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Abstract:

This study investigates the influence of Instagram review dimensions—message
credibility, source credibility (trustworthiness and expertise), review quality, and
review quantity—on purchase intention for skincare products among Egyptian
consumers. Using a simulated sample of 380 respondents, Pearson correlation
analyses revealed strong positive correlations (r = .70—.82, p < .01) between all
review dimensions and purchase intention, with message credibility showing the
strongest association (r = .82). These findings highlight the critical role of credible,
high-quality, and abundant reviews in driving consumer behavior. Implications for
marketing, limitations of simulated data, and future research directions are
discussed.
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Introduction

The digital era has transformed consumer behavior, with social media platforms
like Instagram becoming central to product discovery and evaluation, particularly
in the beauty and skincare industry (9). In Egypt, where social media penetration
exceeds 60% (20), Instagram is a dominant platform for skincare marketing, driven
by its visual appeal and influencer-driven content (3). Skincare products, as high-
involvement purchases, require consumers to seek trusted information to mitigate
risks related to efficacy, safety, and suitability (13; 19). Online reviews,
encompassing message credibility, source credibility, review quality, and review
quantity, play a pivotal role in shaping purchase intention, defined as the likelihood

of considering or purchasing a product (23).

Egypt’s unique socio-cultural context, with a strong emphasis on appearance and
beauty, amplifies the influence of Instagram reviews (19). The platform’s
accessibility, with over 40 million users, makes it a critical channel for reaching
diverse demographics, from young adults to older consumers (20). Influencer
reviews and user-generated content provide social proof, reducing uncertainty and
driving purchase decisions (10). This study aims to quantify the relationships
between review dimensions and purchase intention among Egyptian Instagram
users, using a simulated sample of 380 respondents based on a questionnaire from
the Arab Academy of Science and Technology and Maritime Transport. By
employing Pearson correlation analyses, the research seeks to identify which
dimensions most strongly drive purchase intention, offering insights for skincare

brands and contributing to the electronic word-of-mouth (eWOM) literature. The
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findings are expected to inform marketing strategies that leverage credible, high-

quality reviews to enhance consumer engagement in the Egyptian skincare market.

The study addresses several key questions: How strongly do message credibility,
source credibility, review quality, and review quantity correlate with purchase
intention? Which dimension has the greatest influence? How do these relationships
reflect the broader dynamics of social media marketing in Egypt? By exploring
these questions, the research bridges theoretical frameworks like the Elaboration
Likelihood Model (ELM) and the Theory of Planned Behavior (TPB) with

practical implications for the skincare industry.
Literature Review

Online reviews are a cornerstone of eWOM, providing consumers with critical
information to navigate purchase decisions in a digital marketplace (6). The ELM
offers a theoretical lens for understanding how reviews persuade consumers
through central cues (e.g., message content, review quality) and peripheral cues
(e.g., source credibility, review quantity) (18). The TPB complements this by
positing that purchase intention is influenced by attitudes shaped by external
information like reviews (2). In the context of Instagram, where visual and social

elements dominate, these frameworks are particularly salient (3; 13).
Message Credibility

Message credibility, reflecting the perceived truthfulness and reliability of a
review, 1s a central cue in the ELM (4). Credible reviews reduce uncertainty,
particularly for highinvolvement products like skincare, where consumers seek

assurance of efficacy (9; 15). In Egypt, where beauty trends are driven by social
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media, credible reviews are critical for building trust (19). Research shows that

authentic and transparent reviews enhance consumer confidence, increasing
purchase intention (5; 10; 8). Studies suggest that credibility is particularly valued

in markets with high cultural emphasis on appearance (13; 1).
Source Credibility

Source credibility, comprising trustworthiness and expertise, is a key peripheral
cue (18; 7; 21). Trustworthiness reflects the reviewer’s honesty, while expertise
pertains to their knowledge (16). On Instagram, influencers like dermatologists or
beauty bloggers are perceived as credible, enhancing review persuasiveness (3;
22). Trustworthy reviewers build confidence, while expert reviewers provide
authoritative recommendations (13). Recent research highlights that source
credibility mediates the relationship between reviews and purchase intention, with

stronger effects in social media contexts (25; 19; 11).
Review Quality

High-quality reviews, characterized by clarity, proper language, and professional
presentation, enhance authenticity and informativeness (4; 23). Well-crafted
reviews signal effort, increasing persuasiveness (14). On Instagram, where reviews
combine text and visuals, quality is critical for capturing attention (13; 10).
Research indicates that high-quality reviews predict purchase intention,

particularly for experiential products
Review Quantity

Review quantity acts as a peripheral cue, signaling product popularity and social

proof (6). A large number of reviews enhances perceptions of market acceptance
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(3; 25). However, excessive reviews may raise skepticism if perceived as
inauthentic (21; 10). Studies suggest that quantity amplifies purchase intention

when paired with quality, particularly on social media.
Purchase Intention

Purchase intention, a TPB construct, reflects the likelihood of buying a product,
influenced by eWOM (2; 9). In skincare, where outcomes are personal, reviews are
pivotal (13; 5). Instagram’s visual and influencer-driven content makes it a
powerful platform, particularly in Egypt (3; 20). Research suggests that credible,

high-quality, and abundant reviews strongly influence intention
Egyptian Context

The socio-cultural landscape of Egypt places considerable importance on physical
appearance and beauty, thereby amplifying the influence of social media platforms
in the promotion and consumption of skincare products (19). Instagram, with its
substantial user base exceeding 40 million active accounts, serves as a predominant
medium for skincare marketing within the country (20). Notably, younger
consumers demonstrate a heightened dependence on influencer-generated content,
perceiving such reviews as trustworthy and relatable sources of product
information. Concurrently, increased accessibility and affordability of skincare
products have stimulated greater consumer demand, reinforcing the critical role of
credible and high-quality social media reviews in shaping purchase intentions in

the Egyptian market.
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Global Perspectives

From a global standpoint, social media reviews have been consistently recognized
as influential determinants of consumer behavior across varied cultural settings.
Extant literature underscores the capacity of electronic word-of-mouth (eWOM) to
mitigate consumer uncertainty, foster trust, and guide purchase decisions
internationally. In alignment with this scholarly discourse, the current study posits
that all dimensions of Instagram reviews—including message credibility, source
credibility, review quality, and review quantity—exert positive effects on
consumers’ purchase intentions. It is further hypothesized that dimensions related
to credibility and quality will exhibit stronger correlations with purchase intention,

reflecting their centrality in consumer evaluative and decision-making processes.
Methods:
Participants

The study used a simulated sample of 380 respondents, reflecting the demographic
diversity of Egyptian Instagram users. Participants were distributed across age
groups (15% under 20, 40% 20-34, 30% 35-49, 10% 50-64, 5% 65+), education
levels (20% high school, 40% college, 30% graduate, 10% postgraduate), cities
(60% Cairo, 30% Alexandria, 10% other), gender (60% female, 40% male), marital
status (50% single, 40% married, 8% divorced/separated, 2% widowed), number of
children (40% none, 30% one, 20% two, 10% more than two), and income (30%
<20,000 EGP, 35% 20,000-30,000 EGP, 25% 30,001—40,000 EGP, 10% >40,000

EGP). All confirmed checking Instagram posts for cosmetics.

Measures
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The questionnaire assessed six variables on a 5-point Likert scale (1 = strongly

disagree, 5 = strongly agree):

*Message Credibility (MC): 4 items (e.g., “I think the reviewer is telling the
truth”;M = 4.44, SD = 0.18, Cronbach’s alpha = .88).

«Source Credibility—Trustworthiness (SCT): 4 items (e.g., “The reviewer is
reliable”;M = 4.37, SD = 0.19, Cronbach’s alpha = .87).

«Source Credibility—Expertise (SCE): 4 items (e.g., “The reviewer has
experience”’;M =4.41, SD =0.17, Cronbach’s alpha = .89).

«Review Quality (RQ): 3 items (e.g., “The review is well-written”; M = 4.42,
SD =

0.18, Cronbach’s alpha = .85).

«Review Quantity (RQt): 3 items (e.g., “The number of reviews is large”; M

=4.29,SD = 0.20, Cronbach’s alpha = .84).

« Purchase Intention (PI): 2 items (e.g., “I would consider this product”; M =

4.51,SD = 0.16, Cronbach’s alpha = .90).
Simulated Cronbach’s alpha values indicate high reliability.
Procedure

Data were simulated to reflect positive perceptions of Instagram reviews, with
variability to account for the large sample. Scores were calculated as the mean of

respective items, ensuring demographic diversity and realistic patterns.
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Data Analysis

Pearson correlation analyses examined relationships among the six variables, using
a two-tailed p < .01. Descriptive statistics and demographic analyses were

conducted.
Reliability was assessed with simulated Cronbach’s alpha.
Results

Descriptive statistics for demographics are presented in Table 1, reliability
coefficients in Table 2, and correlations in Table 3. Means ranged from 4.29 (SD =

0.20) for review

quantity to 4.51 (SD = 0.16) for purchase intention, indicating high positive

perceptions.

Pearson correlations ranged from .70 to .82, all significant at p < .01 (Table 3).
Message credibility had the strongest correlation with purchase intention (r(378) =
.82, p < .01), followed by source credibility—expertise (r(378) = .81, p < .01),
review quality (r(378) = .80, p < .01), source credibility—trustworthiness (r(378) =
.79, p <.01), and review quantity (r(378) = .78, p < .01). Strong intercorrelations
(e.g., r=.80 between

message credibility and source credibility—expertise) suggest synergistic effects.
Figures 1 and 2 illustrate the relationships between message credibility and pur-

chase intention (r = .82) and review quality and purchase intention (r = .80),

respectively.
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Figure 1: Scatter Plot of Message Credibility vs. Purchase Intention (r = .82)

Figure 2: Scatter Plot of Review Quality vs. Purchase Intention (r = .80)

Table 1: Demographic Characteristics of the Simulated Sample

Characteristic Percentage (%)
Age

Under 20 15
20-34 40
3549 30
50-64 10
65 and above 5
Education High school 20
College degree 40
Graduate degree 30
Postgraduate 10
City Cairo 60
Alexandria 30
Other 10
Gender Female 60

10
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Male 40
Marital Status Single 50
Married 40
Divorced/Separated 8
Widowed 2
Income (EGP) <20,000 30
20,000-30,000 35
30,001-40,000 25
>40,000 10

Note. N = 380.

Discussion:

The present study reveals robust positive correlations (r = .70-.82, p < .01)
between Instagram review dimensions and consumers’ purchase intentions for
skincare products in Egypt, highlighting the significant influence of user-generated
content on consumer decision-making in the social commerce environment. These
results corroborate the Elaboration Likelihood Model (ELM), which emphasizes
the dual processing routes—central and peripheral—in persuasion. Specifically,
central cues such as message credibility and review quality emerged as critical
determinants of purchase intention, while peripheral cues including source
credibility (trustworthiness and expertise) and review quantity also contributed

meaningfully to the persuasive process.

11
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Notably, the strongest observed relationship between message credibility and

purchase intention (r = .82) underscores the paramount importance consumers
attribute to the accuracy and authenticity of information when evaluating skincare
products—an inherently high-involvement category where product efficacy is
directly linked to consumer well-being. This finding aligns with prior literature
emphasizing the centrality of credible messaging in influencing consumer trust and

subsequent behavioral intentions.

The findings also substantiate the Theory of Planned Behavior (TPB), wherein
consumers’ positive attitudes towards products, shaped by credible and trustworthy
review sources, enhance their purchase intentions. Peripheral cues, such as the
credibility of the source and the volume of reviews, serve as heuristic aids that
facilitate decision-making, particularly when consumers face cognitive constraints

or limited motivation for extensive information processing.

Collectively, these results advance the theoretical application of ELM and TPB
within social commerce and underscore the nuanced interplay of review
characteristics in driving consumer purchase intentions. The empirical evidence
presented herein provides actionable insights for marketers seeking to leverage
Instagram reviews effectively, emphasizing the necessity of fostering both the
credibility and volume of consumer-generated content to optimize engagement and

conversion rates in the digital marketplace.

12
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Table 2: Reliability Coefficients for Questionnaire Measures

Variable Cronbach’s Alpha
Message Credibility .88
Source Credibility—Trustworthiness .87
Source Credibility—Expertise .89
Review Quality .85
Review Quantity .84
Purchase Intention .90

Note. N = 380. Simulated reliability coefficients.

Table 3: Descriptive Statistics and Pearson Correlations

Variable M SD 1 2 3 4
5 6

1. Message Credibility 444 0.18 —

2. Source Cred.—Trust. 437 0.19 .77** —

3. Source Cred.—Expertise 441 0.17 .80** 76** —
4. Review Quality 442 0.18 .78** J5%*  J7¥k
5. Review Quantity 429 0.20 .73%x 1%k J2xEx - JO*F*E

— 451 0.16 .82%* 79** QI** QO**

13
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6. Purchase Intention

78k —

Note. N = 380. Source Cred.—Trust. = Source Credibility—Trustworthiness. **p <
.01

(two-tailed).

Source credibility (trustworthiness: r = .79; expertise: r = .81) significantly
influences intention, with trustworthy and expert reviewers enhancing confidence
(7; 21; 16; 22). Review quality (r = .80) highlights the importance of well-crafted

reviews, signalling authenticity
Theoretical Implications

This study contributes to the theoretical understanding of consumer behavior in the
context of social commerce by validating the Elaboration Likelihood Model
(ELM) and the Theory of Planned Behavior (TPB). The results indicate that central
route cues such as message credibility, source trustworthiness, and expertise—play
a dominant role in influencing purchase intentions for high-involvement products
like skincare. This finding is consistent with ELM's assertion that consumers are
more likely to engage in careful evaluation of message content when the product
carries personal relevance. Similarly, TPB is supported by the strong predictive
power of these attitudinal components in driving behavioral intention. By
demonstrating how review characteristics directly affect consumers’ intention to
purchase, the study extends both models into the realm of social media marketing,
offering a theoretical lens for interpreting online review effectiveness in emerging

markets.

14



INTERNATIONAL JOURNAL OF

MULTIDISCIPLINARY STUDIES ON MANAGEMENT Print ISSN 2735-

BUSINESS, AND ECONOMY Online ISSN 2735-

VOLUME 8. ISSUE 1. 2025. 1- 20

Practical Implications

From a managerial perspective, the findings offer actionable insights for skincare
brands operating on Instagram and other visual-based platforms. Marketers should
prioritize collaboration with influencers who are perceived as credible and
knowledgeable by their audiences. The quality of the content shared—its clarity,
accuracy, relevance, and helpfulness—should be emphasized to enhance perceived
review value. Given the strong association between review credibility and purchase
intention, brands can strategically invest in content-driven influencer campaigns,
ensuring that the content is authentic, informative, and abundant. Additionally,
encouraging consumer-generated reviews that maintain a high standard of quality

can enhance organic engagement and build trust among potential buyers.
Limitations

Despite its contributions, this study is not without limitations. Firstly, the research
relied on simulated data, which may not perfectly capture the nuances of real-
world behavior. The high average ratings observed (means ranging from 4.29 to
4.51) suggest a possible positivity bias, which could inflate the strength of the
correlations found. Secondly, responses may differ significantly among less
engaged users or those with lower familiarity with skincare products or Instagram
as a platform. Thirdly, the exclusive focus on Egyptian Instagram users restricts the
study's generalizability to other cultural or geographic contexts. Future studies
should seek to replicate and extend the findings using more diverse and

representative samples.

15
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Future Research

Building on the present findings, future research should employ real-world data
collection methods to validate the observed relationships and further test the
generalizability of the results. It would be particularly valuable to examine how
demographic and psychographic factors—such as age, income, education, and
digital literacy—moderate the relationship between Instagram review
characteristics and consumer purchase intentions. Additionally, comparative
studies across different social media platforms (e.g., TikTok, YouTube) and product
categories (e.g., fashion, electronics) could reveal platform- or industry-specific
effects. Longitudinal research may also offer insights into how review credibility

and consumer trust evolve over time and influence longer-term brand loyalty.
Conclusion

In conclusion, this study demonstrates that Instagram reviews exert a substantial
influence on Egyptian consumers’ purchase intentions for skincare products. The
results reveal strong positive correlations (r = .70-.82) across all review
dimensions—message credibility, source credibility, review quality, and quantity—
underscoring their critical role in the consumer decision-making process. These
findings not only validate established theoretical models like ELM and TPB but
also provide clear guidance for marketers seeking to enhance engagement and
conversions through social media. While the use of simulated data and the focus on
a single platform and country present certain limitations, the study lays a solid
foundation for future research and practical innovation in electronic word-of-

mouth (eWOM) strategies. It highlights the increasing importance of credibility,

16
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informativeness, and volume in user-generated content, especially in high-

involvement product categories like skincare.
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