 1087 H 326 1255 M
FBg 313 1151 M 3.39 1044 M
FB-Overall 313 1151 M 297 1251 L
TM; 320 1280 M 3.97 1.186 H
™, 293 1128 L 350 1.278 H
TM3 2.60 1.024 L 3.37 1228 M
TM,4 3.16 1177 M 3.89 1.147 H
TMs 3.11 1182 M 3.82 1102 H
TMs 278 1137 L 3.63 1250 H
™, 3.69 0966 H 3.71 1103 H
TMg 3.16 1177 M 3.82 1.102 H
TM-Overall 313 1151 M 408 0843 H

4.3 Hypothesis Analysis:

Table3 shows the results of hypothesis analysisnfH; to Hio. The following are the results of the sample
analysis through (SPSS,:

Accept H, because there are significant differences betwleerust in FB-ads and Trust in TM-ads;
according to Egyptians; (Sig. =0.000), (Trust in-&s: Mean=2.867 & SD=0.599) and (Trust in TM-
ads: Mean=3.078 & SD=0.810).

Accept H, because there are significant differences betwleerust in FB-ads and Trust in TM-ads;
according to Saudis; (Sig. =0.000), (Trust in FB:adean=3.174 & SD=0.826) and (Trust in TM-ads:
Mean=3.714, SD=0.783).

Refuse H, because there are no significant differences démtviMales & Females about trust in FB-ads
according to Egyptians; (Sig. =0.221), (Male: Me2r748 & SD=0.845) and (Female: Mean=2.944 &
SD=0.754).

Accept H, there are significant differences between MalelSefnales about the trust in TM-ads in EG,
Males are more confident than Females; (Sig. =0Q,0Muale: Mean=3.242 & SD=0.865) and (Female:
Mean=2.896 & SD=0.838).

Refuse H, because there are no significant differences deetvMales & Females about trust in FB-ads
according to Saudis; (Sig. =0.792), (Male: Mean83.& SD=1.009) and (Female: Mean=3.152 &
SD=0.111).

Refuse H; there are no significant differences between BldleFemales about the trust in TM-ads
according to Saudis; (Sig. =0.098), (Male: Mean33.& SD=1.031) and (Female: Mean=3.561 &
SD=0.712).

Accept H, because there are significant differences betwleemifferent stages of age about the trust
in FB-ads among Egyptians. Egyptians in the stdfgd&<30) are more confident than others; (Sig.
=0.000), ((18:<30): Mean=3.167 & SD=0.772), ((3®x4Mean=2.611 & SD=0.791) and ((45:more):
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Mean=2.533 & SD=0.775).

Accept H;, because there are significant differences betwleeifferent stages of age about the trust
in TB-ads; in EG, the stage of (18:<30) are morafident than others; (Sig. =0.030), ((18:<30):

Mean=3.406 & SD=0.970), ((30:<45): Mean=3.031 & $¢¥84) and ((45:more): Mean=2.900 &

SD=0.761).

Accept H, because there are significant differences betwleemifferent stages of age about the trust
in FB-ads among Saudis. Saudis in the stage o£{8):are more confident than others; (Sig. =0.004),
((18:<30): Mean=2.964 & SD=0.902), ((30:<45): Mear833 & SD=0.924) and ((45:more):
Mean=3.222 & SD=0.924).

Refuse H,, because there are no significant differences éetvthe different stages of age about the
trust in TB-ads; in SA; (Sig. =0.489), ((18:<30)eih=3.373 & SD=0.869), ((30:<45): Mean=3.556 &
SD=0.313) and ((45:more): Mean=3.333 & SD=0.193).

From another side, the results of the analysiso&H, were as follows:

Accept Hj, because there are significant differences betviagmptians & Saudis according to their
Trust in FB-ads; (Sig. =0,000), (EG: Mean =2.8653R=0,826) and (SA: Mean=3,174 & SD=0,826).

Accept H,, because there are significant differences betvieggmptians & Saudis according to their
Trust in TM-ads, (Sig. =0,000), (EG: Mean =3.07&&=0,810) and (SA: Mean=3,714 & SD=0,783).

Those indicate to two general results, first: tleud@s trust in ads generally more than the Egypti@nst.
Second: the Trust in TM-ads more than Trust in BEB-&r the two countries. So, there are significant
differences between EG & SA in general, (Sig. 00)0 (EG: Mean=2.972 & SD=0,478) and (SA: Mean=3,44
& SD=0,584). But the statistics without taking thationality in consideration were as follows: (Sig0.000,
Mean=3,188 and SD=0,578). Also, Multi-regressionswesed to determine the significant items of each
dimension, with the overall item about the trusEB-ads & TM-ads. The results of the analysis abweere as

follows:

The significant items of Trust in FB-ads were §FBB;and FB); (R=0.638, B=0.407 and Adjusted
R?=0.393). So, These 3 items could explain 39.3%etotal overall of the Trust in FB-ads in EG.

The significant items of Trust in FB-ads were §FEBB;, FBs and FB); (R=0.827, B=0.684 and
Adjusted B=0.673). So, These 3 items could explain 67.3%heftotal overall of the Trust in FB-ads
in SA.

The significant items of Trust in FB-ads were (FBB, FB; and FB); (R=0.793, B=0.629 and
Adjusted B=0.618). So, These 3 items could explain 61.8%eftotal overall of the trust in FB-ads in
EG

The significant items of Trust in FB-ads were §FBBs and FB); (R=0.708, B=0.502 and Adjusted
R?=0.488). So, These 3 items could explain 48.8%eftal overall of the trust in FB-ads in SA.
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_ _ Egypt Saudi Arabia
Dimensions/Factors ! ]
Mean SD Sig. | Mean SD Sig.
Male  2.748 0.845 3.104 1.009
Gender 0.221 0.792
Female 2.944 0.754 3152 0.111
18:<30  3.167 0.772 2.964 0.902
Age 30:<45 2.611 0.7910.000| 3.833 0.9240.004
45:more  2.533 0.775 3.222  0.928
FB Secondary
Tablea: ese | 2437 0.629 2.667 0.730
Demographic Education °M9€ 5807 0.008 0.933| 3.232 0.8790.010
Impacts graduate
Post- 5 795 0.762 2.333  1.323
Graduate
Male  3.242 0.865 3.833 1.031
Gender 0.040 0.098
Female 2.896 0.838 3561 0.712
18:<30  3.406 0.970 3.373 0.0869
Age 30:<45 3.031 0.7840.030| 3.556 0.301®.489
45:more  2.900 0.761 3.333  0.193
™ Socord
econaary 3 143 0.870 3.833 0.183
or less
Education °M9€ 3135 0.080 0.834| 3.636 0.909 0.440
graduate
POSt- 3164 0783 4000 0577
Graduate
Conclusions

According to the analysis of the collected datmemf the conclusions and suggestions that carrdvendfrom
the research are as follows:
*  Generally, the trust in TM-ads is more than thsttin FB-ads; according to the data of EG or SA.
* Gender has no significant impact on the trust indeB of Egyptians or Saudis. Also, Gender has no
significant impact on Saudis' trust in TM-ads, litas a significant impact on Egyptians' trust M-
ads.
e Age has a significant impact on the trust in FB-aflEgyptians or Saudis. Also, Age has a significan
impact on Egyptians' trust in TM-ads, but it haggmificant impact on Saudis' trust in TM-ads.

* There are significant differences between Egyptiamd Saudis according to the analysis of the data
about the trust in FB-ads or TM-ads.

Future research should consider bigger sample $ilmmlly a larger sample size would provide a dear
understanding of the relationships between theakibas. Also, future research should include sarimpla more

than two countries.

References

Abdelkader, O. (2011-a), "Rationalization of thev&rtisement Expenditures in Arab Countries", Thie&ific
Periodical for Economy & Commerce, Ain Shams Unsitgr Vol. 1, Jan. PP. 291-342.

Abdelkader, O. A. (2011-b), "Relations Models ofi§faction, Price and Switching Cost with the Ldyabf
Saudi Airlines Customers", Egyptian Periodical oh@nercial Studies, Vol. 35, No. 2, pp. 113-141.

106



European Journal of Business and Management www.iiste.org
ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) g
Vol5, No 31, 2013 STE

Abdelkader, O. (2013). "Perceptions of Saudi Tduaisout Tourism to Egypt", Business Review Camtejdg
(acceptable for publication in December, Vol. 2b, R).

Aljukhadar, M., Senecal, S. and Ouellette, D. (901Can the media richness of a privacy disclosembance
outcome? A multifaceted view of trust in rich meeiavironments”, International Journal of Electronic
Commerce, Vol. 14 No. 4, pp. 103-26.

Assis-Dorr, H. and Palacios-Marques, D. (2012)ci8lonetworking as an enabler of change in entregrgal
Brazilian firms", Journal of Organizational Charigdanagement, Vol. 25 No. 5, pp. 699-708.

Baltar, F. and Brunet, I. (2011), "Social reseagf: virtual snowball sampling method using Facd®ipo
Internet Research, Vol. 22, No. 1, pp. 57-74.

Barreto, A. (2013), "Do users look at banner ad$-acebook?", Journal of Research in Interactivekistang,
Vol. 7, No. 2, pp. 119-139.

Barrutia, J. and Echebarria, C. (2011), "Netwoekspcial marketing tool", European Journal of Mérig Vol.
47, No. 1/2, pp. 324-343.

Baxter, G., Marcella, R. and Varfis, E. (2011), &Thse of the internet by political parties and odaigs in
Scotland during the 2010 UK general election cagpai Aslib Proceedings: New Information
Perspectives, Vol. 63, No. 5, pp. 464-483.

Benedicktus, R.L., Brady, M.K., Darke, P.R. and Waes, C.M. (2010), “Conveying trustworthiness tdire

consumers: reactions to consensus, physical stesempce, brand familiarity, and generalized suspfci
Journal of Retailing, Vol. 86 No. 4, pp. 322-35.

Bierman, J. and Valentino, M. (2011), "Podcastinigidatives in American research libraries", Libra#y Tech,
Vol. 29, No. 2, pp. 349-358.

Branthwaite, A. and Patterson S. (2011), "The powkiqualitative research in the era of social mé&dia
Qualitative Market Research: An International Jalirkol. 14, No. 4, pp. 430-440.

Brengman, M. and Karimov, F. (2012), "The effectw#b communities on consumers’ initial trust in BEC
commerce websites", Management Research Review3soNo. 9, pp. 791-817.

Bronstein, J. (2013), "Like me! Analyzing the 20JR2esidential candidates’ Facebook pages", Online
Information Review, Vol. 37, No. 2, pp. 173-192.

Bruhn, M., Schoenmueller, V. and Scha“fer, D. (3012re social media replacing traditional mediaeénms of
brand equity creation?", Management Research Revi@w35, No. 9, pp. 770-790.

Byrd, S. (2012), "Hi fans! Tell us your story! Impmrating a stewardship-based social media strategy
maintain brand reputation during a crisis, Corpp@dmmunications: An International Journal, Vol, 17
No. 3, pp. 241-254.

Chen, K., She, K. and Ma, M. (2012), "The functioaad usable appeal of Facebook SNS games", Iriterne
Research, Vol. 22, No. 4, pp. 467-481.

Chikandiwa, S., Contogiannis, E. and Jembere, &L3p, "The adoption of social media marketing irutho
African banks", European Business Review, VoI.I26, 4, pp. 365-381.

Cho, B., Kwon, U., Gentry, J.W., Jun, S. and Kropp1999), “Cultural values reflected in theme @&mécution:
a comparative study of US and Korean televisionroeneials”, Journal of Advertising, Vol. 28 No. §.p
59-73.

Computerworld, (2013), computerworld Statisticsailable at: http://www.computerworld.com, (Accesséd
Nov. 2013).

Coolsen, F. G. (1947), "Pioneers in the Developméadvertising," Journal of Marketing 12(1), p..82

Coulter, K. and Roggeveen, A. (2012), "“Like itmot” Consumer responses to word-of-mouth commuiainat
in on-line social networks", Management Researchid®e Vol. 35, No. 9, pp. 878-899.

Cyr, D., Head, M., Larios, H. and Pan, B. (2008xploring human images in website design: a mutihod
approach”, MIS Quarterly, Vol. 33 No. 3, pp. 539-66

Dabholkar, P.A., van Dolen, W.M. and de Ruyter(R009), “A dual-sequence framework for B2C relasioip
formation: moderating effects of employee commutidcastyle in online group chat”, Psychology &
Marketing, Vol. 26 No. 2, pp. 145-74.

Dekay, S. (2012), "How large companies react toatieg Facebook comments"”, Corporate Communications:
An International Journal Vol. 17, No. 3, pp. 28929

107



European Journal of Business and Management www.iiste.org
ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) g
Vol5, No 31, 2013 STE

Diers, A. and Donohue, J. (2012), "Synchronizingisrresponses after a transgression An analysBP&E
enacted crisis response to the Deepwater Horizsis @n 2010", Journal of Communication Management,
Vol. 17, No. 3.

Facebook, (2013), Facebook Statistics, availablevatwv.facebook.com/press/info.php?statistics. (Aseel: 5
Nov. 2013).

Giles, M. (2010), “A world of connections: a spéciport on social networking”, The Economist, Jatyu

Goldsmith, R., Pagani, M. and Lu, X. (2012), "Sbaitwork activity and contributing to an onlineview site",
Journal of Research in Interactive Marketing, \@INo. 2, pp. 100-118.

Gummerus, J. and Liljander, V. and Pihlstrom, M0122), "Customer engagement in a Facebook brand
community”, Management Research Review, Vol. 35, N@p. 857-877.

Gulenko, I. (2013), "Social against social engiimegiConcept and development of a Facebook appicat
raise security and risk awareness", Information &gment & Computer Security, Vol. 21, No. 2, pp- 91
101.

Haigh, M., Brubaker, P. and Whiteside, E. (201Bacebook: examining the information presented asd i
impact on stakeholders", Corporate Communicatidnsnternational Journal, Vol. 18, No. 1, pp. 52-69

Hansson, L. and Wrangmo, A. and Sgilen, K. (201Qptimal ways for companies to use Facebook as a
marketing channel", Journal of Information, Comneation and Ethics in Society, Vol. 11, No. 2, pp.
112-126.

Harris, C. (2012), "The uses of Facebook technelgn Hospitality curriculum on an experiential rldag
platform for a new generation of students”, AsiaifiaJournal of Marketing and Logistics, Vol. 2Mp.
5, pp. 805-825.

Huang, E. (2011), "Online experiences and virtuwads purchase intention”, Internet Research, \&l.Nb. 3,
pp. 252-274.

Hudson, A. (2010), "Measuring the impact of cultui@ersity on desired mobile reference servic&&ference
Services Review, Vol. 38 No. 2, pp. 299-308.

IAB, (2013), Interactive Advertising Bureau repomsailable at: http://www.iab.net/, (Accessed: Noy

IWS, (2013), Internet World States Statistics, e at: http://www.internetworldstats.com/, (Assed: 5 Nov.
2013).

Jin, S. (2012), "The potential of social medialfotury brand management”, Marketing Intelligenc@&nning,
Vol. 30, No. 7, pp. 687-699.

Jones, H. and Soltren, J. (2008), "Facebook: ThteaPrivacy, Massachusetts Institute of Technology

Koles, B. and Nagy, P. (2012), "Facebook usageepattand school attitudes", Multicultural Educati&n
Technology Journal, Vol. 6, No. 1, pp. 4-17.

Komiak, S.X. and Benbasat, I. (2006), “The effestgpersonalization and familiarity on trust and piion of
recommendation agents”, MIS Quarterly, Vol. 30 Mpopp. 941-60.

Kuikka, A. and Laukkanen, T. (2012), "Brand loyadtyd the role of hedonic value", Journal of Produ@&rand
Management Vol. 21, No. 7, pp. 529-537.

Lee, Y. and Kozar, K.A. (2009), “Designing usablelioe stores: a landscape preference perspective”,
Information & Management, Vol. 46 No. 1, pp. 31-41.

Libai, B., Bolton, R., de Ruyter, K., Gotz, O., R#ada, H. and Stephen, A. (2010), “Customer tdocusr
interactions: broadening the scope of word of meatiearch”, Journal of Service Research, Vol. 133\o
pp. 267-82.

Light, B. and McGrath, K. (2010), "Ethics and sdai@tworking sites: a disclosive analysis of Faa#jo
Information Technology & People, Vol. 23 No. 4, 290-311

Lilley, Stephen, Grodzinsky, F. and Gumbus, A. @0IRevealing the commercialized and complianteaok
user”, Journal of Information, Communication andi€t in Society, Vol. 10, No. 2, pp. 82-92.

Logan, K., Bright, L. and Gangadharbatla, H. (201Eacebook versus television: advertising valueggtions
among females", Journal of Research in Interadttaeketing, Vol. 6, No. 3.

Lowry, P.B., Zhang, D., Zhou, L. and Fu, X. (201®ffects of culture, social presence, and groumgosition
on trust in technology-supported decision-makingugs”, Information Systems Journal, Vol. 20 No. 4,

108



European Journal of Business and Management www.iiste.org

ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) LA
Vol.5, No.31, 2013 IISTE
pp. 297-315.

Malliari, A., Korobili, S. and Togia, A. (2012), TIself-efficacy and computer competence of LIS stud", The
Electronic Library, Vol. 30, No. 5, pp. 608-622.

Makori, E. (2011), "Bridging the information gapttvithe patrons in university libraries in Africadlease for
investments in web 2.0 systems", Library Revieal, 91, No. 1, pp. 30-40.

Martins, J., Pinho, R. and Soares, A. (2011), "Hrarg the technology acceptance model in the adopf
social networks", Journal of Research in Intera&cMarketing, Vol. 5, No. 2/3, pp. 116-129.

Merilainen, N. and Vos, M. (2011), "Human rightsganizations and online agenda setting", Corporate
Communications: An International Journal, Vol. 16.M, pp. 293-310.

Munoz-Leiva, F., Hernandez-Mendez, J. and Sanckezandez, J. (2012), "Generalizing user behavior in

online travel sites through the Travel 2.0 webaiteeptance model”, Online Information Review, \ad,
No. 6, pp. 879-902.

Ojiako, U., Chipulu, M. and Graesser, A. (2012)pff@lating service touch-point preferences withagggnent
parameters”, Industrial Management & Data Systé&ois, 112, No. 5, pp. 766-785.

Okazaki, S. and Taylor, C. (2013), "Social medid amernational Advertising: theoretical challengesl future
directions”, International Marketing Review, VoD,No. 1, pp. 56-71.

PARC, (2013), Pan Arab Research Center Statisticgjable at http://arabresearch.iniquus.com/, e&sed: 5
Nov. 2013).

Park, H. and Cho, H. (2012), "Social network onlaenmunities: information sources for apparel shmgp
Journal of Consumer Marketing, Vol. 29, No. 6, #p0—411.

Panagiotopoulos, P., Sams, S., Elliman, T. andgéied, G. (2011), "Do social networking groups pup
online petitions?", Transforming Government: PepPl@cess and Policy, Vol. 5 No. 1, pp. 20-31.

Parra-Requena, G., Ruiz-Ortega, M. and Manuel2®LY), "Towards pioneering through capabilitiesdense
and cohesive social networks", Journal of Busig@eblsdustrial Marketing, Vol. 27, No. 1, pp. 41-56

Papacharissi, Z. (2009), “The virtual geographiéssacial networks: a comparative analysis of Fao&ho
LinkedIn and ASmallWorld”, New Media and SocietglV11 Nos 1/2, pp. 199-220.

Pillai, A. and Mukherjee, J. (2011), "User acceptanf hedonic versus utilitarian social networkingb sites",
Journal of Indian Business Research, Vol. 3, N@p3,180-191.

Pinho, J. (2013), " The e-SOCAPIT scale: a mudtivitinstrument for measuring online social capitdurnal
of Research in Interactive Marketing, Vol. 7, Nopp. 216-235.

Poynter, R. (2008), “Facebook: the future of nekimy with customers”, International Journal of Metk
Research, Vol. 50 No. 1, pp. 11-12.

Rosoff, M. (2011), Facebook will be worth $234 Bili by 2015, Predicts Analyst, available at:
www.businessinsider.com/facebook (Accessed: 5 ROY3).

Royo-Vela, M. and Casamassima, P. (2010), "Theuémite of belonging to virtual brand communities on
consumers’ affective commitment, satisfaction andrdaof-mouth advertising”, Online Information
Review, Vol. 35, No. 4, pp. 517-542.

Ruddell, R. and Jones, N. (2013), "Social media politing: matching the message to the audiencaferS
Communicaties, Vol. 12, No. 2, pp. 64-70.

Russell, C.P. (1921), "How to Write a Sales-Makimgter,"” Printers' Ink, June 2.

Sekaran, Uma. (1992), Research Methods for Busireskill building approach, 2ndEd, New York: John
Willey and Sons, p 254.

Shu, W. and Chuang, Y. (2011), "The perceived benef six-degree-separation social networks", rim¢
Research, Vol. 21, No. 1, pp. 26-45.

Socialbakers, (2013), Socialbakers Statistics, lalvi@ at: http://www.socialbakers.com, (AccessedNév.
2013).

Sriramesh, K. (2012), "Websites for stakeholdeatiehs by corporations and non-profits A time-lagdy in
Singapore", Journal of Communication Managemernit, Mg, No. 2, pp. 122-139.

Tsai, W. and Men, L. (2012), "Cultural values reftsd in corporate pages on popular social netwités $n
China and the United States", Journal of Researtftéractive Marketing, Vol. 6, No. 1, pp. 42-58.

109



European Journal of Business and Management www.iiste.org
ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) g
Vol5, No 31, 2013 STE

UN, (2013), United Nations Statistics, availablehdtp://www.un.org/, (Accessed: 5 Nov. 2013).

Verhoef, P., Reinartz, W. and Krafft, M. (2010), USomer engagement as a new perspective in customer
management”, Journal of Service Research, Vol. 33\pp. 247-52.

Wu, G,, Hu, X. and Wu, Y. (2010), “Effects of peirad interactivity, perceived web assurance andatigion to
trust on initial online trust”, Journal of Computdediated Communication, Vol. 16 No. 1, pp. 1-26.

Zenithoptimedia, (2013), Zenithoptimedia ROI AgerStgtistics, available at: http://www.zenithoptirreedom/,
(Accessed: Nov. 5).

Corresponding author

Osama A. Abdelkader can be contacted at e-Mailmasaarketing@gmail.com, Phone No.: +966509955176,
Mail Address: College of Applied Studies & Commuyn8ervices, Dammam University, 4049-as safa,
Unit No.: 1, AD DAMMAM 34221-7842, Kingdom of Saudrabia.

110



This academic article was published by The International Institute for Science,
Technology and Education (IISTE). The IISTE is a pioneer in the Open Access
Publishing service based in the U.S. and Europe. The aim of the institute is
Accelerating Global Knowledge Sharing.

More information about the publisher can be found in the IISTE’s homepage:
http://www.iiste.org

CALL FOR JOURNAL PAPERS

The 1ISTE is currently hosting more than 30 peer-reviewed academic journals and
collaborating with academic institutions around the world. There’s no deadline for
submission. Prospective authors of IISTE journals can find the submission
instruction on the following page: http://www.iiste.org/journals/  The IISTE
editorial team promises to the review and publish all the qualified submissions in a
fast manner. All the journals articles are available online to the readers all over the
world without financial, legal, or technical barriers other than those inseparable from
gaining access to the internet itself. Printed version of the journals is also available
upon request of readers and authors.

MORE RESOURCES

Book publication information: http://www.iiste.org/book/

Recent conferences: http://www.iiste.org/conference/

IISTE Knowledge Sharing Partners

EBSCO, Index Copernicus, Ulrich's Periodicals Directory, JournalTOCS, PKP Open
Archives Harvester, Bielefeld Academic Search Engine, Elektronische
Zeitschriftenbibliothek EZB, Open J-Gate, OCLC WorldCat, Universe Digtial
Library , NewJour, Google Scholar

e BSCO INDEX@ COPERNICUS
ros INFORMATION SERVICES DN RSN B LI AR

@ vmensyize sourmaocs @

£z Elektronische
@0® Zeitschriftenbibliothek

open

GEORGETOWN UNIVERSITY

LIBRARY



http://www.iiste.org/
http://www.iiste.org/journals/
http://www.iiste.org/book/
http://www.iiste.org/conference/

