:Agllell Agadl v llai.ugl s Lle (pjigell Awdlang il
dpaylly Aglisll Aclin e Agiyhi Aul)s
alac|

lill gii all.o G)lh Lipsg /i Ligall alllage apull AL/

Il y15) ooy Bone Lk | Jlas¥ 5,15) 3l
UL 2,159 pglall JLadl eall Bygmaill Aaals - Bylxall 2

dr.merna.thabet@gmail.com

6jlan Olotic agaljgc
Byguaid | dnals — Bylomtll &S ( JLae¥! By15] Luyto

oohegazy@arabeast.edu.sa

Aylill pglell Agall Ayl Alag
AgSag Augle Ayyga
-0 gigy- (I€) aaell. (€] alagll

https://www.rijcs.org/

axmall bligay Anylall 4)adllg 4jlalll lell Ally aneg

Awsll png Aygagy T - 1A pgiSirT ayliy 209 - piy sl puleill gl Lisigl



mailto:oohegazy@arabeast.edu.sa
https://ijdar.srtaeg.org/

The Effect of Influencer Credibility on Consumer Perception of

Brand Equity: An Applied Study on the Skincare Industry

submitted by
dr. sArA el-sAyed AbdnAllah ms. mirnA tArek sAleh Abu
El-dereiny El"nAgA
Assistant Professor of Business Administration Teaching Assistant, Department of Business Administration
Faculty of Commerce — Mansoura University Higher Institute of Administrative Sciences — El-Mansala

dr.merna.thabet@gmail.com

omAr Ahmed othmAn hegAzy

Lecturer of Business Administration
Faculty of Commerce — Mansoura University

oohegazy@arabeast.edu.sa

Raya International Journal of Business Sciences
volume (4], Issue [14], july 2025
Publisher

Raya Higher Institute of Management and Foreign Trade in New Damietta



mailto:oohegazy@arabeast.edu.sa

r-roggs.(13)aasll. (s) alagll Aylaill pglell Axgall Aty 7ilag

Blazdl) Huall Ldlaas U Al sda jaxas

Adlatl Zaual ezl élysl e (Basdly (Aaslad! sl a

(@Mally Lol / £5lly ASull Bagdl (AaMlally +¥s]) 2 }
Bydidly Lliall Ao lo Bl §

2l (e oAl nSlead) (o 2SN Ll pozed sladzud 4aild (e Aulydl Cieael
5y Aol Aadlne pLerrd) Juolsall iluug e omyite Gyailiy s 3l Bial
ok saall el lases¥l #3903 Gadat @39 (AaSlE Y.V dmpmriall @ilgall sue caly
9391 il L sl o bl adsGy SPSS V. 26 zeliy aluziwly dulyull (29,8
e Lolsg Dol sl 48210 5yl uzel ot LSy Aadlall Aagd sl apan e Aoal S
Bagadl e datlly sl il o e piydl e adlally Ll [ £8lly Adlally Yol
of e el e 2S5ull Bagzell e Dgine Tl bl pilad ccll3 pay gsinn st 2S5l
Loyl sia paludy Adlally LLaY! / £olly caadlally o ¥sll e Soine e Andledl il
Aoy 0oisll Gisad Bliw § naly (rdsed pos ealie Hlb] by M5 e Llas
Seard 431l Blazlly Sasdl 693 opyisell Lolo¥l clhac) de Slosdll uSEs Al
A deyat (aSlrad | 50|
o854l L) Aadl dad y35Ll Bugud ¢ (1,35 Al ias e Lial | ciledST
Abstract
This study examines the effect of influencer credibility (trustworthiness, attractiveness,
and expertise) on consumer perception of brand equity (brand loyalty, perceived
quality, and brand awareness/association) in the context of the skincare industry. The
study relied on a questionnaire to collect quantitative data from consumers who
frequent skincare stores and follow social media influencers in Dakahliah
Governorate. The number of valid questionnaires reached 307. A multiple linear
regression model was applied to test the study hypotheses using SPSS V. 26. The
results reveal that expertise has the strongest and most significant impact on all

dimensions of brand equity. Trustworthiness also shows a positive impact, especially
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on brand loyalty and brand awareness/ association. Although the effect of
trustworthiness on perceived quality is insignificant. However, attractiveness shows a
significant impact on perceived quality. Although the impact of attractiveness is
insignificant on brand loyalty and brand awareness/ association. The study
contributes theoretically by developing a conceptual framework that integrates two
established models in the context of social media influencers and brand equity. The
recommendations emphasize giving priority to influencers with experience and
trustworthiness to enhance consumer perception of brand equity.

Keywords: Influencer credibility, Influencer Marketing, Brand Equity, Skin Care.
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