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ABSTRACT:
    YouTube advertisements become highly significant in the digital 
advertising world. It is important to express the social responsibil-
ity of these ads relying on the diversity of social initiatives forms. 
Social responsibility practices have a direct impact. Therefore, 
doubts about the credibility of the companies were raised. The 
problem of the study is summarized that advertising companies 
adopt unsuccessful advertising strategies when they declare their 
social responsibility (to support Egyptian football sports matches), 
especially in cases of low fit between the nature of the company 
and its activity in YouTube shippable advertisings, which raises 
skepticism. The purpose of a study is to examine the possibilities 
of companies’ supportive expert strategy at the company’s low fit 
levels and its social activity verses high fitting levels in the You-
Tube shippable advertising method with a view to supporting us-
er’s trust. The research follows the experimental method by using 
a set of YouTube skippable ads. The research reached several re-
sults. The most important result is that the percentage of validity 
increases in case of enhancing the low fit levels between the com-
pany and its social responsibility activity through the use of the 
advertising expert strategy which supports the level of trust and 
honesty in the company, consequently, the user’ trust.
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1- Introduction  
     For all users, in a digital world, it becomes 
easy to see what they need when they want. 
After pressing the bottom or touching the screen 
of any device, people are connected to the whole 
world. Therefore, it is not easy to attract their 
attention. It is harder to turn their attention into 
advertising impact. 
     Based on Nielsen’s report, more than half of 
the users 18--49 aged years old do not watch or 
subscribe T.V. Over 90% of them watch 
YouTube. (thinkwithgoogle) 
https://www.thinkwithgoogle.com/_qs/document
s/5679/YT_Effectiveness_Guide.pdf 
     Also, based on a biometric analysis of 
personal mobile feed consumption, participants 
looked at videos 5 times longer than at static 
images on Facebook and Instagram. Adding 
simple things, such as motion or animation, to 
the text is important to make a big difference. 
(facebook.com/business) 
     To study the efficiency of attitudes towards 
advertising, Ducoffe (1995), (Martins, 2018) 
focused on three values of advertising on the 
internet: entertainment, informativeness, and 
irritation. Entertainment is a positive indicator to 
advertising because audiences consider 
advertising a way for fun and joy (Bauer et al,. 
2005). Informativeness is the advertising ability 
to provide the audience with information related 
to the product. Irritation is a negative indicator 
reflecting advertisers' techniques which can 
irritate, offend, criticize or manipulate the 
audience (Sundar & Marathe, 2010). 
 
     In accordance with the great importance of 
YouTube skippable advertisings, they are used 
by companies and organizations to broadcast and 
promote their social responsibility to the users, 
especially young users (the research sample). 
According to the importance of consumers’ trust 
in the efficiency of corporate social 
responsibility, it is important to express the 
social responsibility of those adverting (Bronn & 
Vrioni, 2001). Forehand and Grier (2003) 

describe doubts as the opposite of trust. Trust is 
the customer's belief that the company is reliable 
and honest, keeps its words, and fulfills its 
promises (Vlachos et al.,:2009). Vlachos et al. 
(2009) tackle trust as a pivotal element of the 
effectiveness of corporate social responsibility. 
For users it is important that they consider the 
company and its CSR engagement to be 
trustworthy (Bronn & Vrioni, 2001) Shaub 
(1996) as well as Forehand and Grier (2002) 
characterize skepticism as the opposite of trust. 
Trust is the customer’s belief that the firm is 
sincere and reliable, stands by its word, fulfills 
its promises (Vlachos et al., :2009). Vlachos et 
al. (2009) described trust as the center to CSR 
efficiency (Lacey & Kennett-Hensel, 2010). 
     Recently, the phenomenon of corporate social 
responsibility has taken increasing attention by 
marketing men, public policy makers, academicians 
and stakeholders because of its impact on business 
and economic practices, evaluation processes and 
customer reactions towards companies. The practices 
of social responsibility have become a priority for 
companies. There is a variety of social initiatives 
types. They have included supporting sport matches 
as a type of community entertainment, non-profitable 
social issues, or different kinds of donations. The 
companies have launched these initiatives to enhance 
their reputation and image and spread the corporate 
social awareness among stakeholders and customers. 
It is positively reflected in achieving the company's 
tangible profitable gains. (Menichini and Rosati, 
2014). 
 
In addition to market surveys, recent academic 
research papers show that most of consumers these 
days express their preference to companies which 
make a worldwide positive difference and call for a 
higher level of corporate social responsibility. 
Literature studies the strength of corporate social 
responsibility programs on consumer responses in 
different contexts including the image of the 
sponsoring corporate among consumers in times of 
crises or negative information (Schmeltz, 2012, Tian  ،
Wang & Yang, 2011, Menichini and Rosati, 2014). 
Recent academic research and marketplace polls 
suggest that nowadays the majority of today’s 
consumers express that they prefer companies which 
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make a positive difference in the world. Globally, 
consumers request an upper level of corporate social 
responsibility (CSR) (Becker-Olsen et al., 2011; 
Schmeltz, 2012,2017; Tian, Wang, and Yang, 2011). 
    A lot of marketing literature said that the 
increasing interest in corporate social responsibility is 
generally attributed to the reputation of the company 
(Brammer & Millington, 2005, Lichtenstein, 
Drumwright, & Braig, 2004). Marketing literature 
stressed that an essential element in any research 
conducted on corporate social responsibility is how 
company's skippable advertising promotes the 
concept of corporate social responsibility regardless 
of the type of corporate social responsibility practices 
implemented by companies, or how corporate social 
responsibility initiatives or the fit level for types of 
community activities. Consequently, corporate social 
responsibility initiatives may adversely affect 
consumer's behavior. 
     Furthermore, the literature review on Corporate 
Social Responsibility and consumers explored the 
impact of Corporate Social Responsibility on 
corporate reputation (Brammer & Millington, 2005; 
Lichtenstein, Drumwright, & Braig, 2004) and 
asserted that any study on Corporate Social 
Responsibility should concentrate on how 
corporations report the Corporate Social 
Responsibility and consumer perception. It is 
important to define the type of Corporate Social 
Responsibility or how companies involve in the 
Corporate Social Responsibility to avert the negative 
influence of Corporate Social Responsibility on 
consumer behavior (Du, Bhattacharya & Sen, 2010). 
     Corporate social responsibility is described as a 
double-edged sword (Morsing & Schultz, 2006) and 
a highly sensitive issue (Du and et al., 2010). It 
depends on how the effect of these initiatives is 
communicated. Otherwise, its effect shall be void and 
null in addition to hesitation for fear of criticism and 
anxiety about false expectations (Schlegelmilch & 
Pollach, 2005) the potential reactions to skepticism or 
rejection of these messages (Lii & Lee, 2012; Elving, 
2013) complicates the communication between 
corporate social responsibility and an interesting 
topic of research. 
     Therefore, the use of the appropriate context for 
the nature of fit between the company and its societal 
activity plays a very important role in consumer's 
responses (Van Reijmersdal et al. 2010). 

     Several studies have uncovered more skepticism 
about the company's motivations and have reported 
adverse effects of suitable attitude towards the 
company (Forehand and Grier, 2003; Yoon et al., 
2006). A study (Till & Nowak, 2000) has found that 
companies in relation to social responsibility which is 
low fit to the companies' actual nature which resulted 
in consumers' gloomy reactions. 
 
In brief, the problem of the study is that advertising 
companies and organizations adopt unsuccessful 
advertising strategies. That is because they declare 
their social responsibility (to support Egyptian 
football sports matches), especially in cases of low fit 
between the nature of the company and its activity 
(Egyptian football matches). As a result, YouTube 
skip advertisings raise skepticism and decrease 
credibility. It makes the advertisement unbelievable. 
Therefore, it affects response.  The research problem 
is summarized in answering the following questions: 

Q1: How can the expert's communication strategy be 
used as a supportive strategy for advertisements of 
social responsibility activities in the low fitting levels 
between the company and its social activity for the 
skippable ads of the YouTube platform? 

Q2: Does the use of the expert's communication 
strategy at the low fitting levels of corporate social 
responsibility ads and its community activity enhance 
the user's trust towards the advertisement? 

The purpose of this study is to examine the 
possibilities of companies' supportive 
communication strategy (the communicative 
expert strategy) and their social responsibility 
activities at the company's low fit levels and its 
social activity in exchange for high fit levels 
using the YouTube shippable advertising method 
with a view to supporting user's trust towards the 
advertisement. 
This research provides a new angle in studying the fit 
level between the company and its advertising 
activity on social responsibility and its orientations 
affects the level of the trust of the user who receives 
YouTube skippable advertisement. Subsequently, 
companies in relation to low fit social responsibility 
may lead to adverse reactions which may lead to 
negative reactions towards this advertisement 
because it has special specifications which must be 
considered on making the design. That is because it 
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may affect the credibility of the advertisement. 
Consequently, it affects the user's trust. Therefore, 
the study proposes a supporting communication 
strategy, the expert strategy, to lend credibility for the 
skippable advertisement in case of declaring its social 
responsibility. The research hypotheses are: 
H1: In the case of the company's high fit level and its 
YouTube skippable advertisement on social 
responsibility, consumer acceptance becomes higher 
than in the case of low fit level. 
H2: Consumers trust in the image of the sponsoring 
company is higher in the case of the company's high 
fit level and its YouTube skippable advertisement on 
social responsibility compared to a low fit level. 
H3: In the case of the company's low fit and its 
YouTube skippable advertisement on social 
responsibility, consumers' acceptance becomes higher 
after viewing the company's audio-visual ad using an 
advertising of expert strategy. 
H4: Consumers' evaluation for the image of the 
sponsoring company is higher in the research 
sample for YouTube skippable ad on CSR 
applying an advertising expert theory in low fit 
cases. 
The limits of research are confined to select CSR 
campaigns published on YouTube (for youth aged 
16-35 years old). The actual measurement period of 
the questionnaire is as from 5/7/2022 till 15/9/2022. 
The research follows the experimental method by 
using a set of YouTube skippable ads having a high 
fit level between their companies and their 
community activities, and advertisements of low fit 
level between the companies and their community 
activity. 

2- Theoretical background 
3- YouTube Channel 
In a world of many different choices, videos are still 
the most popular choice. YouTube is highly viewed 
by over 2 billion monthly active users. It is assumed 
that YouTube has a diverse user base and your 
business can be connected to your targeted audiences. 
YouTube is a promising advertising platform. In the 
fourth quarter of 2021, YouTube made advertisement 
profits of $8.6 billion. Daily, people see over 1 
billion hours of YouTube video content. YouTube 
has a tremendous base of users. Every day, over 1 
billion hours of video content is viewed. 
(sproutsocial) 

YouTube has attracted the attention of advertisers 
who link their advertisements to specific video 

contents throughout the world. (Pikas, Sorrentino & 
Adage, 2014) YouTube provides the “in-video 
advertising” and “in-stream video advertising”. All 
YouTube advertisements are relevant to one of the 
two advertising categories. In-video advertisement 
contents are shown on the bottom of the video. 
Viewers can close the content of the advertisement at 
any time. In-video advertisements usually take 15 
seconds. As for in-stream advertisements, they are 
shown within the video. Viewers can skip this type of 
advertisements after five seconds. If he wants, a 
viewer can watch the whole advertisement (Pikas, 
Sorrentino & Adage, 2014;). 

YouTube becomes a worldwide video platform 
competing for advertising profits. Increasingly, 
marketers are bound to YouTube to be connected to 
the so-called YouTube generation and social media 
users (Ghosh, 2016).  

YouTube provides a mean of marketing video 
content, which was non-existent in the past. As 
YouTube is viewed by over a billion users (YouTube, 
n.d.), studies of media systems and their management 
will not be completed without more understanding of 
the characteristics of YouTube as a media channel 
aiming at marketing communications. (YouTube, 
n.d.) 

To have access to the right audience, YouTube uses a 
different means from other channels to target its 
audience. It goes beyond targeting specific 
demographic population. The platform uses signals 
for which an internet user is searching. The signals 
help advertisers to target people according to their 
intent. Compared to campaigns targeting demography 
of population, campaigns on mobile which target 
people according to their intent, are 20% higher in 
recalling advertisements and 50% higher in having 
knowledge of brands. (thinkwithgoogle) 

4- Type of YouTube ads in 2022 
- Overlay Ads  
- Video Discovery Ads 
- TrueView In-stream Skippable Ads 
- Non-Skippable In-Stream Ads 
- Bumper Ads 

 
4-1: Overlay Ads  

Video overlay advertisements suddenly appear after 
the video starts playing. They can be as simple as text 
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(example 1 below) or image advertisement (example 
two below): (mygreatlearning) 

 

 
Figure  )1,2): YouTube Overlay Ads 

(instapage) 
 

An overlay advertisement, a text or image, 
appears as a pop-up displayed across the bottom 
20% of the video window. Therefore, it is not an 
intrusive advertisement like other larger pop-ups. 
Users can see the advertisement while watching 
the video on which they clicked. Additionally, 
they can close the advertisement at any time by 
clicking the “X” in the top-right corner. If users 
click on the advertisement, it takes them to URL 
out of YouTube like a dedicated post-click 
landing page to promote the offer . Advertisers 
only get paid when viewers click the overlay 
advertisement so as to view and expand the 
advertising campaign. (instapage)   

 
Figure  )3) YouTube Overlay ad 

(mygreatlearning) 
 

4- 2 :  Video Discovery Ads 

An example of a YouTube discovery ad that appears 
on the page of search results / Home Page after you 
type your topic: 

 
 

 
Figure (4,5) Video Discovery Ads 

(mygreatlearning) 
 
4-3 : TrueView In-stream Skippable Ads 

     On YouTube, TrueView In-stream Skippable 
Advertisements are some of the most popular types 
of advertisements. For TrueView advertisements, 
advertisers pay if users watch the advertisement for 
30 seconds at least or if they view the advertisement 
for 30 seconds at least or if advertising is completely 
played. The viewer clicks on the CTA to move to the 
next step. 
It is good revenue of investment. As per YouTube, 
the TrueView In-stream Skippable Ads must be 
between 12 seconds to 360 seconds in length.  
These ads are played before the video if the user 
clicks on a video in relation to the search term for 
which ads are being played. The title indicates that 
viewers are able to skip these advertisements. If the 
two conditions are met, users have to pay. 
(mygreatlearning) 
 
An example of skippable in-stream ads is below: 
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Figure (6) TrueView In-stream Skippable Ads 

(mygreatlearning) 
 
In the above image, the skippable video ad is 3 
minutes in length. The CTA is Learn to Coach- Book 
Slot, which redirects to the advertiser’s page. Being 
skippable, advertisers have to give the audience the 
reason for staying and watching the advertisement 
completely. In addition, advertisers use the TrueView 
in-stream skippable ads to have advantage of far-
sighted visions relevant to the performance of their 
ads which can assist in testing and optimization. 
(mygreatlearning) 
 
4-5: Non-Skippable In-Stream Ads 

These types of ads are played anywhere during the 
video. From the title, the user cannot skip the 
advertisement at the time of playing. The duration of 
these types of ads lasts between 15 and 20 seconds. 
There is no option to skip the advertisement. These 
types of advertisements are displayed for videos 
lasting a minimum of 10 minutes in length. Before 
playing the non-skippable in-stream ads, viewers are 
given a 5-second countdown notification. These ads 
are charged on a pay-per-click (PPC) basis. 
(mygreatlearning) 

 
Figure (7) Video Discovery Ads 

(mygreatlearning) 
 
4-6: Non-Skippable In-Stream Ads 

By the name, these ads bump into the video of the 
viewer for a maximum of six seconds per ad. The 
Bumper ads, which are the shortest type of YouTube, 
are non-skippable. Although they are short, bumper 
advertisements can be used effectively to promote a 
brand or service or product. (mygreatlearning) 

 
Figure (8) Video Discovery Ads 

(mygreatlearning) 
 
5- Corporate Social Responsibility (CSR)  
     The literature review has handled the concept of 
Corporate Social Responsibility in several 
disciplines. Marketing scholars have tackled how to 
use the concept in marketing communications 
activities as a practice to be resorted to meet the 
needs of the global community and ask for a higher 
level of social responsibility (Dolnicar & Pomering, 
2007). Studies have shown that social responsibility 
initiatives may enhance Brand Loyalty and 
Reputation Building (Brønn & Vrioni 2015;1997) 
and considered them a market differentiation strategy 
that may in turn provide a group of competitive 
advantages (Lichtenstein, Drumwright, & Braig, 
2004; Maignon ,2001; McWilliams & Siegel, 2001; 
Du et al., 2010; Till & Nowak 2000; Klein & Dawar 
2004). The literature review has mainly focused on 
analyzing how to prevent skepticism so as to get 
positive consumer responses toward Corporate Social 
Responsibility (Morsing & Schultz, 2006; Yoon et 
al., 2006; Pomering & Johnson, 2009). 
     The literature review has many different 
definitions for Corporate Social Responsibility. 
Generally, it is defined as “the status and activities of 
the company in relation to its perceived societal 
obligations” (Brown and Dacin 1997). Bowen (1953) 
defined it as "the obligations of businessmen to 
follow these policies, make those decisions, or follow 
the desired lines of business in terms of meeting the 
aims and values of society." Therefore, companies 
shall bear their responsibilities towards a lot of 
customers and stakeholders in society taking into 
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consideration their aim to make profit. These 
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shows less compatibility between the company and 
its activities. The factor of recipient's skepticism is 
likely shown strongly in the company's motives 
toward this activity, which may lead the company to 
be exposed to reduce purchasing intentions towards 
the company (Becker-Olsen et al. 2006), which may 
affect consumers' evaluation for the sponsoring 
company. Evaluation will become negative 
(Forehand & Grier 2003). 
6- The perceived level of fit between the 

company and its advertising activity for 
its social responsibility: 

The perceived fit is defined in the course of corporate 
social responsibility as the perceived connection 
between the company's nature, product lines, brand 
image, and its activity in the targeted market (Becker-
Olsen, Cudmore, and Hill 2006). For example, the fit 
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the brand and social cause have a similar value. For 
example, Dove's 'True Beauty' campaign can be seen 

as adopting a positive message with a view to change 
women's attitudes towards their concept of beauty. 

In 2004, Dove launched the Real Beauty Campaign 
in response to the findings of a major global study, 
The Real Beauty, a worldwide report, showed that 
only 2% of women throughout the world describe 
themselves as beautiful women (Etcoff, Orbach, 
Scott, & D'Agostino, 2004). The main message of 
Dove's campaign was that the unique differences 
between women should be praised instead of ignoring 
them, and that physical appearance should be 
changed from a source of interest to a source of trust. 
This message was delivered through a variety of 
means of communication including television 
advertisements, and online global conversation. 
Although the declared aim is to defend all forms of 
women’s beauty and accept the beauty of difference, 
the campaign has faced severe criticism. The 
company has shown the theory of social comparison 
from the perspective of goodness in Dove's 
campaign, but that campaign is directly inconsistent 
with the products of Dove's parent company, Ax and 
Fair & Lovely, which offers a renowned brand 
mainly marketed to black women. The product 
promotes the desire for skin lightening. Providing 
products aiming to make all women more alike is in 
contrast with Dove's message to accepting the beauty 
of all women. For example, an advertisement for Fair 
& Lovely depicts an image for a dark-skinned 
woman whose skin color prevents her from getting 
her dream job. Once she uses the product, she gets 
her dream job. Therefore, there is incongruity in the 
fit level between the nature of the company and the 
declaration of its social responsibility, which affects 
the users' trust in the company (in-mind). 
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Figure (9)(10): Dove Real Beauty Campaign  

(in-mind.org) 
 

Additionally, General Motors Campaign of Road 
Safety:  

General Motors has launched a campaign to change 
the way the world views electric vehicles by 
changing the way the world thinks about road safety. 

 
Figure (11): Dove Real Beauty Campaign 

(in-mind.org)  
GM introduced Periscope as a new safety brand 
combining research and technology. It is an invitation 
to help explain the way in which the company works 
so that it can achieve its vision of an accident-free 
future. The "Pleasant Surprises" campaign sheds light 
on the fact that we experience, in life, pleasant 
surprises, but, on the road, there is no such thing. 
Through GM's comprehensive approach to safety, 
brought by Periscope, GM seeks to celebrate the 
happy moments that happen in life when unhappy 
luck is avoided. )lbbonline) (youtube) 

     Moreover, if McDonald's implements AIDS 
prevention campaign, the fit of the brand for 
corporate social responsibility will be relatively low 
because (AIDS) seems to have no relation to 
McDonald's service or its brand image. Perceived fit 
is important because it has influence on how much 
people think about the relationship, such as in terms 
of increasing elaboration about the company, the 

social initiative, and the relationship itself when there 
are marked contradictions with prior expectations and 
information (Forehand and Grier, 2003)  

     Torelli, Monga, and Kaikati (2012) suggest that 
low fit between a company and information on its 
social responsibility can make social responsibility 
information unclear and decline evaluations. 
Additionally, they suggested that informed 
correlation creates positive attitudes towards 
companies or brands because consumers consider the 
company’s actions honest and fit (Speed and 
Thompson, 2000). 

To support good fit between the company and 
corporate social responsibility activity effectively in 
user’s ongoing cognitive structure strengthens the 
relation between the company and the social cause 
(Becker-Olsen & Hill, 2006), which results in an 
increase in cognitive detail and making the exterior 
motivations clearer. Thus, it reduces the negative 
reactions of users and stakeholders towards corporate 
social responsibility activities. According to 
(Forehand and Grier, 2002), consumers are likely to 
perceive internal motives if the company has no 
benefits to there are no benefits to. They are the 
remarkable and exterior motivations when the 
benefits are notable. (essay) 

7- CSR & the Expert CSR Communication 
Process 

Matten and Moon (2004, 2008) employed rhetorical 
strategies which provide the notions of implicit and 
explicit Corporate Social Responsibility 
communication. Many of research papers conducted 
to explore the rhetorical strategies of Corporate 
Social Responsibility have tackled these concepts. 
Morsing et al. (2008) and Morsing and Schultz 
(2006) see that credibility is implicitly gained by 
clever ways of communication. They highly employ 
an inside-out approach engaging and binding 
employees so as to increase trustworthiness (Morsing 
et al., 2008). 

To deal with experts, the only way that the 
companies should communicate is Corporate Social 
Responsibility because credibility increases if 
communication is made by using credible channels in 
a traditional way, such as secret reports and corporate 
websites. 
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Morsing et al. (2008) say that the accredited 
Corporate Social Responsibility is communicated to 
deal with the public and customers. Corporate Social 
Responsibility communication process is used 
through third-party experts in order to lend their 
credibility to the company behind the corporate social 
responsibility communication. 

Furthermore, it is expected that the influence of the 
explanatory link to be more clarified for low-fit 
cases. ‘Low fit’ implies that there is a lack of 
previous explanatory link. For high-fit cases, the 
explanatory link is marginally influenced as 
consumers have already recognized that there is a 
cohesive relation between the company and its CSR 
activity. 

8- Perceived CSR Motives 
Perceived CSR motives are defined as the 
consumers’ perceptions of the motive behind the 
activities of corporate CSR (Yoon, Y.; 2006). In 
other words, perceived CSR motivations refer to 
what extent of honesty or hypocrisy consumers 
believe about the activities of corporate CSR. 
Previous research has said that perceived CSR 
motives have positively affected evaluating the 
company by consumers (Yoon, Y.; 2006) 
(Karaosmanoglu, E et,al : 2016). The influence of 
CSR is promoted if a company’s motives for CSR are 
conceived as honest (Yoon, Y.; 2006). 

Forehand and Grier said that the perceptions of 
public-serving motives result in positive responses of 
consumers to the company are stronger. (Alhouti, 
Johnson, and Holloway, 2016) found that if 
consumers perceive CSR motives as public-serving, 
they feel credibility in CSR which resulted in a 
positive intention to purchase and loyalty to the 
company. They reached a result that if consumers 
perceived CSR motives as self-serving, CSR has a 
negative influence on the perceptions of authenticity, 
intention to purchase, and loyalty to the company. 
(Park, Lee, and Kim, 2014) described the motives of 
perceived CSR as Social Charitable Trust, and argued 
that perceived CSR motives positively affect 
corporate reputation. He and Lai (He, Y.; Lai, K.K., 
2014) (Dongho and Jieun, 2018). 

9- Processes of social responsiveness 
The response of corporate social is a company’s 
capacity to respond to social pressures. It shows the 

business organization ability to survive via being 
adapted to its business environment. Therefore, the 
company must know its business environment, able 
to analyze its data, and react to the findings of the 
analysis. The environment of business is complicated 
and changeable. In contrast, business environment 
cannot be changed for decades or centuries. Then, it 
is rapidly reformed. The ability to achieve a 
successful reaction to the business environment needs 
complex mechanisms. There are three key elements 
of the CSR model: 

• Business environment scanning: It leads to 
collecting production information and transmitting 
collected information to the organization. 

• Stakeholder management: a stakeholder is 
defined as any group or individual that can influence 
or be affected by achieving the goals of the company 
for example: owners, suppliers, employees, client, 
competitors, and local and foreign governments. 

• Issues management: After defining the 
principles of motivation for the company and the 
possibility of their determination, the identities, 
relationships, and power of stakeholders, the 
researcher (Hopkins, M., 2005). 

10- High Fit Levels 
They refer to the fit between the company’s character 
and the self-image of its own social responsibility 
activities. Studies focusing on consumer’s attitude 
concerned clarifying the links between the 
individual's image of his activity and himself, these 
studies show the theory of self-image developed by 
motivational psychologists: Rodgers and Maslow, 
and Freud's work on the ego (Achouri & Bouslama, 
2010). 

It suggests that correlation or similarity has effect on 
stored and recovered information from memory. The 
more congruity, the higher connnectedness between 
the company and its advertising activity as a social 
responsibility. (Lafferty 2007). Thus, when there is a 
good harmony between corporate social responsibility 
activities and the nature of the company supported by 
consumers' perceptions and expectations related to the 
company, consumers can easily integrate their 
corporate social responsibility activities into their 
cognitive structure, which is highly similar to the 
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cognitive structure of other people (Bagozzi & Cha: 
2015; Bergami and Bagozzi 2000). 

Orth, Limon, and Rose (2010) proved that the 
characteristics of the brand personality facilitate the 
brand attachment. If the corporate social responsibility 
activity is fit to its brand, consumers will feel the 
brand more attractive and credible. 

Accredited high fit adopted by the company as a 
strategy in its approach to advertising communication 
refers to a direct correlation between the company and 
the nature of its activity as a social responsibility. The 
congruity with the self-image of the company’s 
activity is clear in the similarity between its symbols 
and the self-image of the activity nature known in the 
advertising messages. (Achouri & Bouslama, 2010). 
Zinkhan and Hong (1991) define the high fit level as 
the degree of credibility between the expression of the 
advertisement of the activity of social responsibility 
and the self-image. (Achouri & Bouslama, 2010). 

11-  Low Fit Levels: 
     As for the activities of low-fit social responsibility 
which call to adverse reactions which may reach the 
extent of doubts, the use of credible and believable 
experts or renowned people may represent an 
excellent strategy. In this case, It is expected that the 
advertisement creates the trust and credibility from the 
expert which leads to creating a new relatedness 
stimulating acceptance and believing in the 
advertisement. Consequently, the advertising expert 
strategy focuses on the positive aspects and the 
charitable nature of the social responsibility activity in 
the advertisement itself. 

    It is assumed that the expert strategy focuses on 
subjective information on social responsibility 
activities leading to more positive findings than what 
is between the nature of the company and its social 
responsibility activity in low-fit cases. The expert 
strategy includes focusing on the social responsibility 
activities themselves, while high fitting focuses on to 
what extent is the congruity and similarity between 
the nature of the company and the activities of social 
responsibility (Achouri & Bouslama, 2010). 

12- Study 
An experiment was conducted to test hypotheses 
through the adoption of social responsibility 
campaigns with the application of the questionnaire 

after these campaigns on YouTube  to investigate the 
influence of social response campaign on user's trust.  

The sample consisted of 200 respondents from a 
random sample of YouTube. 24 respondents were 
dropped due to incomplete responses which resulted 
in 226 respondents. 

13- Stimuli 
 

Social responsibility campaigns (to support Egyptian 
football sports matches), especially in cases of low fit 
between the nature of the company and its very 
activity (Egyptian football matches) in YouTube 
skippable advertisings were used to study the effect of 
the user's trust and to make sure that the ads options 
were suitable for this research as a pre-test, 15 
specialists were demanded to watch the ads, and five 
minutes later, they were tested to recall social 
responsibility messages. 

14- Tools of the Study 
Preparing the statistical analyses of social sciences 
(SPSS 25) to conduct statistical analyses and methods 
used in the study: 

- Pearson correlation coefficient.    
- Cronbach's alpha coefficient.     
- Computational average and standard 

deviation.  
- Ka2" Test to study the differences between 

frequent responses of the sample individuals. 
 

14-1- First Ad: Coca Cola TrueView In-stream 
Skippable Ads, Dec 29, 2016, 1,806,992 views,  
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Figure (12): From Coca-Cola to the Egyptian fan, Coca Cola 

TrueView In-stream Skippable Ads (Duration: 2:54) 
(Youtube) 

 

14-2- Second Ad: Coca Cola TrueView In-stream 
Skippable Ads, Jun 18, 2019, 13,407,529 views
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Figure (13): No matter how different we are, we will unite our 

cheer, Coca Cola TrueView In-stream Skippable Ads (Duration: 
1:48) 

(Youtube) 
 

14-3- Third Ad: Orange TrueView In-stream 
Skippable Ads, - World Cup - Cheer up Coach, 
Jun 10, 2018, 16,115,640 views 
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Figure (14): Cheer up, Coach, Orange - World Cup TrueView In-

stream Skippable Ads (Duration: 1:18) 
(Youtube) 

 
14-4- Fourth Ad: Vodafone TrueView In-stream 
Skippable Ads, - World Cup - Cheer up Coach, 
Mar 25, 2022, 47,111 views 
 

 

 

 

 

 

 

 

 
Figure (15): Let's raise the Egyptian flag on every house, we are 
stronger together, Vodafone TrueView In-stream Skippable Ads 

(Duration: 1:53) 
(Youtube) 
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14-5- Fifth Ad: Pepsi TrueView In-stream 
Skippable Ads, - World Cup - Cheer up Coach , 
Feb 22, 2020, 160,150 views (Playing never stops 
with Pepsi) 

 

 

 

 

 
Figure (16): Unstoppable Playing with Pepsi, Pepsi TrueView In-

stream Skippable Ads (Duration: 1:00) 
(Youtube) 

 
149-6- Six Ad: Coca-Cola TrueView In-stream 
Skippable Ads, - World Cup - Cheer up Coach, 
Jan 11, 2022, 11,324,644 views 
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Figure ( 71 ): Names don't matter, the only thing that matters that 
we win the cup again, Coca-Cola TrueView In-stream Skippable 

Ads (Duration: 0:30) 
(Youtube) 

 
15- Measures 
The study adopted a measure (Berens et al.,2005, 
Schaefer and Pettijohn: 2006, Kim, S., & Lee, 
H.: 2019, rnett, German, and Hunt: 2003, Bolton 
and Mattila: 2015, Yoon et al.,2006) to assess 
the influence on user trust on the 5-Point Likert 
scale using base points, I strongly disagree, I 
strongly agree. All authentic elements are listed 
in appendix (1). The scale includes three 
sections. The first identifies respondents' 
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demographic characteristics. The second section 
includes the questions of the questionnaire. 
 
CSR fit defines the concepts adopted in (Berens 
et al.2005) as follows: CSR activity fits into this 
company’, ‘CSR activity fits well with its 
industry characteristics. CSR activity is in 
relation to the company’s industry 
characteristics. CSR authenticity is defined on 
the basis of the research by (Schaefer and 
Pettijohn, 2006) is amended to reflect the context 
of the research: this company commits to social 
prosperity through the activities of social 
responsibility. I think the company’s social 
contribution activities are artificial ‘(reverse 
item). The company’s social responsibility 
activities are authentic. The definition of Brand 
attitude is a consumer’s attitude to a brand and it 
is adjusted according to the context of the study: 
The service quality of this company is good, I 
like this company’s service, I like the service of 
this company and I trust the service of this 
industry’. In addition, CSR involvement is 
known as the interest or importance given to 
CSR by individuals on the basis of the studies of 
(Kim et al., 2019). It is measured with two items: 
I am usually concerned with the company's 
sponsorship. Social entrepreneurial activity is 
important for the assessment of companies. CSR 
support is defined according to the research of 
(Arnett et al., 2003) that it is measured with four 
items: CSR activity name is crucial part of who I 
am. CSR activity name is something about which 
I do not have clear feeling (reverse-code)'. CSR 
activity name is something about which I have 
no clear feeling (reverse-coded). [CSR activity 
name] is something I rarely think about (reverse-
coded). Perceived CSR motives are defined on 
the basis of the research conducted by (Bolton 
and Mattila, 2015) that it is measured with three 
items: Company participates in CSR because it 
originally concerns the welfare of the others. 
Company compliance to CSR is authentic'. 
Company engages in CSR to benefit itself 
(reverse-coded)'. 

Company Trust is measured with four items 
adopted from Mran Ali et al., 2020) with four 
items: Company makes credible ads, Company is 
honest with its customers, The Company always 
meets the promises it makes and If there is any 
problem, the Company supports me. The 
Company's assessments adopted (Yoon et al., 
2006) with four items: ‘How good or bad is 
(company name)?, How is (company name) is 
liked?, Is (company name) positive or negative?, 
Is (company name) favorable?. 
All items are measured on a 5-point Likert scale 
(1 point, not at all; 5 points, very much). 
In this research, the researcher has employed the 
statistical analysis for social sciences (SPSS 25) 
in the statistical analyses and methods exploited 
by the study: 
- Pearson correlation coefficient.    
- Cronbach's alpha coefficient.     
- Computational average and standard deviation.  
- Ka2 Test to study the differences between 
frequent responses of the sample individuals. 
16- Validity and Reliability of the 

Questionnaire Findings 
16-1 Internal Consistency Validity Results  

To verify the internal unity of the questionnaire, the 
researcher has calculated the correlation coefficient 
between the scores of each item of the questionnaire 
and the total scores of the measurement item to which 
the item belongs. The results are as laid down in 
Table (1): 

Table (1): it shows the correlation coefficients 
between the scores of each item in the questionnaire 
and the total scores of the measurement item to which 
the questionnaire item belongs. 

No. Correlation Coefficient Items of the 
Measurement 

1 The fit level between 
advertising activity and 

the nature of the 
company. 

.681 
2 .840 
3 .848 

4 Corporate Social 
Responsibility 
Authenticity. 

.696 
5 .860 
6 .823 
7 Corporate Social .916 
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8 Responsibility 
Participation 

 

.902 

9 Supporting Corporate 
Social Responsibility 

from 
the Research Sample 

.747 
10 .785 
11 .734 

12 Perceived Corporate 
Social Responsibility 

of the Companies 
 

.781 
13 .862 
14 .708 

15 

Trust in the company 

.789 
16 .682 
17 .684 
18 .744 
19 

Company's Evaluation 
 

.857 
20 .831 
21 .735 
22 .739 

Table (1) The Significance level is 0.01. 

      Table (1) shows the correlation coefficients 
between the scores of each of the questionnaire items 
and the total scores of the measurement item to which 
the questionnaire item belongs. They ranged from 
(0.681 - 0.916). All of them are statistically 
significant. Therefore, the statements of the 
questionnaire items are valid for what it measures. 

16-2 Findings of the Structural Validity of the 
Questionnaire 
     In order to verify the structural validity of the 
questionnaire, the researcher calculated the 
correlation coefficient between the total scores for 
each item of the measurement and the total score of 
the questionnaire. The results are as shown in Table 
(2). 

Table (2): it shows the correlation coefficients 
between the total scores for each item of 
measurement and the total score for the 
questionnaire. 

No. Items of Measurement Correlation 
Coefficient 

1 
The fit level between 

advertising activity and the 
nature of the company 

0.831 

2 Corporate Social 
Responsibility Authenticity 

0.756 

3 Corporate Social 0.828 

Responsibility Participation 

4 
Supporting Corporate Social 

Responsibility from 
the Research Sample 

0.710 

5 
Perceived Corporate Social 

Responsibility of the 

 Companies 

0.912 

6 Trust in the company 0.840 
7 Company's Evaluation 0.863 

8 
The fit level between 

advertising activity and the 
nature of the company 

0.831 

Table (2) The Significance level is 0.01. 

     Table (2) shows the correlation coefficients 
between the degrees of each item of the measurement 
and the total degree of the questionnaire. They ranged 
from (0.710 to 0.912).  All coefficients are 
statistically significant. It indicates the validity and 
similarity of the measurement items. 

16-3- The Reliability of the Questionnaire 
Findings 
     To verify the reliability of the questionnaire, the 
researcher adopted the Cronbach's alpha coefficient 
method. The results are as set out in Table (3). 

Table (3): it shows the results of the Cronbach’s 
alpha test for the questionnaire. 

No. 

Items of Measurement Cron
bach 
Alpha 
Coeff
icient 

Number of 
the 
Utterances 

1 

The fit level between 
advertising activity 

and the nature of the 
company. 

3 0.71 

2 
Corporate Social 
Responsibility 
Authenticity. 

3 0.72 

3 
Corporate Social 
Responsibility 
Participation. 

2 0.70 

4 

Supporting Corporate 
Social Responsibility 

for the Research 
Sample. 

3 0.81 

5 
Perceived Corporate 
Social Responsibility 

of the Companies. 

3 0.73 
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6 Trust in the company. 4 0.74 

7 Company's 
Evaluation, 

4 0.80 

8 The questionnaire as a 
whole. 

22 0.93 

     Table (3) shows the reliability coefficients of the 
questionnaire which ranged between (0.70 - 0.81) for the items of 
the measurement.  
The reliability coefficient of the questionnaire as a 
whole is (0.93). They are high percentages of 
reliability which the researcher reassures for the 
results of the questionnaire. 
17- Result 
17-1- Internal Consistency Validity Results  

     The study shows and analyzes the opinions of the 
research sample members in a questionnaire on “the 
communication expert strategy to enhance the low fit 
level for YouTube skippable digital corporate social 
responsibility advertisements and their relation to the 
user's trust.” 
    The arithmetic mean, standard deviation, relative 
weight, and "Ka2" test indicate the differences 
between the opinions of the study sample individuals 
on the questionnaire statements according to a five-
sliding scale as follows: 
 
N
o. 

Team 
 

1 
Opini

on 

Level of agreement 
Stron
gly 

disag
ree 

Disag
ree 

Neut
ral 

Agr
ee 

Stron
gly 

agree 

2 Weig
ht 

5 4 3 2 1 

3 

weigh
ted 

avera
ge 

4.20-
-5 

3.4—
4.19 

2.60
—

3.39 

1.80
—

2.59 

1—
1.79 

Table (4): A five-sliding scale for positive utterances 
 
N
o. 

Team 
 

1 
Opini

on 

Level of agreement 
Stron
gly 

disag
ree 

Disag
ree 

Neut
ral 

Agre
e 

Stron
gly 
agree 

2 Weig
ht 

1 2 3 4 5 

3 

weig
hted 
avera

ge 

1—
1.79 

1.80
—
2.59 

2.60
—
3.39 

3.40

—

4.19 

4.20

—5 

 
Table (5): A five-sliding scale for negative utterances 

 
17-2- Statistical Findings of the Fit Level between 
Advertising Activity and the Nature of the 
Company. 

Table (6): Arithmetic means, standard deviations, 
relative weights, and findings of the "Ka2" test for 
the opinions of the research sample members towards 
the fit level of between the advertising activity and 
the nature of the company. 
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80
% 

Stro
ngly 
disa
gree 

6 197
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9 

.01
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Table 6:  shows the levels of opinions of the research sample 
members towards the fitness level between the advertising 

activity and the nature of the company in the executed 
advertisements 

 
   Table (6) shows the levels of opinions of the 
research sample individuals towards the fit level 
between the advertising activity and the nature of the 
company in the executed advertisements. The values 
of “Ka2” of all the evaluation items are statistical 
significance, which indicates that there are 
statistically significant differences between the levels 
of opinions of the members of the research sample 
towards the fit level between the advertising activity 
and the nature of the company. The advertisement 
No. 4 ranks first by an arithmetic mean of (4.86) and 
a relative weight of (97.10%) opinions are at the level 
of “strongly agree”, followed by advertisement No. 
(5) which ranks second by an arithmetic mean of 
(4.67) and a relative weight of (93.30%) and opinions 
are at the level of "strongly agree". The 
advertisement No. 6 ranks third by an arithmetic 
mean of (4.04) and a relative weight of (80.80%) at 
the level of "agree" opinions. As for the 
advertisement No. 3, the level of opinions of 
"disagree" is by an arithmetic mean of (1.99) and a 
relative weight of (39.70%). For, advertisement No. 
2, the opinions fall at the level of “strongly disagree” 
by an arithmetic mean of (1.58) and a relative weight 
of (31.60%), In advertisement No. 1, the opinions are 
at the level of “strongly disagree” are by an 
arithmetic of (1.34) and a relative weight of 
(26.80%). 

 
Diagram (1): It shows the relative weights of the items of 

evaluating the fit level between the advertising activity and the 
nature of the company. 

    Table (3) and its findings, and diagram (1) show 
that the advertisements (4, 5, 6) have achieved a high 
fit level between the advertising activity and the 

nature of the company while the advertisements (1, 2, 
3) have had a low fit level between advertising 
activity and the nature of the company. 
     The researcher says that it is attributed to the fact 
that advertisement (4) used the expert strategy. It 
used (Mo Salah) because he represents a world expert 
in football and a good example for many Egyptian 
football players. 
     It is followed by the advertisement (5) of PEPSI 
Co., which also used the expert strategy using many 
world football players, such as Mo Salah, Messi, and 
others. This advertisement is also highly acceptable 
by the research sample, the Egyptian young people. 
The researcher says that the finding shows little less 
difference from the previous advertisement because it 
uses several experts in the advertisement. Therefore, 
the sample’s support for this advertisement is highly 
attributed to the presence of their favorite players 
although there are players competing with the 
favorite player, Mo Salah, of the research sample, the 
Egyptian youth. 
     As for the advertisement (6) of the Orange 
Company, it adopts expert strategy in a different way. 
He uses the “make-up of the personalities of the 
football coaches, but their real personalities do not 
appear in the advertisement. In addition to this, there 
is a written sentence on the advertisement to thank 
the coaches because they supported the idea of the 
advertisement. It gives an insinuation that they 
support football. As a result, they support the brand 
of the advertisement. Therefore, the idea of the 
advertisement deliberately fascinates the audience by 
the quality of the make-up. It shows that "We are all 
coaches in football” so as to reflect the required 
meaning that the Egyptian society lives in the state of 
training and gives many directives to the players 
during the football game. The society exaggerates in 
discussing the way of playing and criticizing the 
decisions of training many times. It gives the idea 
that the audience is emotionally linked to this game. 
However, coaches do not frankly appear in the 
advertisement. It resulted in reducing the influence of 
using the strategy of hiring expert. It is assisted by 
the meaning of the experts rather than the experts 
themselves. It may support the nature of the 
advertisement. The meaning is used, but the essence 
of the experts themselves is not used. It may further 
enhance the nature of the advertisement. It is possible 
for the real coach to appear in a scene combining him 
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Table 6:  shows the levels of opinions of the research sample 
members towards the fitness level between the advertising 

activity and the nature of the company in the executed 
advertisements 

 
   Table (6) shows the levels of opinions of the 
research sample individuals towards the fit level 
between the advertising activity and the nature of the 
company in the executed advertisements. The values 
of “Ka2” of all the evaluation items are statistical 
significance, which indicates that there are 
statistically significant differences between the levels 
of opinions of the members of the research sample 
towards the fit level between the advertising activity 
and the nature of the company. The advertisement 
No. 4 ranks first by an arithmetic mean of (4.86) and 
a relative weight of (97.10%) opinions are at the level 
of “strongly agree”, followed by advertisement No. 
(5) which ranks second by an arithmetic mean of 
(4.67) and a relative weight of (93.30%) and opinions 
are at the level of "strongly agree". The 
advertisement No. 6 ranks third by an arithmetic 
mean of (4.04) and a relative weight of (80.80%) at 
the level of "agree" opinions. As for the 
advertisement No. 3, the level of opinions of 
"disagree" is by an arithmetic mean of (1.99) and a 
relative weight of (39.70%). For, advertisement No. 
2, the opinions fall at the level of “strongly disagree” 
by an arithmetic mean of (1.58) and a relative weight 
of (31.60%), In advertisement No. 1, the opinions are 
at the level of “strongly disagree” are by an 
arithmetic of (1.34) and a relative weight of 
(26.80%). 

 
Diagram (1): It shows the relative weights of the items of 

evaluating the fit level between the advertising activity and the 
nature of the company. 

    Table (3) and its findings, and diagram (1) show 
that the advertisements (4, 5, 6) have achieved a high 
fit level between the advertising activity and the 

nature of the company while the advertisements (1, 2, 
3) have had a low fit level between advertising 
activity and the nature of the company. 
     The researcher says that it is attributed to the fact 
that advertisement (4) used the expert strategy. It 
used (Mo Salah) because he represents a world expert 
in football and a good example for many Egyptian 
football players. 
     It is followed by the advertisement (5) of PEPSI 
Co., which also used the expert strategy using many 
world football players, such as Mo Salah, Messi, and 
others. This advertisement is also highly acceptable 
by the research sample, the Egyptian young people. 
The researcher says that the finding shows little less 
difference from the previous advertisement because it 
uses several experts in the advertisement. Therefore, 
the sample’s support for this advertisement is highly 
attributed to the presence of their favorite players 
although there are players competing with the 
favorite player, Mo Salah, of the research sample, the 
Egyptian youth. 
     As for the advertisement (6) of the Orange 
Company, it adopts expert strategy in a different way. 
He uses the “make-up of the personalities of the 
football coaches, but their real personalities do not 
appear in the advertisement. In addition to this, there 
is a written sentence on the advertisement to thank 
the coaches because they supported the idea of the 
advertisement. It gives an insinuation that they 
support football. As a result, they support the brand 
of the advertisement. Therefore, the idea of the 
advertisement deliberately fascinates the audience by 
the quality of the make-up. It shows that "We are all 
coaches in football” so as to reflect the required 
meaning that the Egyptian society lives in the state of 
training and gives many directives to the players 
during the football game. The society exaggerates in 
discussing the way of playing and criticizing the 
decisions of training many times. It gives the idea 
that the audience is emotionally linked to this game. 
However, coaches do not frankly appear in the 
advertisement. It resulted in reducing the influence of 
using the strategy of hiring expert. It is assisted by 
the meaning of the experts rather than the experts 
themselves. It may support the nature of the 
advertisement. The meaning is used, but the essence 
of the experts themselves is not used. It may further 
enhance the nature of the advertisement. It is possible 
for the real coach to appear in a scene combining him 
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Table 6:  shows the levels of opinions of the research sample 
members towards the fitness level between the advertising 

activity and the nature of the company in the executed 
advertisements 

 
   Table (6) shows the levels of opinions of the 
research sample individuals towards the fit level 
between the advertising activity and the nature of the 
company in the executed advertisements. The values 
of “Ka2” of all the evaluation items are statistical 
significance, which indicates that there are 
statistically significant differences between the levels 
of opinions of the members of the research sample 
towards the fit level between the advertising activity 
and the nature of the company. The advertisement 
No. 4 ranks first by an arithmetic mean of (4.86) and 
a relative weight of (97.10%) opinions are at the level 
of “strongly agree”, followed by advertisement No. 
(5) which ranks second by an arithmetic mean of 
(4.67) and a relative weight of (93.30%) and opinions 
are at the level of "strongly agree". The 
advertisement No. 6 ranks third by an arithmetic 
mean of (4.04) and a relative weight of (80.80%) at 
the level of "agree" opinions. As for the 
advertisement No. 3, the level of opinions of 
"disagree" is by an arithmetic mean of (1.99) and a 
relative weight of (39.70%). For, advertisement No. 
2, the opinions fall at the level of “strongly disagree” 
by an arithmetic mean of (1.58) and a relative weight 
of (31.60%), In advertisement No. 1, the opinions are 
at the level of “strongly disagree” are by an 
arithmetic of (1.34) and a relative weight of 
(26.80%). 

 
Diagram (1): It shows the relative weights of the items of 

evaluating the fit level between the advertising activity and the 
nature of the company. 

    Table (3) and its findings, and diagram (1) show 
that the advertisements (4, 5, 6) have achieved a high 
fit level between the advertising activity and the 

nature of the company while the advertisements (1, 2, 
3) have had a low fit level between advertising 
activity and the nature of the company. 
     The researcher says that it is attributed to the fact 
that advertisement (4) used the expert strategy. It 
used (Mo Salah) because he represents a world expert 
in football and a good example for many Egyptian 
football players. 
     It is followed by the advertisement (5) of PEPSI 
Co., which also used the expert strategy using many 
world football players, such as Mo Salah, Messi, and 
others. This advertisement is also highly acceptable 
by the research sample, the Egyptian young people. 
The researcher says that the finding shows little less 
difference from the previous advertisement because it 
uses several experts in the advertisement. Therefore, 
the sample’s support for this advertisement is highly 
attributed to the presence of their favorite players 
although there are players competing with the 
favorite player, Mo Salah, of the research sample, the 
Egyptian youth. 
     As for the advertisement (6) of the Orange 
Company, it adopts expert strategy in a different way. 
He uses the “make-up of the personalities of the 
football coaches, but their real personalities do not 
appear in the advertisement. In addition to this, there 
is a written sentence on the advertisement to thank 
the coaches because they supported the idea of the 
advertisement. It gives an insinuation that they 
support football. As a result, they support the brand 
of the advertisement. Therefore, the idea of the 
advertisement deliberately fascinates the audience by 
the quality of the make-up. It shows that "We are all 
coaches in football” so as to reflect the required 
meaning that the Egyptian society lives in the state of 
training and gives many directives to the players 
during the football game. The society exaggerates in 
discussing the way of playing and criticizing the 
decisions of training many times. It gives the idea 
that the audience is emotionally linked to this game. 
However, coaches do not frankly appear in the 
advertisement. It resulted in reducing the influence of 
using the strategy of hiring expert. It is assisted by 
the meaning of the experts rather than the experts 
themselves. It may support the nature of the 
advertisement. The meaning is used, but the essence 
of the experts themselves is not used. It may further 
enhance the nature of the advertisement. It is possible 
for the real coach to appear in a scene combining him 
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relative weight of (93.10%) at the opinions level of 
Strongly agree”. The advertisement No. (6) ranked 
third by arithmetic mean (4.07) and a relative weight 
(81.40%) and the opinions were at the level of 
“agree”, while the opinions were at the level of 
“disagree” in the advertisement No. 3 which has 
arithmetic mean (1.85). and a relative weight of 
(36.90%). In the advertisement No. 2, the opinions 
fell at the level of “strongly disagree” by arithmetic 
mean (1.74) and a relative weight of (34.70%), In 
advertisement No. (1), the opinions were at the level 
of “strongly disagree” by arithmetic mean (1.42) and 
a relative weight of (28.30%). 

 
Diagram (2) shows the relative weights of the items of the 

assessment of the authenticity of corporate social responsibility 
      Table (4) and its results, and diagram (2) show 
that advertisements (4, 5, 6) achieved the authenticity 
of corporate social responsibility at a high level, 
while advertisements (1, 2, 3) had a low level of 
corporate social responsibility authenticity. 
17-4- The Statistical Findings of the Participation 
of Corporate Social Responsibility: 

Table (8): Arithmetic means, standard deviations, 
relative weights, and "Ka2" test findings for the 
opinions of the research sample individuals towards 
the participation of corporate social responsibility. 
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     Table (8) shows the levels of opinions of the research sample 
members towards the participation of corporate social 

responsibility in the implemented advertisements. 
The “Ka2” values for all evaluation items were 
statistically significant. It indicates that there are 
statistically significant differences between the levels 
of opinions of the research sample individuals to the 
participation of corporate social responsibility. The 
advertisement No. 4 ranked first by arithmetic mean 
(4.70) and a relative weight (93.90%) and the 
opinions were at the level of “strongly agree”. It is 
followed by the advertisement No. 5 in the second 
rank by arithmetic mean (4.52) and a relative weight 
of (90.40%) and the opinions were at the level of 
opinions “strongly agree”. The Advertisement No. 
(6) ranked third by an arithmetic mean of (4.15) and a 
relative weight (83.00%) and the opinions were at the 
level of “agree”. In the advertisement No. 3, the 
opinions were at the level of “disagree” by arithmetic 
mean (2.05) and a relative weight of (40.90%). In the 
advertisement No. 2, the opinions were at the level of 
“strongly disagree” by arithmetic mean (1.62) and a 
relative weight (32.30%). As for the advertisement 
No. 1, opinions were at the level of “strongly 
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disagree” by arithmetic mean (1.49) and a relative 
weight of (29.80%). In advertisement No. (1), the 
opinions were at the level of “strongly disagree” by 
arithmetic mean (1.49) and a relative weight of 
(29.80%). 

 
     Diagram (3) shows the relative weights of the items of the 

evaluation of corporate social responsibility participation 
      From Table (5) and its findings, and diagram (3), 
it is clear that advertisements (4, 5, 6) achieved a 
high level of corporate social responsibility 
participation, but advertisements (1, 2, 3) had a low 
level of corporate social responsibility participation. 
The researcher attributes this to the users' ability to 
distinguish the fit level between the company and the 
nature of the advertised social activity. 

17-5- The Statistical results to support corporate 
social responsibility from the research sample 

Table (9): Arithmetic means, standard deviations, 
relative weights, and "Ka2" test findings for the 
opinions of the research sample individuals to the 
participation of corporate social responsibility. 
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     Table (9) shows the levels of opinions of the research sample 
members towards enhancing corporate social responsibility from 

the research sample in the implemented advertisements 
     The “Ka2” values for all evaluating items are 
statistically significant. It indicates the existence 
of statistically significant differences between 
the levels of opinions of the research sample 
individuals to promoting corporate social 
responsibility from the study sample. The 
advertisement No. 4 ranked first by arithmetic 
mean (4.76) and a relative weight (95.10%) by a 
level of “strongly agree” opinions. It is followed 
by advertisement No. 5 which ranked second by 
arithmetic mean (4.58) and a relative weight of 
(91.50%) at an opinion level of "strongly agree". 
The advertisement No. 6 ranked third by 
arithmetic mean (3.98) and a relative weight of 
(79.60%). The opinions were at the level of 
"agree". In the advertisement No. 3, the opinions 
were at the level of "disagree" by arithmetic 
mean (2.03) and a relative weight of (40.60%). 
The opinions were at the level of “strongly 
disagree” in the advertisement No. 2 by 
arithmetic mean (1.75) and a relative weight of 
34.90%. In the advertisement. No. 1, the 
opinions were at the level of “strongly disagree” 
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by arithmetic mean 1.64 and a relative weight of 
32.70%. 

 
Diagram (4): It shows the relative weights of the items of the 

evaluation of supporting corporate social responsibility from the 
research sample . 

     From Table (6) and its results and diagram 
(4), it is clear that the advertisements (4, 5, 6) 
realized the support of corporate social 
responsibility from the research sample at a high 
level. The advertisements (1, 2, 3) were at the 
low level of supporting corporate social 
responsibility of the research sample, the 
researcher attributes this to the fact that users 
support the social activity of the same company 
when they have a lower level of doubt about the 
advertising company . 

17-6- Statistical results of perceived corporate 
social responsibility motivations 
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Table (10) shows the levels of opinions of the research 
sample members towards the perceived corporate social 

responsibility motivations in the implemented advertisements. 

The “Ka2” values for all items were statistically 
significant. It indicates that there are statistically 
significant differences between the levels of 
opinions of the research sample individuals to 
the motivations of social responsibility of 
perceived companies. The advertisement No. 4, 
ranked first by arithmetic mean (4.82) and a 
relative weight of (96.30%) and the opinions 
were at the level of “strongly agree”. It is 
followed by advertisement No. 5 which ranked 
second by arithmetic mean (4.61) and a relative 
weight of (92.10%) and the opinions were at a 
level of "Strongly agree".  
     The advertisement No. (6) ranked third by 
arithmetic mean (4.09) and a relative weight of 
(81.80%) and opinions were at the level of 
"agree", meanwhile, in the advertisement No. 3, 
the opinions were at the level of disagree by 
arithmetic mean (1.89) and a relative weight of 
(37.70%). In the advertisement No. 2, the 
opinions were at the level of “strongly disagree” 
by arithmetic mean (1.75) and a relative weight 
of (35.00%). In advertisement No. 1, the 
opinions were at the level of “strongly disagree” 
by arithmetic mean (1.52) and a relative weight 
(30.40%). 
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Diagram (5): it shows the relative weights of the items of 

assessing of the companies' perceived social responsibility 
motivations . 

     From Table (7) and its results, and diagram 
(5), it is shown that the advertisements No. (4, 5, 
6) fulfilled the user’s awareness of the positive 
external motives towards the activity of the 
company's perceived social responsibility at high 
level. In the advertisements No. (1, 2, 3), the 
level of the user’s awareness of internal motives 
of corporate profits was high while users realized 
that the company's motivation towards its 
perceived social responsibility activity was low. 
17-7- Statistical Findings of trust in the company 
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Table (11) shows the levels of opinions of the research sample 
members towards trust in the company in the executed 

advertisements 
 

The “Ka2” values for all evaluating items were 
statistically significant. It indicates the existence 
of statistically significant differences between 
the levels of opinions of the research sample 
individuals towards trust in the company. The 
advertisement No. (4) ranked first by arithmetic 
mean (4.84) and a relative weight of (96.70%). 
The opinions were at a level of “strongly agree". 
It is followed by the advertisement No. (5) which 
ranked second by arithmetic mean (4.62) and a 
relative weight of (92.40%) and the opinions. 
were at a level of "strongly agree".  The 
advertisement No. (6) ranked third by arithmetic 
mean (4.10) and a relative weight of (82.00%). 
The opinions were at the level of “agree”. In 
advertisement No. (3), the opinions were at the 
level of “disagree” by arithmetic mean (1.91) 
and a relative weight of (38.20%). The opinions 
were at the level of “strongly disagree”. In regard 
of the advertisement No. 2, it was by arithmetic 
average (1.66) and a relative weight of (33.10%). 
The opinions were at the level of “strongly 
disagree”. With respect to the advertisement No. 
(1), it was by arithmetic mean (1.45) and a 
relative weight of (28.90%). 
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Table (11) shows the levels of opinions of the research sample 
members towards trust in the company in the executed 

advertisements 
 

The “Ka2” values for all evaluating items were 
statistically significant. It indicates the existence 
of statistically significant differences between 
the levels of opinions of the research sample 
individuals towards trust in the company. The 
advertisement No. (4) ranked first by arithmetic 
mean (4.84) and a relative weight of (96.70%). 
The opinions were at a level of “strongly agree". 
It is followed by the advertisement No. (5) which 
ranked second by arithmetic mean (4.62) and a 
relative weight of (92.40%) and the opinions. 
were at a level of "strongly agree".  The 
advertisement No. (6) ranked third by arithmetic 
mean (4.10) and a relative weight of (82.00%). 
The opinions were at the level of “agree”. In 
advertisement No. (3), the opinions were at the 
level of “disagree” by arithmetic mean (1.91) 
and a relative weight of (38.20%). The opinions 
were at the level of “strongly disagree”. In regard 
of the advertisement No. 2, it was by arithmetic 
average (1.66) and a relative weight of (33.10%). 
The opinions were at the level of “strongly 
disagree”. With respect to the advertisement No. 
(1), it was by arithmetic mean (1.45) and a 
relative weight of (28.90%). 
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Diagram (6): it shows the relative weights of the items of the 
assessment of trust in the company 

     From Table (8) and its results and diagram 
(6), it is clear that advertisements (4, 5, 6) have a 
high level of trust in the company, while 
advertisements No. (1, 2, 3) have a low level of 
trust in the company. 
The researcher says that it is attributed to the fact 
that the percentage of trust increases in case of 
enhancing the low fit levels between the 
company and the activity of its social 
responsibility through the use of the advertising 
expert strategy. It supports the level of trust and 
honesty in the company. Consequently, it 
supports the level of trust and honesty in the 
user’s trust, In contrast, the level of suspicion 
and pure profitable conspiracy in cases of low 
levels increases. The internal profitable motives 
of the company appear to users, which resulted 
in low levels of trust and honesty. 
17-8- Statistical Findings of the evaluation of the 
company 
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Table (12) shows the levels of opinions of the research sample 
members towards evaluating the company in the implemented 

advertisements 

The “Ka2” values for all assessment items were 
statistically significant. It indicates that there are 
statistically significant differences between the 
levels of opinions of the research sample 
individuals towards assessing the Company. The 
advertisement No. 4 ranked first by arithmetic 
mean (4.87) and a relative weight of (97.40%). 
The opinions were at the level of “strongly 
agree” followed by the advertisement No. 5. It 
ranked second by arithmetic mean (4.77) and a 
relative weight of (95.40%). The opinions were 
at the level of “strongly agree”. 
      The advertisement No. 6 ranked third by 
arithmetic (4.18) and a relative weight of 
(83.50%). The opinions were at the level of 
“agree”. In advertisement No. 3. the opinions 
were at the level of “disagree” by arithmetic 
mean (1.86) and a relative weight of (37.10 %). 
In the advertisement No. 2, the opinions were at 
the level of "strongly disagree" by arithmetic 
mean (1.74) and a relative weight of (34.80%). 
For the advertisement No. 1, the opinions were at 
the level of "strongly disagree" by arithmetic 
mean (1.55) and a weight Relative of (30.90%). 
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Diagram (7): it shows the relative weights of the items of 

evaluating the company 

From Table (9) and its results and diagram (7), it 
is clear that the company has a high evaluation 
for advertisements No. 4, 5, 6 while the company 
gave low evaluation for advertisements No. 1, 2, 
3. 

The researcher attributes this to the fact that the 
user is convinced of the fit between the company 
and its social activities and highlights the 
company’s motives to support this community 
activity. It affects the user’s trust in the 
company, as a consequence the company’s 
evaluation rate. 

17-9- Statistical results of the overall evaluation of 
the executed advertisements 
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Table (13) shows the levels of opinions of the research sample 
members towards the overall evaluation of the implemented 

advertisements. 

The "Ka2" values for all evaluation items 
were statistically significant. It indicates the 
existence of statistically significant differences 
between the levels of opinions of the research 
sample individuals to the comprehensive 
assessment. The advertisement No. 4 ranked first 
by arithmetic mean (4.80) and a relative weight 
(96.00%). The opinions were at the level of 
“strongly agree”. It is followed by the 
advertisement No. (5) which ranked second by 
arithmetic mean (4.63) and a relative weight 
(92.50%). The opinions were at the level of 
“strongly agree”. The advertisement No. 6 
ranked third by arithmetic mean (4.09) and a 
relative weight (81.80%). Opinions were at the 
level of “agree”. In advertisement No. 3, the 
opinions were at the level of disagree by 
arithmetic mean (1.94) and a relative weight 
(38.80%). In advertisement No. 2, the opinions 
were at the level of "strongly disagree" by 
arithmetic mean (1.69) and a relative weight 
(33.80%), The opinions on advertisement No. 1 
were at the level of "strongly disagree" by 
arithmetic average (1.48) and a relative weight 
(29.60). 
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Diagram (8): it shows the relative weights of the implemented 

advertisements according to the overall evaluation from the point 
of view of the research sample members 

     From Table (13) and its results and diagram 
(8), it is clear that the comprehensive evaluation 
of advertisements (4, 5, 6) was high, while the 
overall assessment of the advertisements (1, 2, 3) 
was low.   
     The researcher attributes this to the use of 
expert strategy appropriately, which is enhanced 
by the nature of the advertisement recipients in 
low fit levels between the company and its social 
responsibility activity which enhances the trust 
of the users. Therefore, it increases the positive 
evaluation rate of the company. It is because the 
user is easily aware of the internal profitable 
motives of the companies which affect his 
decision towards the company. 
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Team 
No. 

Items of the 
Measurement Title Strongly 

Disagree 
Disagree Neutral Agree Strongly 

agree 
References 

1 

 
 
 
 
 

 
 

The fit level 
between 

advertising 
activity and 
the nature of 
the company. 

Corporate Social 
Responsibility activity 
appropriates this 
company. 

 

     (Berens, et al., 
2005, Kim & 
Lee, 2019) 

Corporate Social 
Responsibility activity 
appropriates the 
characteristics of the 
service or industry it 
provides. 

 

     

Corporate Social 
Responsibility activity 
is not related to the 
characteristics of the 
company's industry 
(reverse coding). 

     

Corporate Social 
Responsibility activity 
appropriates this 
company. 

 

     

 

2 

 
 

 
 

Corporate 
Social 

Responsibility 
Authenticity 

This company is 
committed to social 
care through social 
responsibility 
activities. 

     (Schaefer and 
Pettijohn, 2006, 

Kim & Lee, 
2019) 

I think that the 
company's social 
contribution activities 
are fabricated (reverse 
coding). 

     

Corporate Social 
Responsibility 
Activities are not true 
(Reverse coding). 

     

 

3 

 
 
 

CSR 
involvement 

I am usually 
interested in 

corporate 
sponsorship. 

     (Kim & Lee, 
2019) 

Social 
entrepreneurial 

activity is 
important for 

evaluating 
companies. 

     

 

4 

Supporting 
Corporate 
Social 
Responsibility  

Corporate Social 
Responsibility activity 
is an important part of 

my personality 

     (Arnett, German, 
and Hunt, 2003) 
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Team 
No. 

Items of the 
Measurement Title Strongly 

Disagree 
Disagree Neutral Agree Strongly 

agree 
References 

 

 
 
 
 

Corporate Social 
Responsibility activity 
is something I don't 
have a clear feeling 
about (reverse coding) 

      

 

 I rarely think of 
Corporate Social 
Responsibility activity 
(reverse coding) 

     

 

5 

 
 

Perceived 
Corporate 
Social 
Responsibility 
of the 
Companies 

The company 
participates in 
Corporate Social 
Responsibility because 
it honestly cares of the 
welfare of others. 

     (Bolton and 
Mattila , 2015) 

The company's 
commitment to social 
responsibility is true 

     

The company is really 
works in corporate 
social responsibility to 
benefit itself (reverse 
coding). 

     

 

6 

 
 
 
 
Trust in the 
company 

The company provides 
credible 
advertisements. 

     (mran Ali, 
Mohammad,2020) 

The company is not 
honest with its 
customers (reverse 
encryption). 

     

The company doesn't 
always keep the 
promises it makes 
(reverse coding). 

     

If there is any problem, 
the company supports 
me. 

     

 

7 

 
 
 
Company's 
Evaluation 

The company is 
characterized by the 
quality 

     (Yoon, et al., 
2006) 

I strongly disagree the 
company's activity 
(reverse coding). 

     

The company is very 
positive. 

     

I prefer this company 
to its competitors. 

     

 
 

Table 4: appendix (1) 
 

Appendix (1)  :Measurement adopted from (Berens et al.,2005, Schaefer and Pettijohn: 2006, Kim, S., & Lee, H.: 2019, Rnett, German, 
and Hunt: 2003, Bolton and Mattila: 2015, Yoon et al.,2006) to assess the influence on user trust on the 5-Point Likert scale 

 


