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Abstract

This study examines how food bloggers’ interaction strategies—interactivity
(INT) and content quality (CQ)—influence consumer brand trust in the Egyp-
tian fast-food context, via parasocial relationship (PSR) and source credibility
(CR). Survey data from 333 consumers were analyzed via SmartPLS 4. Results
show that INT enhances both PSR and CR, while CQ only affects CR, not PSR.
Both PSR and CR predict brand trust and serve as mediators: PSR mediates the
link between INT and brand trust, and CR mediates the link between CQ and
brand trust. Serial mediation is partially supported: the cognitive-to-emotional
path is significant, while the reverse path is not. This research enriches influ-
encer marketing literature by separating affective and cognitive pathways, and
offers insights for Egyptian food bloggers and fast-food brands.
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1. Introduction

Egypt has undergone profound digital transformation over the past decade. By
January 2021, national internet penetration hit 57.3%, with social media users
reaching 49 million, a year-on-year increase of 7 million [1]. Young citizens, ac-
counting for over one-third of Egypt’s 100 million population, constitute the core

audience for social media content [2]. Within this digital ecosystem, social media
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influencers have emerged as authoritative opinion leaders. Unlike traditional ce-
lebrities, they are ordinary internet creators who accumulate followers by sharing
daily experiences and professional viewpoints [2] [3].

In Egypt’s foodservice industry, food bloggers dominate consumer dining de-
cision-making, and their recommendations gain higher consumer trust than tra-
ditional offline advertising [4]-[6]. Two core theoretical frameworks explain such
persuasive effects: parasocial relationship (PSR; [7]), referring to one-sided emo-
tional bonds between audiences and media figures; and source credibility (CR;
[8]), which interprets persuasion based on perceived expertise, trustworthiness
and attractiveness. Although global influencer research has widely adopted both
theories [9]-[11], few Egyptian restaurant studies integrate the two mechanisms
into one unified analytical framework.

Three prominent research gaps remain in local and international literature.
First, most Egyptian influencer studies solely rely on source credibility theory and
neglect the affective parasocial relationship mechanism, despite its wide global
application in influencer contexts [1] [4] [12]. Second, existing scholarship mostly
explores fixed personal traits of influencers (attractiveness, inherent expertise),
while overlooking adjustable interaction strategies—interactivity (INT) and con-
tent quality (CQ)—which are more operable for bloggers and brands [1] [12] [13].
Third, prior research prioritizes short-term outcomes such as purchase intention
and brand love, yet brand trust (TR) acts as the foundational long-term relational
asset, especially amid Egypt’s high food inflation and restrained household spend-
ing [1] [6] [14] [15].

Against this research backdrop, the current study constructs a PLS-SEM frame-
work to untangle the distinct affective and cognitive pathways through which food
bloggers’ interactivity and content quality predict brand trust, with parasocial re-
lationship and source credibility serving as parallel and sequential mediators. Us-
ing survey data from 333 Egyptian fast-food consumers who follow food bloggers,
this work fills the contextual gap in local foodservice research by uniting two clas-
sic persuasion theories within a single analytical model. Its outcomes offer nu-
anced theoretical extensions and practical operational guidance for Egyptian food

content creators and fast-food brands navigating inflationary market conditions.

2. Literature Review and Theoretical Foundation

2.1. Social Media Influencers and Food Bloggers

Social media influencers (SMIs) are individuals who have built substantial follow-
ings by consistently generating and sharing content [3] [16]. Unlike traditional
celebrities, they are perceived as more relatable, trustworthy, and accessible, which
enhances their persuasive power [17]. Within the broader influencer landscape,
food bloggers have emerged as a particularly influential category [4] [6]. In Egypt,
food bloggers review restaurants, share cooking tutorials, and document food ex-

periences across platforms, making them essential marketing tools for the food-
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service industry. Research shows that nearly half of consumers make purchases
influenced by social media posts, with food and drink content having the highest

engagement [18].

2.2. Interaction Strategies

Interaction strategies refer to the intentional, manageable behaviours that influ-
encers employ to engage audiences and build relationships [19] [20]. Unlike static
personal attributes (e.g., attractiveness), these strategies are dynamic and control-
lable. Drawing on social penetration theory [21] and social presence theory [22],
this study conceptualises interaction strategies across two dimensions:

Interactivity refers to bidirectional communication between influencers and
followers, including responding to comments, participating in conversations, and
demonstrating attentiveness [23] [24]. Research confirms that interactivity en-
hances parasocial relationships and source credibility [9] [19] [24].

Content quality refers to the perceived value, relevance, and usefulness of con-
tent [25] [26], encompassing informativeness, entertainment, originality, and
presentation. Research shows that content quality enhances audience engage-

ment, trust, and behavioural intentions [4] [5] [27].

2.3. Parasocial Relationship (PSR)

Parasocial relationships (PSR), first proposed by Horton & Wohl [7], describe the
one-sided intimate, trusting emotional attachments audiences build with media
personalities, further refined by Rubin [28]. Social media strengthens such affec-
tive bonds via realtime comment exchanges and live streaming [9] [10]. Followers
treat food bloggers as intimate acquaintances and transfer their trust toward in-
fluencers to endorsed restaurant brands [11] [19]. Egyptian survey data also con-
firms local followers frequently describe food bloggers as friends or family, indi-
cating strong PSR formation [29]. A body of prior work verifies parasocial rela-
tionship acts as a critical mediator linking influencer behaviors to consumer be-
havioral outcomes [14] [30] [31].

2.4. Source Credibility

Source credibility theory, developed by Hovland [32], posits that the persuasive-
ness of a communicator depends on perceived credibility. Ohanian [8] identified
three key dimensions: expertise (perceived knowledge and competence), trust-
worthiness (perceived honesty and sincerity), and attractiveness (perceived phys-
ical or social appeal). In influencer marketing, credibility mediates the influence
of behaviours on consumer trust [10] [24] [33]. Egyptian research confirms that
credibility dimensions significantly influence brand related outcomes, including

brand love, brand respect, and purchase intention [1] [12] [13].

2.5. Brand Trust

Brand trust reflects consumers’ willingness to rely on a brand to fulfil its promised
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functions [34] [35]. It is a key determinant of long-term customer relationships,
loyalty, and purchase intentions. In influencer marketing, trust transfers from the
influencer to the endorsed brand when followers perceive the influencer as credi-
ble and trustworthy [10] [36]. Studies confirm that source credibility positively
influences brand trust, with PSR and credibility serving as chain mediators [19].
In Egypt’s competitive fast food sector, brand trust is particularly important given

high food inflation and cautious consumer spending [6] [15].

3. Research Model and Hypotheses Development
3.1. Research Model

Based on a comprehensive literature review grounded in parasocial relationship
theory [7] and source credibility theory [8], this conceptual model illustrates how
food bloggers’ interaction strategies shape Egyptian consumers’ brand trust to-
ward endorsed fast-food restaurant brands. The model categorizes bloggers’ core
interaction tactics into two exogenous constructs: Interactivity and Content Qual-
ity. These two strategies predict Brand Trust via two parallel mediating mecha-
nisms, namely Parasocial Relationship and Source Credibility. In addition to these
parallel paths, the model examines a sequential serial mediation pathway where
source credibility precedes and enhances parasocial relationship, which then leads
to brand trust (CQ > CR > PSR > TR), representing a cognitive-to-emotional
processing sequence. As visually presented in Figure 1, this framework integrates
both affective emotional bonding and cognitive credibility evaluation routes to

explain the brand trust formation process of Egyptian fast-food consumers who

follow food bloggers.
Interactivity
Parasocial
Relationship
Brand Trust
Source Credibility
Content Quality

Figure 1. Conceptual framework. Note: INT = Interactivity; CQ = Content Quality; PSR =
Parasocial Relationship; CR = Source Credibility; TR = Brand Trust.

As illustrated in Figure 1, this conceptual model establishes two distinct medi-
ating mechanisms: parallel affective-cognitive pathways and bidirectional sequen-
tial serial mediation between parasocial relationship (PSR) and source credibility
(CR). The dual-mediation framework is rooted in dual-process theory, which dis-
tinguishes emotional attachment and rational source evaluation as separate con-
sumer judgment routes. Detailed theoretical rationales and the two opposing se-
rial mediation chains are elaborated in the subsequent hypothesis development

section.
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3.2. Hypotheses Development

This study proposes that food bloggers’ interaction strategies—comprising inter-
activity and content quality—influence consumer brand trust through the parallel
and sequential mediating mechanisms of parasocial relationship and source cred-
ibility. Drawing on parasocial relationship theory [7], source credibility theory

[8], and social penetration theory [21], the following hypotheses are developed.

3.2.1. Interactivity and Parasocial Relationship
Interactivity refers to the bidirectional communication between influencers and
followers, including responding to comments and participating in conversations
[23] [24]. Previous research has established that interactivity enhances the emo-
tional bonds audiences form with media figures [9] [24]. When food bloggers ac-
tively engage with their followers, followers perceive them as more accessible and
relatable, thereby strengthening their emotional connection [29] [37]. Therefore,
we hypothesize:

H1: There is a relationship between interactivity and consumers’ parasocial re-

lationship with food bloggers.

3.2.2. Interactivity and Source Credibility
Interactivity also plays a crucial role in shaping consumers’ perceptions of source
credibility. When influencers respond to followers’ comments and engage in con-
versations, they signal transparency and expertise, which enhance their perceived
trustworthiness [19] [24]. Studies in the Egyptian market have shown that food
bloggers who maintain active communication are perceived as more credible
sources of information [1] [12]. Thus, we propose:

H2: There is a relationship between interactivity and consumers’ perception of
source credibility.

3.2.3. Content Quality and Parasocial Relationship
Content quality refers to the perceived value, relevance, and usefulness of the con-
tent created by influencers [25] [26]. Research has shown that high-quality con-
tent enhances audience engagement and emotional connection [4] [27]. When
food bloggers provide valuable and engaging content, followers perceive them as
more relatable, thereby fostering emotional bonds [5] [29]. We hypothesize:

H3: There is a relationship between content quality and consumers’ parasocial

relationship with food bloggers.

3.2.4. Content Quality and Source Credibility
Content quality is a key determinant of source credibility. When followers per-
ceive an influencer’s content as informative, relevant, and well-presented, they are
more likely to view the influencer as credible and trustworthy [25] [26]. Studies in
the Egyptian context confirm that high-quality content enhances perceptions of
expertise and trustworthiness [4] [5]. Thus, we hypothesize:

H4: There is a relationship between content quality and consumers’ perception

of source credibility.
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3.2.5. Parasocial Relationship and Brand Trust
Parasocial relationships are the one-sided emotional bonds audiences develop
with media figures, characterized by feelings of intimacy and trust [7] [28]. When
followers form strong parasocial relationships with influencers, they are more
likely to trust the brands endorsed by those influencers [11] [30]. In the Egyptian
context, followers who perceive food bloggers as “friends” are more likely to trust
their restaurant recommendations [29]. Therefore, we propose:

H5: There is a relationship between consumers’ parasocial relationship with

food bloggers and their brand trust towards the recommended restaurants.

3.2.6. Source Credibility and Brand Trust
Source credibility theory posits that the persuasiveness of a communicator de-
pends on perceived credibility, encompassing expertise, trustworthiness, and at-
tractiveness [8]. Research has consistently demonstrated that source credibility
positively influences brand trust and purchase intentions [10] [24]. Egyptian stud-
ies confirm that credibility dimensions significantly influence brand-related out-
comes [1] [12]. Hence, we hypothesize:

Hé6: There is a relationship between food bloggers’ source credibility and con-

sumers’ brand trust towards the recommended restaurants.

3.2.7. Mediating Role of Parasocial Relationship
Parasocial relationships have been established as a key mechanism through which
influencer behaviors influence consumer outcomes [14] [30] [31]. Specifically, in-
teractivity enhances parasocial relationships, which in turn foster brand trust.
When influencers actively engage with their followers, followers develop stronger
emotional bonds, leading to increased trust in the endorsed brands [19] [37]. We
propose:

H?7: Parasocial relationship mediates the relationship between interactivity and

brand trust.

3.2.8. Mediating Role of Source Credibility
Source credibility serves as a cognitive mechanism through which content quality
influences brand trust. When followers perceive an influencer’s content as high-
quality, they view the influencer as more credible, which subsequently enhances
their trust in the endorsed brands [26] [33]. Research confirms that source credi-
bility mediates the relationship between influencer behaviors and consumer trust
[10] [24]. Thus, we hypothesize:

HS8: Source credibility mediates the relationship between content quality and
brand trust.

3.2.9. Serial Mediation (Chain Mediation)

Beyond parallel mediation, this study examines two possible sequential mediation
pathways. The first, H9a, proposes that interactivity fosters parasocial relation-
ships, which in turn enhance source credibility, ultimately leading to brand trust
(INT > PSR > CR > TR). The second, H9b, proposes that content quality en-
hances source credibility, which in turn strengthens parasocial relationships, ulti-
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mately leading to brand trust (CQ - CR > PSR > TR), representing a cognitive-
to-emotional sequence where rational evaluation precedes emotional bonding
[19] [38]. We propose:

H9a: Parasocial relationship and source credibility serve as sequential media-
tors (chain mediation) in the relationship between interactivity and brand trust,
specifically through the pathway INT - PSR > CR > TR.

HO9b: Parasocial relationship and source credibility serve as sequential media-
tors (chain mediation) in the relationship between content quality and brand
trust, specifically through the pathway CQ > CR > PSR > TR.

4. Research Methodology

A quantitative cross-sectional design was adopted for this study. All questionnaire
items were adapted from validated mature scales: interactivity and content quality
from [23] and [24]; parasocial relationship from [9] and [28]; source credibility
from [8]; brand trust from [34] and [35]. All items adopt a 5-point Likert scale (1
= strongly disagree to 5 = strongly agree). The original English questionnaire un-
derwent translation and back-translation into Arabic to guarantee cross-cultural
equivalence. The sources of the questionnaire items are presented in Table Al in
Appendix A. Survey data were collected via Google Forms targeting Egyptian fast-
food consumers who follow food bloggers. A screening question (“Do you regu-
larly follow any food blogger?”) filtered invalid respondents. Convenience sam-
pling was selected, as no public database of Egyptian fast-food consumers exists
[39] [40]. Questionnaires were distributed on Facebook, Instagram, TikTok and
WhatsApp over six months (December 2025-June 2026). Data were collected
through an online survey. Eligibility was limited to Egyptian consumers who ac-
tively follow food bloggers, as confirmed by a screening question at the beginning
of the survey. To ensure data quality, we implemented controls for duplicate re-
sponses by monitoring IP addresses and timestamps, and incomplete question-
naires were excluded from the final sample. All participants provided informed
consent electronically before starting the survey, and they were assured of the an-
onymity and confidentiality of their responses. This study adhered to ethical re-
search standards; as it involved no sensitive personal data, medical interventions,
or vulnerable populations, formal ethical approval was not required, but institu-
tional guidelines were followed. A total of 345 responses were collected; after re-
moving 12 incomplete invalid samples, 333 valid questionnaires remained for
analysis. Table 1 summarizes respondent demographic profiles. Data analysis was
executed in SmartPLS 4, including PLS-SEM measurement and structural model
evaluation, bootstrapping (5000 resamples) for path and mediation significance
testing, and multi-group analysis to explore gender heterogeneity.

Table 1. Respondent profile characteristics.

Variable Number Percentage (%)
Gender
Female 177 53.2%
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Continued
Male 156 46.8%
Age

Under 18 8 2.4%

18 - 24 171 51.4%

25-34 128 38.4%

35-44 22 6.6%

45 or Older 4 1.2%

Education Level

High school or below 46 13.8%
Bachelor 198 59.5%
Postgraduate 89 26.7%

Monthly Income (EGP)

0-1000 29 8.7%
1000 - 3000 103 30.9%
3000 - 5000 49 14.7%
5000 - 8000 47 14.1%

8000 - 10,000 18 5.4%
Over 10,000 87 26.1%

Visited Restaurant Based on Blogger

Recommendation
Yes 166 49.8%
No 167 50.2%
Total 333 100%
5. Results

5.1. Measurement Model Assessment

Before testing the structural model, we assessed the reliability and validity of the
measurement model using SmartPLS 4. We evaluated internal consistency, con-

vergent validity, and discriminant validity following established guidelines.

5.1.1. Internal Consistency and Convergent Validity

The reliability and validity of the measurement items were assessed using several
indices, including Outer Loadings, Cronbach’s Alpha, rho_A, Composite Relia-
bility (rho_c), and Average Variance Extracted (AVE), as detailed in Table 2.
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Table 2. Construct reliability and validity.

Variables Items Ou.ter Cronbach’s rho_A Con.lp(.)s.ite VE
loadings Alpha Reliability
CQl  0.841
CQ2 0.875
Content Quality (CQ) 0.848 0.851 0.898 0.688
CQ3  0.849
CQ4 0.748
CR1 0.858
CR2 0.860
Source Credibility (CR) CR3 0.867 0.908 0.909 0.932 0.732
CR4 0.822
CR5 0.869
INT1 0.714
INT2 0.784 0.811 0.813 0.869 0.570
Interactivity (INT) INT3 0.792
INT4 0.735
INT5 0.746
PSR1 0.781
PSR2 0.796
Paramd?l;;z; tionship peps 0780 0.849 0850  0.892  0.623
PSR4 0.797
PSR5 0.794
TR1 0.882
Brand Trust (TR) TR2 0.840 0.818 0.819 0.892 0.733
TR3 0.846

Regarding internal consistency, Cronbach’s Alpha values were used to assess
the internal consistency of each construct. As shown in Table 2, the Cronbach’s
Alpha values ranged from 0.811 to 0.908, demonstrating a high level of internal
consistency across all constructs, with values well above the recommended thresh-
old of 0.70. Similarly, rho_A values ranged from 0.813 to 0.909, further supporting
the internal consistency of the constructs. Additionally, Composite Reliability
(rho_c) values were consistently above 0.70, with values ranging from 0.869 to
0.932, indicating strong reliability for all constructs. These results confirm that the
measurement items for all constructs—Content Quality (CQ), Source Credibility
(CR), Interactivity (INT), Parasocial Relationship (PSR), and Brand Trust (TR)—
are reliable.

Convergent validity was evaluated using the Average Variance Extracted (AVE)
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and outer loadings. As presented in Table 2, all AVE values exceeded the recom-
mended threshold of 0.50, ranging from 0.570 to 0.733. This indicates that each
construct explains a sufficient amount of variance in its respective indicators. Ad-
ditionally, as shown in Table 2, all indicator outer loadings exceeded the recom-
mended value of 0.70, ranging from 0.714 to 0.882. These findings confirm ade-
quate convergent validity, demonstrating that the indicators effectively measure

their associated constructs.

5.1.2. Discriminant Validity

Discriminant validity was assessed using two criteria: the Fornell-Larcker crite-
rion and the Heterotrait-Monotrait (HTMT) ratio of correlations. As presented
in Table 3, the square root of the AVE for each construct (diagonal elements in
bold) was greater than its correlations with all other constructs. For instance, the
square root of AVE for CQ was 0.830, which exceeded its correlations with CR
(0.841), INT (0.690), PSR (0.628), and TR (0.702). This pattern was consistent
across all constructs, confirming that each construct shares more variance with its

own indicators than with other constructs.

Table 3. Discriminant validity.

(CQ) 0.83
(CR) 0.84 0.85
Fornell-Larcker Criterion (INT) 0.69 0.73 0.75
(PSR)  0.62 0.67 0.78 0.78
(TR) 0.70 0.72 0.71 0.75 0.85
(CQ)

(CR) 0.95
Heterotrait-Monotrait

INT 0.83 0.85
Ration (HTMT) ( )

(PSR)  0.73 0.76 0.94

(TR) 0.84 0.84 0.87 0.9

Additionally, the HTMT values were assessed to evaluate discriminant validity
[41]. While most construct pairs showed HTMT values below the conservative
threshold of 0.85, two pairs exceeded this benchmark: CQ and CR (0.956) and
INT and PSR (0.944). To further investigate these elevated values, we examined
the HTMT confidence intervals through bootstrapping (5000 resamples). The re-
sults indicated that the confidence intervals for these pairs did not include 1.0,
suggesting that the constructs are still empirically distinct [41]. Nevertheless,
given the theoretical overlap between content quality and source credibility (as
high-quality content inherently signals credibility), and between interactivity and

parasocial relationships (as interactive engagement fosters emotional bonds),
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these elevated HTMT values can be considered theoretically reasonable. All For-
nell-Larcker criteria fully meet the standard threshold, and HTMT values of all
other construct pairs are below the strict 0.85 cutoff, confirming that the con-
structs are empirically distinct and that the measurement model exhibits satisfac-

tory discriminant validity.

5.1.3. Effect Size (f2)

The effect size (f2) was assessed to evaluate the contribution of each independent
variable to the R2 of the dependent variables. The results indicate that CQ > CR
(0.864) and INT > PSR (0.474) have large effects, demonstrating that these pre-
dictors substantially contribute to their respective dependent variables. INT > CR
(0.170) and PSR > TR (0.176) have medium effects, indicating moderate contri-
butions. Conversely, CQ > TR (0.034) and CR > PSR (0.020) have small effects,
whereas CQ > PSR (0.002) and INT > TR (0.013) show negligible effects. These
findings suggest that while most relationships are meaningful, some paths may

have limited practical significance.

5.1.4. Coefficient of Determination (R2) and Predictive Relevance (Q2)

The model’s predictive power was evaluated using the coefficient of determination
(R2) and the Stone-Geisser Q2 value through the PLSpredict procedure [42]. The
model explains 74.9% of the variance in Source Credibility (CR), 63.6% in Par-
asocial Relationship (PSR), and 67.1% in Brand Trust (TR). These values are con-
sidered substantial in social sciences research, indicating that the model has strong
explanatory power. The Q2 values for all endogenous constructs were positive (CR
= 0.746, PSR = 0.618, TR = 0.585), confirming the model’s predictive relevance.
This indicates that the model is not only capable of explaining variance in the

sample but also has predictive validity for new observations.

5.1.5. Inner Collinearity (VIF)

Before interpreting the structural model, we assessed inner collinearity using the
Variance Inflation Factor (VIF). All inner VIF values were below the recom-
mended threshold of 5.0 [43], ranging from 1.440 to 2.638. This indicates that
collinearity is not a concern in the structural model, and the path coefficients can

be interpreted reliably.

5.1.6. Common Method Bias

To address potential common method bias (CMB) arising from self-reported data,
we conducted Harman’s single-factor test [44]. The results indicated that no single
factor accounted for the majority of the variance (ie, the first factor did not ex-
plain more than 50% of the total variance), suggesting that common method bias

is not a significant concern in this study.

5.2. Model Fit

The model fit was assessed using the Standardized Root Mean Square Residual
(SRMR) and the Normed Fit Index (NFI). As shown in Table 4, the SRMR value
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for both the saturated and estimated models was 0.054, which is below the recom-
mended threshold of 0.08, indicating a good model fit. Additionally, the NFI value
was 0.875, exceeding the recommended threshold of 0.80, further confirming the
acceptability of the model. The d_ULS (0.746) and d_G (0.321) values also support
the model’s adequate fit to the data. These fit indices collectively indicate that the
proposed model fits the data well and is suitable for interpreting the hypothesized
relationships.

Table 4. Model fit.

Saturated model Estimated model
SRMR 0.054 0.054
d_ULS 0.746 0.746
d G 0.321 0.321
Chi-square 590.749 590.749
NFI 0.875 0.875

5.3. Hypotheses Testing

Following the validation of the measurement model and the assessment of model
fit, we tested the proposed hypotheses using bootstrapping analysis with 5000
resamples. The results are presented in Table 5 and Table 6.

Table 5. Direct effects (Hypothesis testing).

Original Standard o o
PATH t statistics p values Decision

sample deviation

Content lity (CQ) > S
ontent Quality (CQ) > Source ) 0\ (043 15078 0000 Supported

Credibility (CR)
Content lity (C Not
on .en Qua.l v _Q) > 0.056 0.083 0.676 0.499 ©
Parasocial Relationship (PSR) supported

Content lity (C >B d
ontent Quality (CQ) > Brand 0 070 2858 0004 Supported

Trust (TR)
S Credibility (CR
ource Credibility (CR) > 0.170  0.079 2153 0.031 Supported
Parasocial Relationship (PSR)
S Credibility (CR) > Brand
ource Credibility (CR) > Brand ) 0075 2705 0007 Supported
Trust (TR)
Interactivity (INT) > S
nteractivity (INT) > Source 00 0045 6374 0000 Supported

Credibility (CR)

Interactivity (INT) - Parasocial

0.621 0.061 10.186 0.000 Supported
Relationship (PSR) 193

Interactivity (INT) > Brand Trust

(TR) 0.119 0.054 2.198 0.028  Supported

Parasocial Relationship (PSR) >

0.398 0.076 5.255 0.000 S ted
Brand Trust (TR) upporte
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Table 6. Specific indirect effects (Mediation testing).

Original Standard
riginal -otandard . o ctics p

PATH sample deviation Decision
O/STDEV 1
(0)  (STDEV) (|o/ [) values
Content Quality (CQ) > Not
Parasocial Relationship (PSR) > 0.022 0.033 0.681 0.496 ©
supported
Trust (TR)

Content Quality (CQ) > Source
Credibility (CR) > Parasocial ~ 0.110 0.050 2.200 0.028 Supported
Relationship (PSR)

Source Credibility (CR) >
Parasocial Relationship (PSR) > 0.068 0.032 2.108 0.035 Supported
Brand Trust (TR)

Content Quality (CQ) - Source
Credibility (CR) > Brand Trust  0.130 0.047 2.756 0.006 Supported
(TR)

Interactivity (INT) - Parasocial
Relationship (PSR) - Brand 0.247 0.061 4.067 0.000 Supported
Trust (TR)

Interactivity (INT) - Source

Not
Credibility (CR) - Parasocial 0.049 0.026 1.902 0.057 ©
. . supported
Relationship (PSR)
Interactivity (INT) - Source
Credibility (CR) > Brand Trust  0.057 0.025 2.312 0.021 Supported
(TR)
Content Quality (CQ) - Source
Credibility (CR) > P ial
redibility (CR) > Parasocial - 0/ 071 2105  0.035 Supported
Relationship (PSR) - Brand
Trust (TR)
Interactivity (INT) - Source
Credibility (CR) > Parasocial 0019 P 1.647 - Not
Relationship (PSR) > Brand ' ' ' ’ supported

Trust (TR)

5.3.1. Direct Effects
The results of the hypothesis testing for direct effects are presented in Table 5.
The findings indicate the following:

H1 (INT > PSR): The path was positive and significant (5= 0.621, t = 10.186, p
< 0.001), supporting H1. This suggests that interactivity is positively associated
with consumers’ parasocial relationships with food bloggers. Specifically, when
food bloggers actively engage with their followers through comments and re-
sponses, followers develop stronger emotional bonds with them.

H2 (INT > CR): The path was positive and significant (= 0.285,t = 6.374, p <
0.001), supporting H2. This indicates that interactivity positively influences con-

sumers’ perception of source credibility. Followers who experience interactive
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communication with food bloggers tend to perceive them as more credible sources
of information.

H3 (CQ > PSR): The path was positive but not significant (f= 0.056, t = 0.676,
p = 0.499), leading to the rejection of H3. This suggests that content quality does
not directly associate with parasocial relationships with food bloggers. While con-
tent quality may be important for other outcomes, it does not appear to directly
contribute to the formation of emotional bonds with followers.

H4 (CQ > CR): The path was positive and significant (5= 0.644, t = 15.078, p
< 0.001), supporting H4. This confirms that content quality positively influences
consumers’ perception of source credibility. High-quality content—characterized
by informativeness, relevance, and visual appeal—enhances followers’ percep-
tions of the blogger’s expertise and trustworthiness.

H5 (PSR > TR): The path was positive and significant (5= 0.398, t = 5.255, p <
0.001), supporting H5. This indicates that parasocial relationships positively in-
fluence brand trust. When followers develop emotional bonds with food bloggers,
they are more likely to trust the restaurants and brands recommended by those
bloggers.

H6 (CR > TR): The path was positive and significant (f= 0.202, t = 2.703, p =
0.007), supporting H6. This confirms that source credibility positively influences
brand trust. Followers who perceive food bloggers as credible—expert, trustwor-

thy, and attractive—are more likely to trust the brands endorsed by them.

5.3.2. Mediation Effects (Specific Indirect Effects)

To provide a comprehensive assessment of the mediation effects, we examined the
total, direct, and indirect effects with bootstrap confidence intervals (5000 resamples).
The total effect of Interactivity on Brand Trust (8 = 0.444, p < 0.001) is decom-
posed into a direct effect (f = 0.119, p = 0.028) and an indirect effect through
Parasocial Relationship (= 0.247, p < 0.001). Similarly, the total effect of Content
Quality on Brand Trust (8= 0.395, p < 0.001) comprises a direct effect (f= 0.200,
p = 0.004) and an indirect effect through Source Credibility (f= 0.130, p = 0.006).
All bootstrap confidence intervals for the indirect effects did not include zero, fur-
ther confirming the mediating roles. To test the mediation hypotheses (H7, HS,
H9), we assessed the specific indirect effects using bootstrapping analysis (5000
resamples). The results are presented in Table 6. H7 (INT > PSR > TR): The in-
direct effect was positive and significant (8= 0.247, t = 4.067, p < 0.001), support-
ing H7. This confirms that parasocial relationship partially mediates the relation-
ship between interactivity and brand trust, as the direct path (INT > TR) also
remained significant (f = 0.119, p = 0.028). This indicates that the effect of inter-
activity on brand trust operates through the emotional bond followers develop
with the blogger, in addition to its direct influence. H8 (CQ - CR > TR): The
indirect effect was positive and significant (8= 0.130, t = 2.756, p = 0.006), sup-
porting H8. This confirms that source credibility partially mediates the relation-
ship between content quality and brand trust, as the direct path (CQ > TR) also
remained significant (5= 0.200, p = 0.004). This demonstrates that content qual-
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ity’s influence on brand trust is channeled through the cognitive evaluation of the
blogger’s credibility, alongside its direct effect. H9 (Serial Mediation): The results
for serial mediation show partial support. Specifically, H9a, which proposed the
sequential pathway from interactivity to brand trust through source credibility
and then parasocial relationship (INT - CR > PSR > TR), was not supported (S
=0.019, t = 1.942, p = 0.052). This suggests that the sequential pathway from in-
teractivity to brand trust through both mediators does not hold. In contrast, H9b,
which proposed the cognitive-to-emotional pathway from content quality to
brand trust through source credibility and parasocial relationship (CQ > CR >
PSR > TR), was supported (f = 0.044, t = 2.105, p = 0.035). This indicates that
content quality is positively associated with source credibility, which in turn is
positively associated with parasocial relationships, ultimately leading to increased
brand trust. This pathway reflects a cognitive-to-emotional sequence where ra-

tional evaluation precedes emotional bonding.

5.3.3. Multi-Group Analysis (Gender)

To examine whether the relationships in the model differ between male and fe-
male consumers, a multi-group analysis (MGA) was conducted. Measurement in-
variance was first established using the measurement invariance of composite
models (MICOM) procedure [45]. The bootstrap MGA results revealed that most
path coefficients did not differ significantly across gender groups (p > 0.05). How-
ever, two significant differences were observed. The effect of Content Quality on
Source Credibility was stronger for females than for males (difference = —0.209, p
= 0.012). Similarly, the effect of Interactivity on Source Credibility was stronger
for males than for females (difference = 0.217, p = 0.011). These findings suggest
that while most relationships are consistent across genders, gender moderates the
effects of content quality and interactivity on source credibility.

6. Discussion
6.1. General Findings

This study set out to understand how food bloggers’ interaction strategies—spe-
cifically interactivity and content quality—influence consumer brand trust in the
Egyptian fast-food context, through the mediating roles of parasocial relationship
and source credibility. While previous research has largely focused on either the
emotional or cognitive aspects of influencer marketing separately, and most Egyp-
tian studies have relied primarily on source credibility theory [1] [12], this study
integrates both pathways within a single framework to address this gap.

The results reveal that interactivity significantly enhances both parasocial rela-
tionships and source credibility. When food bloggers actively engage with their
followers—by responding to comments, asking questions, or participating in con-
versations—followers develop stronger emotional connections and simultane-
ously perceive the blogger as more credible. This finding aligns with previous re-
search by [9] [19] [24], and confirms that interactivity is not merely a communi-

cation tool but a bridge that connects both the heart and the mind of the con-
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sumer. In the Egyptian setting, where young consumers heavily rely on social me-
dia for dining decisions [1] [29], this interactive engagement appears to be partic-
ularly influential in building trust.

Interestingly, content quality was found to significantly influence source credi-
bility but not parasocial relationships. This means that while high-quality con-
tent—informative, visually appealing, and relevant—makes followers perceive the
blogger as expert and trustworthy, it does not directly translate into emotional
bonding. One possible explanation is that emotional bonds require a sense of per-
sonal connection and reciprocity, which content alone cannot provide. This con-
trasts with some earlier assumptions that all forms of valuable content automati-
cally deepen emotional ties [27], yet it aligns with the view that parasocial rela-
tionships are fundamentally built through interpersonal interaction rather than
content consumption alone [29] [37]. This clear distinction between the cognitive
pathway (content quality > credibility) and the affective pathway (interactivity >
parasocial relationship) constitutes a core observation of this research.

Both parasocial relationships and source credibility significantly predict brand
trust, verifying their function as parallel mediators. Parasocial relationship medi-
ates the link between interactivity and brand trust, whereas source credibility me-
diates the association between content quality and brand trust. The two pathways
operate simultaneously yet through distinct emotional and rational mechanisms.
Regarding serial mediation, the cognitive-to-emotional sequence (content quality
- source credibility > parasocial relationship - brand trust) is statistically signif-
icant, indicating that rational source evaluation facilitates subsequent emotional
bonding. This finding supports the theoretical direction that credibility percep-
tions (CR) precede and enhance parasocial relationships (PSR), rather than the
reverse. Conversely, the reverse serial path (interactivity > source credibility >
parasocial relationship > brand trust) lacks significance, demonstrating that af-
fective attachment does not inherently reshape followers’ credibility judgments
within this cross-sectional sample. This partial serial mediation outcome deepens
existing understanding of consumers’ multistage information processing of food
influencers, confirming that cognitive evaluation can serve as a foundation for
emotional bonding in the context of food blogger-follower relationships.

Within Egypt’s fiercely competitive fast-food market marked by persistent food
inflation, these results carry distinct contextual value. Local consumers exhibit
heightened spending caution and increasingly turn to trusted social media figures
for dining recommendations [6] [15]. Bloggers who combine consistent audience
interaction with high-quality content are better positioned to foster enduring
brand trust. The findings complement prior Egyptian influencer research centred
on source credibility dimensions [1] [12] and extend regional literature by incor-
porating the underexplored affective parasocial relationship mechanism. Collec-
tively, this study verifies that contemporary consumer trust in food brands is co-
constructed via dual emotional and cognitive routes, each activated by distinct

blogger interaction tactics.

DOI: 10.4236/0alib.1115855

16 Open Access Library Journal


https://doi.org/10.4236/oalib.1115855

M. M. Ramadan

6.1.1. Theoretical Contributions

First, this research extends parasocial relationship theory [7] and source credibil-
ity theory [8] to the understudied Egyptian food blogging and fast-food market
context, responding to the call for more regional empirical evidence of influencer
marketing frameworks. Most local Egyptian scholarship has prioritized cognitive
credibility mechanisms in isolation; this study unites affective parasocial bonding
and cognitive credibility evaluation into one unified research model to fill this
contextual literature gap.

Second, the research differentiates two discrete influence pathways triggered by
separate blogger strategies, challenging the universal assumption that high-quality
content alone cultivates consumer emotional attachment to influencers. The null
direct effect of content quality on parasocial relationships empirically proves that
one-way content output fails to generate interpersonal emotional bonds, which
instead depend on two-way interactive exchanges. This boundary condition en-
riches theoretical applications of parasocial relationship theory within food influ-
encer domains.

Third, partial serial mediation results advance nuanced comprehension of se-
quential consumer judgment formation. The unidirectional cognitive-to-emotional
serial path validates a staged evaluation logic for influencer information, while the
insignificant reverse sequence identifies a contextual boundary for cross-over ef-
fects between parasocial bonds and source credibility, offering novel insights for
subsequent mediating mechanism research.

These contributions extend the theoretical boundaries of influencer marketing
by demonstrating that affective and cognitive trust-building mechanisms operate

through distinct blogger strategies.

6.1.2. Managerial Implications

For food content creators, interactivity should be prioritized as a core operational
strategy. Proactive comment replies, audience Q&A sessions and continuous con-
versational participation are critical to build both emotional parasocial ties and
perceived credibility, whereas polished high-quality content functions primarily
as a cognitive trust booster rather than an emotional bonding tool.

For Egyptian fast-food restaurant brands partnering with food bloggers, collab-
oration contracts should incentivize sustained audience interaction beyond stand-
ardized content production. Marketers must adopt a dual-focus strategy: balanc-
ing informative, visually attractive content creation with consistent interactive in-
fluencer-follower dialogue to activate both trust-building pathways. Amid infla-
tion-driven conservative consumer spending in Egypt, long-term influencer part-
nerships that nurture both credibility and emotional connection are critical to es-

tablishing sustainable brand trust and mitigating market competition pressures.

6.1.3. Limitation and Future Research Directions
This study contains several notable limitations that create avenues for follow-up

inquiry. First, its cross-sectional survey design cannot establish strict causal rela-
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tionships between the tested variables; longitudinal tracking or experimental ma-
nipulations are recommended for future work to validate causal inference. Sec-
ond, the sample exclusively comprises Egyptian fast-food consumers, restricting
cross-cultural generalizability; cross-national comparative research can test
whether the dual trust-building pathways identified here hold across different cul-
tural influencer ecosystems. Third, the scope is limited to fast-food dining, and
results may not transfer to fine dining, grocery or other food consumption cate-
gories. Fourth, all data relies on self-reported participant perceptions; future stud-
ies may integrate objective social media engagement metrics to triangulate sub-
jective attitudinal measurements.

Future researchers can also expand the model by incorporating additional blog-
ger interaction strategies such as personal self-disclosure, and test moderating var-
iables including consumer age, social media usage frequency, or food involvement
to identify heterogeneous response patterns across consumer subgroups. Longi-
tudinal research tracking shifts in brand loyalty over time would further unpack
the lasting impacts of blogger interactivity and content quality on consumer trust.

Taken together, this study systematically unpacks how food bloggers’ interac-
tivity and content quality shape Egyptian fast-food brand trust via emotional and
cognitive mediating pathways. By distinguishing parallel and partial serial medi-
ation effects, it fills regional theoretical gaps and delivers implementable guidance
for local bloggers and restaurant marketers. Subsequent cross-cultural and longi-
tudinal research can further validate and expand the boundary conditions of the

proposed model.
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Appendix: Questionnaire Items

Table A1 presents the sources of the questionnaire items.

Table Al. Sources of questionnaire items.

Construct Item Code Source
Interactivity INTI1 - INT5 Mao (2023) - Jun & Yi (2020)
Content Quality CQl - CQ4 Mao (2023) - Jun & Yi (2020)
Source Credibility CR1 - CR6 Mao (2023) - Jun & Yi (2020)
Parasocial Relationship PSR1 - PSR5 Mao (2023) - Jun & Yi (2020)
Brand Trust BT1 - BT3 Mao (2023) - Jun & Yi (2020)
Questionnaire

Dear Participant,

You are invited to participate in an academic research study about social media
food content creators (bloggers) in Egypt. The purpose of this study is to under-
stand how different interaction strategies of food bloggers influence their follow-
ers’ perceptions and preferences. All your responses will be kept strictly confiden-
tial and used for academic purposes only. The survey will take approximately 5
minutes to complete.

Section 1: General Information & Viewing Habits

1. Do you follow any Egyptian food bloggers/content creators?

() Yes

() No

2. On which platform do you mainly follow Egyptian food bloggers?

() Instagram

() TikTok

() YouTube

() Facebook

() Other:

3. What is the username of your favorite Egyptian food blogger? (optional)

— )

4. How often do you watch Egyptian food blogger content?

() Almost never

() 1 day per week

() 2 - 3 days per week

() 4 - 5 days per week

() Every day

5. How many Egyptian food bloggers do you follow approximately?

01-3

(04-6

()7-10

() More than 10
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Section 2: Independent Variables

Please indicate your level of agreement with the following statements regarding
the food blogger you follow:

(1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly Agree)

1 2345
Interactivity (INT)
6. The food blogger I follow regularly replies to followers’ comments.

7. The blogger interacts with the audience through live streams
(e.g., Q & A, eating shows).

8. The blogger uses polls or question features in Stories to ask for
followers’ opinions.

9. The blogger creates content based on followers’ requests or
suggestions.

10. The blogger provides followers with a way to communicate directly
with him/her.

Content Quality (CQ)

11. The blogger’s content feels authentic and natural, not overly scripted
or fake.

12. The blogger’s content (photos, videos) is clear and well-produced.

13. The blogger’s content (e.g., food presentation) is attractive and
catches my interest.

14. The blogger’s content clearly conveys information about the
restaurant.

Source Credibility (CR)
15. I believe the blogger’s reviews are authentic.
16. The food blogger is honest.
17. The food blogger is reliable.
18. The food blogger is trustworthy.
19. The blogger is experienced.

20. The food blogger is professional.

Parasocial Relationship (PSR)
21. Live streaming makes me feel closer to the blogger.
22.11ook forward to the food blogger’s new videos.
23. 1 would like to meet the food blogger in real life.

24. Watching the food blogger’s videos makes me feel comfortable, like
being with a friend.

25. If the blogger appears on other social media platforms or in other
people’s content, I would want to watch it.
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Continued
Brand Trust
26. I can trust the restaurants recommended by this food blogger.
27. The restaurants recommended by this food blogger seem reliable.

28. The restaurants promoted by this food blogger are trustworthy.

Section 3: Behavioral Impact

29. Have you ever visited a restaurant specifically because of a recommendation
from an Egyptian food blogger?

() Yes

() No

If “Yes”, what was the main reason that motivated you to visit?

() The blogger’s recommendation itself

() Attractive photos/videos of the restaurant

() The blogger’s detailed description of the experience

() Seeing many positive comments from other followers

() Other:

Section 4: Demographic Information

30. Gender:

() Male

() Female

31. Age:

() Under 18

() 18-24

()25-34

()35-44

() 45 or older

32. Education level:

() High school or below

() Bachelor’s degree

() Postgraduate (Master’s/PhD)

33. Monthly spending level (EGP):

() 0-1000

() 1000 - 3000

() 3000 - 5000

() 5000 - 8000

() 8000 - 10,000

() Over 10,000

34. What is the main reason you follow a food blogger? (Select all that apply)

() Content quality (production quality, diversity)

() Blogger’s personality and style

() Honesty and objectivity of reviews
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() Expertise in cooking/food

() Restaurant recommendations

() Interaction style with followers

() Other:

35. Do you have any other thoughts to share about why you follow food blog-
gers or how their recommendations influence your choices? (optional)

)
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