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Businesses are increasingly sharing brand information 

through social media, including advertising on social 

networking sites (such as YouTube and Facebook) and 

curating user-generated material, all with the purpose of 

developing a strong brand image in customers' minds. 

Customers who have excellent brand awareness are more 

likely to have good intentions linked with repeat 

purchases. This research aims to explore the effect of 

brand image and brand awareness through social media on 

purchase intention in Egyptian Youth Hostels. The 

researchers used the quantitative approach with a 

questionnaire survey for a sample of targeted customers of 

youth hostels in the governorates of Luxor, Aswan, and 

the Red Sea. After collecting, coding, and analyzing data, 

the main results of the research demonstrated that first: 

customers‟ online reviews of youth hostels create a brand 

image in customers' minds. Second: social media is an 

excellent and effective way to attract new customers and 

develop brand awareness, and even retain current 

customers. Finally, researchers found that brand image has 

a positive and significant effect on purchase intention. In 

addition, this research suggests some recommendations 

proposed below may be especially relevant for youth 

hostels youth hostels should create their own brand 

awareness profiles on social media communication 

channels and develop activities that will engage 

consumers with content sharing such as online product 

information, discounts, and promotions. Enhancing 

customers‟ learning of services, and, in turn, businesses 

could develop new service ideas, processes, and 

development to improve brand image and brand 

awareness. 
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1 Introduction  

Social media allows the hospitality business to constantly update, inform customers, 

and enhance client experiences (Aswani & Gugloth, 2017). Customers are reportedly 

encouraged to use a product or service on a regular basis by a variety of variables, one 

of which is brand image (Ramesh et al., 2019).Some practitioners and academics in 

the field of marketing science continue to pay close attention to brand image since it 

influences purchasing decisions for a product or service.(Hanaysha, 2018). According 

to Kazmi and Mehmood (2016) a good or positive brand image can have an additional 

value influence on customers; however, if a brand has a negative image, it will 

indirectly harm customers, and most likely customers will not be interested in making 

a purchase. Social media content sharing benefits businesses by raising brand 

awareness and fostering a positive brand image (Ossadzifo, 2018). Social media is 

currently being increasingly used as a technique for raising brand awareness. People 

are becoming more active online and socially obsessed, using social media as a 

vehicle for information dissemination, service inquiries, and even online shopping 

(Getaruelas, 2019). According to Wanasida et al. (2021) and Wijayaa et al. (2021) 

brands with a positive image of their products are preferred and more easily accepted 

than brands with a negative or neutral image. Customers often use brands image as a 

reference when making purchasing decisions when they have no prior experience or 

knowledge of a product. A product or service will be able to draw the attention of 

potential candidate‟s customers and generate a sense of buying interest in the product 

if brand awareness was paired usefully (Rudyanto et al., 2021). This research aims to 

examine effect of brand image and brand awareness through social media on purchase 

intention in Egyptian Youth Hostels. 

1.1Research problem  
Seo, et al. (2020) indicated that brand awareness and brand image are important 

intangible assets for businesses, they are becoming increasingly challenging to control 

in an environment of social media and social media marketing activities. When brand 

image was prioritized, customer purchase intent rises. Because the findings show that 

brand image has a direct and considerable positive effect on purchase intention (Dewi 

and Giantari, 2020). Aji et al., (2020) recommended more research on social media 

users in other countries, as well as on other social media platforms such as Facebook, 

Twitter, and YouTube, is required. Finally, other variables that may influence 

customer purchase intention can be integrated into future study models. On the other 

hand, the research will identify the effect of brand Image and brand awareness 

through social media on purchase intention of youth hostel services.  

2 Literature Review 
2.1 Brand image 

A customer's understanding of a brand is expressed in the brand image that people 

have in their mind (Hidayat, 2019). Brand image is defined as a customer's view of a 

brand, which is stated as a brand image in their memory (Keller & Swaminathan, 

2020). The concept "brand image" describes a set of expectations about a brand that 

are reflected in the brand associations that customers recall (Jin et al., 2012). 

Therefore, businesses make an effort to comprehend the components of brand image 

and how they influence clients. The idea of brand image has widely embraced in the 

hospitality sector (Han & Hyun, 2017; Lai, 2019). As a result, brand image is crucial, 

especially when differentiating goods or services based on concrete quality criteria is 
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challenging (Yi et al., 2018). In a similar vein, Sohn et al. (2020) suggest that brand 

image influences both purchasing behavior and intentions for online purchases in a 

positive way. 

2.2 Brand awareness 
According to Świtała et al. (2018), brand awareness is the ability of any given person 

to recall or acknowledge that a particular brand is appropriate for a particular product 

or service category. Customer experience of a brand's goods, services, and other 

attributes is known as brand awareness (Jamali & Khan, 2018). Pegoraro et al. (2017) 

stated that brand awareness is the first step in creating a brand association in a 

customer's mind since without a strong brand association; the intended customer's 

behavior will not be realized. Cobos (2017) found that after purchasing the products 

or services, customers who have a high level of brand awareness are more likely to 

recommend the brand to others. Brand awareness would influence purchasing intent 

positively according to Wen et al. (2021).   

2.3 Social media 
As a comprehensive outreach tool, a strong social media platform can assist in 

disseminating information to individuals who need to access it (Ly, 2020). Social 

media also enables users to voice their opinions on significant subjects and influence 

their decisions (Huang et al., 2018). Social media use has become a regular daily 

activity for modern people (Villanti et al., 2017). Social media is also highly useful in 

keeping customer familiarity with the brand (Bilgin, 2020). Social media content adds 

value to businesses by increasing brand awareness and improving brand image 

(Ossadzifo, 2018). As travelers use social media platforms for travel, social media 

activity has a significant effect on brand image (Barreda et al., 2020). Social media is 

a wonderful, effective approach to acquire new customers, build brand awareness, 

digitally grow the business, and even retain more customers (Oladipo et al., 2020). 

2.4 Purchase intention 
An attitude toward specific products or services is referred to as purchase intention 

(Soebagyo, 2014) Purchase intention is defined as the customers‟ probability of 

purchasing a product or a service in the future and it is directly related to customer 

attitude and preference (Nitharjan & Andrew 2021). Purchase intention is a type of 

customer behavior that occurs in response to objects that signal a person's desire to 

acquire something (Kotler & Keller, 2016). 

2.5 Youth Hostels 
Hostels were once known as youth hostels. Richard Schirrmann, a German 

schoolteacher, came up with the notion of youth hostels in 1909 after noticing a dearth 

of housing that would allow school classes to go on excursions and study tours into 

the countryside (McCulloch, 1992). Rashid-Radha et al. (2022) explain that 

essentially, the supply of dormitory-style rooms is the main distinguishing feature of a 

hostel. As a result, a lodging service that simply provides private rooms has not been 

deemed a hostel. Nonetheless, an increasing number of hostels are providing shared 

dormitory rooms as well as single or double ensuite rooms to their visitors. The 

following is a list of places that are commonly seen in hostels: 1) Kitchen, 2) Dining 

area, 3) Lounge / living room, 4) Bars / cafeteria, 5) Reading rooms. Youth Hostel is 

defined according to Oxford Dictionary as “a building that provides cheap and simple 

accommodation and meals, especially to young people who are traveling” (Asbagh, 

2022, P. 136). For those who live outside of their own homes, a hostel may be a 
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location that is just like a second home because they feel safe there. (Mahendra et al., 

2022). 

4 Methodology 
The research adopted the quantitative approach. For the current research, a web-based 

questionnaire survey was constructed by the researchers to ensure voluntary 

participation, informed consent, anonymity of the respondents, and confidentiality of 

the acquired data (Dolnicar, 2018; Melnikovas, 2018).The questionnaire was 

organized into three sections. The first section was for asking about the demographic 

characteristics of the respondents (gender, age, and educational level).The second 

section includes objective data. Finally, the third Section comprises questions, and 

every section asks about one of the constructs included in the proposed model (Brand 

Image, Brand Awareness, and Purchase intention). The five-point Likert scale ranging 

from strongly disagree to strongly agree measures all the questions. The questionnaire 

adopted items from different studies as first: brand image 6 items (Davis et al., 2009; 

Jalilvand, & Samiei, 2012; Bilgin, 2018; Aslam et al., 2019). Second: Brand 

Awareness 6 items (Sasmita & Suki, 2015; Chakraborty, 2019) and finally purchase 

intention 7 items (Shukla, 2011; Mion, 2021; Mahmud et al., 2020; Sánchez Torres et 

al., 2020). This questionnaire was pilot tested to see how the questions were worded, 

sequenced, and how long they were.  

Sampling is the process of choosing the objects, participants, or responders for your 

research. Samples should be used by researchers to answer research questions (Islam 

& Aldaihani, 2022). According to Purwanto (2012), the sample is a part of the 

population that shares the same characteristics as the rest of the population. To collect 

data, the questionnaire targeted customers of youth hostels of Upper Egypt (as a 

geographical range), Luxor, Aswan, and the Red Sea. .From January to April 2022. 

Appropriate sample size of the research population was calculated using the Cochran, 

J. formula (Cochran, 

1977) as follows: 

 

 

 

 

Where: 

n:  appropriate sample size.          Z: standard degree (1.96 at significant level of 0.05) 

 : Sample proportion and neutral = 0.50.  e: maximum allowed error (0.05 at 

significant level of 0.05). 

Applying these values to the Cochran, J. formula reveals that the research sample size 

is 385 participants. The researchers distributed online questionnaire and received 396 

questionnaires for analysis. Based on the previous, to test the relationship of 

independent variables of brand image & brand awareness with the dependent variable 

of purchase intention through social media in youth hostels this research suggests 

some Hypotheses as follows:   

H1: There is no significant effect of brand image through social media on purchase 

intention. 

H2: There is no significant effect of brand awareness through social media on 

purchase intention 
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5. Results and Discussion 

5.1 Reliability Questionnaire 
Table 1: Reliability Analysis of Research Variables. 

According to Sürücü and Maslakçi (2020), reliability refers to the instrument's 

stability and consistency. Creswell (2014) declared Alpha Coefficient as a model of 

internal consistency, based on the average inter-item correlation. Gliem and Gliem 

(2003) pointed that Cronbach„s α reliability coefficient usually ranges between 0 and 

1; they also referred to the following rules: variables more than 0.9 was excellent, 

variables more than 0.8 was good, variables more than 0.7 was acceptable, variables 

more than 0.6 was questionable, variables more than 0.5 was poor, and variables less 

than 0.5 was unacceptable. Reliability of current research variables was tested by 
Cronbach's alpha coefficient; two axes were excellent, three axes were good. The 

Overall Cronbach‟s Alpha exceeded 0.8 for the 19 variables; this means that all 

variables were good and reliable see Table 1. 
 

5.2 Personal Data 
Table 2: The Sample Characteristics Statistics 

Variable Response Frequency Percent Rank 

Gender 

Male 238 60.1 1 

Female 158 39.9 2 

Total 396 100.0 - 

Age 

Less than 35 years 263 66.4 1 

From 35 to 45 years 112 28.3 2 

More than 45 years 21 5.3 3 

Total 396 100.0 - 

Level of 

education 

Less than secondary school 4 1.0 5 

Secondary or technical education 14 3.5 4 

Intermediate qualification 18 4.5 3 

University education or high institute 278 70.3 1 

Postgraduate studies 82 20.7 2 

Total 396 100.0 - 

According to gender, the results in table 2 showed that the percent of males (60.1%) 

was more than females (39.9%) of investigated sample. It was observed from Table 

3.1, the respondents‟ ages ranged from less than 35 to over than 45 years old. Most of 

the respondents were Less than 35 years old (66.4%), followed by 35 - 45 years 

old(28.3%), then More than 45 years old (5.3%). According to respondents‟ Level of 

education, the majority of the respondents had University education or high institute 

(70.3%), followed by Postgraduate studies (20.7%), followed by Intermediate 

qualification (4.5%), followed by Secondary or technical education (3.5%), followed 

by Less than secondary school(1.0%). 
 

  

The Axes No. of statements Alpha Coefficient 

Brand Image 6 0.845 

Brand Awareness 6 0.916 

Purchase intention. 7 0.909 

The Overall  19 0.885 
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5.3 Variables Analysis 

5.3.1 Brand Image 

      5.3.1.1 Validity of Brand Image  
Table 3: Factor Analysis of Brand Image 

Statements Loading 

1. Information credibility, that is, the products or services in youth 

hostel introduced by my friends in social networks, creates a 

brand image. 

0.620 

2. Customer’s online review of youth hostel creates a brand image 

in our mind 
0.601 

3. In comparison to other product or service in youth hostel, the 

reviewed product or service of youth hostel has high quality 

respected by others 

0.605 

4. The international youth hostel has a differentiated image in 

comparison with the other brand. 
0.672 

5. I have fond memories regarding this international youth hostel. 0.615 

6. Our international youth hostel brand has a rich history 0.622 

Sums of Squared Loadings 0.63 

      Fabrigar, et al., (1999) pointed that suitable level of statistical extraction loading 

should not be less than 0.6 for the variables. The factor analysis shown in Table 3 

stated that all six statements were responsible for brand image with a percentage of 

(0.63). 

 
 

5.3.1.2 Brand Image analytics 
Table 4: Statistics for Brand Image 

Brand Image: Response Freq. % Mean* SD Sig. R 

1. Information credibility, 

that is, the products or 

brands in youth hostel 

introduced by my friends 

in social networks, creates 

a brand image. 

Strongly Disagree 4 1.0 

4.00 .79 1.00 6 

Disagree 12 3.0 

Neutral 65 16.4 

Agree 214 54.0 

Strongly Agree 101 25.5 

Total 396 100 

2. Customer’s online 

review of youth hostel 

creates a brand image in 

our mind 

Strongly Disagree 2 .5 

4.17 .77 .000 3 

Disagree 11 2.8 

Neutral 43 10.9 

Agree 200 50.5 

Strongly Agree 140 35.4 

Total 396 100 

3. In comparison to other 

product or service in 

youth hostel, the reviewed 

product or service of 

youth hostel has high 

quality respected by 

others 

Strongly Disagree 4 1.0 

4.07 .84 .109 5 

Disagree 13 3.3 

Neutral 65 16.4 

Agree 184 46.5 

Strongly Agree 130 32.8 

Total 396 100 

4. The international youth 

hostel has a differentiated 

image in comparison with 

Strongly Disagree 6 1.5 

4.09 .89 .050 4 Disagree 14 3.5 

Neutral 64 16.2 
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the other brand. Agree 167 42.2 

Strongly Agree 145 36.6 

Total 396 100 

5. I have fond memories 

regarding this 

international youth hostel. 

Strongly Disagree 5 1.3 

4.26 .89 .000 1 

Disagree 7 1.8 

Neutral 43 10.9 

Agree 165 41.7 

Strongly Agree 176 44.4 

Total 396 100 

6. Our international youth 

hostel brand has a rich 

history 

Strongly Disagree 4 1.0 

4.19 .81 .000 2 

Disagree 6 1.5 

Neutral 58 14.6 

Agree 170 42.9 

Strongly Agree 158 39.9 

Total 396 100 

Overall 4.13 .617 .000 - 

Table 4 viewed that in the variable of “Brand Image", the first variable was “I have 

fond memories regarding this international youth hostel ", where the mean value 

was(4.26) and the standard deviation was(.89) this result was agreed with the previous 

studies of Barreda et al., (2020); and Hudson et al. (2016) where they assured that 

social media engagement has a positive effect on brand image and would result in a 

positive view of the image of the service brand in the customer's mind, when 

customers engage with a brand image. On the other hand, the least variable was 

“Information credibility, that is, the products or brands introduced by my friends in 

social networks, creates a brand image of product or service in youth hostel ", where 

the mean value was (4.00) and the standard deviation was (.79) this result disagreed 

with Ossadzifo (2018) who assured that the content shared on social media provides 

added value to businesses in terms of good brand image. The overall mean of the 

variables was (4.13); the standard deviation of means values was (.617). From the 

above it is clear that respondents support having good memories of this international 

hostel, and respondents tell that the international youth hostel brand has a rich history, 

Customer‟s online review creates a brand image in our mind, the international youth 

hostel has a differentiated image in comparison with the other brand. 
 

5.3.2 Brand Awareness 

      5.3.2.1Validity of Brand Awareness 
Table 5: Factor Analysis of Brand Awareness 

 

Statements Loading 

1. I am aware of international youth hostel brand that appeared in social 

media. 

0.739 

2. I can recognize international youth hostel when comparing it to other 

competing brands that appeared in the social media. 

0.733 

3. I know what international youth hostel brand looks like. 0.777 

4. Some characteristics of international youth hostel that appeared in social 

media come to my mind quickly. 

0.668 

5. I can quickly recall the symbol or logo of international youth hostel brand 

that appeared in social media. 

0.703 

6. My knowledge improves on international youth hostel products after 

reading online reviews. 

0.614 

Sums of Squared Loadings 0.71 
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The factor analysis shown in Table 5 stated that all six statements were responsible 

for Brand Awareness with a percentage of (0.71). 

5.3.2.2 Brand Awareness analytics 
Table 6: Statistics for Brand Awareness 

     Table 6 viewed that in the variable of “brand Awareness ", the first variable was 

“My knowledge improves on international youth hostel products after reading online 

reviews. “Where the mean value was (4.08) and the standard deviation was (.87) this 

result was agreed with the previous studies of Oladipo et al. (2020) and Saini (2018) 

where they assured that social media is an excellent, effective way to attract new 

customers and develop brand awareness, and even retain more customers through 

comments & shares by friends on company accounts, Thus, social media is becoming 

a conduit of customer brand awareness. On the other hand, the least variable was “I 

Brand  Awareness Response Freq. % Mean* SD Sig. R 

1. I am aware of international 

youth hostel brand that 

appeared in social media. 

Strongly Disagree 14 3.5 

3.82 .97 .000 5 

Disagree 23 5.8 

Neutral 75 18.9 

Agree 194 49.0 

Strongly Agree 90 22.7 

Total 396 100 

2. I can recognize international 

youth hostel when comparing 

it to other competing brands 

that appeared in the social 

media. 

Strongly Disagree 12 3.0 

3.98 .95 .674 2 

Disagree 14 3.5 

Neutral 70 17.7 

Agree 174 43.9 

Strongly Agree 126 31.8 

Total 396 100 

3. I know what international 

youth hostel brand looks like. 

Strongly Disagree 13 3.3 

3.89 1.02 .050 4 

Disagree 29 7.3 

Neutral 64 16.2 

Agree 169 42.7 

Strongly Agree 121 30.6 

Total 396 100 

4. Some characteristics of 

international youth hostel that 

appeared in social media come 

to my mind quickly. 

Strongly Disagree 8 2.0 

3.98 .92 .662 2 

Disagree 19 4.8 

Neutral 66 16.7 

Agree 183 46.2 

Strongly Agree 120 30.3 

Total 396 100 

5. I can quickly recall the 

symbol or logo of international 

youth hostel brand that 

appeared in social media. 

Strongly Disagree 11 2.8 

3.90 .98 .054 3 

Disagree 27 6.8 

Neutral 67 16.9 

Agree 175 44.2 

Strongly Agree 116 29.3 

Total 396 100 

6. My knowledge improves on 

international youth hostel 

products after reading online 

reviews. 

Strongly Disagree 8 2.0 

4.07 .87 .084 1 

Disagree 10 2.5 

Neutral 58 14.6 

Agree 188 47.5 

Strongly Agree 132 33.3 

Total 396 100 

Overall    3.94 .80 .153 - 
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am aware of international youth hostel brand that appeared in social media.” where 

the mean value was (3.81) and the standard deviation was (.97) this result disagreed 

with Saini (2018) who assured that customers get awareness of various new brands 

through comments & shares by friends and social media is becoming a conduit of 

customer brand awareness. The overall mean of the variables was (3.94); the standard 

deviation of means values was (.80). From the participants‟ point of view, their 

knowledge of international youth hostel products improves after reading the online 

reviews, some characteristics of the international youth hostel that have appeared in 

social media come to their mind quickly, and they can quickly remember the symbol 

of the international youth hostel brand that appeared in the media social. 
 
 

5.3.3 Purchase intention 

      5.3.3.1 Validity of Purchase intention 

Table 7: Factor Analysis of Purchase intention 

The factor analysis shown in Table 7 stated that all seven statements were responsible 

for purchase intention with a percentage of (0.6622). 

5.3.3.2 Purchase intention analytics  
Table 8: Statistics for Purchase intention 

Statements Loading 

1. I would like to purchase those product or service in youth hostel whose 

information is provided by my credible social network 
0.668 

2. I would like to purchase the product or service in youth hostel based on 

online reviews by  customers in social networks 
0.735 

3. There is a high possibility for me to buy after I read reviews or posts from a 

social media. 
0.656 

4. While buying a product or service in youth hostel, the positive or negative 

reviews online affect my Purchase intention. 
0.612 

5. In my future purchase, I will always give priority to online reviews. 0.668 

6. I will recommend those product or service in youth hostel to my friends in 

the same way 
0.634 

7. After purchasing and using product or service in youth hostel, I will also 

leave my review/feedback online, so that potential buyers can learn about the 

quality 

0.601 

Sums of Squared Loadings 0.6622 

Purchase intention Response Freq. % Mean* SD Sig. R 

1.I. would like to purchase 

those product or service in 

youth hostel whose 

information is provided by 

my credible social network 

Strongly Disagree 7 1.8 

3.99 .85 .859 6 

Disagree 9 2.3 

Neutral 75 18.9 

Agree 194 49.0 

Strongly Agree 111 28.0 

Total 396 100 

2. I would like to purchase 

the product or service in 

youth hostel based on online 

reviews by  customers in 

Strongly Disagree 4 1.0 

4.00 .83 .952 5 

Disagree 14 3.5 

Neutral 71 17.9 

Agree 195 49.3 

Strongly Agree 112 28.3 
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Table 8 viewed that in the variable of “Purchase intention", the first variable was “I 

will recommend those product or service in youth hostel to my friends in the same 

way", where the mean value was(4.10) and the standard deviation was(.86) this result 

was agreed with the previous studies of Ciasullo et al., (2021) and Cong & Zheng 

(2017) where they assured that Customers can choose how they share information 

thanks to communication and social interaction technologies, the Internet is a user-

generated repository of information and relationships where customers are 

increasingly engaged in communicating and sharing experiences across the internet 

network. On the other hand, the least variable was “In my future purchase, I will 

always give priority to online reviews", where the mean value was (3.96) and the 

standard deviation was (.89) this result was disagreed with the previous studies of 

Bhandari & Rodgers (2018) and Abubakar & Ilkan (2016) where they assured that  

brand reviews show a significant direct or indirect impact on customers' purchase 

social networks Total 396 100 

3. There is a high possibility 

for me to buy after I read 

reviews or posts from a 

social media. 

Strongly Disagree 5 1.3 

4.03 .86 .482 4 

Disagree 13 3.3 

Neutral 70 17.7 

Agree 185 46.6 

Strongly Agree 123 31.1 

Total 396 100 

4. While buying a product 

or service in youth hostel, 

the positive or negative 

reviews online affect my 

Purchase intention. 

Strongly Disagree 6 1.5 

4.08 .86 .071 3 

Disagree 11 2.8 

Neutral 63 15.9 

Agree 182 46.0 

Strongly Agree 134 33.8 

Total 396 100 

5. In my future purchase, I 

will always give priority to 

online reviews. 

Strongly Disagree 6 1.5 

3.96 .89 .370 7 

Disagree 17 4.3 

Neutral 80 20.2 

Agree 177 44.7 

Strongly Agree 116 29.3 

Total 396 100 

6. I will recommend those 

product or service in youth 

hostel to my friends in the 

same way 

Strongly Disagree 5 1.3 

4.10 .86 .015 1 

Disagree 15 3.7 

Neutral 53 13.4 

Agree 183 46.2 

Strongly Agree 140 35.4 

Total 396 100 

7.After purchasing and 

using product or service in 

youth hostel, I will also 

leave my review/feedback 

online, so that potential 

buyers can learn about the 

quality 

Strongly Disagree 6 1.5 

4.09 .87 .030 2 

Disagree 11 2.8 

Neutral 65 16.4 

Agree 171 43.2 

Strongly Agree 143 36.1 

Total 396 100 

Overall 4.04 .693 .278 - 
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intention as a result, brand involvement has implications for persuasion or promotion 

through E-WOM. E-WOM is one of the information sources for travelers making 

purchasing decisions, and it can help attract visitors. Some travelers who are more 

familiar with WOM consider the information they receive to be more credible, 

reliable, and trustworthy. The overall mean of the variables was (4.03), the standard 

deviation of means values was (.69). From the respondents‟ point of view, they will 

recommend these products or services and brands to their friends in the same way, 

and after purchasing and using the products or services and brands, they will leave my 

review/feedback online, so that potential buyers can learn about the quality, as 

respondents see while buying the products or services and brands, positive or negative 

online reviews affect their intent to buy. 

 

5.4 Test of the Research Hypotheses 

To test the research hypotheses, the researchers adopted the regression coefficients as 

follow: 

5.4.1 Test of the first research hypothesis 

of brand image through social media on the  effectsignificant  a There is no: 1H

purchase intention. 

Table (9): The effect of brand image through social media on the purchase intention. 

Dependent Variable 
Independent Variable 

Brand image 

Purchase Intention 

R 0 .775 

R
2

 0.6 

Sig. 0.000 

Constant 0.445 

B. 0.870 

Table (9) showed that there was a strong significant correlation between brand image 

through social media and purchase intention (R=0.775), as well as R Square (R
2
) 

referred to the determination coefficient was (0.6). Moreover, the sig. was (0.000) less 

than (0.05) suggested that there was a significant effect of the independent variable 

(Brand image) on the dependent variable (purchase intention). Furthermore, the 

statistical constant (α) equal 0.445 with significance level less than 0.05, whereas (B) 

equal 0.870. This result indicated that the first hypothesis of the research was not 

accepted. This is consistent with Kumar et al., (2020); Dash et al., (2021) and Savitri 

et al., (2022) it was found that there was a positive and significant relationship 

between Brand Image and Purchase Intention. Furthermore, this results consistent 

with Paul & Mas, (2020) and Sidharta et al., (2021) where they emphasized that the 

brand image can affect purchase intention. The firm who are willing to improve their 

brand image will see an increase in purchasing intention and there is a continuity 

between customer perception and brand image. From the previous results, the 

following equation was suggested: 

Purchase Intention = 0.445+ (0.870 * Brand image) 

5.4.2 Test of the second research hypothesis 

of brand awareness through social media on the  effectsignificant a There is no : 2H

purchase intention. 
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Table (10): The effect of brand awareness through social media on the purchase 

intention. 

Dependent Variable 
Independent Variable 

Brand Awareness 

Purchase Intention 

R 0 .748 

R
2

 0.559 

Sig. 0.000 

Constant 1.491 

B. 0.646 

Table (10) showed that there was a strong significant correlation between brand 

awareness through social media and purchase intention (R=0.748), as well as R 

Square (R
2
) referred to the determination coefficient was (0.559). Moreover, the sig. 

was (0.000) less than (0.05) suggested that there was a significant effect of the 

independent variable (brand awareness) on the dependent variable (purchase 

intention). Furthermore, the statistical constant (α) equal 1.491 with significance level 

less than 0.05, whereas (B) equal 0.646. This result indicated that the second 

hypothesis of the research was not accepted. This is consistent with Cobos (2017) and 

Tariq et al., (2017) found that people with a high level of brand awareness are more 

likely to recommend the brand to others after purchasing the goods or services and 

then brand awareness would have a positive impact on purchasing intention. 

Furthermore, this result consistent with Plidtookpai and Yoopetch (2021) have shown 

that hotel brand awareness is a critical factor influencing purchase intention. From the 

previous results, the following equation was suggested: 

Purchase Intention = 1.491+ (0.646 * brand awareness) 

6 Conclusion  

A web-based questionnaire was used. This research followed a quantitative approach. 

396 customer of youth hostel in the governorates of Luxor, Aswan, and the Red Sea. 

From January to April 2022 (The months when the fieldwork was applied). Levels of 

disagreement or agreement among customers about brand image and brand awareness 

and its impact on purchase intention. The Cronbach's Alpha coefficient and the factor 

analysis test was used to evaluate the research tool's reliability and validity. The 

results indicated that most of the respondents were males, less than 35 years old, with 

University education, and most of the respondents used social media every day, and 

always read online customer reviews before making the purchase. Researchers 

discovered that social media involvement has a beneficial effect on brand image and 

results in a positive customer perception of the service brand's image. In the case of 

youth hostel services, customers have positive memories of international youth 

hostels, and their internet reviews of youth hostels help to build a positive brand 

image in our minds. Researchers found that social networking is a fantastic, efficient 

way to draw in new customers, increase brand awareness. Social media was used as a 

channel for spreading customer brand awareness through comments and shares made 

by friends on business accounts. As a result, social media content added value to 

businesses by increasing brand awareness and improving brand image (Ossadzifo, 

2018). Researchers found that brand image has a positive and significant effect on 

purchase intention (Dash et al., 2021). Researchers shown that strong brand 
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awareness will show the brand's popularity since it is a significant driver of purchase 

intention because it is a critical component influencing purchase intention 

(Plidtookpai & Yoopetch, 2021). However, the research clearly showed the effect of 

brand image and brand awareness through social media on the purchase intention of 

Egyptian youth hostels, it has some limitations. Starting, this survey only included 

customers of the youth hostel brand. Second, this research was limited to the 

governorates of Luxor, Aswan, and the Red Sea, Egypt. Finally, this research just 

employed a questionnaire to collect data, but future studies will include an interview 

with the hostel general manager. Future research should concentrate on how social 

media's electronic word-of-mouth affects brand image. For both four-star and 

economical hotels, brand awareness and brand image effects are also important; 

Impact can be examined in various cities and geographical regions, as well as the 

detection of obstacles to its usage in other governorates. Finally, future research can 

further explore the influence of moderators such as brand loyalty on the relation 

between (brand image & brand awareness) and purchasing decision. Based on the 

previous results, this research suggests some recommendations for youth hostels 

managers to maximize the effect of brand image and brand awareness through social 

media on purchase intention as follows: 

 Developing and creating platforms and applications for youth hostels to 

communicate with customers and potential customers and improve the brand's 

image of youth hostels from the customer's perspective. 

 Using internet communication channels to influence customers' purchasing 

intentions and brand image of youth hostels. 

 Management negative information for youth hostels in social media can be 

effectively managed and turned into a brand-building opportunity. 

 Youth hostels should construct their own brand awareness profiles on social 

media communication platforms, as well as activities that engage customers in 

content sharing, such as online product information, discounts, and promotions 

for youth hostels. 

 Improving customers' knowledge of youth hostels services, allowing youth 

hostels to generate new service concepts, processes, and development in order to 

boost brand image and brand awareness. 
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الشراء  نيت على الاجتماعي التىاصل صىرة العلامت والىعى بها عبر وسائل تأثير

 الشبابيت المصريت بالمدن

 

 ملخص ال

وسبئو اىزىاصو  عجشَهذف هزا اىجحث إىً اسزنشبف رأثُش صىسح اىعلاٍخ اىزجبسَخ واىىعٍ ثبىعلاٍخ اىزجبسَخ 

ٍعيىٍبد ثشنو ٍزضاَذ وعَلائهب  ،اىَذُ اىشجبثُخرشبسك اىَذُ اىشجبثُخ، حُث الاجزَبعٍ عيً ُّخ اىششاء فٍ 

اىعلاٍخ اىزجبسَخ ٍِ خلاه وسبئو اىزىاصو الاجزَبعٍ، ثَب فٍ رىل الإعلاُ عيً ٍىاقع اىشجنبد الاجزَبعُخ 

َْشئه اىَسزخذٍىُ ، ومو رىل ثهذف رطىَش صىسح  زياى اىَحزىي واداسح( اىفُس ثىك، رىَزش، اىُىرُىة)ٍثو 

ُ َنىُ ىذي اىعَلاء اىزَِ ىذَهٌ وعٍ ٍَزبص ثبىعلاٍخ قىَخ ىيعلاٍخ اىزجبسَخ فٍ أرهبُ اىَسزهينُِ. ٍِ اىَشجح أ

اسزخذً اىجبحثىُ  اىزجبسَخ ّىاَب حسْخ ٍشرجطخ ثعَيُبد اىششاء اىَزنشسح وَقو احزَبه رحىىهٌ إىً علاٍبد ثذَيخ.

الأقصش وأسىاُ  ٍحبفظخفٍ  ثصعُذ ٍصش اىَذُ اىشجبثُخعُْخ اسزهذفذ اىعَلاء ٍِ يى اسزجُبُاىَْهج اىنٍَ ٍع 

جحش الأحَش. مْهج مٍَ ومأداح أو طشَقخ ىجَع اىجُبّبد ٍِ عُْخ اىجحث. ثعذ جَع اىجُبّبد واىزشٍُض واىزحيُو واى

رخيق صىسح اىعلاٍخ  ىيَذُ اىشجبثُخ، أظهشد اىْزبئج اىشئُسُخ ىيجحث أُ ٍشاجعخ اىَسزهيل عجش الإّزشّذ 

صح وفعبىخ ىجزة عَلاء جذد ورَُْخ اىىعٍ اىزجبسَخ فٍ أرهبّْب. رعذ وسبئو اىزىاصو الاجزَبعٍ وسُيخ ٍَزب

ثبىعلاٍخ اىزجبسَخ ، وحزً الاحزفبظ ثبىَضَذ ٍِ اىعَلاء. ََنِ ىيششمبد رحفُض ّىاَب اىششاء ٍِ خلاه رىفُش 

. وصىه سهو إىً ٍحشمبد اىجحث وقْىاد اىَعيىٍبد وعَيُبد رجبده اىَعيىٍبد فٍ اىَحزىَبد اىَضَْخ

ٍشبسمخ وسبئو اىزىاصو الاجزَبعٍ ىهب رأثُش ٍفُذ عيً صىسح اىعلاٍخ اىزجبسَخ ورؤدٌ إىً  امزشف اىجبحثىُ أُ

اىذوىُخ  اىشجبثُخ اىَذُ َزَزع اىعَلاء ثزمشَبد إَجبثُخ عِ  رصىس إَجبثٍ ىيَسزهيل عِ صىسح اىعلاٍخ اىزجبسَخ.

يعلاٍخ اىزجبسَخ فٍ أرهبّْب. وجذ فٍ ثْبء صىسح إَجبثُخ ى ىيَذُ اىشجبثُخ، ورسبعذ ٍشاجعبرهٌ عيً الإّزشّذ 

 اىجبحثىُ أُ اىشجنبد الاجزَبعُخ هٍ طشَقخ سائعخ وفعبىخ ىجزة عَلاء جذد وصَبدح اىىعٍ ثبىعلاٍخ اىزجبسَخ.

وجذ اىجبحثىُ أُ صىسح اىعلاٍخ اىزجبسَخ ىهب رأثُش إَجبثٍ وهبً عيً ُّخ اىششاء. أظهش اىجبحثىُ أُ اىىعٍ 

ُظُهش شعجُخ اىعلاٍخ اىزجبسَخ لأّهب ٍحشك ٍهٌ ىُْخ اىششاء لأّهب عْصش حبسٌ َؤثش اىقىٌ ثبىعلاٍخ اىزجبسَخ س

اسزخذاً قْىاد الارصبه . وفقب ىْزبئج اىذساسخ أوصً اىجبحثىُ ثعذد ٍِ اىزىصُبد ٍِ ضَْهب عيً ُّخ اىششاء

اىَعيىٍبد اىسيجُخ فٍ إداسح  عجش الإّزشّذ ىيزأثُش عيً ّىاَب اىَسزهينُِ اىششائُخ وصىسح اىعلاٍخ اىزجبسَخ.

َجت عيً اىششمبد إّشبء  وسبئو اىزىاصو الاجزَبعٍ ثشنو فعبه ورحىَيهب إىً فشصخ ىجْبء اىعلاٍخ اىزجبسَخ.

ٍيفبد رعشَف خبصخ ثهب ىيزىعُخ ثبىعلاٍخ اىزجبسَخ عيً ٍْصبد اىزىاصو عجش وسبئو اىزىاصو الاجزَبعٍ ، 

شبسمخ اىَحزىي ، ٍثو ٍعيىٍبد اىَْزجبد عجش الإّزشّذ فضلاً عِ الأّشطخ اىزٍ رششك اىَسزهينُِ فٍ ٍ

رحسُِ ٍعشفخ اىعَلاء ثبىخذٍبد ، ٍَب َسَح ىيششمبد ثئّشبء ٍفبهٌُ وأخُشا  واىخصىٍبد واىعشوض اىزشوَجُخ.

 وعَيُبد ورطىَش خذٍخ جذَذح ٍِ أجو رعضَض صىسح اىعلاٍخ اىزجبسَخ واىىعٍ ثبىعلاٍخ اىزجبسَخ.
 

، وسبئو اىزىاصو الاجزَبعٍ ،ُّخ اىششاء ،صىسح اىعلاٍخ اىزجبسَخ ،اىىعٍ ثبىعلاٍخ اىزجبسَخ  :الكلماث المفتاحيت

 اىَذُ اىشجبثُخ.


