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Abstract: 

Small businesses heavily relay on Instagram in order to build their brand with respect to its user 

friendliness, low cost, and accessibility. However, in a very competitive market it is difficult to 

capture online attention and develop word of mouth. Instagram can be a powerful marketing tool 

if properly understood, hence deeper investigation on this platform is required. While current 

literature has intensively explored the field of social media marketing post launching a business, 

it is somewhat limited in the pre-launch state. In parallel with the literature scarcity on pre-launch 

marketing, the motivation behind this research stems from the challenges small businesses 

encounter within launching. Advertising clutter presents itself as the preeminent challenge as it 

limits exposure for small businesses. Furthermore, consumers are irritated by the clutter hence it 

is necessary to empirically validate an approach that assists business in capturing consumer 

attention in cluttered advertising environments such as Instagram.  

This study sheds light on the Food & Beverage sector in the Middle East which is currently among 

the most popular sectors advertised on Instagram  (Crowd Analyzer, 2022). The contribution to 

the current stream of marketing literature comes from introducing solutions to advertising clutter 

on Instagram by incorporating Schema Incongruity Theory and providing cues that are viable for 

hedonic sectors. Furthermore, this research demonstrates the significance of activating bottom-up 

attention processing for consumers scrolling in cluttered environments such as Instagram. Lastly 

this research empirically validates a Pre-Launch marketing communication campaign model for 

new businesses, starting from capturing attention leading to purchase intention.  

What can small businesses in the food industry do in order to build an attractive pre-launch 

marketing campaign? To answer this question, this study employed a three stage mixed methods 

design for the methodology, where the first qualitative stage consists of 5 focus group semi-

structured interviews with middle eastern Instagram users to ask about their experience with 

restaurant ads and what would capture their attention whilst scrolling through their feed. This stage 

assisted in validating the pre-launch marketing framework and introduce new ideas that required 

further investigation. Secondly, upon the findings of the interviews, an experiment design was 

necessary to provide empirical validation on what type of ads capture consumer attention in 

cluttered Instagram environments. The experiment was conducted on 62 participants following a 
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within subject design to experiment how consumers react ironic ads compared to traditional. 

Lastly, to test the rest of the constructs in the framework, a questionnaire was conducted with 323 

Instagram users that have a liking for food.  

The findings of this study shed light on the necessary tools needed to build a successful pre-launch 

marketing campaign for small businesses by providing a step by step approach on the type of ads 

and type of opinion leaders that are most effective in middle eastern food & beverage sector. The 

findings also indicate the stages that an Instagram user undergoes until reaching the purchase stage. 

Understanding the stages of the purchase process can help new businesses align their marketing 

strategy with those stages to assist in building a more effective campaign. This study provides 

solutions for numerous managerial problems (Lack of marketing plans, a poor comprehension of 

the industry they operate in, and competition against well established companies) all three are 

pitfalls for small businesses in the middle east (Albalushi & Naqshbandi, 2022). 

Keywords: Instagram, Food & Beverage Sector, Pre-Launch Marketing, Bottom-Up Attention 

Processing, Schema Incongruity Theory, Advertising Clutter.  
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Chapter 1. Introduction:  

It is atypical to speak about food nowadays without correlating with Instagram marketing (Toma, 

2017). Instagram users that are 18 to 35-year-old spend five days a year browsing food posts and 

40% of them would avoid a restaurant if their Instagram presence was weak (Sheth, 2017). A 

recent study shows that out of 44 million Instagram users from Arab countries (Kuwait, Egypt, 

Saudi Arabia, and the United Arab Emirates) a total of 28 million show interest in food & drinks 

on Instagram (Crowd Analyzer, 2022). Arab’s current interest in food can be coherent from a 

historical perspective, since the middle ages Arabs had a sophisticated understanding of food and 

served dishes that were immensely rich and refined (Heine, 2004). Today, the Arab food ways 

evolved immensely, however their passion for food remains intact.  

The middle east food service market size is estimated at 55.65 billion USD in 2024, and is expected 

to reach $158.53 billion USD by 2034 (Rajasthan, 2024). According to Purple Quarter, (2023) the 

main reason behind continues growth is due the sector’s growing desire for improvement and 

change. Part of these changes is the shift to convenient organic and healthful products. The number 

of restaurants and food outlets offering plant-based, vegetarian, and gluten-free options, as well as 

meals created with fresh ingredients that are acquired locally, has increased significantly as a result 

of consumers' desire for fresh healthier alternatives to processed foods and typical fast food 

(Messarra, 2023). Furthermore, consumers in the middle east and GCC in particular have a never 

ending demand for convenience specially when it comes to food, as a result fresh food delivery 

has changed in recent years, going from kitchens to dining rooms and even to cloud kitchens that 

serve food to those who live far away (Ogundimu, 2023). Undoubtedly, the meal delivery industry 

benefited when COVID-19 stopped operations in all of its segments. These days, it's not unusual 

to see service provider reps in cars serving fast food in and around urban areas (Purple Quarter, 

2023). Consequently, there has been an increase in funding allocated to online ordering and food 

delivery services (Ogundimu, 2023). 

Based on estimates from Statista (2024), the online meal delivery industry in the United Arab 

Emirates alone generated US$2.18 billion in revenue by the end of 2023, with an overall yearly 

growth rate of 6.33%, and reach US$2.79 billion in market volume by 2026 (Ogundimu, 2023). It 
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is obvious that service providers or other market participants must yield to demand. With the 

passage of time, the Middle East has seen a boom in the number of online food delivery companies 

offering services ranging from grocery delivery to on-demand meal delivery, or both. Talabat is 

leading the field in terms of market share, with Deliveroo and Zomato coming in second and third, 

respectively (Purple Quarter, 2023).  

These developments will have an ongoing impact on the Middle East's food and beverage sector 

as a whole, since investor attention to detail is essential to maintaining the financial viability of 

upscale restaurants (Ogundimu, 2023). Furthermore, as this sector continues to grow this will 

increase competition and increase difficulty for new companies entering the market. For small 

businesses to flourish in a such a challenging market a different marketing approach should be 

followed compared to the industry giants (Messarra, 2023).  

A solution to this challenge, according to Collinson and Shaw (2001), Morris et al. (2002), and 

Martin (2009) is through the adoption of entrepreneurial marketing. Entrepreneurial marketing 

refers to the marketing strategies used by small and medium-sized enterprises (SMEs), some of 

which may be new ventures, start-ups, or in their infancy. Moreover, entrepreneurial marketing, 

according to Bjerke and Hultman (2002), is "the marketing of small enterprises which grows 

through entrepreneurship. When compared to major corporations and traditional marketing, 

entrepreneurial marketing shows different patterns of consumer behavior as it is unconventional 

and salient in its approach. Due to their "small size", SMEs must have a distinct approach to 

marketing that is unplanned, informal, straightforward, and unpredictable (Jones & Rowely , 

2011). 

A study by Kusumasondjaja & Tjiptono (2019) demonstrates a correlation between a restaurant’s 

success and their Instagram marketing strategy. After its inception in 2010, Instagram positioned 

itself as a norm of advertising for all businesses due to its convenience and impact on people’s 

daily lives (Driver, 2019). However, as a result of frequent Instagram utilization, capturing 

consumer attention is a new challenge presented for current and upcoming businesses  (Ha & 

McCan, 2008). According to Kusumasondjaja & Tjiptono (2019), Instagram is considered among 

the leading advertising platforms for small to medium enterprises (SMEs), however users are 

currently bombarded with advertisements and tend to view only a few of them. Therefore, to break 
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through the clutter, marketers need to design ads that can stop users and hold their attention long 

enough to process the ads cognitively before scrolling up or down to see other photos (Lee & Kim, 

2020).  

1.1 Background to Research Area:  

Advertisement clutter occurs when the number of advertisements in an editorial media vehicle 

such as social media or outdoor advertising exceeds a consumer’s acceptance level. This is viewed 

as an undesirable phenomenon by both advertisers and consumers because it creates redundancy  

(Ha & Litman, 1997). Consumers look at social media advertisements for an average of 4.1 

seconds, so there is little chance for marketers in capturing their attention (EyeSee, 2019). Because 

attention is the cognitive gateway to further information processing, such as attitude and behavioral 

intention, it is crucial to comprehend the mechanisms underlying consumer attention in the 

overloaded social media environment. According to this context, capturing consumer attention is 

becoming exceedingly challenging for new SMEs in a cluttered advertising environment such as 

Instagram.  

Conventionally, visual attention can be captured in two forms (Top-down & Bottom-up 

processing) (Wickens & McCarley, 2008). Top-down processing in visual attention is when an 

individual’s attention is captured by expectations or prior knowledge. For example, a person with 

good knowledge on automobiles will be attentive to an automobile advertisement when visually 

presented. In other words, his or her attentional guidance is based on prior knowledge of the 

automobiles. Contrastingly, Bottom-up processing in visual attention refers to attentional capture 

that is based purely on a stimulus with features that are salient and (stand out), however saliency 

can be subjective between viewers (Tsotsos, 2011). In the context of social media marketing, 

activating bottom-up processing in cluttered environments such as Instagram is pivotal for SMEs 

as consumers are conditioned from a top-down perspective to scroll past advertisements (Kim & 

Kim, 2018).  

 

While marketing is important in successful organizations, it might be argued that new small 

businesses need marketing even more. The survival of many small enterprises might frequently 

depend on the loss or gain of a single customer (Abbasi, et al., 2022). Researchers have noticed 
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that traditional marketing techniques are not always available or suitable for entrepreneurial 

businesses, which also known as new ventures (Becherer & Helms, 2016). A startup business 

initiative is more likely to encounter both unsure market conditions and limited resources simply 

because of its youth. In the face of such limitations, the entrepreneur must employ creative 

marketing strategies when chasing a market share in competitive industries (Becherer & Helms, 

2016). A competitive industry is one in which an organization must contend with rival firms 

(Thong & Yap, 1995). As mentioned earlier the food industry is one of the most prominent 

industries on Instagram hence brands are compelled to adopt new technologies by competition in 

order to stay competitive and break through the clutter (Kusumasondjaja & Tjiptono, 2019). 

Additionally, consumers today are getting more perceptive (Brown S. , 2007), and they are able to 

easily identify marketers' motives for product promotion and sales. The majority of consumers are 

tired of marketing efforts like PR and advertising (Kirby & Mardsen, 2016) hence, they 

consequently pay little attention to or perhaps ignore an advertisement.  

In order for new small businesses to capture consumer attention in a cluttered environment, 

entrepreneurs should follow a "big picture" approach and concentrate on innovative methods for 

building value for consumers, managing risks, and innovation. This approach is connected with 

marketing activities in small firms that have limited resources and therefore must rely on creative 

and unconventional tactics (Dushi et al., 2019).  

The core element of marketing communications asserts that persuasive messages that are in line 

with consumers' views and knowledge are more likely to be pertinent, understandable, and alluring 

(Rossiter, Percy, and Donovan 1991; Keller 2003; Petty and Wegener 1986). In essence, it is 

thought that the degree of match between consumer beliefs and communication content determines 

how convincing a message will be (Brannon & Brock, 2001). However, evidence from cognitive 

psychology casts doubt on the aforementioned claim, stating that incongruent communication 

might result in more favorable reactions (Mandler 1982; Fiske & Taylor 1991). According to 

schema-based research, incongruent inputs may raise the cognitive arousal of the recipient and, 

when inconsistencies are effectively resolved, may elicit more favorable responses by consumers.  

Ironic advertising is a schema incongruent driven approach that has the potential activate bottom-

up attention processing, as Proctor and Kitchen (2002) noted. Irony is described as "the use of 
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words to express anything other than the literal meaning and especially the reverse of the literal 

meaning" in the Merriam-Webster online dictionary from 2013. According to this broad definition 

of irony, ironic advertising is when a statement in a commercial has a different connotation from 

what it actually implies. The literal meaning frequently contrasts with the true meaning (Stern, 

1990). 

According to Proctor and Kitchen (2002), ironic marketing could be a useful strategy for 

connecting with these marketing-savvy individuals and is frequently utilized to capture consumers' 

attention since it is regarded as uncommon and distinctive when compared to traditional 

advertising. This research employs ironic ads on Instagram as a tool that can be used by 

entrepreneurs as an innovative marketing approach before launching their new business venture. 

Ironic ads play a critical role in this research as it is employed as an independent variable to 

activating bottom-up attention. This research empirically validates the effectiveness of ironic ads 

along with opinion leaders into positively influencing the intention to explore the brands Instagram 

page, intention to engage, and intention to purchase.  

This study only looks into the middle eastern food & beverage sector that involves Arab countries, 

which are Yemen, Palestine, Bahrain, Egypt, Iraq, Jordan, Kuwait, Lebanon, Oman, Qatar, Saudi 

Arabia, and Syria (World Bank, 2019). 

According to Bastian and Tucci (2017), Islam is the major religion in the middle eastern region 

and has a significant impact on social behavior and society. These nations have comparable 

political structures that are influenced by collectivism, tribalism, and theocracies (Ahmed, 2011). 

They also have significant social and cultural elements, such as confessional groups, familial clans, 

and collectivism (Bastian & Zali, 2016). Furthermore, alcohol drinking is strictly prohibited in the 

Islamic religion hence in accordance to the focus on the food & beverage sector, alcohol beverages 

are excluded from this study.  

1.2 Research Problem Statement: 

Numerous studies have addressed the difficulties that SMEs face in the middle east (Zutshi, 

Mendy, Sharma, Thomas, & Sarker, 2021). According to Al Tit, Omri, & Euchi, (2019), there are 

four primary issues that SMEs face: first, financial resource-related issues, such as time-consuming 
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loan applications and lengthy guarantees; second, a lack of critical knowledge about local, 

regional, and global market variables and shifting conditions; third, entrepreneurs' inability to 

reach customers outside of their local markets, whether regional or global, because they lack 

marketing strategies; and, last, a lack of managerial skills in areas like human, financial, and 

administrative fields. In a similar vein, Alqassabi, (2020) noted that SMEs encounter a number of 

obstacles that impede their growth and success. The deficiency of managerial abilities among 

driven entrepreneurs is one such barrier. These managers don't have the abilities nor skills needed 

to advance the business, which leads to inefficient use of the company's resources—financial, 

human, and otherwise. Lack of marketing plans, a poor comprehension of the industry they operate 

in, and competition against well established companies are three other pitfalls for small businesses 

in the middle east (Albalushi & Naqshbandi, 2022). Inadequate understanding of the market may 

be contributing to the poor marketing results hence a proper marketing guideline for new 

entrepreneurs is required. 

 

Some companies are unable to sustain continuous growth or expansion because they have not 

conducted a thorough analysis of every facet of the market. Alqassabi, (2020) also mentions the 

lack of funding, which has a direct impact on an organization's capacity to supply other essentials 

like infrastructure and technology. This study dives deeper into the problem of lack of marketing 

plans and poor comprehension of the middle eastern market by providing a tested approach on 

how to optimize marketing results in the middle east, more specifically the food and beverage 

sector which is regarded as the largest economic sector after the oil sector (Statista, 2024).  

 

According to Kusumasondjaja & Tjiptono (2019), Instagram is considered among the leading 

advertising platforms for small to medium enterprises (SMEs), however users are currently 

bombarded with advertisements and tend to view only a few of them. According to this context, 

capturing consumer attention worldwide is becoming exceedingly challenging for new SMEs in a 

cluttered advertising environment such as Instagram. Additionally, consumers today are getting 

more perceptive (Brown S. , 2007), and they are able to easily identify marketers' motives for 

product promotion and sales. The majority of consumers are tired of marketing efforts like PR and 

advertising (Kirby & Mardsen, 2016) hence, they consequently pay little attention to or perhaps 

ignore an advertisement. Researchers have noticed that traditional marketing techniques are not 
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always available or suitable for entrepreneurial businesses, which are also known as new ventures 

(Abbasi, et al., 2022). As mentioned earlier the food industry in the middle east is one of the most 

competitive industries on Instagram hence brands are compelled to adopt new strategies (Albalushi 

& Naqshbandi, 2022).  

The research study explores how small businesses can capture F&B consumers’ attention on 

Instagram using pre-launch entrepreneurial marketing in correlation to the bottom-up processing 

theory. Instagram users are conditioned from a top-down processing perspective to steer clear of 

advertisements because they encounter them so often (Thakur, 2022). This study argues that in 

order for a new restaurant to build an effective pre-launch marketing campaign that captures 

consumers’ attention, it must have salient features along with trusted opinion leaders that are in 

the forefront of the pre-launch campaign. Therefore, the selected independent variable that 

contributes to bottom-up attention is ironic advertising, in parallel three types of opinion leaders 

are tested (Celebrity Chefs, Food Bloggers, Social Media Influencers) to find who is most effective 

in luring consumers to explore the Instagram page of a small business.  

1.3 Research Gaps:  

 Theoretical Gap (1): The application of schema incongruence theory in advertisements to 

capture attention is widely used and successful (Gerrath & Biraglia, 2021); however, 

studies have not contributed to bottom-up attention processing which is how schema 

incongruence is derived. Bottom-up attention allows consumers to cognitively process the 

incongruent advertisements and unlike top-down attention it is not arbitrarily decided. 

Even when a participant had no intention of paying attention, salient stimuli will draw 

attention (Schrej, Owens , & Theeuwes, 2008). Success in the food & beverage sector is 

highly correlated to activating bottom-up consumer attention due to the high level of 

competitiveness and stimulus presented on Instagram (Kusumasondjaja & Tjiptono, 2019). 
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 Theoretical Gap (2): Studies have promoted the use of ironic ads to tackle the vexation 

caused by advertising clutter on social media & outdoor advertising (Kim & Kim, 2018), 

however none have tested the success of an ironic ad in a cluttered environment in order to 

test its effectiveness. The lack of stimulus presented to the participants regardless of the 

context minimizes the credibility of current studies. Advertising clutter is defined as 

the excessive amount of advertising messages customers receive every day, therefore for 

an ironic advertisement to be effective it must be tested in an environment with excessive 

ads (Ha & Litman, 1997).  

 Theoretical Gap (3): Some studies, have explored the use of opinion formers in the 

context of independent restaurants, however opinion leaders have multiple classifications 

on social media. Studies have not measured the effectiveness of different types of opinion 

leaders in the middle eastern food & beverage sector (Leung , Sun, & Asswailem, 2022). 

New businesses demand effectiveness and value for money when hiring an opinion leader 

to promote their brand hence it is critical for marketers and practitioners to have an insight 

on who is most suitable for their brand. This is done by testing how middle eastern 

consumers react to promotions from each type of opinion formers whether they are a 

(Celebrity Chef, Food Blogger, Social Media Influencer).     

1.4 Research Aim, Questions, & Objectives:  

 

Given the importance of pre-launch marketing and establishing empirically validated attention 

capturing stimuli, the overall research aim of this study is:  

 

To investigate the role of pre-launch marketing in attracting food and beverage consumers on 

Instagram in relation to the bottom-up attention processing theory. Furthermore, this study 

investigates the role opinion leaders play for new restaurants in having expertise and reliability to 

being the forefront of their pre-launch marketing campaign. This is completed through a holistic 

framework that begins by identifying attention drivers, leading to consumer purchase intention.  

 

Based on the literature of pre-launch marketing concepts, attention drivers, and the influence of 

opinion leaders on consumers, the aim of this research study is:  
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Research Aim: To build a Pre-Launch marketing communication model for small businesses that 

is tailored for the middle eastern food & beverage sector.  

Thus, this research combines various concepts in capturing attention in a cluttered Instagram 

environment and identifying credible opinion leaders through a novel approach that can be utilized 

by small to medium enterprises. This is done by incorporating schema incongruity theory and the 

examination of attention from an experimental perspective. This was assisted by gathering 

opinions of Instagram users, through three different approaches. Furthermore, the researcher 

relayed on the academic literature in identifying the gaps which provided helpful insights into 

shaping this research as well as gathering the opinions of the common middle eastern consumer.  

In addressing the above, this research proposes and validates a framework for pre-launch 

marketing in the middle eastern food and beverage sector. Thus, this study seeks to answer the 

following research questions (RQ): 

 

1. RQ1: What is the role of bottom-up attention and schema incongruity theory within the 

Pre-Launch marketing communication model (H1a-H1b)? 

2. RQ2: What is the role of opinion formers (Celebrity Chefs, Food Bloggers, Social Media 

Influencers) within building a successful pre-launch campaign (H2a-H2c)? 

3. RQ3: What are the factors leading to a successful Pre-Launch marketing campaign and 

how do these factors interact (H1-H5)? 

 

Therefore, by researching the above questions this study provides insight on the impact of bottom-

up processing in capturing consumer attention along with identifying the role of opinion leaders 

within building a successful pre-launch marketing campaign and how all the constructs work 

holistically with a framework. 

 

The research objectives of this study are: 

1. To investigate the impact of an incongruent stimuli in capturing attention through cluttered 

Instagram advertising known as bottom attention processing to answer RQ1.  

2. To identify the most suited type of opinion formers to positively influence consumer 

behavior for the middle eastern food and beverage sector to answer RQ2.  
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3. To develop a holistic conceptual model that assists small businesses in gaining visibility, 

positively influencing the consumers’ intention to explore, engage, and purchase RQ3.  

 

1.5 Thesis Outline and Summary:  

In the first chapter, the topic is introduced, the thesis is summarized, and the rationale for choosing 

the current study is explained. The research topics and the thesis's goals are also highlighted in this 

chapter. Additionally identified, are the study's originality and scholarly impact. The literature 

review section will discuss the relevant theories to this research such as the Technology 

Acceptance Model (TAM) & Elaboration Likely Hood Model (ELM), (AIDA). Then it will deeply 

discuss the theories and methods used in this study that are Advertising Clutter, Schema 

Incongruity Theory, Bottom-up Attention, and Pre-Launch Marketing. The literature review 

chapter also concludes with a list of remarks and limitations on studies similar to this thesis.  

 

Chapter 3 provides an explanation for the study's methodological approach. The research questions 

and literature review comprehension that support the significance of this thesis are the basis for 

the research philosophy and research approach explained in the third chapter. The study's 

methodology, research design, and statistical methods are described. The first section discusses 

the ontological and epistemological problems that underlie the study technique. To demonstrate 

the practicality and applicability of the three phases to this methodology and how they meet the 

research objectives, a graphic presentation of the justification for the selected research design is 

given. 

 

The qualitative research findings from the focus group semi-structured interviews are analyzed 

and discussed in Chapter 4. In order to help create items for measurement in the experiment design 

and questionnaire formulation for the second and third stage of data collection, thematic analysis 

was carried out using Nvivo analysis software, and nodes were assigned to define the constructs. 

The results of the qualitative data are thoroughly examined in order to give readers a 

comprehensive grasp of attention drivers in a cluttered Instagram setting from the viewpoints of 

middle eastern consumers as well as from the literature. There is also discussion of how build a 

successful pre-launch marketing campaign in the food and beverage sector. The formulation of the 

hypotheses utilized in the survey design brings the chapter to a close. 
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The focus group interviews paved the way for the commencement of chapter 5. The need for 

conducting experimental design stems from the validation of irony as an attention driver in 

cluttered Instagram settings. Chapter 5 provides a thorough explanation of the stages the researcher 

underwent starting from the pilot studies reaching the analysis and empirical validation of irony as 

an attention driver.  

 

Chapter 6 is the quantitative research chapter which analyses and discusses the findings of the 

questionnaire. The developed theoretical framework is validated and discussed, to do so Structural 

Equation Modelling (SEM) analysis was used to confirm or reject the research hypotheses using 

AMOS. The chapter is concluded with the discussion of the findings of the questionnaire along 

with mediation and moderation results.  

 

The final part of this thesis, chapter 7, is divided into three components. The first section focuses 

on the improved model and explains its rationale, showing how it adds to the body of knowledge 

on the aspects and dimensions of attention drivers and they’re crucial for a pre-launch marketing 

campaign. The study's theoretical, methodological, and managerial implications are covered in the 

second half of this chapter. The third section outlines the study's shortcomings and highlights how 

further research can be useful in addressing and expanding on the study's findings. 
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Chapter 2. Literature Review: 

 

Social media provides an opportunity for businesses to prosper in numerous aspects, however due 

to market saturation it evolved as a daunting challenge since brand messages became more likely 

to be buried in the clutter. The following chapter firstly discusses the evolution of technology and 

advertising theories and critiques them in terms of strengths and limitations in correlation to this 

research. The theories included in this chapter are the Technology Acceptance Model (TAM) 

(Fred, 1989), Elaboration Likely Hood model (ELM) (Petty & Cacioppo, 1981), and the AIDA 

theory (Strong, 1925). Secondly, this chapter provides a deep understanding of Schema 

Congruence Theory, Pre-Launch Marketing, Attention Processing, and how they are contributing 

to this study. Lastly this chapter also includes a summary of the research gaps for the current stream 

of literature.  

 

2.1 Technology Acceptance Model (TAM) 

Before technology paved the way for businesses and entered people’s everyday life, there was a 

growing necessity for comprehending whether it will be accepted or rejected by the general public 

as humans tend to resist new changes to the way they do things (Marangunic ́ & Granic ́, 2013). 

The TAM theory by Fred Davis (1986) presented itself as a direction for upcoming technologies 

to follow in order to gain the public’s approval. The theory was originally derived from the theory 

of planned behavior TPB (Azjen & Fishbein, 1980) ,which was one of the first that attempted to 

predict and understand people’s behavior and attitudes. The TPB was originally an extension to 

the theory of reasoned action (TRA), however it still had major limitations. TPB will only work 

under the assumption that human beings, are prudent and reasonable in their decision without 

considering unconscious motives that may have an influence on their actual behavior which limits 

the model to prudent individuals only (Mathieson, 1991) . Another limitation that presents itself is 

the exclusion of demographic factors since humans would react differently to change based on 

their origins and background (Schepers & Wetzels, 2007).  

Despite the aforementioned limitations, both the TRA and the TPB provided useful models that 

could explain and predict the actual behavior of the individual (Marangunic ́ & Granic ́, 2013). 

Nevertheless, as we have progressed technologically most of the studies using those theories failed 
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to produce reliable results on whether a new technology would be accepted or rejected (Schepers 

& Wetzels, 2007) . Fred Davis adapted the theories of reasoned action, planned behavior and 

proposed the TAM framework (Schepers & Wetzels, 2007). This adoption included two changes 

to the TRA and TPB models by excluding subjective norms into predicting behavior and including 

two distinct beliefs, perceived usefulness and perceived ease of use, that were believed to be 

sufficient to predict attitude towards the use of technology.  

 

Figure 1: The Technology Acceptance Model 

The original TAM model was applied by multiple researchers and experienced various extensions, 

reaching the TAM 2 model (Venkatesh & Davis, 2000). Between the years (1990-2011) plenty of 

studies have addressed different application of TAM on areas such as information and computer 

technology (Marangunic ́ & Granic ́, 2013). TAM was utilized to predict acceptance of information 

security technology (Hu, Lin, & Chen, 2005). Furthermore, an extended version of TAM was used 

to predict the acceptance of health care information systems (Pai & Huang, 2011)  and clinical 

information systems (Melas, Dimopoulou, & Moustakis, 2011). 

As we are evolving, using technology became a social norm. Mainly when it comes to 

communicating as a brand or as an individual, social media became part of our daily lives hence 

the need for justifying whether it will be acceptable or not may not be applicable at this time. 

Numerous studies applied TAM, to explore how our ideology changed and identified factors on 

why social media become accepted and favorable by society (Rauniar, Rawski, Yang, & Johnson, 

2014) (Lee & Lee , 2019) (Dhume, Pattanshetti, Kamble, & Prasad, 2012). The challenge currently 

presented is on who we prefer to follow in a very saturated environment such as Instagram (Lee & 
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Kim, 2020), hence the application of TAM on measuring consumer following behavior would not 

be the best practice. The literature demonstrates that the model is limited to only assessing behavior 

towards new systems, and Instagram is already one of the most downloaded applications to ever 

exist (Crowd Analyzer, 2022). According to this context TAM was eliminated as a candidate that 

can be used to understand consumer following behavior on Instagram.  

2.2 Elaboration Likelihood model (ELM) 

Despite the introduction of the TRA and its extensions by Fishbein and Ajzen (1972), Ajzen and 

Fishbein (1980) and later Fishbein and Ajzen (2010), the field of persuasion on forming consumer 

attitude was still considered academically deficient due to the lack of understanding in the area of 

attitude change (Kitchen, et al., 2014). The Elaboration Likelihood Model (ELM) by Petty and 

Cacioppo (1981) captured noticeable attention when it was presented, making it one of the first 

theories of persuasion that offered a comprehensive method of understanding attitude change. The 

ELM model is a persuasion framework that is argued to be applicable in multiple contexts (Petty 

& Cacioppo, 1986) and carried on to be used by advertising researchers when studying attitudinal 

change, which is assumed to be the process by which externally generated persuasion occurs 

(Kitchen, et al., 2014). 

The postulate of the ELM is presented through two paths that lead to persuasion: the central and 

peripheral routes. The central route is activated when elaboration likelihood is high, this indicates 

that the message was delivered through credible sources with detailed information and valid 

arguments to persuade potential consumers (Haugtvedt & Petty, 1989). Contrastingly, the 

peripheral route uses positive association with cues such as beauty, fame, and positive emotions 

in messages to persuade consumers (Petty & Cacioppo, 1986). Furthermore, the peripheral route 

to persuasion requires little cognitive effort, unlike the central route that relays on cues such as 

source credibility and heuristics.  
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Figure 2: The Elaboration Likelihood Model 

At the ELM’s inception stages, both paths (Central & Peripheral) were considered mutually 

exclusive meaning the message recipients were unable to process central and peripheral cues 

simultaneously (Schumann, et al., 2011). From a theoretical perspective, the issue of multi-channel 

processing has been viewed as a deficiency in the ELM model (Bitner & Obermiller, 1985). 

Furthermore, Stiff (1986) questioned the validity of the ELM framework due to the exclusion of 

interactivity between the central and peripheral routes. From a practical perspective, doubts about 

the application of the ELM have been raised (Szczepanski, 2006) and further weaknesses have 

become evident over the years. 

Numerous replications of the ELM appeared shortly after its development. Those studies focused 

on integrating a portion, variable, or construct of the ELM (Kang and Herr, 2006; Te’eni-Harari et 

al., 2007; Trampe et al., 2010). It’s safe to say that without exception, all the studies questioned 

the model’s validity. For example, a study reported by (Cole et al., 1990) replicated the ELM 

closely, however the results provided little to no support for the model’s postulates. The study was 

conducted with minor product changes in comparison to the products used by Petty and Cacioppo 

(1981), therefore the ELM should be vigorous enough in handling minor product alterations (Cole 

et al., 1990). Furthermore, the ELM model was developed in the 1980s therefore, if a brand uses 

the ELM framework for planning their marketing strategy, it is likely that they may be looking at 

the market through a 1980s lens. This lens may not be receptive to the current technological 
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advancements which has empowered consumers (Kitchen, et al., 2014). The food & beverage 

sector in the middle east, is considered hedonic therefore using the ELM which includes a central 

route may be considered purposeless since central routes can be argued to be correlated with 

utilitarian products (Hedhli & Zourrig, 2023). With these doubts in mind, the ELM was excluded 

as a model that will assist in understanding consumer following behavior on Instagram. 

2.3 AIDA 

Although AIDA is renounced to being incepted by Strong (1925), it was actually in 1898 when 

Elmo Lewi (1898) proposed the first advertising theory. The acronym AIDA refers to Attention, 

Interest, Desire, and Action, and those four cognitive stages in that order describe how an 

individual would react upon receipt of a new idea or a new product purchased (Michaelson & 

Stacks, 2011). In going through these phases, consumers who are exposed to the first stage 

(Attention) will tend to gradually decrease as they reach the final phase (Action). Firstly, a vast 

number of possible purchasers become aware or attentive of a product or brand; secondly, a smaller 

amount is actually interested hence they pursue more information; and thirdly an even smaller 

subset will carry on to complete the purchase (Peterson, 1949). Although AIDA has positioned 

itself as one of the earliest consumer psychological transformation models (Kojima et al., 2010), 

it has been criticized for its insufficiency in reflecting the behavior of an individual (Bendixen, 

1993). In a bid to overcome the deficiencies of AIDA, this study takes a novel approach by 

incorporating Schema Congruity theory into AIDA and applying the model to a more updated 

context such as Instagram.   

2.3.1 Limitations of AIDA:  

This study acknowledges that advertising is only one of many other aspects that lead to purchase. 

Hierarchy-of-advertising-effects models such as AIDA are portrayed as the sole power behind 

purchase, and that is far from the truth (Colley & Russell, 1961), (Lavidge et al., 1961), and (Dutka 

& Solomon, 1995). For example, Colley & Russell (1961) identify some of the other marketing 

factors that also contribute to the final sale: The product must be competitively excellent; it must 

be conveniently available to consumers; its package design must be attractive and appropriately 

functional; it must be supported by personal selling (as necessary), supported by promotion, and 

supported by publicity; it must be priced competitively; and so on. Beyond these product-intrinsic 
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factors, there are other extrinsic factors affecting specific brand sales over which the marketer has 

no control, such as competitive activity, the economic climate, and so forth. Accordingly, this 

study does not by any mean claim that AIDA or any other hierarchy of advertising model is solely 

responsible for purchase. To overcome the scarcity beyond advertising this study discusses key 

product and service elements that are essential for the success of a startup restaurant.  

The second component that is missing in the AIDA framework is an updated context for new 

technologies such as social media. As far as our knowledge, its applicability in the context of 

strategic use of social media remains limited and certainly requires extensive research (Hassan et 

al., 2015 ; Mumtaz, 2019). This study contributes to social media literature by being the first study 

that explores the applicability of the AIDA framework on Instagram’s food & beverage sector in 

the Middle East.  

Thirdly, due to the very limited AIDA applications on social media there has been no studies that 

provided strategies on how to utilize AIDA on Instagram. Hassan et al., (2015) conducted a study 

that proposes a strategy for using social media as a marketing tool for small businesses. The study 

was one of the first who attempted to explore the AIDA application on social media, however it 

was broad and subjective. Although social media platforms are very diverse, the study referred to 

social media as a singular and was generic in referring to their strategies as a one fits all for all 

business sectors. Results were collected through focus groups and they demonstrated strategies for 

each phase of AIDA (ex. For Attention, businesses should use search engines to locate customers 

and so on), however the results are considered limited because they cannot apply to all platforms. 

Furthermore, in efforts to explore AIDA through a narrower lens, (Gupta et al., 2017) evaluated 

the importance of YouTube as a multimedia tool through the AIDA framework. In comparison to 

(Hassan et al., 2015), this study provided its own framework and evaluated its effectiveness 

through content analysis. Content analysis is described as the scientific study of content of 

communication. It is a popular research technique used when the advertising content to be analyzed 

is huge (Prasad, 2008). The authors analyzed YouTube advertisements through content analysis 

and determined a positive correlation between their framework and the advertisement through likes 

and views. Although this study was specific in selecting YouTube advertisements, it is still 

considered a generic approach in terms of identifying all brands as one in their framework. In 

hopes of providing a more pragmatic approach, this study is one of the first to introduce strategies 
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for building Instagram campaigns for small businesses in a pre-launch and post launch stage, whilst 

focusing on one of the most booming sectors on social media that is the food & beverage sector.  

2.4 Social media advertising: 

Social media is becoming more and more integrated into every part of our life. As a result, users 

of the main social media platforms—Facebook, Instagram, Snapchat, YouTube, and Twitter—are 

more perceptually and behaviorally engaged with the aforementioned platforms (Kapoor et al., 

2017; Kim and Kim, 2018) This has created a significant impact on how we engage with friends 

and both public and private institutions (Alalwan, 2018).  

Social media platforms, in fact, offer an exciting new place for people, groups, and even 

governments to engage in social, political, commercial, and educational interactions as well as the 

exchange of ideas, information, goods, and services (Vel & Kerrie, 2013). For this reason, 

businesses all over the world begun to consider how these platforms could be used to draw in 

clients and develop lucrative marketing relationships (Alalwan, Rana, Algharabat, & Tahrini, 

2016). The substantial sums of money that companies spend on advertising campaigns are another 

indication of this interest (Alalwan, 2018). However, this raises the question of how effective are 

those marketing campaigns. More importantly, the challenge for marketers is to consistently figure 

out how to produce and arrange these social media ads in a way that increases their effectiveness 

and appeal (Kusumasondjaja & Tjiptono, 2019). Similar to this, the middle east is regarded as one 

of the nations with the fastest-growing social media user base, and businesses in that region have 

a particular interest in engaging in social media marketing initiatives (Crowd Analyzer, 2022).  

Social media advertisements allow users to interact with them differently and have various 

experiences. This is a result of social media advertisements' ability to encourage greater customer 

interaction through liking, sharing, commenting, posting, and learning about the targeted ads (Kim, 

Zihang, & Shoenberger, 2023; Laroche, Habibi, & Richard, 2013). Therefore, as Logan et al. 

(2012) pointed out, there has been a need in recent years to carry out additional research on such 

events. Actually, academics should concentrate more on identifying the key factors that may affect 

how consumers respond to and perceive social media advertisements (Madio & Quinn, 2024; Oh 

& Syn, 2015).  
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In line with Tuten and Solomon (2017), one of the main aims of using social media for 

advertisements and communication is to shape the consumer’s decision-making process. 

Therefore, this study attempts to identify and examine what triggers purchase intention by 

understanding what captures consumer attention to those advertisements.  

2.5 Advertising Clutter:  

Advertisement clutter is an undesirable phenomenon by both advertisers and consumers that 

occurs when the number of advertisements in an editorial media vehicle such as social media or 

outdoor advertising exceeds a consumer’s acceptance level because of redundancy  (Ha & Litman, 

1997). There are three factors that make up this phenomenon: competitiveness, intrusiveness and 

quantity.  According to Ha & Litman (1997), the term "competitiveness" refers to how similar the 

marketed product categories are to each other. On the other hand, “intrusiveness” is when 

consumers read, watch, or listen to advertisements that can be forced or distracting. Due to the 

forced nature of ad exposure (such as pop-up ads) and the advancement of technology, 

intrusiveness has received increased attention in research (Belanche et al., 2019; Goodrich et al., 

2015; Ha and McCann, 2008). “Quantity” is the total amount of advertisements, which could be 

viewed as a percentage of editorial content-related advertisements. Increased ad quantity has long 

been considered as the primary factor for clutter (e.g. Ha and McCann, 2008; and Ha & Litman, 

1997) is more relevant to the social media context due to the drastic growth of social media as an 

ad outlet. Primarily (competitiveness & ad quantity), are the most relevant to Instagram, for 

example: products or services from the same sector are continuously viewed to consumers based 

on the consumers’ algorithm which creates a competitive environment. Furthermore, the growth 

of Instagram as an ad outlet is increasing the ad quantity presented on the platform (Jung & Heo, 

2021).  

According to the theory of limited capacity, overloading consumers with information may lead to 

overstimulation, which impacts the process of information processing (May et al., 1999). 

According to the idea of selective exposure, consumers pay more attention to personally relevant 

advertisements, indicating that low ad effectiveness results from a lack of personal relevance for 

the consumer rather than clutter (Smith & Darley, 1993). While the theory has been used to explain 

why consumers have negative attitudes toward an attempt at persuasion, like advertising, the 
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cluttered ad environment would also obstruct consumers' choice of information (Brehm & Brehm, 

1981), and thus contribute to their negative responses to advertising, including ad avoidance and 

negative emotion (Hu & Wise, 2021).  

2.5.1 Advertising clutter and Attention:   

There is a general agreement in the literature that advertising clutter reduces the degree of 

attentiveness to advertisements, as evidenced by decreased recall and recognition (Jeong et al., 

2011; Nelson-Field et al., 2013; Riebe & Dawes, 2006; Zanjani et al., 2011), a negative attitude 

toward the advertisement (Ha & Litman, 1997; Kim & Sundar, 2010), increased ad avoidance  

(Cho & Cheon, 2004). 

According to Radvansky & Ashcraft (2009), attention is a mental activity that consumers utilize 

to focus on a stimulus such as advertisements, and it is a requirement for an advertisement to be 

noticed or recalled (Lee & Ahn, 2012). Despite the significance of attention in advertising, few 

studies have looked at ad attention in connection to ad clutter, and those that have done so have 

found mixed results. For instance, a previous study by Webb (1979) discovered that television ads 

received less attention in a setting that was more congested than the usual clutter condition. 

Hossain (2012) acknowledged that clutter has a detrimental impact on newspaper ad attention since 

people are unaware of it. On the other hand, Hammer et al. (2009) hypothesized, that consumers 

in high clutter conditions are more likely to see/hear more advertisements but less likely to recall 

the advertisements. Although the relationship between clutter and attention has received less 

attention, many research has focused on memory obstruction or interference (e.g. Riebe & Dawes, 

2006; Rosengren & Söderlund, 2008). Investigation into how busy ad settings affect how 

consumers understand advertisements is necessary given the dearth of evidence. In order to for 

entrepreneurs to tackle advertising clutter on Instagram, this study investigates the different types 

of attention and how entrepreneurs can use them to their advantage.  

2.5.2 Types of Attention Processing: 

Currently, the literature frequently distinguishes between two forms of attention: bottom-up and 

top-down attention, or stimulus-driven and goal-oriented attention (Carrasco, 2011; Corbetta & 

Shulman, 2002; Kastner & Ungerleider, 2000). Top-down attention is the voluntarily focused 



30 

 

attention on particular characteristics, objects, or geographic areas in space. For instance, a subject 

may choose to focus on all red things or a small area of space in the upper-left corner. The first 

scenario demonstrates top-down spatial attention, while the second case demonstrates top-down 

feature attention, and what they have in common is that in both the subject is choosing what to 

focus on (Beauchamp, Cox, & Deyoe, 1997; Bressler et al., 2008). Contrastingly, bottom-up 

attention is not arbitrarily decided. Even when a participant had no intention of paying attention, 

salient stimuli will draw attention (Schreij, Owens, & Theeuwes, 2008). For instance, a loud bang 

could draw attention if the subject is speaking when it occurs. Or, in the visual domain, a person 

might be searching for red objects, but an unexpected, sudden appearance of a strange object may 

unintentionally catch their attention. Further research on the field of attention classifies bottom-up 

attention as a mental process activated by the stimulus itself, especially if the visual stimuli has 

distinctive features such as (color and motion). Distinctly, "mental state" can influence attention 

as a top-down factor (e.g., the mentality and motivation) (Mortier, Donk, & Theeuwes, 2003).  

 

 

 

 

 

 

 

Figure 3: Model of Attention (Wickens & McCarley, 2008) 

2.5.3 Attention processing in advertising: 

For most users Instagram's food advertising is largely motivated by hedonistic states, including 

social need fulfillment, the building of an online persona, self-expression, and escapism (Lee et 

al., 2016). Consumers are unlikely to display top-down attention processing throughout this period 

since there is no pre designated target to attend. In order for a user to activate bottom-up processing 
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rather than continuously scrolling, a salient stimulus must be incorporated. Contrastingly research 

on online advertisements that concentrate on top-down processing focus on elements like 

involvement, purpose, and cognitive style that would influence a user's attention to the 

advertisement. According to Kim and Lee’s (2011) study, a user conducting an exploratory search 

would focus more on the advertisement than a person conducting a goal-directed search as the 

latter already has their mind set on their needs from a top down perspective. Attention in the field 

of advertising has been investigated through many platforms one of them being web directory 

advertisements (Cao, Qu, Duffy, & Ding, 2019). An experimental study investigating eye fixation 

on web directory advertisements revealed that the ad location and salient colors of the 

advertisement did not influence the location of the first fixation. The location of users’ first-

fixations was the center of the screen. The researchers concluded that participants were following 

a top down process in their eye fixation regardless of the ad style and ad color. The web directory 

advertisements were placed in the corners, however the first fixation remained in the middle of the 

screen (Cao, Qu, Duffy, & Ding, 2019). Another eye tracking experiment by Lee & Ahn, (2012) 

investigated attention to internet banner ads between animated and non animated banners. 

Suprisingly the researchers found that animated ads drive consumer attention away. Participants 

were goal oriented when it came to their internet searches, not attending the bottom-up stimulus 

that is animated ads. Furthermore, the animated banner ads were attended later in the internet 

browsing process however they were not remembered after the experiment was completed. 

Moving on to eye tracking experimental designs outside the internet Peschel, Orquin, & Loose, 

(2019) explored whether increasing the visibility of a food product label through adding salient 

features or increasing logo size, can enhance attention capture and choice of that product. Results 

indicate that logo size does in fact trigger consumers’ bottom  up attention however the incorprated 

salient features within the product label did not capture attention as anticipated. Reasearchers 

concluded that as part of the study’s limiatations, incorpeating salient features other than logo 

design may be useful for future researchers. One thing all the previous studies have in common 

along with all the vast majority of studies on attention is the use of eye-tracking and eye fixation 

as a measure of attention. For this study the salient stimulus used to activate bottom-up attention 

processing is ironic advertising, and this study employs a novel approach in measuring consumer 

attention to advertisements. 
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2.6 Ironic Advertising: 

Empirical studies on ironic messages in advertising are scarce, despite the fact that numerous 

advertisers employ them to capture the audience's attention (Kim & Kim, 2018). In the context of 

rhetorical irony, Stern (1990) defined ironic advertising as "any remark that conveys a meaning 

distinct from the one it pretends to deliver". Additionally, she pointed out that there is a 

contradiction between what is said and what is meant in ironic advertising. More recently, Pehlivan 

et al. (2011) sought to develop an ironic advertising theory by defining ironic advertising based on 

Muecke's (1982) work. Based on the research conducted by Pehlivan et al. (2011), the authors 

defined ironic advertising as "a two-step process in which a marketer first establishes an initial 

message or invokes a pre-existing frame in the viewer's mind, and then communicates a second 

message that subverts that first message or frame." 

Stern (1990) carried out interdisciplinary research on this subject to pinpoint the characteristics of 

ironic advertising. In conclusion, ironic advertising aims to influence viewers by conveying a 

concealed meaning in a clever way. She also distinguished between humor and irony in 

advertising. To make people laugh, humor advertising uses "funny laugh-proving slapstick," 

"absurdist grotesque execution," or specific "wordplay" (Stern 1990). So, the goal of humor 

advertising is to purposefully make the audience laugh. Whilst ironic advertising frequently and 

accidentally makes viewers laugh, humor is not always an intended outcome of ironic advertising 

(Schlinger, 1979). Another fundamental distinction between humor and ironic advertising is that 

while humor advertising typically does not rely on the audience's capacity for intellectual 

engagement, ironic advertising does. The above illustrates that it’s not possible to include all forms 

of irony in one simple definition. Not even the common definition of irony as ‘saying the opposite 

of what you mean’ covers all cases. Moreover, many expressions of irony are not verbal.
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Ads that use irony or sarcasm run the danger of being misinterpreted or worse, condemned in 

public. Take the slogan "No more hangovers" from an Axe shower gel campaign. An image of a 

brand-new, fizzy shower gel bottle is displayed. Considering the accompanying text, a new 

substance will take the edge off hangovers. Axe’s PR officer acknowledged that the commercial 

was meant to be humorous and that the product had not been tested when a reporter from a national 

Dutch daily (Devolkskrant, 2003) attempted to inquire about this. Empirically a study by Kim & 

Kim, (2018) demonstrated the effectiveness of ironic ads by experimenting the difference between 

targeted ironic ads vs non ironic ads for high tech products such as audible books, however there 

is always a gap concerned with having the same positive results for other sectors and other 

advertising platforms such as social media. Furthermore, the lack of stimulus presented to the 

participants is also worth mentioning. Four non ironic advertisements to only one ironic ad is not 

enough to declare effectiveness in cluttered environments (Brown & Rothschild, 1993). Lagerwerf 

(2007) experimented the effectiveness of ironic ads through magazine advertising. In comparasion 

with Kim & Kim, (2018), the study measured consumers’ reaction to 12 ironic ads and 6 sarcastic 

ads individually across 2 studies. As quoted from  Lagerwerf (2007) “For possible directions for 

future research. One is to find additional mechanisms of irony use in advertisements”. Irony and 

sarcasm were measured through the exact same constructs; however, results were irrespective of 

the effects intended by the writer. The study was deemed ineffective as participants faced 

difficulties understanding the ads due to the lack of clarity in advertisements.  

This study characterized ironic advertising as an advertisement that uses a headline that deviates 

from the viewers' common understanding. Traditional advertising, on the other hand, is 

operationalized as an advertisement with a headline that conforms to viewers' understanding of 

convention and has the same meaning as the advertisement's body copy (Avery, Calder, & 

Iacobucci , 1998). In this regard, it's critical to comprehend how incongruity contributes to the 

development of ironic advertising messaging. The process through which ironic advertising is 

perceived and comprehended by the subjects is covered in the next section. Additionally, utilizing 

the notion of schema incongruity, this research investigates how the incongruent context in ironic 

advertising is processed cognitively in terms of attention.  
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2.7 Schema-congruity theory: 

Schema theory in cognitive psychology suggests that people tend to simplify reality by organizing 

and storing all available knowledge and experience about their social environment in memory 

based cognitive structures, called schemata (Friske & Taylor, 1991). Our long-term memory, also 

referred to as (cognitive schemata) is developed based on our perception of stimuli and how we 

react when exposed to stimuli over a period of time. This accumulation of stimuli or information 

can set our cognitive economy, and determine how we would react if we encounter a new social 

phenomenon (Fiske and Taylor 1991; Sujan and Bettman 1989). Likewise, consumers’ knowledge 

about the market can be perceived and processed through their information system, examples of 

that are products, brands, or ad schemata. The schema congruity theory has been applied in 

marketing research to demonstrate how the accumulation of schematic knowledge can impact how 

consumers process and engage to marketing communications (Sujan and Bettman 1989; Meyers-

Levy and Tybout 1989; Goodstein, 1993). When consumers are bombarded by brand 

advertisements, they use their long-term memory to process incoming information while 

integrating it with their existing information on advertisements in order to build inferences and 

facilitate purchase decisions (Sujan & Bettman 1989).  

It’s safe to say that consumer research and advertising always had an objective in creating effective 

communication between brands and consumers (Gerrath & Biraglia, 2021). Furthermore, the 

majority of persuasive models were developed upon the idea of creating messages that congruent 

are to consumer perceptions and experiences in order to be more relevant, more comprehensible, 

and more appealing (Rossiter, Percy, and Donovan 1991; Vaughn 1980; Ratchford 1987; Keller 

1991; Petty and Wegener 1998). 

Nonetheless, in a highly competitive market creating a brand message that matches the consumer’s 

schemata may not always be the most effective strategy (Halkias & Kokkinaki, 2011). Cognitive 

psychology studies challenge the proposition of matching hypothesis and point toward a different 

perspective, according to which schema incongruent stimuli may lead to more favorable results 

once the incongruities are resolved (Mandler, 1982). Incongruent advertising defined as a 

mismatch between consumers’ ad expectation (product, brand, endorser, music, word, photo, etc.) 

and the actual presented ad (Baird, 2011). Furthermore, Baird carried on to say “That’s precisely 
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what advertising people are going for; a disturbance in your thinking that causes you to pause, 

consider or reflect on the brand”. 

2.8.1 Schema Incongruity:  

Schema incongruity is the condition in which a person's prior knowledge does not coincide with 

what they are currently recognizing or experiencing (Mandler, 1982). Schema, a knowledge 

structure stored in memory, is the term for this prior information (Bobrow and Norman 1975). 

Based on previously analyzed information about the stimuli, people have constructed and already 

had this knowledge structure in their minds. People's attitudes and opinions concerning the 

stimulus item are typically influenced by the knowledge structure (Mandler, 1982). Schema 

incongruity in the context of ironic advertising happens when the ad elements conflict with the 

viewer's schema. For instance, when viewers of the "Don't Vote" advertisement notice that the 

headline (i.e., an ad element) differs from their prior understanding of voting (i.e., we should vote), 

they do so because they have learnt that voting is a responsibility of citizens to strengthen the 

democratic system. Because the title and the schema are inconsistent, viewers may perceive the 

advertisement as being weird. However, after reading the text (i.e., body copy) and seeing the 

images, they understand that the underlying message is to vote rather than not vote (the literal 

meaning). The viewers have shared knowledge and information about voting with the senders, 

which is the basis for understanding the content of this ironic advertisement. 

2.8.2 Schema Incongruity in advertising: 

In terms of incongruity frameworks, Halkias & Kokkinaki (2011) introduced the first schema 

incongruity framework and their results supported the use of printed atypical advertisements 

because they produced more ad processing, better memory, and more favorable attitudes from 

consumers, which correlates to what was mentioned earlier by Baird (2011). With the increasing 

importance of digital marketing channels, a more recent study by Gerrath & Biragla (2021) was 

the first to address the impact of less congruence in a social media context. The study addressed 

products rather than advertisments, and demonstrated that consumers would engage more on social 

media when brands post about new products that are incongruent with their schema. Contrastingly, 

Jung (2017) looked at the relationship between perceived relevance and consumers' attention to or 

avoidance of tailored adverts. According to Jung's (2017) empirical argument, buyers are more 
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likely to show significant interest in a targeted advertisement if they believe it to be somewhat 

relevant and straight forward. Nonetheless, Jung (2017) found that consumers are more inclined 

to disregard social media advertisements if they feel any privacy concerns. Perceived usefulness, 

perceived ease of use, and attitudes toward social media marketing are strongly impacted 

negatively by both intrusiveness and privacy concerns, as demonstrated by Lin and Kim's (2016) 

compelling data. 

A headline in ironic advertising, as previously mentioned, conflicts with the viewer's conventional 

knowledge. An ironic communication, according to Mcquarrie & Mick (1996) is a unique case of 

"incongruity" between the message and the shared attitudes or beliefs. They looked at how an 

ironic message is perceived and comprehended by describing the receiver's attempt to make sense 

of the contradiction. This dissonance is a crucial component in explaining how an ironic message 

affects the receiver's reaction. Few research have focused on the audience's cognitive process to 

comprehend ironic advertising, despite the fact that many studies have explained ironic advertising 

in the context of rhetorical tropes or devices (Andersen 2003; Deighton 1992; Stern 1990). The 

latest study in the field of ironic advertising by Kim & Kim (2018) targeted ironic ads vs non ironic 

ads for high tech products such as audible books, however we can’t conclude that it could deliver 

the same positive results for other sectors other advertising platforms such as social media, 

furthermore the lack of stimulus presented to the respondents presents an issue in validating wether 

or not the ironic ads were in fact effective.  

2.8.3 Influence of incongruity on attention: 

The impact of the incongruity on viewers' attention to the advertisement has been the subject of 

numerous research. Meyers-Levy and Tybout (1989) investigated the discrepancy between a 

product category schema and the characteristics of the new product. They showed that the 

incongruity triggered increased information processing, despite the fact that their study is not 

specifically about advertising (i.e., more cognitive processing). Goodstein (1993) also looked into 

the drives behind using a schema to interpret incongruent advertising messages. In his research, 

prior knowledge of the product category depicted in the advertisement led to the activation of a 

schema. After watching both congruent and incongruent advertising, he compared the cognitive 

reactions of the respondents. According to Goodstein's study, incongruent advertising elicits more 
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high - level cognitive processing and more significant cognitive responses than congruent 

advertising. Furthermore, Dimofte, Forehand, and Deshpandé (2003) showed how consumers' 

reactions are influenced by incongruent advertising when it is combined with an already-existing 

ad schema. They proved that incongruent messages in advertising lead to stronger brand recall by 

testing the impact of incongruity between the origin of the ad character and the target demographic. 

Combining the elaboration likelihood model and the schema incongruity theory, Lee and 

Schumann (2004) provided an explanation for this process (ELM). An integrated model of 

processing incongruity was suggested. According to their approach, message recipients who are 

motivated and have the cognitive capacity to process incongruent communications will process 

the message centrally. Uncomfortable mental states brought on by incongruity should be swiftly 

remedied because they produce uneven cognitive strain (Guido, 2001).  

Various studies on cognitive processing have also revealed how this tension is relieved when there 

is schema incongruity. Because the stimulus is inconsistent with their frame of reference and 

causes the incongruent state, people experience tension, stress, and discomfort while they are in a 

schema incongruity state (Attardo, 1997). As a result, when faced with a schema incongruity, 

people usually try to ease the tension by actively seeking out data that will validate and support 

their schema. In the aforementioned "Don't Vote" advertisement scenario, viewers would hunt for 

related data to support their schema (i.e., they would look closely at the ad elements). In 

conclusion, tension caused by incongruent advertising tends to increase the amount of cognitive 

processing (i.e., thoughts) needed to relieve the tension. Therefore, ironic advertising increases 

attention to the advertisement and message involvement. 

Brands are taking more drastic measures to stand out from the competition and generate brand 

engagement (i.e., the liking, commenting, or sharing of posts on social media) (Giakoumaki & 

Krepapa, 2020). While Gerrath & Biraglia (2021) addressed how consumers react to Atypical 

products on social media, there has not been any study that addressed consumers; reaction to ironic 

advertising by small businesses before launching.  

In a very competitive market such as food & beverage, upcoming businesses struggle in attracting 

attention. This study is the first to provide a pre launch marketing plan through signaling schema 
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incongruity theory and opinion leadership, in order to create buzz, word of mouth, and generate 

followers before even opening the restaurant.  

2.9 Opinion Formers: 

According to Nunes et al. (2018), opinion formers are those who have the power to influence other 

people's beliefs, attitudes, or actions. This concept is a crucial component of marketing 

communications to adopt new products and the dissemination of information related to those 

products (Chan & Misra, 1990; Wang, Ting, & Wu, 2013). According to Leal, Hor-Meyll, and de 

Paula Pessôa (2014), opinion leaders should possess at least one of the following characteristics: 

be recognized as an expert on a product or service; be an engaged member of an online community; 

participate frequently and significantly; or be regarded by other users as having good taste in 

regards to purchasing decisions. On the same note Goldenberg, Lehmann, Shidlovski, and Barak 

(2006), stated that opinion formers can either have extensive knowledge in a particular subject 

(experts) or strong interpersonal ties (social connectors).  

Previous studies have identified a number of traits that are helpful in defining opinion formers. 

According to Nunes et al. (2018), these traits provide them the ability to influence members of the 

most influential group in social systems inside a social network. In terms of characteristics, they 

are more likely to be younger, have stronger educational backgrounds, make more money, exhibit 

higher levels of social mobility, and have better work status (Song et al., 2015). They exhibit 

inventive and exploratory behavior that can be recognized (Vigar-Ellis et al., 2015). Opinion 

leaders are able to demonstrate a deep level of familiarity and ongoing engagement with products. 

They tend to be technically proficient, actively participate in society, and consume a lot of mass 

media (Jansson et al., 2017). Given that consumers view opinion leaders as reliable sources of 

information, research suggests that their influence over consumers' preferences and behaviors is 

greater than that of standard advertising messages (Carr & Hayes, 2014). Consequently, the 

credibility of information imparted by an opinion leader is considered a crucial attribute that 

empowers them to propagate concepts or sway customer decisions (Carr & Hayes, 2014). In other 

words, because they share both positive and bad information, opinion followers view them as 

honest and trustworthy, and they regularly discuss concerns with them (Yang et al., 2020). 

Although genuine intellectual prowess may contribute to this trustworthiness, high levels of self-
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confidence are typically the cause (Batinic et al., 2016). In summary, trustworthiness is regarded 

as an essential quality for opinion leaders that allows them to exert influence over others ( Nahapiet 

& Ghoshal, 1998). 

2.9.1 Influencer Marketing:  

Influencer marketing, at its core, is a form of social media promotion that relies on 

recommendations and mentions of products from influencers people who have a sizable social 

media following and are recognized as specialists in their field (Chen, 2020). When compared to 

the expense of making banner ads, television ads, outdoor ads, etc., which are always an investment 

layer on top of the media expenditure, influencer marketing is quite inexpensive (Lou & Yuan, 

2019). Furthermore, research demonstrates that the amount of brand-sponsored influencer posts 

on Instagram has surged by 187.5% during 2017, according to Statista (2019). However, social 

media influencers (SMIs) still have a poor effectiveness in terms of post-consumer engagement 

(Feehan, 2018). Post-consumer engagement is critical for social media success therefore, it seems 

that there are still a lot of unanswered questions regarding what aspects of SMIs influence the 

brand attitudes of their followers among academics and practitioners (Nafees, et al., 2021).  For 

example, the same person may feature in advertisements for several products or services and 

impact their advertisement effectiveness, hence celebrites associated with multiple brands in 

different sectors may negatively impact their credibility (Erdogan, 1999). In addition, some social 

media influencers are not experts on the products concerned, which decreases consumer trust as 

some cosnumers prefer expertise over populartiy (Kusumasondjaja & Tjiptono, 2019). These 

negative aspects linked to celebrity endorsers have led companies to increasingly use peer 

endorsers and field experts instead (Kamins, 1989).  

2.9.1.1 Influencer Marketing in the Restaurant sector: 

Due of its low cost, extensive reach, and high level of interaction, social media marketing is 

frequently favored by independent restaurant operators (Needles & Thompson, 2013). Influencer 

marketing, a recent trend in social media advertising, enables restaurants to pay celebrities in the 

food industry to post their dining experiences and promote restaurants to their followers. Because 

it offers a high return on investment, social media influencer marketing is growing in popularity 

in the hospitality sector, provided the right influencers are chosen (Wie et al., 2021). Influencer 
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marketing is booming in the restaurant sector as a cost-effective and quick method of attracting 

customers however, few studies have explored social media influencer marketing for independent 

restaurants. (Lee et al., 2021). By sharing their positive interactions with their followers on social 

media sites, these influencers promote the restaurants (Freberg et al., 2011). Influencer marketing 

expands the restaurants' audience and raises the possibility that it will engage with the intended 

customers (Lee et al., 2021). Additionally, marketing initiatives using blogs, vlogs, and tweets 

have a beneficial impact on consumers' eating experiences and their propensity to buy suggested 

food items (Azzam & Waleed, 2020). As far as the literature shows only one study addressed the 

impact of social media influencers on the middle eastern restaurant business. Leung et al., (2022) 

study on the Saudi restaurant sector indicates that the trustworthiness of a male influencer and the 

social attraction of a female influencer lead to higher restaurant visit intentions. There are some 

notable limitations to this study, firstly this study only investigated followers’ perceptions and 

behavioral intentions toward a single influencer on a single social media platform, Snapchat. In 

practice, independent restaurants commonly employ multiple influencers on various social media 

platforms to maximize their exposure (Mallipeddi et al., 2021). Secondly, the study generalizes 

the results on the entirety of the Arab population although it only included Saudi participants.  

The marketing strategies of social media influencers for independent restaurants have not been 

extensively studied (Vrontis et al., 2021). Future research in food-related contexts in locations 

outside of the United States was encouraged by Vrontis et al (2021) systematic literature review 

of social media marketing, as consumers from different cultures may respond differently to 

influencer marketing. The middle east which differs from western and Asian civilizations in terms 

of culture, places a high priority on religion, conservatism, tradition, and family. Arab countries 

have received minimal study attention because it is difficult to acquire data there (Lages & Pfajfar, 

2015). Therefore, research on social media influencer marketing in the middle eastern market 

setting is necessary to comprehend the special underlying mechanism that applies to the larger 

Arab and Islamic cultures.   
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2.10 Pre-Launch Marketing Communication Campaign for SMEs: 

The practice of pre-launch marketing is relevant to short life cycle industries (e.g., new phones 

such as the iPhone, movies, or video games), these industries often experience high demand after 

launch, however the peak in demand is usually followed by a significant decline in sales 

(Burmester et al,. 2015). Moreover, in some cases those industries (e.g., Apple, Warner Bros) are 

known for launching new products, however they remain well established as a brand (Little, 2022). 

Contrastingly upcoming SMEs in saturated sectors need to build their brand name by raising brand 

awareness in order to gain visibility before launching products as they are still new and lack 

consumer trust (Vianna et al,. 2016). Brand awareness can be defined as the familiarity of 

consumers with the qualities or image of a particular brand (Huang & Sarigöllü , 2014). 

Furthermore, building this familiarity in a Pre-Launch stage can help SMEs gain peak demand 

when opening the business (Marvel et al,. 2020).  

New businesses are no strangers to challenges, numerous start-ups already fail within their first 

few years in the market (Escheberger, 2020). One of the primary reasons for their struggles is lack 

of demand & marketing mishaps (Horton, 2022). The prior can be identified before launch if the 

latter is conducted correctly. Pre-Launch marketing campaigns can provide feedback for SMEs 

about the market that can help them make some changes before going the extra mile and opening 

(Marvel et al,. 2020). Consumer engagement, and electronic WOM on social media are key 

indicators of what a SME may expect when launching (Daughtery & Hoffman, 2013). 

Furthermore, WOM has been defined in a number of ways, ranging from conveyed consumer 

enthusiasm for a product or service (Heckman, 1999), to positive or negative evaluative 

communication, to information transmission (Richins & Root, 1988) and collective consumer 

‘buzz’.  

 

One of the objectives behind this study is to provide a pre-launch marketing model, to ease the 

opening phase for SMEs by building brand awareness prior to opening, and gaining some 

information on the expected consumer turnout when launching based on e-WOM. According to 

Rathore & Ilavarasan (2020) businesses cannot use post-launch techniques in a pre-launch phase 

as they are inapplicable. Their work demonstrates how post launch marketing can portray the 

consumer opinion on social media after testing the product or service, however pre-launch is all 
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about building buzz and excitement around what’s coming. Another study by Kusumasondjaja & 

Tjiptono (2019) in a post-launch phase investigates the differences in consumer pleasure, arousal 

and purchase intention when consumers encounter food advertising on Instagram using different 

endorsers and visual complexity levels. The results show that food posts with high visual 

complexity generated more favorable responses compared to low visual complexity, and people 

preferred celebrities sharing their opinions on the food rather than experts. The reason why their 

post-launch method is not applicable to pre-launch is that it assumes people are already familiar 

with the brand with no regards to brand awareness or in congruency to capture attention. 

 

2.11 Novel Foods:  

This research is all about creating neural responses that violate expectations, creating a sense of 

novelty and surprise. In cognitive psychology novelty is an antecedent of attention, emotion, 

memory, and behavior in reaction to a salient stimuli (Skavronskaya, Moyle, & Scott, 2020). 

Moving to the context of this research, significant advancements in food innovation have resulted 

from the notable surge in the quantity of novel foods that have hit the market (Bäckström et al,. 

2004). However, the introduction of new goods seems to have brought about a state of ambivalence 

or uneasiness, where certain innovations are met with resistance and mistrust while others 

effortlessly become a part of everyday life (Grunet & Valli, 2001). In actuality, according to some 

writers, the failure rate for new products is extremely high—between 70 and 80 percent (Barrena 

& Sanchez, 2013). The aversion that certain people exhibit towards new or unfamiliar foods, a 

condition known as neophobia, has been studied recently due to the complexity of food 

consumption decisions (Moreau, Lehman, & Markman, 2001). 

 

The definition of food neophobia is the aversion to trying new foods or the unwillingness or refusal 

to eat (Pliner & Hobden, 1992). Socioeconomic status is one of the numerous factors that affects 

the degree of food neophobia (Flight, Leppard, & Cox, 2003). A person's response on the FNS 

may be influenced by their gender, age, education, and living situation (rural vs. urban), according 

to recent research. Additionally, research revealed that women had lower levels of food fear than 

males did, with older participants exhibiting higher levels of food phobia and more educated 

participants having lower levels (Tuorila et al., 2001). 
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According to Martins and Pliner (2005), the variables that most accurately predict a person's 

readiness to consume new and familiar foods that contain animals and those that don't are 

determined by the food's familiarity (novel vs. familiar) and provenance (animal vs. non-animal). 

A more ethnic focused study (Olabi, Najm, Baghdadi, & Morton, 2009) examined the effects of 

unfamiliar foods on college students in Lebanon as opposed to those in the United States. Results 

show that compared to their American counterparts, Lebanese college students had higher levels 

of food phobia (36.4 vs. 29.8). Furthermore, the proportion of participants in the low neophobia 

group was significantly larger in the United States as compared to Lebanon (29.4% vs. 7.9%). 

These results, demand more investigation as they contrast with studies that demonstrate 

consumers’ preference of novelty over traditionalism due to incongruity and lack of familiarity 

(Halkias & Kokkinaki, 2011; Gerrath & Biragla, 2021). This thesis follows a different approach 

in assessing subjects’ response to novel foods. Firstly, the study touches on middle eastern 

consumers as a whole, a sample that has not been studied previously, secondly the approach is 

implemented as part of a cohesive framework that leads to the subject’s willingness to try novel 

foods from a new restaurant after gaining information through an advertisement campaign.  

 

2.12 Intention to engage on social media:  

 

According to Hollebeek et al. (2014), p. 154, "the consumer's level of energy, effort, and time 

spent on a brand in a particular consumer/brand interaction, namely the liking, sharing, and 

commenting on posts" is referred to as behavioral (or digital) engagement. Studies (e.g., Bazi et 

al., 2020; Dessart, Veloutsou, & Morgan-Thomas, 2015) have looked into the factors that influence 

users' behavior when they interact with branded postings on social media. Content plays a crucial 

role in the dissemination of social media communications, particularly when it aligns with users' 

interests, as noted by Bazi et al. (2020) and Zhang, Moe, & Schweidel (2017). Sharing product 

information with others is more likely when the information is valuable and of high quality (Wang 

& Yu, 2017). Researchers find that tie strength on social media platforms encourages mild envy, 

which improves brand attitude and favors people seeking and passing judgment on products (Chu 

& Kim, 2011). Pino et al., (2019) research demonstrates how the language used in social media 

posts—longer, emotive tweets formatted like exclamations—influences users' behavior. 

According to an exploratory study by Bazi et al. (2020), customers are motivated to interact with 

premium companies on social media by visual content. Li and Xie (2020) discovered that on 
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Instagram and Twitter, professional photos and high-quality sponsored material encourage more 

connection with airlines and sport utility firms. Based on existing research, we contend that 

behavioral engagement with travel-related content on SNPs is influenced by source credibility, 

homophily, and content quality. As a result, users will respond to information on social media by 

liking, sharing, and commenting if it represents their needs, wants, or lifestyle. Customers are 

therefore more inclined to interact with a post to express agreement or support for others in their 

social network, or just to express their own opinion, if they believe the information to be of a good 

caliber and originates from a reliable source with comparable interests and preferences. 

 

Peer communications on social networking sites have a favorable impact on impulsive purchases, 

according to Huang (2016). In the setting of real-time streaming commerce platforms, Kang et al. 

(2021) show that tie strength mediates the relationship between behavioral engagement and 

interactivity. In this study, a theoretical framework is developed to assist small businesses in their 

pre-launch state to influence purchase behavior. This approach stems from the research problems 

mentioned earlier e.g. (Lack of marketing plans, a poor comprehension of the industry they operate 

in, and competition against well established companies). Capturing consumer attention in an 

extremely competitive market requires a novel approach tailored for small businesses. If new 

businesses followed on the marketing footsteps of well-established companies, accordingly, 

consumers will not be motivated to purchase the product/experience featured in a social media 

post, and they will not share it, like it, or comment on it due to not capturing consumer attention. 

Hence this research argues, that an ideal marketing campaign for new businesses begins by 

developing ads that lure attention which is the first step in the pyramid. In addition to developing 

those ads, trusted opinion leaders can come a long way in increasing the brand reach.  

 

2.13 Summary of Gaps in the Literature: 

The below table is a summary of the most relevant studies to this research, discussing their 

remarks, limitations, and how they compare to this research.  
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Journal 
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Theory 
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Theory 
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Influencers 

Other 

Theory 
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company 

Launch 

Advertising 

Platform 

Product/ 

Service 

(Remarks & limitations in relation to this thesis) 

 

Signaling trust: 

Cues from 

Instagram 

posts 

 

 

(Yang et al., 

2020) 

 

 

 Cues: Post 

Attractiveness, 

Post 

Popularity, 

and Argument 

Quality (to 

build 

consumer 

trust in order 

to purchase) 

  

Psychologic

al theories of 

'Cue 

Utilization' 

and 'Trust 

Online'  

 

Post Launch Instagram Branded 

Apparel 

 

Because this study focuses on apparel shopping inspired 

by Instagram posts, applications to other product 

categories may be limited. Furthermore, fashion is a 

dominant sector on Instagram, how can this study be 

useful for upcoming branded apparel that have no 

history on the platform? 

 

In terms of using signaling theory to build consumer 

trust the theory is applicable, however post 

attractiveness is widely used in the social media 

literature and does not provide a competitive advantage 

since the majority of businesses are following on those 

footsteps. Furthermore, the cues mentioned are 

applicable in a post launch setting however, they would 

not be viable in pre-launch because they are targeting 

what’s already there and not building excitement about 

what to come. The food & beverage sector is also 

considered hedonic; therefore, the third cue argument 

quality is not applicable unless the product is considered 

utilitarian. Lastly using consumer trust as a dependent 

variable to the aforementioned cues assumes that 

attention is already captured and the brand already has a 

large following, however that is not the case when it 

comes to upcoming businesses.  

Can social 

media 

influencer 

(SMI) power 

influence 

consumer 

brand 

attitudes? The 

mediating role 

of perceived 

SMI credibility  

 

(Nafees et al., 

2021) 

 

 Market 

signaling 

theory using 

social media 

Influencer 

power as an 

independent 

variable (to 

influence 

brand 

attitude).  

 

Influencer 

Expertise, 

Influencer 

Trust 

Worthiness, 

Influencer 

Good Will. 

naive 

theories of 

social 

influence  

 

 

- Consumer 

Socialization 

Theory  

 

- Naive 

theories of 

social 

influence  

 

Post Launch Instagram NA  

The use of social media influencers as a signaling cue 

for positive brand influence is widely used in the 

literature and according to this study, influencer 

expertise and trust worthiness positively mediate the 

relationship. However, using them as a signal to 

successfully influence consumers to any Instagram 

product is not applicable. As quoted from the article 

“this research was not restricted to a specific product or 

service category”. For example, some brands in the 

beauty industry highly depend on the appearance and 

aesthetic of the influencer far more than their expertise.  
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Advertising 

and Word-of-

Mouth Effects 

on Pre-Launch 

Consumer 

Interest and 

Initial Sales of 

Experience 

Products 

 

(Kim & 

Hassens, 2016) 

 

    

Dynamic 

Interactivity 

Online 

search & 

Blog posting 

(combined 

would 

generate 

more WOM 

than 

advertising 

in Pre-

Launch).  
 

 

Pre-Launch Blogs Experience 

Products: 

Motion 

Pictures & 

Video 

Games 

In terms of theoretical limitations, the authors did not 

employ any theory to support their research which 

leaves room for incorporating theories that may add 

value to the dynamic interactivity of pre-launch 

marketing. Furthermore, the authors were not specific 

about the approach experience products should use in 

their advertisements when sharing them in blogs etc. A 

pre-launch campaign should have an advertising style 

ex. humorous, creative, typical, atypical. The authors 

failed to mention that.     

 

Contextually, the authors also mentioned how pre-

launch campaigns are limited to experience products 

which leaves a gap for other products. Furthermore, 

although the study was conducted in a recent time-

period the use of blogs for advertising is considered 

outdated.  

 

 

Social media-

based visual 

humor use in 

tourism 

marketing: a 

semiotic 

perspective 
 

(Ge, 2019) 

 

 

Using incongruity 

humor  

 

Using humor in 

image posts (to 

attract consumer 

social media 

engagement 

beyond tourism) 
 

   

 

Theory of 

Semiotics  

 

 

 

 

 

 

Post Launch Sina Weibo 

(Chinese 

social media 

Platform) 

Tourism  

Contextually, the study’s context is based on a social 

media platform that is only based in China. Secondly, 

this study was applied on tourism, therefore we cannot 

really tell how it will do in other sectors.  

 

Theoretically, using humor as a variable to influence 

engagement is applicable in some stages for well 

established brands, however using it for brands that are 

unknown for the public will seem unprofessional and 

might leave a negative first impression after viewing the 

advertisement because their service or product are still 

unknown. At an early-stage humor can capture attention, 

however associating the brand with humor may lead the 

consumers to view the brand as facetious. Even if the 

new business is a tourism business, it’s important to 

focus on present the what they have to offer more than 

use humor.  



 47 

(Stafford & 

Stafford, 2012) 

 

Journal of 

Current Issues 

& Research in 

Advertising  

 

Testing the 

impact of typical 

vs atypical ads 

(on creating a 

more positive 

attitude towards 

the product). 

    

 

 

Theory of 

Schema-

triggered 

affect  

 

Post Launch  Television & 

Radio  

Stereo 

Typed 

product 

category 

(Auto 

Dealership

s) 

There is no doubt that using atypical advertisements will 

leave a more positive attitude on consumers as shown in 

this study, however their approach does not demonstrate 

how it will perform in a cluttered environment and lacks 

rigor. The study participants were shown only two 

advertisements (typical & atypical) therefore we don’t 

know how they will react if an atypical advertisement 

was in between a plethora of ads. Will they have the 

same positive response in such an environment? In 

reality businesses do not have the privilege of competing 

against one ad and they often are presented with ads 

from different sectors. For schema incongruent ads to be 

effective they must be presented in a cluttered 

environment in order to test their effectiveness.  

The effect of 

intrinsic and 

extrinsic 

quality cues of 

digital video 

games on sales: 

An empirical 

investigation  

 

(Choi et al., 

2018) 

 

 Cues: 

Combined 

intrinsic (e.g., 

Company 

reputation) 

and extrinsic 

(e.g., price) 

quality ques to 

observe 

Impact on 

product sales. 

  

Cue 

utilization 

theory  

 

Post Launch Websites Video 

Games 

 

Quality cues are rigorously studied in the literature when 

it comes to established brands. For this article, company 

reputation is a cue that is built over numerous years. If 

built successfully, it can be used to gain consumer trust 

in order to gain more sales however, reputation cannot 

be used if the company is in its launching phase. The 

second cue used in this article (price) can be useful when 

purchasing an experience product such as video games 

which is intended to be used for a long period of time.  

 

Effects of 

ironic 

advertising on 

consumers’ 

attention, 

involvement 

and attitude  
 

(Kim & Kim, 

2018) 

 

 

 

Identify the 

effects of ironic 

advertising on 

generating 

(consumers’ ad 

attention, ad 

involvement and 

ad/brand 

attitudes based 

on the caption of 

an ad) 

  Need for 

cognition 

(NFC) 

individual 

differences 

in 

processing 

cognitive 

messages 

 

Post Launch Websites 

 

 

Audible 

Books 

Contextually, the study only targeted ironic ads vs non 

ironic ads for high tech products such as audible books, 

however we can’t conclude that it could deliver the same 

positive results for other sectors other advertising 

platforms such as social media 

 

Although the need for cognition theory (NFC) is 

discussed in this study, the authors did not take into 

account the degree of incongruity in an ironic ad 

message. Some messages could be far more complex 

than what the niche market is capable of processing. 

Furthermore, as the main objective is to capture 

consumer attention, this study does not specify what 

type of attention processing is occurring when 



 48 

Effects of 

ironic 

advertising on 

consumers’ 

attention, 

involvement 

and attitude  
Continued 

 

consumers view ironic ad compared to the non-ironic ad. 

The authors are using a salient stimulus in the presented 

advertisement (irony) to capture attention; however, 

they have not mentioned the attention type allowing the 

participants to cognitively process the advertisements. 

The lack of stimulus presented to the participants is also 

worth mentioning. Four non ironic advertisements to 

only one ironic ad is not enough to declare saliency.  

Endorsement 

and visual  

complexity in 

food 

advertising  

on Instagram  

 

 

(Kusumasondjaj

a & Tjiptono, 

2019) 

  Celebrity 

endorsers 
can allow 

consumers 

to 

experience 

greater 

pleasure and 

arousal 

compared to 

experts 

Visual 

complexity 
levels of the 

advertiseme

nt can have 

an influence 

on consumer 

pleasure & 

arousal 

Post Launch Instagram Food & 

Beverage 

The study shows that celebrity endorsers generated 

higher levels of pleasure and arousal for consumers 

when compared to food experts. This study contradicts 

the findings of  (Kusumasondjaja & Tjiptono, 2019) and 

demonstrates reasons to believe otherwise. Participants 

for this thesis shared their lack of trust in celebrities as 

they are willing to promote many different products or 

services that are completely unrelated to their field. 

Participants from the focus groups showed that they 

would be more attentive to food advertisements that are 

sponsored by food experts such as chefs because they’re 

more trustworthy.  

Attractive 

females versus 

trustworthy 

males: Explore 

gender effects 

in social media 

influencer 

marketing in 

Saudi 

restaurants 

 

(Leung et al., 

2022)  

   The 

uncertainty 

reduction 

theory 
“using self-

disclosure to 

reduce 

uncertainty”  

The self-

categorizati

on theory  

 

 

Post Launch Snapchat Independe

nt 

Restaurant

s in Saudi 

Firstly, the study only addresses the use of influencers in 

order to create visitor intention and does not address the 

restaurant brand by any means. Few studies, have 

explored the use of influencers in the context of 

independent restaurants, however the same emphasis 

can be on the brand as well. The restaurant business is 

prominent in the middle east and the use of influencers 

alone does not guarantee consumer visits. Secondly, in 

terms of the use of self-categorization theory, the study 

fails to specify how the Saudi consumers categorize 

themselves in order to find the most suitable influencers. 

Surely, there will be differences in categorization 

between consumers but there will also be things in 

common that should be investigated.    
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Table 1: Summary of Literature Gaps 

Social media 

interactions, 

purchase 

intention, and 

behavioural 

engagement: 

The mediating 

role of source 

and content 

factors 

 

(Onofrei, Filieri, 

& Kennedy, 

2022) 

    Service 

dominant 

logic (SDL)  

 

information 

adoption 

model 

(IAM) 

Post Launch Facebook 

& 

Instagram  

This study put out and tested empirically a framework 

for evaluating how user interactions on social media 

platforms affect users' intentions and behaviors more 

especially, their desire to make a purchase and engage in 

behavioral engagement. They proposed that source 

(homophiles, credibility) and content elements (quality) 

that serve as significant intermediates in the link 

between the interactions of social media with purchase 

intention and behavioral engagement (likes, shares, and 

comments made by customers on postings).  

 

This Study: 

 

Visibility 

through 

clutter: How 

could brands 

cut through 

advertising 

clutter on 

Instagram? 

 

Native Ironic 

Advertising is 

derived from 

Schema 

Incongruity 

theory (to 

capture 

consumer 

attention from a 

bottom-up 

perspective) 

Signaling 

Cues: Using 

two extrinsic 

cues (Atypical 

advertising, & 

Food 

Bloggers) for 

capturing 

consumer 

attention in a 

hedonic 

sector 

Trust 

Worthy & 

experienced 

Food 

Bloggers 

that would 

promote the 

brand  

AIDA Pre-Launch  Instagram Food & 

Beverage 

Sector 

Theoretical Contribution:  
 

This study contributes to the theory of bottom-up 

attention processing which is where schema 

incongruence is derived from. Bottom-up attention 

allows the consumers to cognitively process the 

incongruent advertisements and unlike top-down 

attention it is not arbitrarily decided. Bottom-up 

processing is the foundation of all salient advertisements 

and this study will be the first to contribute to the theory 

in an advertising setting. There is a scarcity in the 

literature on extrinsic signaling cues for hedonic 

products or services in a pre-launch setting. This study 

will be the first to contribute to signaling theory by 

investigating cues that are applicable in a pre-launch 

hedonic setting. Studies have promoted the use of ironic 

ads to tackle the vexation caused by advertising clutter 

on social media & outdoor advertising, however none 

have tested the success of an ironic ad in a cluttered 

environment in order to test its effectiveness. This study 

will be the first to test the effectiveness of ironic 

advertisements in an environment with excessive ads.  
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Chapter 3. Research Methodology: 

Surveys, focus groups, case studies, interviews, experiments, and interviews are some of the 

common research strategies that are commonly used in business management and social science 

studies. These strategies are typically studied independently but can show convergence in a single 

study (Yin, 1994). The following chapter firstly explores the mixed-method research design 

approach used to address the research aims and objectives, as well as the research philosophy and 

approaches employed.  

 

3.1 Research Paradigm: 

The phrase "paradigm" in academic research refers to the "worldview" of the researcher 

(Mackenzie & Knipe, 2006). The viewpoint, way of thinking, school of thought, or collection of 

accepted ideas that guides the interpretation or meaning of the study findings. Alternatively, a 

study paradigm intrinsically reflects the researcher's worldview and the world they aspire to live 

in, as Lather, (1986) says. To be more precise, a paradigm is made up of the abstract ideas and 

precepts that influence a researcher's perspective on the world as well as their interpretation and 

the way they behave. Lincoln et al., (1985) defined a paradigm as having three components: 

methodology, ontology, and epistemology. The fundamental presumptions and beliefs are 

comprised of these three parts; thus it is crucial to have a solid understanding of them. 

3.1.1 Ontology: 

The topic of what makes anything real is addressed by ontology. It encapsulates the essence of our 

research and alludes to the idea of existence, explaining how reality is viewed and comprehended. 

Is reality seen from an objective perspective, that is, is there an actual "out there" that exists 

independently, or is it created by our experiences? (Lee & Lings, 2008). The objectivist and 

constructivist viewpoints are the two schools of thinking under this paradigm. It is the contention 

of the objectivism attitude that social phenomena and their meanings exist apart from social actors. 

According to Bryman (2004), it suggests that social processes present themselves to us as 

impersonal facts that are outside of our control. Consequently, adopting a realist perspective that 

emphasizes reality's objectivity and the fact that it exists independently of our experiences (Borst, 

Akkermans, & Top, 1997). 
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3.1.2 Epistemology: 

Under the ontological paradigm, epistemology asks, "What constitutes valid knowledge?" This 

idea explains how reality is generated, how much of it we can know (Lee & Lings, 2008), and how 

we can get this information (Bernard H. , 2000). It raises the question of how we can know our 

chosen domain with confidence. The two primary schools of thought in the social sciences 

regarding epistemology are positivism and interpretivism. Research, regardless of its positivist or 

interpretivist orientation, is typically examined in light of three primary factors: (1) the nature of 

the relationship between the theory and research findings, i.e., whether the theory directs the study 

or is the research's consequence; (2) the research's epistemological orientation, which relates to 

what constitutes appropriate knowledge in the field of social science (natural science, positivism, 

interpretivism, etc.); and (3) the research's ontological considerations, which concern whether 

social actors are seen as part of the process or as existing outside of it (Bryman, 2004). 

3.1.3 Methodology: 

The word "methodology" refers to a broad range of techniques, approaches, and procedures used 

in a well-planned investigation aimed at producing knowledge (Keeves & Dang, 2003). The vast 

methodology field includes data collection, participants, tools used, and data analysis. Ultimately, 

the approach explains the reasoning and progression of the methodical procedures carried out in 

carrying out a research endeavor in order to obtain understanding of a research problem.  

A mixed methods methodology is traditionally defined as an approach to knowledge (theory and 

practice) that attempts to consider multiple approaches, views, and standpoints from a qualitative 

and quantitative research perspective (Johnson, Onwuegbuzie, & Turner, 2007). Mixed methods 

approach combines the findings of qualitative and quantitative research and as a result it can 

“enhance our beliefs that the results are valid and not a methodological artifact” (Bouchard, 1976, 

p. 268).  More importantly, mixed methods are used to negotiate the findings of both approaches 

(qualitative & quantitative) and come to a conclusion on what they mean in conjunction (Bryman, 

2007).  

 



 52 

Greene et al. (1989) have explored five key justifications for the integration of qualitative and 

quantitative research, in the context of evaluation research:  

 Triangulation: Converging the results of different methods for means of corroboration  

 Complementarity: Clarifying the results of one method using findings from another  

 Development: Using the results of one method to develop or inform another method e.g. 

sampling, implementation and measurement decisions  

 Initiation: Seeking paradoxes and contradictions using a new perspective. This may also 

involve the recasting of questions/findings with those of another method  

 Enquiry: Extending the breadth and range of enquiry by using different methods for 

various inquiry components  

Despite the characteristics of mixed-methods research that serve to counteract the biases of other 

methods (Creswell, 2009), there are still a number of obstacles to successful integration of 

qualitative and quantitative research (Bryman, 2007). Researchers that use mixed methods 

frequently discover that they are writing for several audiences, emphasizing or using a particular 

set of data more or less completely. This procedure is determined by the nature and appeal of a 

given topic to stakeholders as well as initial perceptions of an audience's expectations. Due to 

methodological preferences, some researchers have a propensity to emphasize the results of data 

sets that they are more knowledgeable and comfortable with. 

Similar to this, the type of data obtained may also make integration difficult; for example, one set 

of data may have more interesting results that should be emphasized over others. Another obstacle 

to the integration of qualitative and quantitative data is found to be related to how research projects 

are constructed. For example, if a project is set up to make use of surveys easy, this will also affect 

and guide how qualitative data is collected and analyzed (Bryman, 2007). 

This research project, employs a mixed methods triangulation research design (Creswell & Clark, 

2011) in its mixed-methods procedure by conducting an initial qualitative phase of data collection 

and analysis, followed by a phase of experimental design, quantitative data collection and analysis, 

with a final phase of integration or linking of data from the three separate strands of data (Creswell, 
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2009). Mixed methods was found most suitable for this research due to the usage of a range of 

techniques, approaches, and procedures aimed at validating a pre-launch marketing framework.  

3.2 Research Aim and Objectives: 

The goal of this three-phase, exploratory sequential mixed-method study is to first explore the pre-

launch marketing phenomenon from the ground up by investigating how, when, and why 

customers engage with restaurant brands through semi-structured focus groups that will be further 

analyzed through thematic analysis. The second step is to experimentally measure ironic ads as a 

construct through an approach similar to the participants’ everyday Instagram experience through 

a within subject experimental design. The third step is to conduct a quantitative survey design in 

order to develop a theoretical framework that attempts to conceptualize the pre-launch marketing 

phenomena and its various characteristics that will be further analyzed through SPSS and AMOS. 

Lastly, this research study aims to assess the pre-launch marketing aspects that business owners 

and marketers should take advantage of to enable a successful restaurant debut. 

The initial motivation for gathering exploratory qualitative data was influenced by the lack of 

studies that recognizes pre-launch marketing or how it may be conceptualized as such (Kim & 

Hassens, 2016; Yang et al., 2020); as well as the dearth of empirical data found in cluttered social 

media marketing environments (Leung et al., 2022; Kim & Kim, 2018; Nafees et al., 2021). In 

response, chapter 2 of this thesis critically discussed the ambiguity of earlier conceptualizations of 

the food and beverage sector in the Middle East, how attention is captured through bottom-up 

processing, and with the already limited extant literature focusing primarily on providing a salient 

stimulus for consumers (Kim & Kim, 2018; Ge, 2019). This study argues that in order for a new 

restaurant to build an effective pre-launch marketing campaign that captures consumers’ attention, 

it must have salient features. Therefore, the selected independent variable that contributes to 

bottom-up attention is ironic advertising through the use of schema incongruity theory.  

3.3 Research Philosophy: 

The philosophical standpoint of any research study stems from its research questions which it seeks 

to address. In the discipline of marketing, the research design that is employed to investigate the 

research questions is influenced by: the nature of the research, the organization it is investigating, 
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the stakeholders involved, the competition arena and the implications and anticipated outcomes of 

the research. While positivist and interpretivist approaches are opposing to one another, 

pragmatism is an approach that contends that there are numerous approaches to understanding 

reality and conducting research; combining these approaches can lead to a more comprehensive 

understanding of the phenomenon under study. Interpretivists strive to discover, investigate, and 

elucidate the link between factors in their social environments rather than formulating assumptions 

or hypotheses prior to research, which aids in responding to "why" and "how" inquiries through 

qualitative research (Vorakulpipat & Rezgui, 2008). According to Alvesson and Skoldberg (2009), 

positivism illustrates how reality can be independently observed, measured, and tested and how it 

exists apart from the human mind. In the field of management, theories and assumptions are based 

on observed phenomena. Furthermore, a researcher following the positivism approach collects and 

organizes data using quantitative techniques and tools in order to eventually confirm or refute these 

theories using a deductive approach (Vorakulpipat & Rezgui, 2008). 

To uncover answers to the research questions, this study employs a pragmatic research philosophy 

as it allows researchers to inquire into different aspects of social research using both quantitative 

and qualitative approaches, leading to a consensus on conceptualizing good quality social research 

that supports a mixed methods research paradigm (Shah, Shah, & Kashkelly, 2018). Pragmatism, 

enables researchers to appreciate the complexity and unpredictability of social life based on "what 

will work best" in their research designs. This approach allows pragmatic researchers to conduct 

research in novel and dynamic ways, ultimately leading to the resolution of research difficulties 

(Chandra & Shang, 2019). Initially, five semi-structured focus group consumer-based interviews 

were conducted in order to gather preliminary information about how consumers interacted with 

restaurants in a pre-launch phase during Phase 1. In terms of developing measurement scales for 

Phase 2 and Phase 3, the practices from Haws et al., (2022) were applied based on the theoretical 

framework.  

3.4 Research Approach: 

In terms of the research approach, induction and deduction are believed to be an investigation into 

the origins of methodological or scientific assumptions and how we assess whether or not they are 

true (Hansen, 1958). There has been debate on whether or not such logics are conceivable, 
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particularly if they produce or create an original or distinctive mode of reasoning that differs from 

conventional inductive and deductive logic (Audi, 1995). Inductive research refers to methods 

where concepts, themes, or models are derived from extensive readings of the raw data collected 

by an analyst or researcher. According to Strauss and Corbin (1998), “In inductive research the 

researcher begins with a field of study and enables the theory to emerge from the facts”.  

Deduction is conducted by collecting data first to support an established argument. The task is to 

identify theories that are well-established or broadly defined and then apply them to a particular 

phenomenon (Chandra & Shang, 2019). The gathered data will then either confirm or refute the 

hypotheses you have attempted to apply; both of these conclusions will be useful. The finest and 

most widely used strategy is deductive, according to practice (Harman & Gilbert, 1965). This 

method involves outlining or highlighting an argument based on your prior understanding of the 

chosen subject or issue, then conducting additional research to fill in any gaps. This is referred to 

as active reading. Deductive approach starts or works from more building general knowledge and 

making it more specific.  

However, there's yet a third methodological option. Deductive and inductive approaches have 

some shortcomings that abductive reasoning, often known as the "abductive approach," aims to 

solve. An imperfect (or "messy") observation from experience and reality is used in abductive 

reasoning, which adopts a pragmatic viewpoint. This process can produce a new theory or at least 

the best guess at the truth (Mirza & Martin, 2014). However, it should be noted that abductive 

reasoning is comparable to deductive and inductive methods when it comes to applying logic to 

draw conclusions and develop hypotheses. An explanation of the "surprising facts" or "puzzles" is 

the first step in the research process when using the abductive approach (Kovács & Spens, 2005). 

According to Kovács and Spens (2005), the abductive approach involves beginning the research 

process with "surprising facts" or "puzzles" and devoting the next steps to explaining them. It is 

possible for a researcher to come upon an empirical phenomenon that the variety of theories now 

in use cannot account for. In order to explain the "surprising facts" or "puzzles" that were initially 

recognized at the beginning of the research process, the researcher then tries to select the "best" 

response from a wide range of options. It is possible to mix numerical and cognitive reasoning also 

known as qualitative and quantitative methods to find answers for the phenomenon (Mitchell, 

2018). 
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Accordingly, the abductive approach was more suited due to having identified the research gap, 

namely pre-launch marketing for small businesses at an early stage in researching social media 

marketing alongside irony which acts as the “surprising fact” according to Kovács and Spens 

(2005). Alongside advertising clutter which acts as the puzzle this research intends to solve. In 

comparison, an inductive approach would not be suitable for this study since the research objective 

and problem were identified and researched at an early stage. A deductive approach would also 

not be suited to this study as there was no framework nor hypothesis in sight at the beginning of 

this research, there was only an idea that transformed into a pre-launch marketing framework.  

In this thesis, the objective initially is to identify how upcoming restaurants can capture attention 

in a cluttered environment on Instagram. The problem was identified and validated by the literature 

(Kusumasondjaja & Tjiptono, 2019), (Leung , Sun, & Asswailem, 2022). Upon that, intensive 

research was conducted in order to build an understanding on the different types of social media 

strategies that are most suitable for new businesses. Accordingly, the literature showed that 

consumers are currently bombarded with advertisements and tend to view only a few of them. 

Therefore, to break through the clutter, marketers need to design ads that can stop users and hold 

their attention long enough to process the ads cognitively before scrolling up or down to see other 

photos (Lee & Kim, 2020). Attention being the keyword from Lee & Kim (2020), research was 

conducted based on the types of attention processing (e.g., Top-Down, Bottom-Up processing). 

The latter is activated when a participant had no intention of paying attention due to salient stimuli 

exposure (Schreij, Owens, & Theeuwes, 2008). In order to identify what is considered salient for 

the middle eastern consumer and a validate a pre-launch marketing communication model, semi 

structured focus group interviews (chapter 4) were conducted along with experiment design 

(chapter 5) and an analytical survey (chapter 6).  Phase 1 of this methodology plays a vital role in 

identifying the byproduct of capturing cosnumer attention and developing a successful pre-launch 

marketing campaign from relevant antecedents, facilitators and experiences based on consumer 

experiences from the focus group interviews. 
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3.5 Summary:  

The research philisophy chosen for this study is pragmatic because it enables researchers to 

investigate various facets of social research through both quantitative and qualitative methods, 

resulting in a consensus on how to conceptualize high-quality social research that supports a mixed 

methods research paradigm (Shah, Shah, & Kashkelly, 2018). This approach enables researchers 

to carry out their work in fresh and innovative methods, which eventually results in the resolution 

of research challenges (Shang & Chandra, 2019). The research approach for this three stage mixed 

methodology is abductive which is a mixture of inductive and deductive (Spens & Kovacs, 2006). 

The above allows for triangulation to occur, increasing the reliability, rigour and validity of the 

research findings. The following chapter introduces the qualitative study which is first phase of 

this three step methodology. The reasoning behind beginning with the qualitative study is the need 

to investigate and gain insight on how the middle eastern consumer portays the optimal pre-launch 

marketing campaign. Due to the abductive nature of this research, that is done through a set of 

open ended questions in a semi-structured focus group setting.  

 

Phase 1 

Focus Groups 

To investigate and gain a 

better understanding on 

what elements make a 

successful pre-launch 

campaign. To understand 

what captures consumer 

attention in cluttered 

environments in the 

middle eastern food and 

beverage sector.  

Phase 2 

Experiment  

Phase 3 

Survey Design 

Using the knowledge 

acquired from the focus 

group interviews on 

attention, experiment 

design is used to 

empirically validate 

irony as an attention 

driver in a cluttered 

Instagram advertising 

environment.  

The survey measures all 

the constructs from the 

theoretical framework 

and how they interact 

through their selected 

items. Questions from the 

survey followed the same 

sequence from the 

theoretical framework.  

Figure 4: Research Stages 
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Chapter 4. Qualitative Study (Phase 1): 

The chapter commences with Phase 1’s research method and setting, followed by an overview of 

the participants’ demographics; the sampling strategy employed and how the data was analyzed. 

The chapter then concludes with the key qualitative findings that have emerged from the Phase 1 

research study along with the hypothesis development.  

4.1 Data Collection: 

The first phase of this research uses focus groups which is an approach that allows the researcher 

to collect data through recording group interviews and observations (Morgan, 1998). When the 

approach first came out, it was not embraced by the academic community, however as the results 

demonstrated its effectiveness in market research, academics began to further explore the approach 

in the 1980s (Krueger & Casey, 2000). As human beings it is of our nature to explore important 

topics and have discussions in the form of groups. This practice expanded as a data collection tool 

in the academic setting and has “exploded” distinctly in the marketing field because it allowed 

researchers to understand consumers on a deeper level compared to numerical results (Colucci, 

2007). Focus group interviews were chosen for this study because of their capacity to include a 

sizable number of participants in a single group (Wall, 2001), as a quick and effective way to 

gather significant amounts of information (Krueger, 1994), and as a way to learn specific opinions 

or attitudes on a group level (Hines & Taylor, 2000). More importantly, it is one of the best tools 

when combined with other data collection techniques as a subset of mixed methods analysis which 

is utilized in the second phase of this study (McClelland, 2013). 

4.1.1 Purposive Sampling: 

Data gathering in research is crucial for providing a deeper understanding of the theoretical 

framework (Bernard, 2002). The method utilized for selecting the data sample is key for obtaining 

accurate results therefore, prudence in participant selection is imperative (Tongco, 2007). The 

technique used for the data sample selection is the purposive sampling technique due to its 

deliberate choice of a participant based on qualities that the participant possesses (Etikan, Musa, 

& Sunu, 2016). This technique is primarily used in qualitative studies and does not require a set 

number of participants or an underlying theory. In simple terms, the researcher will find people 

who can provide the most value to the study based on their knowledge or experience (Bernard, 
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2002). Moreover, the participant’s availability and willingness to participate in this study is equally 

important to their knowledge and experience from the researcher perspective (Spradley, 1979). 

The participant should be well informed of the study and has the ability to openly communicate 

their experiences and knowledge in an articulate manner. Contrastingly random sampling, must 

include a set number of participants with different backgrounds and cultures which is different 

than purposive sampling where the whole study is built around people who are homogeneous in 

their characteristics and ability to assist the relevant research (Etikan, Musa, & Sunu, 2016). For 

the first phase of this research purposive sampling is conducted based on the below criteria and 

participants were found through the help of social media and connections.  

4.1.1.1 Interview inclusion criteria: 

The participants were selected under 5 criteria in order to provide the most value and benefit for 

the research: 

CRITERIA REASON FOR CRITERIA 

AT LEAST 2-YEARS 

EXPERIENCE USING 

INSTAGRAM 

 

A 2-year period is enough for a person to grasp all the Instagram 

tools and develop a solid following of brands.  

YOU HAVE A 

LIKING/PASSION FOR 

FOOD ON INSTAGRAM  

In order to support the Instagram algorithm and have regular food 

advertisements as part of their feed.  

PARTICIPANT MUST 

BE AN ARAB  

The study is about the Arab consumer in particular, hence the 

participant must be an Arab. 

MUST BE 21 YEARS OF 

AGE OR ABOVE  

In most Arab countries the legal age is 21years or above hence in 

order to remain aligned with the law the participant selection was set 

out as 21. 

 

Table 2: Interview Inclusion Criteria 
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4.2 Focus groups’ objective:  

The focus groups’ objective is to investigate, what attracts consumers’ attention in a cluttered 

setting to a pre-launch Instagram marketing campaign in the food and beverage sector. The need 

for conducting interviews stems from the lack research in the field of pre-launch marketing. The 

research gaps demonstrated in (Table 1) justify the need for more investigation in the matter, 

furthermore as this research follows an abductive approach, focus group interviews will provide 

much needed knowledge to the existing gaps that will enable the researcher to build upon the idea 

of pre-launch marketing in the middle eastern food & beverage sector. Purposive sampling was 

selected for the reason that participants should be well informed of the study and have the ability 

to openly communicate their experiences and knowledge in an articulate manner. The subjects 

voluntarily participated via Instagram story and through personal connections that fit the 

participant criteria which is mentioned further in the report. 

4.2.1 Focus groups’ characteristics: 

Data was collected in this study through five semi-structured focus groups. Semi-structured groups 

were selected because they provide greater depth of information and allow more flexibility for the 

participants which is required when investigating a topic with limited knowledge (Blee & Taylor, 

2002). Although there isn't a set number of focus groups that is always appropriate Krueger (1994), 

one of the most renounced authors in the field of qualitative research argues that focus group 

research should consist of at least three groups and the interview guide's objective should consist 

of facilitating group discussion, encouraging interest in the research topic, and guaranteeing that 

all necessary data is gathered (Dilorio et al., 1994).   

The group size for this study consisted of six participants. The literature has a varied opinion as 

there is no hard and fast rule when it comes to sample sizes. Different studies have reported 

variations ranging from four participants (Krueger, 1994; Seggern & Young, 2003), five 

participants (Morgan, 1988; Ruyter, 1996), or from six to eight participants (Leito and Vergueiro, 

2000; Evmorfopoulou, 2007). Furthermore, according to Ruyter (1996), "middle-sized" groups of 

eight to ten produce the best outcomes in terms of the caliber of ideas and participant satisfaction. 

However, the researcher has embraced the recognition in Prince & Davies' (2001) research that 

"small-sized" groups of 4 to 6 may be productive since they encourage members to participate in 
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the discussion, resulting in the generation of a significant number of unique ideas on the topic at 

hand within a set amount of time. 

Before initiating the data collection, focus group questions and instruments were piloted with a 

group of five senior bachelor’s students. A pre-testing or "trying out" of a certain research 

instrument is considered a pilot study (Baker, 1994). Conducting a pilot study has the benefit of 

providing early warning regarding potential failure areas for the main research project, potential 

protocol violations, and the suitability of suggested methodologies and instruments (Van 

Teijlingen & Vanora, 2002). For this research, the pilot study resulted in reducing the questions 

from thirteen to ten questions since some of them had little to now value in correlation with the 

focus group objectives. Some questions were also subject to minor alterations in order for the them 

to be more open ended and aligned with the objectives.   

For the main study, the researcher invited the participants to a meeting room with a recording 

device and were offered refreshments. The procedure of gaining consent was fairly straight 

forward. The Brunel research ethics online department (BREO) were sent the consent form, 

participation sheet, and questions for focus groups interviews well in advance. After receiving 

approval from the BREO to conduct the study, the primary researcher did all interviews by himself 

in English, and he also moderated the focus groups in English. Semi-structured interviews were 

employed to direct the conversation. The research aim and objectives formed the questions that 

were asked in the interviews. 

4.2.2 Group Demographics: 

Group # Gender Nationalities Age 

Focus group 1 

Total Participants: 6 

All of the participants 

were male. 

Three were Syrian, 

two were Palestinian, 

and one was Egyptian 

(25-30) 

Focus group 2 

Total Participants: 6 

All of the participants 

were female. 

Five participants were 

Kuwaiti, and one was 

Jordanian. 

 

(21-24) 
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Focus group 3 

Total Participants: 6 

All of the participants 

were male. 

Five participants were 

Kuwaiti, and one was 

Bahraini.  

(22-26) 

Focus group 4 

Total Participants: 6 

Two participants were 

female while the rest 

were male 

Two participants were 

Palestinians, two were 

Egyptian, and two 

were from Saudi.  

(27-32) 

Focus group 5 

Total Participants: 6 

Three participants 

were female while the 

rest were male 

Two participants were 

Saudi, and the rest 

were Kuwaiti and 

Lebanese.  

(23-30) 

Table 3: Focus Group Demographics 

Recent studies on the age distribution of Instagram users reveal that the age range with the largest 

number of Instagram users is between 18 and 24 years old (Oberlo, 2024), with over one-third 

(31.7%) of all Instagrammers falling into this category. 30.6% of Instagram users are in the 25–34 

age group, which comes next. That is to say, over three-quarters of all Instagram users are between 

the ages of 18 and 34. Thirteen percent of Instagram users are between the ages of thirty and forty-

four, making them the third largest age group. The next age group is 45–54, with 8.7%, while the 

next oldest age group is 55–64, with just 4.6%. The percentage of Instagram users 65 and older is 

just 2.9%. As demonstrated in the group demographics (Table 3) the age range for focus group 

participation was intentionally selected between (21-32) since this range represents the vast 

majority of Instagram users worldwide (Oberlo, 2024).  

 

4.3 Thematic Analysis: 

In thematic analysis, the body of data, such as interview transcripts or news stories, are used to 

identify ideas that recur, which you explain by an existing theory or theories. It organizes and 

describes your data set in (rich) detail. However, frequently it goes further than this, and interprets 

various aspects of the research topic (Clarke & Bruan, 2017). According to this research, thematic 

analysis was used instead of other approaches such as (grounded theory, narrative analysis) due to 

its abductive nature. As aforementioned, the main theories that suit the research objectives were 

identified prior to the data collection phase. Contrastingly, grounded theory methodology that, in 

the words of its founders, is used to "find a theory from data" (Glaser & Strauss, 1967, p. 1). This 
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suggests that in grounded theory the researcher constructs a new "theory" based on empirical 

evidence gathered in the field rather than focusing on testing hypotheses taken from pre-existing 

theoretical frameworks. As a result, these data are purposefully given precedence over current 

theoretical ideas. In order to suit the nature of this study, the data collected from the focus group 

interviews was transcribed and arranged into themes and patterns that were compared to the 

existing theoretical framework in order to test its validity. 

4.4 Data Analysis: 

Research Aim: To explore the Pre-Launch marketing communication model. 

Research Objectives: Based on the research aim the below objectives were established.  

1. What is the role of bottom-up attention (schema incongruity theory and signaling theory) 

within the model? 

2. What are the factors leading to a successful Pre-Launch marketing campaign and how do 

these factors interact? 

3. To empirically validate the Pre-Launch marketing communication model. 

NVivo 12 was used to analyze each qualitative data set separately. Based on the deductive coding, 

thematic analysis was then conducted to examine the open-ended replies from the interview 

participants. Additionally, rather than focusing primarily on individuals within the group, the 

developing themes were examined with a group as a whole (Krueger, 1994). It was accepted that 

the emerging data wasn't just a representation of individual viewpoints, but rather that it was 

largely a cooperative effort of these groups (Smithson, 2000). Particular focus was placed on how 

and whether the groups create common ground as well as how individual individuals add to this 

ground. As a result, analysis emphasized the discussion's topics and the dynamics of group 

interactions whilst coding. To create theory-centric conceptions, the first-order concepts were 

compared to recent literature (i.e., second-order themes). In order to find parallels and contrasts 

with earlier studies on the subject and so help advance the theory on pre-launch marketing, this 

comparison also served to ensure transferability. It is significant to emphasize that our goal was to 

examine how our findings built on prior findings rather than to reproduce them. After that, based 
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on second-order themes, aggregate dimensions were created, which were then combined with first-

order concepts, second-order themes, and secondary data to create a compendium. 

 

 

The above questions were made to assist the researcher gain a deep understanding about pre-launch 

marketing in the middle east whilst focusing on attention drivers that capture consumer attention 

in the food and beverage sector on Instagram. The scarcity in the literature was the reasoning 

behind following this approach as the researcher needed more information about the targeted 

market before proceeding with hypothesis development and the theoretical framework.  

Section  List of questions 

Intro questions  From your experience, what distinguishes the Arab consumer in terms 

of their food choices compared to other ethnicities?  

 Have you noticed any changes about the food & beverage sector in our 

present time compared to 15 years ago? 

 

Transition questions  How does Instagram assist you in getting to know a restaurant?  

 What restaurants do you follow on Instagram and why do you follow 

them?  

 Are you aware of any food brands on Instagram (past or present) that 

haven’t opened yet, however you highly anticipated them? If yes, can 

you explain why you were excited about them? 

 

Core questions  In order for a restaurant’s pre-launch campaign to have a huge impact 

on the general public what do you believe it should have (on social 

media, outside social media) in order to capture attention? 

 Do you believe social media platforms such as WhatsApp can be 

effectively used to build brand awareness? If yes, explain how you 

would do it? 

 In your opinion what are some of the things about a restaurant’s 

Instagram page that may influence you to follow them? To answer this 

question could you please open your phones and demonstrate detailed 

examples what food content appeals to you and what are some of the 

things you dislike. 

 

Closing comments  On a scale of 1 to 5 how likely are you to purchase food from an account 

that you have already followed? Are there any factors that may influence 

your purchase intention after following the account? 

 

Table 4: Interview Questions 
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Initial themes within the findings were acquired utilizing thematic analysis after the audio 

recordings of the respondents were first transcribed (Spiggle, 1994). A theme could be described 

as a code or a code that "...transcends any one code and is made up out of groups of codes" in the 

context of a qualitative investigation (Bryman & Bell, 2015, p. 599). 

Additionally, a theme is essentially a way for the researcher to organize the data in a way that is 

pertinent to the study topic, giving the researcher a better theoretical grasp of the data collected 

and contributing to the theory in the literature already in existence (Bryman & Bell, 2015).  

Second, in order to code for purposes in NVivo, core themes (or more abstract themes that have 

emerged) like "Excitement in Pre-Launch," "Influencer Status," and sub-themes like "Diversity in 

Ethnicities," "Changes in Consumers," were highlighted. Initially, relatively loose boundaries were 

established in order to prevent over-categorizing and data fragmentation. According to Ryan and 

Bernard (2003), when looking for themes in a qualitative data set, the researcher should pay 

attention to the following: repetition of topics covered, indigenous typologies or categories used 

by locals in an unfamiliar way, metaphors and analogies, examples of transitions between topics, 

similarities and differences in cases, as well as linguistic connectors like "since" and "because," to 

identify potential causal relationships (Ryan & Bernard, 2003). 

In order to reflect on which terms have an umbrella effect on others using the data and guided by 

existing literature, some nodes were given "parent" status while others were given "child" status, 

for example, "Advertising in Pre-Launch" (parent node), which was encapsulated by child nodes 

like "Enhance Market Understanding, Brand Awareness, Building consumer brand connection."  

Since this was a very thorough and long list of nodes the researcher has come across whilst 

interviewing the participants, axial coding was then utilized to reassemble the data in new ways 

(Collis & Hussey, 2013) achieved by reflecting on the initial set of nodes and sequentially 

connecting the nodes to contexts, consequences, interaction patterns and causal relationships e.g. 

Ironic Native Advertisements were found to moderate the attention of Instagram users, which in 

turn contributed towards consumers’ intention to explore the brand.  
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4.4.1 Axial Coding 

Axial coding is defined by Strauss and Corbin (1990) as “a set of procedures whereby data are put 

back together in new ways after open coding, by making connections between categories. This is 

done by using a coding paradigm involving conditions, context, action/interactional strategies, and 

consequences. Firstly, open coding separates the data into categories to reassemble the data, 

secondly, axial coding connects the categories with the sub-categories. This coding process is 

concerned with building categories related to a (phenomenon), in this case that phenomenon is 

capturing attention in a pre-launch marketing campaign through categories such as incongruent 

ads and opinion leaders. By using axial coding, Strauss and Corbin claimed they had deviated too 

much from the fundamentals of grounded theory to still call it grounded theory. This coincides 

with the qualitative phase of this study, as the primary categories were already established before 

connecting the sub categories. As mentioned prior, a deductive approach was followed in building 

the primary categories before conducting the focus group interviews.  

4.4.2 Selective Coding:  

The third level of coding is selective coding. It allows the researcher to choose and incorporate 

ordered data categories from axial coding into coherent phrases that are rich in meaning. “Selective 

coding continues the axial coding process at a higher level of abstraction through actions that lead 

to an elaboration or formulation of the story of the case” (Flick, 2009, p. 310). The process of 

selective coding enables further data refinement, choosing the primary thematic category, and then 

methodically matching the primary theme to other categories that have been selectively coded 

which is crucial to enabling the story or case to emerge from the data categories. “The 

conceptualization of the yield from the selective coding as a ‘case’ or ‘story’ is significant as it 

provides researchers with flexible and multi-type vehicles for codifying and presenting study 

results” (Strauss & Corbin, 1998, p. 158). For example, selective coding assisted this study in 

linking the primary categories from the axial coding to the objective of this study. This enabled 

the researcher to extract the focus group findings and verify the conceptual framework (Figure 5).  

4.5 Findings: 

In this section, the first & second order are constructs are found through the focus groups’ data, 

and the literature is used to build the aggregate dimensions.  
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Firstly, the focus group discussions all came to an agreement that Instagram is the number one 

platform for rating a restaurant before dining in or ordering. If a restaurant or food brand has a 

poor Instagram presence, customers will occasionally avoid them (Sheth, 2017). Therefore, food 

businesses using Instagram need to effectively communicate their products. 

 

Usually before going to any restaurant, I would check their feed on Instagram to check the 

menu before going and also check the atmosphere. So, once we go there, we usually know what to 

order and what to not buy there. We also check customers’ reviews or pictures 

 That are shared sometimes. And stories. And yeah, that's all. 

Group3-Participant1 

 

One of the other features of Instagram that helped me discover new restaurants and 

restaurants according to my taste is that the algorithm generates certain food posts. Instagram, 

has a feature that alternates the posts, according to your let's say text, so I see a lot of photos of 

sliders, for example. Literally generates me a food feed. 

Group2-Participant6 

 

An emphasis was also made on how Instagram assisted restaurants in increasing their reach in 

comparison to 10-15 years ago where brochures and word of mouth was the way for small 

upcoming restaurants adding to that was the absence of the abundance of delivery services we have 

today.    

 

Maybe each house used to have this, at least for us, let's say, for my house, we used to have 

a file that contained all these restaurant brochures. So, this is maybe a big difference compared 

to today. Now you can go on Instagram, you can save these posts for the restaurants you like. 

Basically, Instagram is helping us find a link on the main page of the brand account in the bio, 

this link can directly take you to the ordering websites or to their delivery page on talabat. By 

pressing this link, you can directly start ordering. 

Group1-Participant4 
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So, the biggest factor that I think, I mean, the biggest change between 15 years ago, 20 

years ago, and now, it's really the introduction of these delivery services, these delivery services 

actually changed the entire game. You know, before you had to actually, you know, tell your father, 

please, you know, we want to grab a burger from McDonald's, and, you know, wait for a while, 

until you get it, but now, you know, you're on your bed, you wake up, you just press a button.  

Group5- Participant3 

 

In terms of advertising food that has changed drastically, it went from TV commercials and 

flyers to Instagram posts, promos, and Snapchat stories. That's one of the biggest changes that 

anyone in our generation would notice. 

Group1-Participant6 

 

4.5.1 Building a successful pre-launch campaign:  

With regard to capturing attention in pre-launch, the participants had numerous opinions, however 

they mainly focused on how teaser like advertisements need to be different by not only showing 

the food but also tell a story in a unique way. Teaser advertisements on Instagram are paid ads that 

are viewed by users within scrolling through the platform. In relation to the literature, the term 

used is native advertisements and is defined as a variety of innovative online paid advertising 

formats that aim to minimize interruptions to a consumer's online experience by displaying the 

advertising within-stream (Campbell & Marks, 2015). 

 

            They need to have, let's say, attractive teasers on their account that would allow me to visit 

their page. Something that will stop me from scrolling. 

Group1-Participant3 

 

Yes, teasers are something really nice and what we just watched was really good grab 

attention video since it diverted us from just food and told a story. 

Group1-Participant4 
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I prefer seeing fresh ads on my feed when it comes to food, something that divert you away 

from just food, because in the end, the restaurant business is very competitive and what you're 

trying to do is attract people, and your social media platform is important. 

Group4-Participant2 

 

Instagram is considered among the leading advertising platforms for small to medium enterprises 

(SMEs), however users are currently bombarded with advertisements and tend to view only a few 

of them. Therefore, to break through the clutter, marketers need to design ads that can stop users 

and hold their attention long enough to process the ads cognitively before scrolling up or down to 

see other photos (Lee & Kim, 2020). The participants carried on and explained the type of teasers 

that capture their attention.  

 

When I saw a teaser about a new coffee shop. Okay, so what I saw as user is that they are 

in the desert and like the guy is wearing our traditional clothes? And I thought, hmmm I don't 

know this is really attracting me. Because I like the clothes. So yeah, really? And the way of 

watching the modern presentation of our culture and it's really nice. When I went to the coffee 

shop it's reached my satisfaction really even the way of serving. 

Group2-Participant5 

 

Something fun, something ironic a song maybe or dance. For example, there was a show 

called Hamad show I believe. Yeah, they shot a video walking in the streets wearing masks. Okay, 

so it was also controversial because they were unlike what were used to. When he came out and 

saying it's just marketing for my show, there's nothing that's going to happen don’t worry. 

Group2-Participant3 

 

A restaurant I know made it suspicious, because they said, Yeah, we're not going to 

announce the location. We're not going to finalize the menu you are going to do that. You should 

come and visit us and they gave a simple hunt experience for the restaurant with some hints on the 

location. Many people who were really into it because it is different than what we usually see. 

Group3-Participant2 
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4.5.2 Attention Drivers: 

The emphasis on irony did not go unnoticed, although irony wasn’t mentioned numerously in their 

responds, they were all in agreement about how advertisements that convey a meaning distinct 

from the one it pretends to deliver are very attractive. According to Stern (1990), irony in 

advertising is "any remark that conveys a meaning distinct from the one it pretends to deliver,". 

Irony relates immensely to Schema Incongruity theory which is the condition in which a person's 

prior knowledge about an object does not coincide with what they are currently recognizing about 

the thing (Mandler 1982). Since the objective of this thesis is unveil what captures consumer 

attention in a cluttered environment, it is equally important to understand what type of cognitive 

processing should be activated in relation to those teaser advertisements. The participants 

mentioned (irony) as their key factor to luring attention, which coincides with the activation of 

bottom-up processing. Bottom-up attention is not arbitrarily decided. Even when a participant had 

no intention of paying attention, salient stimuli will draw attention (Schreij, Owens, & Theeuwes, 

2008). In the case of this research, the salient stimuli was irony. 

 

Another factor that triggered their curiosity about upcoming independent restaurants was the use 

of social media influencers.  Influencer marketing, at its core, is a form of social media promotion 

that relies on recommendations and mentions of products from influencers people who have a 

sizable social media following and are recognized as specialists in their field (Chen, 2020). When 

compared to the expense of making banner ads, television ads, outdoor ads, etc., which are always 

an investment layer on top of the media expenditure, influencer marketing is quite inexpensive 

(Ahmad, 2018; Bevilacqua, 2018). 

 

Umm, I think as aaya said that there are lots of bloggers and influencers. So, imagine any 

new coffee shop or restaurant, the owner uses those influencers and gives them an invitation or 

pays them to build pre-launch hype. Imagine inviting like 10 or 15 influencer and all of them talk 

about the same restaurant as each other and every influencer has more than 1000 followers. So, 

it's like moving from account to another. 

Group3-Participant1 
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It's as simple as just inviting a couple of social media influencers to the pre-launch and 

just have them do their thing with the stories and the tags and the hashtags and all of that? That 

would? I do believe that would be enough if you got if you got, let's say, two influencers with like, 

a million followers. I mean, let's say half of them are gonna see it. Let's say half of those followers 

are gonna try it. You know what I mean? Yeah, so yeah, you would get decent numbers out of it. I 

mean, it's, I believe it is the most efficient way. Alright, it wouldn't grab my attention but I still 

believe it is the most effective. 

Group2-Participant5 

 

4.5.3 Using Opinion Leaders in Campaigns: 

According to the participants, the opinion leaders that are most trusted are the food bloggers and 

to be more specific they mainly referred to chefs due to their expertise in the food sector. Opinion 

leadership is a crucial component of marketing communications since it is essential for the 

adoption of new products and the dissemination of related information (Chan & Misra, 1990; 

Wang, Ting, & Wu, 2013). According to Leal, Hor-Meyll, and de Paula Pessôa (2014), opinion 

leaders should possess at least one of the following characteristics: be recognized as an expert on 

a product or service; be an engaged member of an online community; participate frequently and 

significantly; or be regarded by other users as having good taste in regards to purchasing decisions. 

 

To me, it's not really important how they market the product compared to who markets 

the product. Sometimes I don't go to a specific restaurant just because I see a specific influencer, 

that is for example, known for his or her posts not to be trusted.  

Group2-Participant4 

 

Yeah. No, I don't follow many restaurants on Instagram. I tend to follow chefs because they 

rate each dish and their way of promoting is attractive. 

Group1-Participant1 

 

Yeah, I actually follow quite a few restaurants, but I also like following food bloggers. For 

example, one of them is a blogger and he's a chef at the same time. The reason I follow them is 

because they make the food look delicious and they can be trusted from experience. So, for 
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example, briskets, I have never tried it before. And I saw some videos made by a food blogger I 

follow. And I thought that it would be so delicious. And when I went to Abu Dhabi, I just searched 

for the brisket restaurant, that he mentioned and made a visit and it was amazing. 

Group3-Participant1 

 

I wouldn't go and visit a restaurant directly unless I see someone's opinion. Someone that 

I trust, like, for example, you do see sometimes famous social media people advertising for the 

food. Unless I see an expert’s opinion on food or my friend's opinion on that restaurant, I would 

not visit and eat from that restaurant. 

Group5-Participant1 

 

4.5.4 Intention to Engage and Purchase: 

According to the above, participants showed that they are attracted to ironic advertisements and 

opinion leaders who are trusted and recognized as experts in the food & beverage sector. 

Furthermore, they also demonstrated their willingness to explore the brand after their attention was 

captured. Lastly the participants were asked to provide a score out of 5 on how likely they’re to 

follow the restaurant after exploring their page. The series of stages the participants described after 

being attracted by an advertisement is similar to the stages of (AIDA Theory). Below are some of 

their scores out of five on how likely they are to follow the food brand if it meets the above criteria. 

 

it'll be for me 4.75. 

Group2-Participant5 

 

Right? Okay, I would say four out of five, not five. Because most of the accounts I follow 

them to keep track of like for later on, for example, when the right time comes, for example, thick 

restaurant, I would I follow it because I know that the when they release a certain item, I want to 

know when it says and I want to go. But anyhow, usually most of the time, I mean 10 out of 10 I 

would go and order for them. That's why I follow them, just to make sure not forget their name not 

forget other four out of five. 

Group4-Participant2 
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A five most of the time. I usually save posts and I try to order that will take time to go 

through the list 

Group1-Participant5 

This question led to some straight forward answers, however an interesting action that was not 

accounted for before conducting the interviews was shared. The majority of the participants 

preferred saving the post by the brand or the influencer rather than follow the restaurant for the 

following reasons:  

 

It's not really interesting to keep seeing the same product. Even if it was marketed in 

different ways, it is still the same sandwich or same steak. So just saving that for later is all you 

need. 

Group3-Participant4 

 

For me, I don't follow any kind of restaurants. I more I'm more into saving the posts, saving 

the post for later. Like, that's what attracts me the most like whenever I see a good restaurant or 

a good dish, I just save it so I can try it later instead of seeing repetitive content. 

Group4-Participant2 

 

Yes, yes, definitely. You're absolutely right. I do that. I do that I save the post, but I tend 

to not follow but you're absolutely right. I have actually many posts saved for food, amazingly 

looking steaks, expensive dishes. Yeah. 

Group4-Participant4 

 

           I think at least 100 saved. Yeah. I mostly save posts. And what I typically do is that, for 

example, the meal I want to Try in a certain restaurant, I would save that specifically on that, and 

you save the post of that specifically, you know, sometimes they post a picture of certain burger or 

a certain I mean, I'd say whenever I just want to order food, I go through the saved posts. 

Group1-Participant1 
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Table 5: Key Coding Constructs 

 

 Exert 

First 

order code   

Second 

order code 

Final 

construct 

 

“They need to have, let's say, attractive teasers on 

their account that would allow me to visit their 

page. Something that will stop me from scrolling.” 

 
“Yes, teasers are something really nice and what 

we just watched was really good grab attention 

video since it diverted us from just food and told a 

story.” 

 

 

 

 

 

Teaser 

video ads 

 

 

 

 

 
Native ads 

 

 

 

 

 

 

 

 

 

 

 

 

Ironic Ads “When I saw a teaser about a new coffee shop. 

Okay, so what I saw as user is that they are in the 

desert and like the guy is wearing our traditional 

clothes? And I thought, hmmm I don't know this is 

really attracting me. Because I like the clothes. So 

yeah, really? And the way of watching the modern 

presentation of our culture and it's really nice.” 

 

“Something fun, something ironic a song maybe or 

dance. For example, there was a show called 

Hamad show I believe. Yeah, they shot a video 

walking in the streets wearing masks. Okay, so it 

was also controversial because they were unlike 

what were used to. When he came out and saying 

it's just marketing for my show, there's nothing 

that's going to happen don’t worry.” 

 

 

 

 

 

 

 
 

Ads not 

just about 

food 

 

 

 

 

 

 

 

 
Sarcasm 

 

“Umm, I think as aaya said that there are lots of 

bloggers and influencers. So, imagine any new 

coffee shop or restaurant, the owner uses those 

influencers and gives them an invitation or pays 

them to build pre-launch hype. Imagine inviting 

like 10 or 15 influencer and all of them talk about 

the same restaurant as each other and every 

influencer has more than 1000 followers. So, it's 

like moving from account to another.” 

 

“It's as simple as just inviting a couple of social 

media influencers to the pre-launch and just have 

them do their thing with the stories and the tags and 

the hashtags and all of that? That would? I do 

believe that would be enough if you got if you got, 

let's say, two influencers with like, a million 

followers. I mean, let's say half of them are gonna 

see it. Would get decent numbers out of it. I mean, 

it's, I believe it is the most efficient way. 

 

 

 

Large 

Following 

 

 

 

 

 

 

 

 

 

 

 

 

Macro 

Influencers 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Opinion 

Formers 
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Exert First 

order code   

Second 

order code 

Final 

construct 

“To me, it's not really important how they market 

the product compared to who markets the product. 

Sometimes I don't go to a specific restaurant just 

because I see a specific influencer, that is for 

example, known for his or her posts not to be 

trusted.” 
 

 

“Yeah. No, I don't follow many restaurants on 

Instagram. I tend to follow chefs because they rate 

each dish and their way of promoting is attractive.” 

 

 

 
 

 

 

 

Trust and 

Expertise 

 

 
 

Chefs 

 

Food 

bloggers 

 
Social 

Media  

Influencers 

 

 

 

 

 

Opinion  

Formers 

it'll be for me 4.75. 

 

Right? Okay, I would say four out of five, not five 

 

a five most of the time. I usually save posts and I 

try to order that will take time to go through the 

list 

 

 

 

 

 

 

Purchase 

 

 

 

 

 
Intention to 

Purchase 

 

 

 

 
Intention to 

Purchase 

 

I usually save posts and I try to order that will 

take time to go through the list 

it's not really interesting to keep seeing the same 

product. Even if it was marketed in different ways, 

it is still the same sandwich or same steak. So just 

saving that for later is all you need. 

 

 

For me, I don't follow any kind of restaurants. I 

more I'm more into saving the posts, saving the 

post for later. Like, that's what attracts me the 

most like whenever I see a good restaurant or a 

good dish, I just save it so I can try it later instead 

of seeing repetitive content. 

 

 

 

I think at least 100 saved. Yeah. I mostly save 

posts. And what I typically do is that, for example, 

the meal I want to Try in a certain restaurant, I 

would save that specifically on that, and you save 

the post of that specifically, you know, sometimes 

they post a picture of certain burger or a certain I 

mean, I'd say whenever I just want to order food, I 

go through the saved posts 

 

 

 

 

 

 

 

 

 
Saving 

Posts 

 

 

 

 

 

 

 

 

 
Form of 

Engagement 

 

 

 

 

 

 

 

 

 

 

Intention to  

Engage 
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The theoretical foundation of this research evolved over time by the broader conceptual 

underpinning of salient stimuli that impact the activation of schema incongruity theory in cluttered 

advertising. As this research follows abductive reasoning, the majority of first order codes were 

identified prior to beginning the focus group interviews, however some codes that led to the final 

constructs (irony, opinion leaders) were identified after conducting the interviews, those codes 

were assisted in identifying the attention drivers needed to complete the pre-launch marketing 

communication model. The researcher referred back to the literature to find appropriate 

theoretically defined terminologies that captured the concepts of the aforementioned constructs. 

For instance, teaser video ads, according to Campbell & Marks (2015) is named native 

advertisements in the literature. Ironic advertisements in the context of this research is defined as 

ironic advertising as an advertisement that uses a headline that deviates from the viewers' common 

understanding. To capture irony, the researcher derived two codes in the first round of coding: 

(teaser video ads, native advertisements) and two codes in the second round of coding: (ads not 

just about food, sarcasm). Subsequently, all the codes were compared with the literature and 

“Ironic ads” could be captured by what is described in the literature as “Irony”. In similar context, 

opinion leaders are those who have the power to influence other people's beliefs, attitudes, or 

actions. The contruct of opinion leadership was derived through two rounds of coding. The first 

round of codes consisted of (trust and expertise, chefs, food bloggers, social media influencers) 

and the second round codes consisted of (large following, macro influencers) where the first was 

considered as a first order code and the latter as a second order code. Accordingly, the prior codes 

were compared with the literature and “Opinion Leadership” could be captured by what is 

described in the literature as “Opinion Leaders”. Prior to beginning the interview process 

constructs such as (dark social, and corporate logo) were identified as drivers of attention, however 

after completing the data collection through open ended non leading questions, participants 

favored irony and opinion leadership as independent variables that positively influence the 

intention to explore. 
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- Instagram is the number one platform for rating a 

restaurant. 

- Instagram assisted restaurants in increasing their 

reach compared to the past. 

 

 

 

- Teaser like advertisements need to be different   

- Showing the food but also tell a story in a unique 

way 

- Users are currently bombarded with 

advertisements and tend to view only a few of them. 

- Marketers need to design ads that can hold 

attention 

- Advertisements that convey a meaning distinct 

from the one it pretends to deliver are very 

attractive. 

- Independent restaurants must use social media 

influencers. 

- Trust is a key element in selecting influencers 

- Consumers are willing to explore the brand after 

their attention was captured. 

- Consumers prefer saving the post by the brand 

rather than follow specially if they offer something 

different in terms of experience. 

Irony 

Intention 

to Explore 

Opinion 

Formers 

- Teaser like advertisements on 

Instagram that are unique are key 

for upcoming restaurants. 

 

- Influencers used for marketing 

upcoming restaurants must be 

experts in their field. 

- Following a brand or saving a 

brand post is considered the same 

action by consumers 

- Consumers are more interested in 

trying new cuisines, food, 

atmosphere.   

Bottom-up  

First Order Codes Themes Conceptualization 

- To break advertisement clutter, 

consumers’ attention must be 

captured.   

Native 

Advertisements 

Attention 

Celebrity Chefs 

Food Bloggers 

Social media 

Influencers 

Behavioral 

Intention 

Intention to  

Purchase 

Development of 

Conceptual Model 

Intention to  

Engage 

Figure 5: Systematic thematic analysis process: A novel six-step process for conceptual model development in qualitative research 

(Naem et al. 2023) (Steps 1&2, Selection of Quotations & Keywords) were conducted in the previous table 5 



 78 

4.6 Hypothesis Development:  

The findings from the qualitative section enabled the researcher to proceed with developing the 

hypothesis for this research as focus group interviews filled the gaps in the literature about pre-

launch marketing, and attention drivers for middle eastern consumers. As mentioned earlier the 

initial motivation for gathering exploratory qualitative data was influenced by the lack of studies 

that recognizes pre-launch marketing or how it may be conceptualized as such (Kim & Hassens, 

2016; Yang et al., 2020); as well as the dearth of empirical data found in cluttered social media 

marketing environments (Leung et al., 2022; Kim & Kim, 2018; Nafees et al., 2021). Furthermore, 

as this thesis follows an abductive research philosophy some elements of the conceptual were pre-

identified prior to conducting the focus group interviews and then further verified afterwards. This 

assisted the researcher in building the theoretical framework and developing the hypothesis that 

will undergo empirical validation in chapters 5 and 6.  

 

Pre-launch marketing is applicable to industries with short life cycles, such as video games, 

movies, and new phones such as the iPhone. These industries frequently see high demand 

following launch, but the peak in demand is typically followed by a sharp decline in sales 

(Burmester et al., 2015). Furthermore, several companies in certain sectors (like Apple and Warner 

Bros.) have a reputation for introducing new products, however their brands remain well-known 

(Little, 2022). There is an abundance of studies on pre-launching a product or service by an existing 

brand, contrastingly research on emerging SMEs are scarce and require further investigation. It is 

considered counter-productive for new businesses to apply post-launch strategies during the pre-

launch period (Rathore & Ilavarasan, 2020). Pre-launch marketing is all about creating anticipation 

and discussion about what's to come, whereas post-launch marketing might reflect user opinions 

on social media following product or service testing. In order to build a successful prelaunch 

campaign, the qualitative findings confirm the significance of Instagram for marketing, and how 

it became a necessity for new businesses. Using teaser ads also known as sponsored ads on 

Instagram is a common marketing strategy for businesses however, this can create irritation for 

consumers. The vast majority of participants agreed that their Instagram feed is flooded with 

sponsored ads on a day to day basis, and they rarely pay attention to any of them. Once asked about 

ads that would capture their attention, the researcher encountered the following answers 

repetitively (ads that spark controversy) (ads that are funny or sarcastic) (ads that begin with 
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something other than food). All those answers correlate with irony, hence it appeared that middle 

eastern consumers prefer ironic ads over other types of ads. Irony in advertising is "any remark that 

conveys a meaning distinct from the one it pretends to deliver" (Stern, 1990). Furthermore, 

participants emphasized on how important it is for the advertisement to capture their attention in 

order for them to explore the brand and obtain more information. According to this, a comparison 

between traditional ads and ironic ads is required to empirically validate the effectiveness of irony.   

 

H1a: Attention to ironic ads has a direct positive relationship on intention to explore  

H1b: Attention to traditional ads has a direct positive relationship on intention to explore 

 

 

In parallel, the participants emphasized on the importance of using trusted social media influencers 

as part of the pre-launch advertising campaign. Fundamentally, influencer marketing is a type of 

social media advertising that depends on product endorsements and mentions from influencers—

people with a substantial social media following who are regarded as opinion leaders in their 

industry (Chen, 2020). Influencer marketing is quite affordable in comparison to the cost of 

creating banner ads, television ads, outdoor ads, etc., which are always an additional investment 

layer on top of the media expenditure (Ahmad, 2018; Bevilacqua, 2018). Due to its affordability, 

numerous businesses relay on influencers to lure consumers, however it seems that there are still 

a lot of unanswered questions regarding what aspects of they require to influence the brand 

attitudes of their followers among academics and practitioners (Nafees, et al., 2021). The focus 

group interviews, identified several types of opinion leaders namely (celebrity chefs, food 

bloggers, and social media influencers) whom all have an influence over their followers on 

Instagram. Once asked about the characteristics of their preferred opinion leaders, trust and 

expertise were the answers that were mentioned repetitively. In relation to their answers, empirical 

validation is required to identify which type of opinion leader is most suitable when it comes to 

pre-launch marketing campaigns.  

 

H2a: Food Bloggers have a direct positive relationship on the intention to explore 

H2b: Celebrity Chefs have a direct positive relationship on the intention to explore 

H2c: Social Media Influencers have a direct positive relationship on the intention to explore 
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After discussing their preferences on types of ads and opinion leaders, the conversation shifted 

back towards their Instagram engaging and purchasing experience. Luring customers to explore a 

brand is a challenge for new businesses in particular as they have no prior credibility (Vianna et 

al,. 2016). However, in the case that a business successfully has consumers in that exploratory 

phase, the following step would be brand engagement and that comes in different formats. 

Discussions between the participants demonstrate that (commenting, liking, or even following) are 

not forms of engagement they would indulge in. Middle eastern Instagram users are more discrete 

and prefer saving brand posts, or sharing posts with friends and family as mentioned repetitively 

by the focus groups. Furthermore, the form of content in the existing Instagram page does play a 

role in how likely consumers are to engage. Some participants mentioned (new experiences), (new 

type of food), (new cuisine) demonstrated by the brand can positively influence the relationship 

between their intention to explore and intention to engage. Novel foods are defined as new food 

products or cuisines that are unfamiliar to the common consumer (Torri, Tuccilo, Bonelli, Piriano, 

& Leone, 2020). According to the prior information more knowledge is required about favorable 

types of engagement and the role novel foods play between consumers’ intention to explore and 

intention to engage, hence the following hypothesis was established.  

 

H3: The intention to explore has a direct positive relationship on the intention to engage 

H4: Novel Foods moderates the relationship between intention to explore and the intention 

to engage 

 

Lastly, the participants were asked on how likely they are to purchase from a new restaurant after 

undergoing the prior stages starting from the type ads they prefer leading to brand engagement. 

The researcher received positive feedback justifying a relationship the intention to engage and 

intention to purchase, however the participants pointed out an interesting piece of information. The 

vast majority, preferred to make their restaurant purchases through websites or delivery 

applications as opposed to visiting the restaurant. According to this information the following 

hypothesis was developed.  
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H5a: The intention to engage has a direct positive relationship on the intention to purchase 

through restaurant visit 

H5b: The intention to engage has a direct positive relationship on the intention to purchase 

through delivery  

 

 

4.7 Summary: 

This chapter builds a bridge with the other phases (phase 2, phase 3) of the methodology. It has an 

emphasis on attention drivers that draw in customers in the food and beverage industry on 

Instagram, the aforementioned chapter assisted the researcher by providing a thorough grasp of 

pre-launch marketing in the Middle East. This strategy was chosen because there was a dearth of 

material in the literature and the researcher needed to learn more about the intended market before 

establishing the research hypothesis and theoretical framework. The participant selection for the 

focus group interviews was conducted through purposive sampling, as they had to meet a specific 

criterion for participation. The data was coded deductively as this research follows an abductive 

approach. Some codes were established prior to data analysis as part of the open coding stage that 

was then followed with axial, and selective coding. The findings provided the needed information 

for the researcher to finalize the theoretical framework (figure 6). The reasoning behind the 

theoretical framework is then explained in the hypothesis development section. 
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Figure 6: Pre-Launch Marketing Theoretical Framework 

 
H1a: Attention to ironic ads has a direct positive relationship on intention to explore  

H1b: Attention to traditional ads has a direct positive relationship on intention to explore 

H2a: Food Bloggers have a direct positive relationship on the intention to explore 

H2b: Celebrity Chefs have a direct positive relationship on the intention to explore 

H2c: Social Media Influencers have a direct positive relationship on the intention to explore 

H3: The intention to explore has a direct positive relationship on the intention to engage 

H4: Novel Foods moderates the relationship between intention to explore and the intention to engage 

H5a: The intention to engage has a direct positive relationship on the intention to purchase through restaurant visit 

H5b: The intention to engage has a direct positive relationship on the intention to purchase through delivery
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Chapter 5. Experiment Design (Phase 2): 

The interviews paved the way to understand pre-launch marketing, and eliminate constructs that 

were unnecessary such as the usage of independent variable WhatsApp advertising or moderator 

corporate logo. Participants provided re-assurance that the conceptual framework is viable and 

provided introduced the construct of opinion leaders to the researcher. More importantly they all 

came together when supporting incongruent ads to capture attention and recommended the use of 

irony hence further investigation was needed. The connection between focus group interviews and 

experiment design came through testing consumer attentiveness to ironic advertising. This was 

recommended by the vast majority of the focus group participants and that’s where the need for 

experimental design came from.   

The first section of the next chapter discusses how to operationalize constructs into practice. The 

chapter next turns its attention to phase 3 of the methodology, going over the experiment design, 

pilot study, experiment structure and results. The chapter ends with an explanation of the paired 

sample t-test along with a summary of the most important results from the Phase 2 study. 

5.1 Construct Selection:  

Selecting constructs is the bread and butter of any quantitative study and when creating them, the 

first step is to define (i.e., specify the meaning of) the target construct. The selection of objects to 

be included in the experimental item pool will be guided by a clear definition of the construct and 

its boundaries. There will be multiple sets of objects based on different construct definitions. In 

order to prevent the scale's content from unintentionally straying into other domains, it is important 

to understand where the phenomenon's boundaries lie (DeVellis, 1991). Additionally, a vague 

definition makes it difficult to decide which items should be included and excluded depending on 

their psychometric characteristics. Low correlations, for instance, between a questionnaire's 

individual items and its overall score may be the result of subpar items or items that evaluate a 

multidimensional construct. Items that have no predictive or explanatory potential as a result of 

the incorrect construct theory will lead to wasted time and resources (Streiner & Norman, 1995). 

Additionally, a precise and unambiguous description is necessary for the construct validation 

procedure, which examines whether the indicators accurately reflect the concept (Wallander & 
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Varni, 1992). For this thesis, all the constructs were defined accurately in relation to the story line 

behind the theoretical framework.  

5.2 Operationalizing Constructs: 

Miller et al. (2009) define construct operationalization as: “...the process of linking a construct 

definition to one or more specific, concrete indicators that can be measured...this can be 

challenging when there are no existing instruments to measure the construct” (Miller et al., 2009, 

p. 25). Phase 1 of this thesis (previous chapter) provides important first-hand consumer insights 

into how attention to Instagram advertising is driven in the middle east, laying a significant 

foundation from which future research may draw. When operationalizing a construct, especially 

when choosing the factors to use, Brace (2004) suggests: “...if there is no existing set of attitude 

or attribute dimensions that have been proven to represent the issues in the market under 

consideration, then they will need to be developed...ideally the dimensions should be developed 

through a preliminary stage of qualitative research, designed specifically to determine the range 

of emotions, attitudes and perceptions that exist and that are relevant to the study and its 

objectives. The principal purpose of the preliminary study is to provide the attitude dimensions 

that are to be measured for strength of agreement in the quantitative survey” (Brace, 2004, p. 99).  

The findings of Phase 1 form the core basis of attention to Instagram ads in the middle eastern 

food & beverage sector.  These findings enable the continuation of this methodology through 

survey and experiment design. Phase 2 of this study begins by adopting the use of experiment 

design to measure attention to ads, followed with a survey design in phase 3 to test the rest of the 

factors.  

5.3 Experiment Design for Measuring Attention: 
 

Experimental design begins by the specification of all aspects of an experiment. Selecting 

particular aspects that are dependent on the particular problem, the resources at hand, and 

understanding the purpose of the experiment. Before beginning the process of collecting data for 

an experiment, the motivations behind the experiment must be thoroughly considered and tested 

(Chaloner & Verdinelli, 1995). The motive behind conducting an experiment for this study is to 

measure what type of advertisements capture consumer attention on cluttered environments such 
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as Instagram. Bottom-up attention is a mental activity that is not arbitrarily decided. Even when a 

participant had no intention of paying attention, salient stimuli will draw attention (Schreij, Owens, 

& Theeuwes, 2008). In previous studies, the most common approach in measuring attentional bias 

was through eye tracking whilst watching videos or photos of different advertisements (Lee & 

Ahn, 2012). This study adopted the approach of Norris & Coleman (1992) along with some 

amendments to the approach in order to suit Instagram advertising.   

 

The subjects were informed that they are participating in an experiment concerned with "people's 

responses to Instagram advertisements". They were shown ten advertisements that feature a variety 

of products from the food and beverage. In order to test the effectiveness of irony in luring 

consumer attention in cluttered environments, they were presented with five ads that are 

considered traditional with no irony while the other five ads contained irony. 

 

5.3.1 Pilot Study 1 (Experiment):  

Prior to conducting the experiment, pilot study 1 was conducted with five participants, and some 

modifications were made in response to respondents' comments and the advice of experiment 

design experts, such as the addition of extra "ad recall" questions and changes to the layout to 

make it more user friendly. Nonetheless after receiving positive verbal comments about the design 

and relevancy of the items from the participants, the next stage was to proceed with pilot study 2 

along with the changes mentioned above and a very similar setting to the actual experiment design.  

 

5.3.2 Pilot Study 2 (Experiment):  

Twenty subjects (n=20) were invited to voluntarily participate in this experiment based on the 

same criteria from the qualitative study. Subject were presented with ten advertisements from the 

food and beverage sector through a large projector screen and then handed a tablet to answer 

questions related to those advertisements. Five ads had an ironic factor to them meaning they began 

by expressing an element that does not distinctly relate to food. The other five were traditional 

advertisements that originated well with consumer schema and had no irony. Furthermore, the ten 

videos were shuffled to avoid bias to any particular advertisement. According to Brown & 

Rothschild (1993) advertising clutter initiates at ten ads therefore this provides a justification for 
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selecting a total of ten in this research. The pre-experimental control check had established that 

the average viewing time for each subject was approximately 10 minutes; accordingly, after 

watching the videos the participants were asked to complete a five-minute online puzzle. The 

puzzle was used to provide more rigor the experiment by testing how strongly did ads resonate 

with the participants after undergoing a different activity. The questionnaires were handed out 

through tablets shortly after completing the puzzle in the order in which they were described above. 

Subjects were not allowed to backtrack in the survey questions in order to change or supplement 

their responses to earlier questions. The questionnaire has eight questions, four would measure 

(Ad Recognition) and the other four measure (Ad Recall) from Norris & Coleman (1992). After 

completing the eight questions the participants will undergo demographic questions. Each of the 

eight questions were presented in different pages while the demographic questions were all in the 

same page.  

 

The objective behind the first question is to test the participant recognition of characters from the 

ironic ads while placed between characters from other random ads. Similarly, the second question 

tests the participants’ recognition of food from the traditional ads while places between food from 

random ads. From the third to the eighth question, the objective is to tests the participant recall of 

a brand name from the ironic ads and the traditional ads aligned with more questions on 

recognition. After conducting pilot study 2, further changes were made to the experiment such as 

the inclusion of (intention to explore) which is a successor to bottom-up attention in the theoretical 

framework (figure 5) along with more manipulation checks. The question scoring was also set, 

and the maximum a participant can score in each set of ironic and traditional related questions is 

5 when summed.   

 

Survey Link  https://forms.gle/9ZjS75FPVVBLNt7XA 

Online puzzle  https://www.puzzleplayground.com/five_minutes_to_escape 

Q1 

(Ad 

Recognition 

Ironic) 

(Max score: 

2) 

Q2 

(Ad 

Recognition 

traditional) 

(Max score: 

2) 

Q3 

(Ad 

Recall 

ironic) 

(Max 

score: 

1) 

Q4 

(Ad Recall 

traditional) 

(Max 

score: 1) 

Q5 

(Ad 

Recall 

ironic) 

(Max 

score: 

1) 

Q6 

(Ad Recall 

traditional) 

(Max 

score: 1) 

Q7 

(Ad 

Recall 

ironic) 

(Max 

score: 

1) 

Q8 

(Ad Recall 

traditional) 

(Max 

score: 1) 

https://www.puzzleplayground.com/five_minutes_to_escape
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5.3.3 Actual Experiment:  

After receiving approval from Brunel’s ethics committee the actual experiment was conducted on 

a sample of sixty-two participants (n=62). The participants were selected based on the same criteria 

of the qualitative study table (3) voluntarily. Through personal connections and social media 

platforms participants were recruited and interviewed prior to the experiment to insure they 

followed the inclusion criteria. In addition, the below guidelines were included to enhance 

experiment rigor based on experts in the experiments in the field.  

 

- The sample size was for the experiment determined through (G-power) as it is an accurate 

tool that allows the user to determine sample size based on a wide variety of tests (Kang 

H. , 2021).  

- (Intention to explore) was added in the experiment survey as a measurement to be included 

within the experiment as it is directly linked to attention in the framework. This construct 

was added at the end of the survey after recommendations from experiment experts.  

- Control variables & manipulation check were added to the experiment procedure.  

- A within experiment design was justified based on how Instagram is used in reality. 

- The survey data will be transformed from google forms to SPSS, then undergo a paired 

sample T-test.  

 

In terms of determining the sample size, as we are using a paired sample t-test the recommended 

statistical test is (difference between two dependent means, matched pairs). A one tail test and 0.8 

was used for the power (1-β err prob). The output using G-power demonstrated the need for using 

a sample size of sixty-two (n=62).  

 

Control Variables:  

 Time of day: All the experiments were conducted in the afternoon, a time that is convenient 

for all participants. 

 All groups had an average viewing time of 10 minutes for all the advertisements.  

 Participant experience: All the participants had used Instagram for over 3 years hence all 

had good experience. 

 Ad shuffle: The ads were shuffled similarly for all the groups participating in the study. 
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5.3.4 Manipulation Check: 

In order to verify that the 10 ads presented to the participants meet the criteria (Ironic-Traditional) 

a survey of 10 questions was sent out to describe each advertisement. After watching an ad, the 

participants had an option between (Traditional, Typical, Ironic, Sarcastic, Both Ironic & 

Sarcastic) to describe the advertisement they watched. The survey results demonstrated that 

participants clearly rated each ad as intended demonstrating that they recognize the difference 

between both types of ads.  

 

5.3.5 Within Subject Design: 

There are two types of experiment designs, between subject and within subject design. Between-

groups or between-subjects research design: distinct subjects are divided to groups to evaluate 

different conditions, exposing each group to a single user interface. Repeated measurements or 

within-subjects research design: subjects are exposed to the same condition, in the case of this 

study it is advertising clutter on Instagram. In reality all Instagram users are exposed to both 

conditions (ironic and traditional advertisements) at the same time while on the platform hence the 

more feasible approach to this experiment is a within subject design (Charness, Gneezy, & Kuhn, 

2012).  

 

5.3.5 Paired Sample T-test:  

The t-test for dependent samples checks whether the mean values of dependent samples differ 

significantly from each other. In the case of this experiment, dependent samples are the mean 

values for ironic and traditional ads. The pairs results will be from measurements on the same 

individuals. This test was selected as a statistical tool to measure the difference between the 

participants’ scores after watching the ironic and traditional ads (Kruschke, 2013).  

 

The paired sample t-test is used to determine if means of the same group differ from one another 

under various circumstances (before and after intervention). For instance, you might wish to 

compare the effectiveness of a medicine administered to the same set of patients before and after 

testing it on them. For this research, a paired sample t-test is employed to compare the results of 

the group after watching both sets of advertisements (ironic & traditional). A total of eight 

questions are distributed to the participants after watching the videos excluding demographic 
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questions. The maximum a participant can score is ten points, five points are distributed among 

the four questions about the ironic ads while the other five points are distributed among the 

questions about the traditional ads. The participants’ scores for both sets of questions are separated 

and compared through a paired sample t-test.  

 

H0: There is no significant difference in attention between ironic and traditional ads. 

H1: There is a significant difference in attention between ironic and traditional ads. 

 

Paired sample t-test assumptions (Kruschke, 2013): 

 The dependent variable must be continuous (interval/ratio). 

 The observations are independent of one another. 

 The dependent variable should be approximately normally distributed. 

 The dependent variable should not contain any outliers. 

5.4 Results:  

 

 

 

 

Mean & Standard Deviation:  

 

To test the hypothesis between the attention to 

ironic ads (M= 4.7667, SD=0.56832) and 

attention to traditional ads (M=2.4667, SD= 

0.86037) a paired samples t-test was performed 

through SPSS.  

Skew & Kurtosis:  

Ensuring normally distributed differences in 

scores was satisfied  as the skew and kurtosis levels 

were estimated at -2.428 and 5.301 for ironic ads 

and 0.284 and -0.433 for traditional ads, 

respectively, which is less than maximum 

allowable values for a t-test (i.e., skew <|2.0| and 

kurtosis <|9.0|; (Posten, 1984). 

P-Value:  

 

The p-value recorded was <0.001 at a significant 

level of 0.05 therefore, the data sample provides 

strong enough evidence to reject the null 

hypothesis that there is no significant difference in 

attention between ironic and traditional ads. 

Cohen’s |d|:  

Cohen’s |d| was also used to judge the magnitude 

of the effect. Accordingly, Cohen’s (1988) 

conventions for judging the magnitude of an effect 

are: |d|= 0.20 (small), |d|= 0.50 (medium), and 

|d|= 0.80 or above is (large). In regards to this 

study the reported |d| was =1.08, therefore based 

on the conventions stated earlier, the difference in 

means can be described as large. 

Table 6: Experiment Results 
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5.5 Summary:   

Based on the above it was concluded that middle eastern Instagram users are more likely to be 

attentive when exposed to an ironic advertisement as opposed to a traditional advertisement in a 

cluttered environment. The experiment results successfully align with the literature review and 

theoretical framework, hence the need for initiating phase 3 of this methodology which is the 

survey questionnaire. The empirical validation of ironic ads as an attention driver allowed the 

researcher to proceed with phase 3 and test how the other constructs correlate with each other in 

order to empirically validate the pre-launch marketing theoretical framework (figure 6).  
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Chapter 6: Survey Questionnaire (Phase 3) 

In the previous section, attention was measured through experiment design by testing the 

participants’ attentiveness to ironic ads compared to traditional ads. The reason for using this 

approach is the need to build a similar setting of a common Instagram user. Participants found the 

approach relatable to their everyday Instagram experience as they were put in a cluttered 

advertising environment. After empirically validating ironic ads as a predecessor to capturing 

consumer attention in a cluttered Instagram setting, the interaction between irony and rest of the 

constructs from the theoretical framework had to be measured through a survey questionnaire.   

This chapter turns its attention to phase 3 of the methodology, going over the quantitative research 

technique, pilot study, questionnaire design and structure, data collection methods, and sampling 

strategy. The chapter ends with an explanation of the SPSS & AMOS data analysis process along 

with a summary of the most important results from the phase 3 study. 

Wilson (2006) states that in the event that exploratory primary research such as a qualitative study 

is conducted before a quantitative research study, the results can be utilized to determine what 

questions should be asked, how to approach specific topics, the best way to phrase questions, and 

the appropriate statements to use for rating scales. The characteristics of respondents may have an 

impact on the questions that are asked because the researcher will need to ascertain which subjects 

the respondents are likely to know enough about or remember, whether they would be reluctant to 

answer out of privacy concerns or sensitivity, and how relevant they believe a given topic to be. 

(Wilson, 2006). For this study, participants are asked questions that measure (Irony, Opinion 

Leaders, Attention, Intention to explore, Novel Foods, Intention to Engage & Intention to 

Purchase) in an Instagram setting. All the questions align with the food & beverage sector in the 

middle east and participants must follow specific criteria in order to participate mentioned in (table  

7). 

 

 

 

 

 



 92 

CRITERIA REASON FOR CRITERIA 

AT LEAST 2-YEARS 

EXPERIENCE USING 

INSTAGRAM 

 

A 2-year period is enough for a person to grasp all the Instagram tools 

and develop a solid following of brands.  

YOU HAVE A 

LIKING/PASSION FOR 

FOOD ON INSTAGRAM  

In order to support the Instagram algorithm and have regular food 

advertisements as part of their feed.  

PARTICIPANT MUST BE 

AN ARAB  

The study is about the Arab consumer in particular, hence the 

participant must be an Arab. 

MUST BE 21 YEARS OF 

AGE OR ABOVE  

In most Arab countries the legal age is 21years or above hence in 

order to remain aligned with the law the participant selection was set 

out as 21. 

Table 7: Survey Inclusion Criteria 

6.1 Pilot Study (Survey):  

A pilot study was carried out using 70 questionnaires (via Google Forms) to check for face validity 

and content validity. After receiving feedback from respondents, minor changes were made to the 

survey, such as changing the social media influencers at that time to someone more well-known 

to the public, improving user friendliness, and further advice on survey layout from several 

marketing academics. The pilot study participants provided positive verbal comments, 

complimenting the questionnaire's structure and relevancy of the questions as well as the thorough 

instructions and, through out the survey layman-friendly terminology was used. Ten constructs 

were measured using a total of 60 items, which were 5-point Likert scales (strongly disagree to 

strongly agree & highly unlikely to highly likely). Additionally, the pilot study included certain 

attention-check questions, as recommended by academic experts. In order to assess the validity 

and reliability of the items, Cronbach’s Alpha internal consistency measure was used, and the 60 

items were analyzed using SPSS. Results at this stage indicated a high level of internal consistency 

and reliability among the ten dimensions of the pre-launch marketing framework for example: 

Celebrity Chef (0.90), Social Media Influencer (0.83), Food Blogger (0.85), Ironic ads (0.73), 

Traditional ads (0.65), Intention to Explore (0.82), Novel Food (0.83), Intention to Engage (0.68), 

Purchase through visit (0.78), and Purchase through delivery (0.85). These results appear to be 
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consistent with the narrative of the pre-launch framework without needing any alterations, a key 

variable in assessing the dependability of Cronbach's alpha coefficients is sample size. Research 

has indicated that the number of items in the scale affects the sample size required for a reasonable 

assessment of Cronbach's alpha (Karakaya & Alparslan, 2022). Furthermore, Thevasthasan (2022) 

indicated that reliability estimates increase with sample sizes; for high reliability estimates, at least 

100 individuals are advised. Hence, it is expected for the Cronbach alpha coefficients to increase 

for once the actual survey is conducted.  

 

6.2 Questionnaire structure and design: 

The questionnaire respondents went through a series of questions about their preferences in terms 

of advertising in the food and beverage sector that began with pre-screening questions to 

understand whether or not the participant is suitable and meets the survey criteria. Those questions 

were about whether or not the participant uses social media, what type of social media platforms 

they use, their liking for food, and knowledge on opinion leaders in the food and beverage field. 

If the participant does not meet the required criteria they will be thanked and the survey will end 

after completing the pre-screening questions. The second part, which represents the core of the 

survey contains a set of questions that measure (Irony, Opinion Leaders, Attention, Intention to 

explore, Novel Foods, Intention to Engage & Intention to Purchase) in an Instagram setting. The 

question’s follow a story telling approach that correlates with the order of events in the framework 

(figure 5). These questions replicate the series of events that an Instagram user undergoes when 

scrolling Instagram, pausing to view an advertisement that captured their attention, exploring the 

brand, engaging with the brand and lastly the intention to engage and purchase. The final part of 

the survey includes demographic questions e.g. gender, age, education, and nationality. (See 

Appendix 4 for measurement scales used, Appendix 6 for final version of questionnaire). 

6.3 Data Collection:  

The questionnaire was sent out via (Google Form) on social media platforms and WhatsApp 

through the assistance of other academics in the middle east that also conducted numerous surveys. 

The survey was sent out to Instagram pages and WhatsApp groups that were supervised by 

academics with years of experience in survey participation. These groups and pages have received 

over 3000 surveys in the past and continue to help researchers in reaching their intended 
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demographic. In addition to ensure that ensure that respondents were actually paying attention, 

carefully considering the questions and providing responses that were reflective, consistent and 

true to their thinking, after completing the pre-screening questions if the participant does not meet 

criteria or qualify they will be kindly thanked and they survey will end.  A total of 54 responses 

were excluded from the sample. These responses were either withdrawn due to inconsistent scoring 

questions, not meeting the pre-screening criteria, or not recognizing any of the related opinion 

leaders used in the survey. The data was collected within approximately 2 weeks, which is a 

relatively realistic time as there was no market research company utilized in the process.  

Furthermore, the survey entries were continuously monitored by the researcher to ensure all 

inconsistent scores are withdrawn from the data and reached a total of 323 valid respondents.  

6.4 Data Analysis: 

The data analysis for this study is divided into four stages: (1) descriptive statistics of the 

respondents (2) exploratory factor analysis (EFA); (3) confirmatory factor analysis (CFA) to 

evaluate the measurement model; and (4) Structural Equation Modelling analysis to test the 

hypothesized relationships. Researchers should conduct the two multivariate analyses, EFA and 

CFA, according to Anderson and Gerbing (1988) and Nunnally and Bernstein (1994). These 

analyses can aid in determining the factor structure of the measures, assess the internal reliability 

of a dataset (EFA), check the consistency of the measures of the constructs, and determine whether 

the data fits the hypothesized measurement model.  

Several prior studies have followed an EFA with a CFA within the same data, despite criticisms 

of the approach that say it allows for the possibility of capitalizing on chance and makes it 

impossible to replicate results (e.g. Chin, 1998; Chin and Todd, 1995; Hurley et al., 1997). 

Multiple past studies have combined an EFA/PFA with a CFA on the same set of data (e.g. 

Andrews et al., 1994; Wolfinbarger & Gilly, 2003; Parasuraman et al., 2005). Conducting an EFA 

can be a helpful initial step prior to CFA, according to Gerbing and Hamilton (1996), especially if 

the data were generated using a priori theoretical model which aligns with the approach used for 

this study.   
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6.4.1 Descriptive Statistics Stage 1:  

Some of the largest Instagram 

markets worldwide are found in the 

middle east. Three middle east 

countries are ranked in the Top 20 

worldwide for the largest potential 

advertisement viewers by country: 

Egypt ranks 20 (with 19 million), 

Saudi Arabia ranks 16 (with 17 

million), and Turkey ranks 6 (with 

44 million). Even more middle east 

countries are represented in the Top 

20 when examining potential 

advertisement reach. With Kuwait 

(4th), Turkey (5th), and Bahrain (9th). In all the aforementioned countries, almost half of their 

population uses the visual social sharing app (Radcliffe, 2021). 

Given that this is unquestionably a very vast population to study, how these individuals are chosen 

and represented will determine how accurate the predictions about the traits and behavior of a huge 

population is made from a small sample (McDaniel & Gates, 2009).Using purposive sampling, the 

current study gathered a total of 323 questionnaires, distributed about equally to both genders from 

the same ethnic background. Purposive sampling techniques steer clear of random sampling and 

ensure that certain types of individuals are included that follow a very specific criterion that is 

purposeful towards the research study’s goals and objectives. Using a purposive strategy is 

justified by the presumption that, in light of this study's aim, certain categories of individuals from 

different ethnic backgrounds may have significant and divergent opinions regarding the concepts 

and problems under investigation. Therefore, necessitating their exclusion from the sample 

(Mason, 2002; Robinson, 2014; Trost, 1986).  

# Country %13+ Potential Reach  QOQ 

1 Kazakhstan 72% 10,000,000 +6 % 

2 Brunei  71% 250,000 +4 % 

3 Iceland 67% 190,000 +6 % 

4 Kuwait 66% 2,600,000 +5 % 

5 Turkey 66% 44,000,000 +5 % 

6 Cayman Islands 65% 36,000 +0 % 

7 Guam 63% 84,000 +4 % 

8 Sweden 63% 5,400,000 +2 % 

9 Bahrain 61% 1,114,700 +3 % 

10 Chile 60% 3,700,000 +6 % 

Table 8: Countries with highest potential Instagram reach 
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 Any participant undergoing this study must go through a set of pre-screening questions that will 

determine their eligibility. Furthermore, the food sector comes in second worldwide as the most 

advertised sector on Instagram (Turnto, 2022), hence the vast majority of the middle eastern 

population have been exposed to food ads on the visual sharing app. This huge following in regards 

to food was demonstrated through a study by Crowd Analyzer, (2022). Research shows that out of 

44 million Instagram users from Arab countries (Kuwait, Egypt, Saudi Arabia, and the United 

Arab Emirates) a total of 28 million show interest in food & drinks on Instagram.  

 

This research study will not set any minimum eligibility criteria for the participants’ number of 

food preferences, number of restaurants followed, number of food bloggers followed, or chefs 

followed on Instagram. Following on the same criteria of the experiment design found in table 7 

the participants need at least 2-years’ experience using Instagram, have a liking/passion for food 

on Instagram, must be an Arab, must be 21 years of age or above participation. When it comes to 

advertisement viewing frequency, the average person views around 76 online advertisements per 

day (Anderson, 2023), therefore the participants’ undergoing the survey are most likely exposed 

to ads on a day to day basis. The minimum age for participating in the survey is set to 21, in order 

to comply with most Arab countries as the common consent age is 21 years and above. After 

investigating the descriptive data, it was apparent that the participants were 53% males and 47% 

females. Furthermore, as can be seen below in figure 6, all the 323 participants are using Instagram 

Country Population Instagram users % of total survey 

Kuwait 4,259,500  2,608,200 31.63% 

Jordan 10,185,500 3,940,234 9.95% 

Bahrain 1,690,900 1,144,700 4.34% 

United Arab Emirates 9,869,000  5,255,300 6.63% 

Saudi Arabia 34,719,000  17,039,800 10.46% 

Egypt 113,210,388 19,200,355 8.67% 

Oman 5,081,600 2,253,500 3.57% 

Lebanon  6,830,600 2,494,700 4.85% 

Syria 17,425,600 3,223,888 4.34% 

Qatar 2,113,000 1,238,500 7.40% 

Iraq 40,063,400  14,689,300 8.16% 

Table 9: Nationalities Participating in the Survey 
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along with other social media platforms such as, Facebook, snapchat, tiktok, and twitter. Another 

observation is that all the participants’ used at least 1 social media platform along with Instagram.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

An appropriate variety of job experience was also included in the sample, as seen in the graph 

below (Figure #), which increases the sample's validity and population representation. 
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Figure 7: Social Media aps used by participants 

Figure 8: Overview of male and female participants 

Figure 9: Overview of sample's current employment 
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The graphs above represent consumers’ preference regarding their method of food purchase, and 

to what extent they are inclined to check a restaurant’s Instagram before making the purchase. As 

shown in (figure 10) 85.1% of the participants prefer ordering online rather than that visiting the 

restaurant. This coincides with Ogundimu, (2023), as consumers in the middle east and GCC in 

particular have a never ending demand for convenience specially when it comes to food. In terms 

of checking Instagram before trying a new restaurant, the vast majority agree on that it is a habit 

to check and this demonstrates how important Instagram is, especially for up-coming businesses.  

 

The age of the participants is demonstrated in the below chart. The majority of the participants in 

the analytical survey are from age 21 to 30 which represents Gen Z and millennials. The largest 

portion of Instagram users worldwide are between 18-34 years of age representing 62% of the total 

user base (Statista, 2024).    
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Figure 11: Overview of sample's way of purchase 

 

Figure 12: Overview of sample’s age 
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Figure 10: Overview of sample's intention to check a new 

restaurant’s Instagram prior to making a purchase 
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After examining the key factor to capturing consumer attention (figures 12-13) it was apparent that 

consumers engage more with ironic ads compared to traditional. This equates to the theoretical 

framework that in order to capture Instagram users’ attention in cluttered environments, Ironic ads 

must be used by up-coming businesses. In addition, the results from the graphs are similar to those 

from the focus group interviews and experiment design which translates the strength of this study’s 

hypothesis. Although this study was conducted in Kuwait, it had participants from 10 different 

middle eastern countries mentioned in (table 9). As opposed to the above figures which represent 

entirety of the participants, the below figures (15-18) demonstrate how the largest participating 

nationalities Egyptians (8.67%), Saudis (10.46%), and Jordanians (9.95%) reacted to Ironic ads 

when compared to traditional ads and their responses compliment the findings of (figure 12).  

 

Following the completion of data collection, the data was exported from the Google Forms Survey 

platform to SPSS in Excel format. After that, the variables were entered and the data was cleansed 

(missing values were substituted with unique values because the survey was routing-based). Since 

this study includes 12 nationalities the next section includes a (common method variance, 

multivariate analysis, and variance inflation factor) to insure that results can be generalized among 

all middle eastern nationalities.  

 

Figure 14: Overview of sample's attentiveness to an 

Ironic Advertisement 
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Figure 13: Overview of sample's attentiveness to a 

Traditional Advertisement 

 



 100 

 

 

 

 

0 (0%)

0 (0%)

1 (2.4%)

15 (36.6%)

25 (61.0%)

Strongly Disagree

Disagree

Neutral

Agree

Strongly Agree

0 5 10 15 20 25 30

T H E  A B O V E  V I D E O  W O U L D  C A P T U R E  M Y  
A T T E N T I O N  W H I L E  S C R O L L I N G  T H R O U G H  

I N S T A G R A M
Frequency

17 (41.5%)

22 (53.7%)

1 (2.4%)

1 (2.4%)

0 (0%) 

Strongly…

Disagree

Neutral

Agree

Strongly Agree

0 5 10 15 20 25

T H E  A B O V E  V I D E O  W O U L D  C A P T U R E  M Y  
A T T E N T I O N  W H I L E  S C R O L L I N G  T H R O U G H  

I N S T A G R A M Frequency

Figure # - Overview of (Saudi) participant’s 

attentiveness to a Traditional Advertisement  

Figure 16: Overview of (Saudi) participant’s 

attentiveness to an Ironic Advertisement 

1 (2.4%)

1 (2.4%)

3 (7.3%)
19 (46.3%)

15 (36.6%)

Strongly Disagree

Disagree

Neutral

Agree

Strongly Agree

0 5 10 15 20

T H E  A B O V E  V I D E O  W O U L D  C A P T U R E  M Y  
A T T E N T I O N  W H I L E  S C R O L L I N G  T H R O U G H  

I N S T A G R A M Frequency

12 (29.3%)

25 (61.0%)

1 (2.4%)

1 (2.4%)

0 (0%)

Strongly Disagree

Disagree

Neutral

Agree

Strongly Agree

0 5 10 15 20 25 30

T H E  A B O V E  V I D E O  W O U L D  C A P T U R E  M Y  
A T T E N T I O N  W H I L E  S C R O L L I N G  T H R O U G H  

I N S T A G R A M Frequency

Figure 18: Overview of (Jordanian) participant’s 

attentiveness to an Ironic Advertisement 
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Figure 15: Overview of (Saudi) participant’s attentiveness 

to a Traditional Advertisement 

Figure 17: Overview of (Jordanian) participant’s 

attentiveness to a Traditional Advertisement 

Figure 20: Overview of (Egyptian) participant’s 

attentiveness to an Ironic Advertisement 

Figure 19: Overview of (Egyptian) participant’s 

attentiveness to a Traditional Advertisement 
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6.4.1.1 Common Method Variance (CMV):  

In order to insure bias is not an issue four approaches were utilized starting with CMV. Common 

method variance was conducted on the largest participating nationalities outside Kuwait to observe 

how they reacted to ironic advertisements. The mean scores of the nationalities were measured to 

check for common method variance. This approach is used to validate this study as being deemed 

suitable for the entirety of the middle east. Furthermore, in the case common method variance does 

exist it can lead to a potential threat to the validity of the research, hence to confirm validity of this 

research the variance between different nationalities must be below 50% (Fuller, et.al, 2016). 

Participants from Jordan, Saudi, and Egypt have a minor variance in terms of attentiviness to ironic 

advertisments at 13.4%, this result demonstartes that ironic ads are effective among different 

middle eastern countries although the study was conducted in Kuwait.  

 

6.4.1.2 Multivariate Analysis:  

 

Further investigation was conducted between nationalities through a multivariate analysis of 

variance (MANOVA) to provide more credibility of this study. Multivariate analysis of variance 

is a statistical approach that is used to compare the means of multivariate samples (O'Brien et al., 

1985). It is employed as a multivariate process when there are two or more dependent variables, 

and significance tests considering each dependent variable independently are frequently conducted 

afterward. In the case of this research MANOVA was employed to measure variance in scores 

regarding dependent variables (intention to explore, intention to engage) between (Jordanian, 

Saudi, and Egyptian) participants. This analysis was conducted through SPSS and results in table 

11 demonstrate insignificant variance between the three nationalities in terms of both (intention to 

explore p=0.638, intention to engage p=0.644). This provides more strength to validate the 

framework used in this study deemed suitable for middle eastern consumers as a whole.  

 

Factor 

Initial Eigenvalues Extraction Sums of Squared Loadings 

Total % of Variance Cumulative % Total % of Variance Cumulative % 

Jordanians  1.171 39.033  39.033 .403 13.442 13.442 

Saudis 1.052 35.081  74.114    

Egyptians .777 25.886  100.000    

Extraction Method: Principal Axis Factoring. 

Table 10: Principal Axis Factoring. 
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Dependent 

Variable Nationality Mean Std. Error 

Lower 

Bound 

Upper 

Bound 

Intention Explore 

Jordanian 4.2 0.086 4.025 4.375 

Saudis 4.306 0.072 4.158 4.453 

Egyptians 4.277 0.086 4.102 4.452 

Intention Engage 

Jordanian 4.316 0.131 4.049 4.583 

Saudis 4.19 0.111 3.964 4.416 

Egyptians 4.15 0.131 3.883 4.417 

 

Table 12: Upper and Lower Bounds 

 

Furthermore, as demonstrated in the above table the mean scores between the three nationalities 

range from (4.15 – 4.306), meaning there is only a 0.15 difference between the minimum and 

maximum for intention to explore and intention to engage. This small difference justifies the 

statistical insignificance found in table (11).  

 

Prior to moving on to step 2 that is exploratory factor analysis, two more checks were performed 

on all the participating nationalities: (1) Collinearity Diagnostics (using the Variance Inflation 

Factor, also known as VIF) to make sure that there is no issue with the Common Method Variance, 

and (2) Skewness and Kurtosis coefficient analysis to confirm that our data is normal. VIF was 

measured for all the independent variables (ironic ads, traditional ads, celebrity chefs, food 

bloggers, social media influencers) and all values are <2 [i.e., ranges from 1.1–1.3 <2], according 

to the VIF results. When skewness and kurtosis are looked at, loadings fall between [<±2 and <±3]. 

As a result, our data is free of common method bias (Kock, 2015) and do not defy the normalcy 

assumption (Hair et al., 2017). After completing the collinearity diagnostics and test of normality, 

the next step was the exploratory factor analysis. Hence it can be concluded, that there is no 

variance between all the participating nationalities.  

Table 11: Tests of Between-Subjects Effects 

Tests of Between-

Subjects Effects        

Source 
Dependent 

Variable DF 

Mean 

Square F Sig. 

Partial Eta 

Squared 

Nationality 
Intention Explore 2 0.033 0.455 0.638 0.029 

Intention Engage 2 0.077 0.446 0.644 0.028 
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6.4.2 Exploratory factor analysis (EFA) Stage: 

 

Adequacy:  

In order to check whether the observed variables load together as expected, are suitably connected, 

and are legitimate and dependable, an EFA employing Principal Component Analysis was carried 

out. After 6 iterations, the EFA produced a 10-factor model solution that accounted for 66.3% of 

the total variation. 

 

 

Principal Component Analysis was applied to take into account all available variances, both 

common and unique. Varimax rotation was used to maximize the squared variance of the loadings, 

where loadings are the correlations between variables and factors. This rotation was employed as 

opposed to promax due to having no correlations between numerous constructs (etc. chef, blogger, 

ironic traditional). Using varimax rotation typically leads to low factor loadings for the remaining 

variables and high factor loadings for a smaller set of variables. Every remaining component has 

an eigenvalue greater than one (Stevens, 1996). The outcome simplifies the process of interpreting 

your data by emphasizing a limited set of significant variables. The Kaiser-Meyer-Olkin (KMO) 

Measure of Sampling Adequacy indicated a score of 0.898, which is very good according to 

Hutcheson and Sofroniou (1999) whilst Bartlett’s Test of Sphericity was significant at (<.001).  

 

 

Total Variance Explained       

Component Initial Eigenvalues Extraction Sums of Squared Loadings 

  Total 
% of 
Variance 

Cumulative 
% Total 

% of 
Variance 

Cumulative 
% 

1. Celebrity Chef 12.493 21.917 21.917 12.493 21.917 21.917 

2. Social Media Influencer 4.641 8.142 30.059 4.641 8.142 30.059 

3. Food Blogger 3.751 6.58 36.639 3.751 6.58 36.639 

4. Attention to Irony 3.482 6.108 42.747 3.482 6.108 42.747 

5. Attention to traditionalism 3.105 5.448 48.196 3.105 5.448 48.196 

6. Intention to explore  2.779 4.876 53.071 2.779 4.876 53.071 

7. Novel Foods 2.521 4.423 57.494 2.521 4.423 57.494 

8. Intention to engage 1.967 3.452 60.946 1.967 3.452 60.946 

9. Purchase through visit  1.692 2.969 63.915 1.692 2.969 63.915 

10. Purchase through delivery  1.371 2.405 66.32 1.371 2.405 66.32 

Extraction Method: Principal Component Analysis.      

Table 13:  Total variance explained 
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 Components 

  Celebrity 

Chef 

Social 

Media 

Influencer 

Food 

Blogger 

Attention 

to Irony 

Attention to 

Traditionalism   

Intention 

to 

Explore 

Novel 

Foods 

Intention 

to 

Engage 

Purchase 

through  

Purchase 

through 

delivery 

TC1 0.806                   

TC2 0.768                   

TC3  0.777                   

TC4 0.786                   

TC5 0.792                   

TC6 0.758                   

TC7 0.794                   

TC8 0.775                   

TS1   0.735                 

TS2   0.768                 

TS3   0.739                 

TS4   0.719                 

TS5   0.749                 

TS6   0.754                 

TS7   0.737                 

TS8   0.757                 

TF1     0.739               

TF2     0.776               

TF3     0.754               

TF4     0.782               

TF5     0.744               

TF6     0.769               

TF7     0.77               

TF8     0.709               

AI1       0.83             

AI2       0.768             

AI3       0.762             

AT1         0.818           

AT2         0.871           

Table 14: Exploratory Factor Analysis Factor 

Loading Matrix 
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AT3         0.785           

IE1           0.755         

IE2           0.727         

IE3           0.763         

IE4           0.717         

IE5           0.752         

IE6           0.73         

IE7           0.767         

IE8           0.799         

NF1             0.844       

NF2             0.834       

NF3             0.818       

NF4             0.818       

ING1               0.724     

ING2               0.71     

ING3               0.723     

IPV1                 0.755   

IPV2                 0.813   

IPV3                 0.821   

IPV4                 0.81   

IPV5                 0.749   

IPV6                 0.775   

IPD1                   0.781 

IPD2                   0.702 

IPD3                   0.762 

IPD4                   0.745 

IPD5                   0.822 

IPD6                   0.755 

 

 

 

 Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .898 

 Bartlett's Test of Sphericity    Approx. Chi-Square 11187.194 

                  DF 1770 

                 Sig. <.001 
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Reliability 

All of the retrieved factors of Cronbach Alpha values were higher than 0.71, which is above the 

0.70 suggested threshold (Hair et al., 2006). Furthermore, due to their strong correlation and 

interchangeability, all of the retrieved components were considered reflective. The factors were 

also deemed reliable and measure the constructs as intended, by the fact that all the factors’ 

Composite Reliability (CR) exceeded the minimum criterion of 0.70 (Hu and Bentler, 1999; Hair 

et al., 2010).  

 

 

6.4.3 Confirmatory Factor Analysis (CFA): 

Convergent & Discriminant Validity 

The components demonstrate strong convergent validity (AVE) as all of them were above the 

minimum requirement of 0.5 (Hair et al., 2006). The factors also satisfy the requirements of Fronell 

& Larcker (1981) for discriminant validity since there are no correlations greater than the square 

root of the average variance extracted in the correlation matrix and/or cross loadings visible in the 

pattern matrix. Initially the construct (Intention to engage) was made out of six items that were 

employed from (Mirbagheri & Najmi, 2019), however after conducting the EFA and CFA those 

items were reduced from six to three. The items for (liking posts, commenting on posts, and brand 

following) as forms of engagement scored extremely low in terms of regression weight when 

compared to (saving posts, sharing, and inviting friends) hence they were removed and this 

coincides with the results of the qualitative study when it comes to brand engagement. The model 

validity measures and model fit are shown in the below tables.  

Component 

Number of items after 

EFA 

Cronbach 

Alpha Mean 

(CR) Composite 

Reliability  

1. Celebrity Chef 8 0.93 4.10 0.930 

2. Social Media Influencer 8 0.902 3.80 0.903 

3. Food Blogger 8 0.910 3.90 0.930 

4. Attention to Ironic ads 3 0.811 4.26 0.911 

5. Attention to traditional ads 3 0.783 2.40 0.790 

6. Intention to explore  8 0.875 4.00 0.929 

7. Novel Foods 4 0.879 3.50 0.910 

8. Intention to engage 3 0.712 3.85 0.857 

9. Purchase through visit  6 0.800 2.70 0.884 

10. Purchase through delivery  6 0.85 4.00 0.900 

Table 15: Reliability Measures 
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The table above includes findings for the Average Variance Extracted (AVE), Maximum Shared Variance (MSV) and Average Shared 

Squared Variance (ASV). The square root of the AVE is represented on the diagonal in bold, whilst the correlations of the constructs 

are represented off diagonal. 

 AVE MSV ASV Traditional 

Ads 

Celebrity 

Chef 

Intention 

To 

Explore 

Intention 

To 

Engage 

Intention To 

Purchase 

(Delivery) 

Novel 

Foods 

Ironic 

Ads 

Social 

Media 

Influencer 

Food 

Blogger 

Intention  

To 

Purchase 

(Visit) 

Traditional 

Ads 
0.589 0.212 0.075 0.768          

Celebrity 

Chef 
0.621 0.245 0.136 0.460 0.788         

Intention To 

Explore 
0.514 0.245 0.075 0.211 0.495 0.717        

Intention To 

Engage 
0.599 0.034 0.007 0.111 -0.045 -0.024 0.774       

Intention To 

Purchase 

(Delivery) 

0.600 0.228 0.107 0.387 0.478 0.468 -0.064 0.775      

Novel Foods 0.537 0.165 0.067 0.281 0.406 0.190 0.032 0.357 0.733     

Ironic Ads 0.560 0.145 0.068 0.201 0.381 0.267 0.074 0.326 0.309 0.748    

Social Media 

Influencer 
0.561 0.017 0.006 0.064 0.124 0.020 0.058 -0.012 0.086 0.132 0.749   

Food Blogger 0.624 0.212 0.083 0.334 0.460 0.236 0.067 0.354 0.309 0.348 0.039 0.790  

Intention  To 

Purchase 

(Visit) 

0.561 0.034 0.011 0.139 -0.063 -0.046 0.184 -0.024 -0.021 0.116 -0.075 0.146 0.749 

Table 16: Model Validity Measures 

 

Calculated via Gaskin, (2016), "Stats Tools Package", Excel Tool. 
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The above table represents the model fit found in AMOS, along with the recommended guidelines 

for each metric.  All the resulted fits were deemed suitable when compared with the accepted fit, 

therefore this presents valid justification of a good model fit. The next section presents the 

structural equation modeling, moderation and mediation analysis.  

Metric Resulted Fit Accepted Fit 

Chi Square 1963.092 - 

Degrees of freedom 1665 - 

Probability Level  0.000 >.05 (however, this depends 

on sample size) taken from 

Hu and Bentler (1999) 

CMIN/DF 1.179 A good ratio is <2.0 (Bentler 

and Bonett, 1980); 

(Carmines and McIver, 

1981); 

(Kelloway, 1996) 

CFI 0.971 >0.90 (Hu and Bentler, 

1999) 

TLI 0.968 For an excellent model it is 

necessary that the TLI value 

be higher than 0.95. (Brown, 

2006) 

RMSEA 0.023 <0.08 (Hair et al., 2006) 

PCFI 0.920 PCFI value of 0.6 or higher 

indicate acceptable model fit. 

(Hu and Bentler, 

1999) 

GFI 0.868 >0.8 Acceptable, >0.9 Good 

(Hair et al., 2006) 

AGFI 0.854 AGFI value of 0.80 or greater 

indicates an acceptable fit. 

(Hu and Bentler, 

1999) 

PCLOSE  1.000 >0.05 (Hu and Bentler, 1999) 

if PCLOSE is greater than 

0,05, the model is considered 

to have a close fit. 

Table 17: Model Fit Measures 
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6.4.4 Structural Equation Modelling:  

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 21: Relationships between constructs 

RQ1: What is the role of bottom-up attention and schema incongruity theory within building 

a successful pre-launch campaign (H1a-H1b)? 

 

This thesis addressed the area of attention through the literature review, experimental design, and 

analytical survey. Bottom-up attention is not arbitrarily decided, even when a participant had no 

intention of paying attention, salient stimuli will draw their attention (Schreij, Owens, & 

Theeuwes, 2008). In the case of this study the salient stimuli (Ironic Ads) was utilized to draw 

consumer attention in a cluttered Instagram environment. Ironic ads were derived from schema 

incongruity theory and schema incongruity is the condition in which a person's prior knowledge 

does not coincide with what they are currently recognizing or experiencing (Mandler 1982). When 

tested through experiment design, ironic ads were incongruent and captured the participants’ 

attention whilst being exposed to traditional ads in parallel. For the survey design, irony was 

measured using items from the qualitative study after conducting a criterion validity where irony 

was the predictor variable and attention was the criterion variable. Survey results demonstrated 

that irony was a successful predictor of attention, furthermore the results of the survey design 

coincide with the experiment design, as the relationship between ironic ads and intention to explore 

is significant H1a (B=0.362, p=<0.001). Thus, H1a is supported while contrastingly H1b is not 

significant (B=0.073, p=0.251) as there is no relationship between traditional ads and the intention 

to explore. Traditional ads were also tested in both the experimental design and analytical survey, 

Intention to 

Purchase 

(Delivery) 
Ironic Ads 

Traditional 

Ads 
Intention to 

Engage 

Intention to 

Explore 
Food Bloggers 

Intention to 

Purchase (Visit) 
Social Media 

Influencers 

Celebrity Chefs 

0.453 

-0.057 

0.733 
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however in both they did not score well with the participants nor did they capture their attention. 

There is enough evidence to support the same outcomes in a real life setting. In order for upcoming 

businesses to succeed in an extremely competitive food & beverage sector the type of ads utilized 

must be incongruent to consumers’ default schema. Otherwise, in an Instagram setting consumers 

will continue scrolling and this presents an opportunity cost for businesses as they are already 

paying for their ads to be sponsored.  

 

RQ2: What is the role of opinion leaders (Celebrity Chefs, Food Bloggers, Social Media 

Influencers) within building a successful pre-launch campaign (H2a-H2c)? 

 

Opinion leaders have proven to be effective in increasing reach and raising awareness around new 

services and products (Wang, Ting, & Wu, 2013). There are several classifications of opinion 

leaders, in this study the impact of opinion leaders on the intention to explore was tested through 

(Celebrity Chefs, Food Bloggers, Social Media Influencers). The analytical survey demonstrated 

that all three opinion leaders are significant and positively correlate with the intention to explore. 

Celebrity chefs had highest impact (B=0.263, p=<0.001), second was social media influencers 

(B=0.238, p=<0.001) , and third was food bloggers at (B=0.248, p=<0.001). These results coincide 

with the qualitative study as opinion leaders should possess at least one of the following 

characteristics: be recognized as an expert on a product or service; be an engaged member of an 

online community; participate frequently and significantly; or be regarded by other users as having 

good taste in regards to purchasing decisions. Celebrity chefs are the experts when compared to 

social media infleuncers or even food bloggers who have some sort of experience in food & 

beverage. Hence, middle eastern consumers prefer trustworthiness and expertise over fame and 

appeal when it comes to trigerring the intention to explore however, food bloggers and social media 

influencers should not go un-noticed. Both have proven to be significant, and this presents the need 

for further invesitigation on outcomes if all three are used in parallel by an upcoming business.    
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RQ3: What are the factors leading to a successful Pre-Launch marketing campaign and how 

do these factors interact (H1-H5)? 

 

An Instagram user undergoes a series of steps when engaging with a new brand, however the first 

of any transaction will always be through capturing attention. Capturing consumer attention creates 

the opportunity for up-coming businesses in a pre-launch setting to capitalize through exploring, 

engaging, and purchasing. According to the results, the primary factor with the greatest impact on 

capturing attention is the use of ironic ads through video (B=0.362, p=<0.001). Ironic ads have 

proven to be effective in cluttered environments when compared to traditional ads (B=0.073, 

p=0.251). In parallel the use of opinion leaders is also an important factor that contributes to the 

success the success of a pre-launch marketing campaign as results demonstrate a significant 

relation between opinion leaders and the intention to explore. Upon exploring the brand’s 

Instagram page, results demonstrate a significant relation with the consumers’ intention to engage 

with the brand (B=0.453, p=<0.001). This indicates that consumers are more likely to engage with 

the brand through saving any post from brand’s Instagram page or sharing to a friend or family 

member after exploring the brand’s Instagram page, and more importantly this occurs after their 

attention was captured. The aforementioned forms of engagement go hand in hand with the users’ 

intention to purchase.  

 

Two types of purchase intentions were tested, the intention to purchase through delivery (online 

applications, websites) or through visiting the restaurant. As times are evolving, the demand for 

comfort continuous to increase especially after the COVID-19 pandemic. Consumers in the middle 

east and GCC in particular have a never-ending demand for convenience specially when it comes 

to food, as a result delivery platforms are currently at an all-time high in terms of growth 

(Ogundimu, 2023). This correlates with the results from this study as there is a significant 

relationship between the intention to explore and the intention to purchase through delivery 

(B=0.733, p=<0.001). Contrastingly the relationship between the intention to engage and intention 

to purchase through restaurant visit was not significant.  

  



 112 

Moderation:  

 

The below diagram demonstrates the impact of the moderator on several variables and how they 

interact. Moderation effects will be measured through AMOS, moreover a moderator might have 

an antagonistic, boosting, or buffering effect on the influence of the predictor on the chosen 

dependent variable (Babin et al., 2008). Only one moderator is projected to moderate the model 

which is (Novel Foods). Namely this study argues that novel foods can positively strengthen the 

relationship between (Intention to Explore) and (Intention to Engage).  

To test the moderation effects, the values for (Intention to Engage, Novel Foods) were centered 

(Collier, 2020) and their interaction was calculated using SPSS. After transforming all the 

constructs through averaging (Baron & Kenny, 1986), the updated data file from SPSS was 

uploaded to run the model on AMOS. After running the model through AMOS the below 

regression table (table 18) was extracted. Results indicate that there is no moderation as the 

interaction term is not significant at a p-value of 0.504, hence there is no relationship between the 

interaction factor and the dependent variable (Intention Engage). The construct Novel foods does 

not strengthen the relationship between the consumers’ intention to explore and the intention to 

engage. This study assessed the moderating role of (Novel Foods) on the relationship between 

(Intention to Explore) and (Intention to Engage). The results revealed a non-significant relationship 

between the independent and dependent variables at (β = -0.047, t= 0.071, p-value= 0.504) 

therefore there was no need for further investigation in terms of probing.   

Table 18: Moderation Results (Original Model) 

 

Figure 22: Pre Launch Communication Model 
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Possible reasons for no moderation: 

 

The inclusion of novel food stems from the qualitative study. Whilst conducting the focus group 

interviews several groups disclosed their desire to experience new dishes/cuisines which is the 

reason behind integrating novel foods as a construct in the pre-launch communication model. The 

expectation was that, the researcher would accept H4 (Novel Foods moderates the relationship 

between intention to explore and the intention to engage) however as demonstrated in table 18 the 

relationship was not significant. As for reasons, the approach used to incorporate novel food in the 

survey was not the most effective as participants were asked questions about experiencing new 

types of food without any visual stimulation which might have led them to believe that the novel 

food in question was not appealing and may not even be delicious. Secondly, the placement of 

novel food as a construct was through a moderating relationship however it might have acted 

differently if used as an independent variable. Therefore, using novel food as a construct in the 

same context for future research may still be an effective tool. For more rigor and further assurance 

on moderation, novel foods was also tested as a moderator between celebrity chefs and the 

intention to explore. Similarly, the relationship between the intention to engage and the interaction 

of celebrity chefs with novel foods was not significant at p-value= 0.689. Hence, it can be 

concluded that there is no moderation within the framework.  

 

 

 

 

Regression Weights: (Original model)    β   S.E.          C.R.      P-Value 

IntentionExplore <--- AttentionTradtional 0.055 0.048 1.148 0.251 

IntentionExplore <--- AttentionIronic 0.267 0.053 5.077 *** 

IntentionExplore <--- ChefsAsOP 0.255 0.051 5.032 *** 

IntentionExplore <--- InfluencersAsOP 0.221 0.055 4.024 *** 

IntentionExplore <--- BloggersAsOP 0.194 0.059 3.289 *** 

IntentionEngage <--- IntentionExplore 0.359 0.048 7.513 *** 

IntentionEngage <--- NovelFood -0.017 0.024 -0.711 0.937 

IntentionEngage <--- InteractionNFxIEx -0.047 0.071 -0.669 0.504 

PurchaseDelivery <--- IntentionEngage 0.393 0.058 6.728 *** 

PurchaseVisit <--- IntentionEngage -0.027 0.061 -0.45 0.653 
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Mediation:  

 

A mediation analysis was conducted in AMOS, in order to more accurately explain the causal 

effect for independent variables ironic ads, traditional ads, celebrity chefs, food bloggers, and 

social media influencers have on the outcome variable intention to engage, by focusing on the 

mediating variable (intention to explore) which has contributed towards making this causal chain 

possible. All the aforementioned independent variables were found to be a significant predictors 

of the proposed mediator (intention to explore) (p-value: .0000) except for traditional ads which 

had no relationship. The mediator (intention to explore) was also found to be a significant predictor 

of intention to engage. When linked with the intention to explore, ironic ads, celebrity chefs, food 

bloggers, and social media influencers had full mediation with (intention to explore), since the IV 

-> DV total effect is insignificant whilst the direct effect (IV -> M -> DV) is significant after the 

introduction of intention to explore as a mediator. The link between traditional ads, intention to 

explore and intention to engage had no relationship due to having a negative direct effect, and 

insignificant indirect and total effect. Since path ‘a’ and ‘b’ were significant for all mediators, 

mediation analysis was further conducted using the bootstrapping method with bias-corrected 

confidence estimates, obtaining a 95% confidence interval of indirect effects with 5000 bootstrap 

resamples (Preacher & Hayes, 2008). 

 

The study found that H1a-H3 [Ironic Ads -> Intention to Explore -> Intention to Engage] had a 

significant indirect effect with full mediation [β = 0.136; p= 0.003, CILL=0.57, CIUL= 0.307]. 

Contrastingly, H1b-H3 [Traditional Ads -> Intention to Explore -> Intention to Engage] was 

insignificant and had no relationship in terms of mediation at [β = 0.027; p = 0.143 CILL= -0.11, 

CIUL= 0.093] respectively. The rest of the indirect effects all demonstrated significance and a full 

mediation relationship as expected H2b-H3 [Celebrity Chefs -> Intention to Explore -> Intention 

to Engage] at [β = 0.091; p = 0.004; CILL=0.34, CIUL=0.200], H2a-H3 [Food Bloggers -> Intention 

to Explore -> Intention to Engage] at [β = 0.082; p = 0.011; CILL=0.14, CIUL=0.210], H2c-H3 

[Social Media Influencers -> Intention to Explore -> Intention to Engage] at [β = 0.086; p = 0.002; 

CILL=0.25, CIUL=0.215]. 
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Mediation: Ironic Ads -> Intention to Explore -> Intention to Engage 

 

Indirect effect of X on Y is .136 CI (0.57, 0.307) 

 

 

 

 

 

 

 

 

 

 

 

 

Mediation: Traditional Ads -> Intention to Explore -> Intention to Engage 

 

Indirect effect of X on Y is .027 CI (-0.11, 0.093) 

 

 

 

 

 

 

 

 

 

 

 

 

 

Mediation: Celebrity Chef -> Intention to Explore -> Intention to Engage 

 

Indirect effect of X on Y is .091 CI (0.34, 0.200) 

 

 

 

 

 

 

 

 

 

 

 

Intention to 

Engage 
     Ironic Ads 

Intention to 

Explore 

Intention to 

Engage 
     Traditional Ads 

Intention to 

Explore 

Intention to 

Engage 
      Celebrity Chef 

Intention to 

Explore 

0.36 0.38 

0.053 

With Mediator 

0.07 0.38 

-0.07 

With Mediator 

0.24 0.38 

0.02 

With Mediator 
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Mediation: Social Media Influencer -> Intention to Explore -> Intention to Engage 

 

Indirect effect of X on Y is .086 CI (0.25, 0.215) 

 

 

 

 

 

 

 

 

 

 

 

 

 

Mediation: Food Blogger -> Intention to Explore -> Intention to Engage 

 

Indirect effect of X on Y is .082 CI (0.14, 0.210) 

 

 

 

 

 

 

 

 

 

 

Intention to 

Engage 
Social Media 

Influencer 

Intention to 

Explore 

Intention to 

Engage 
     Food Blogger 

Intention to 

Explore 

0.23 0.38 

0.026 

With Mediator 

0.22 0.38 

0.027 

With Mediator 
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Relationship Direct Effect 

β 

Direct Effect 

p -Value 

Indirect Effect 

β 

Indirect Effect 

p -Value 

Bootstrapping 

indirect effects 

BCa 95% CI 

Conclusion 

Ironic Ads -> 

Intention to Explore -> 

Intention to Engage 

 

0.053 

 

 

 

   (P= 0.466) 

 

0.136 

 

 

 

(P= 0.003) 

LL 

 

= 0.57 

UL 

 

= 0.307 

Full Mediation 

Relationship 

Traditional Ads -> 

Intention to Explore -> 

Intention to Engage 

 

-0.072 

 

 

 

(P= 0.246) 

 

0.027 

 

 

 

(P= 0.143) 

LL 

 

= -0.11 

 

UL 

 

= 0.093 

No Relationship 

Celebrity Chefs -> 

Intention to Explore -> 

Intention to Engage 

 

0.020 

 

 

 

(P= 0.723) 

 

0.091 

 

 

 

(P= 0.004) 

LL 

 

= 0.34 

 

UL 

 

= 0.200 

 

Full Mediation 

Relationship 

Food Bloggers -> 

Intention to Explore -> 

Intention to Engage 

 

0.027 

 

 

 

(P= 0.231) 

 

0.082 

 

 

 

(P= 0.011) 

LL 

 

= 0.14 

 

UL 

 

= 0.210 

Full Mediation 

Relationship 

Social Media 

Influencers -> 

Intention to Explore -> 

Intention to Engage 

 

0.026 

 

 

 

 

(P= 0.681) 

 

0.086 

 

 

 

 

(P= 0.002) 

LL 

 

 

= 0.25 

UL 

 

 

= 0.215 

Full Mediation 

Relationship 

Table 19: Summary for mediation effects 



 118 

 

Methodology Summary Connection 

Focus Group 

Interviews 

The interviews paved the way to understand 

pre-launch marketing, and eliminate 

constructs that were unnecessary such as the 

usage of WhatsApp advertising. Participants 

provided re-assurance that the conceptual 

framework is viable and provided 

introduced the construct of opinion leaders 

to the researcher. More importantly they all 

came together when supporting incongruent 

ads to capture attention and recommended 

the use of irony hence further investigation 

was needed.  

The connection between focus 

group interviews and 

experiment design came 

through testing consumer 

attentiveness to ironic 

advertising. This was 

recommended by the vast 

majority of the focus group 

participants and that’s where 

the need for experimental 

design came from.   

Experiment 

Design  

Attention was tested through experiment 

design by measuring the participants’ 

attentiveness to ironic ads compared to 

traditional ads. The reason for using this 

approach is the need to build a similar 

setting of a common Instagram user. 

Participants found the approach relatable to 

their everyday Instagram experience as they 

were put in cluttered advertising 

environment.  

After empirically validating 

that ironic ad capture consumer 

attention in a cluttered 

Instagram setting, the 

interaction between irony and 

rest of the constructs from the 

theoretical framework had to be 

measured through the analytical 

survey.   

Survey 

Questionnaire 

The survey measures all the constructs from 

the theoretical framework and how they 

interact through their selected items. 

Questions from the survey followed the 

same sequence from the theoretical 

framework starting from the participants’ ad 

exposure leading to their intention to 

purchase. The survey followed a 5-point 

Likert scale system and had a total of 323 

participants.  

Focus group interviews and 

experiment design both 

contribute to the structure and 

validation of the questionnaire. 

The study initially had a 

slightly different theoretical 

framework that would have 

been less credible incase only a 

quantitative approach was 

followed. Therefore, all the 

approaches used in the 

methodology are connected.  

 

 

 

 

 

 

 

Table 20: Connection between phase1, phase2, and phase 3 in the methodology 
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Chapter 7. Overview and Conclusion: 

 

The main theoretical contributions of this research study are covered in the first section of the next 

chapter. An outline of the research study's managerial implications, limitations and suggestions 

are shared along with key takes on how to take advantage of the findings for future research. 

 

7.1 Research Overview:  

This study seeks to answer the following questions:  

1. RQ1: What is the role of bottom-up attention and schema incongruity theory within the 

Pre-Launch marketing communication model (H1a-H1b)? 

2. RQ2: What is the role of opinion formers (Celebrity Chefs, Food Bloggers, Social Media 

Influencers) within building a successful pre-launch campaign (H2a-H2c)? 

3. RQ3: What are the factors leading to a successful Pre-Launch marketing campaign and 

how do these factors interact (H1-H5)? 

 

As highlighted in the earlier chapters, the aim of this study is to combine ironic ads along with 

opinion leaders as independent variables to build a successful pre-launch marketing framework.  

This allows small businesses in the food and beverage sector to build brand awareness through a 

holistic guiding framework that replicates the steps of a real life Instagram experience.  

 

(RQ1) Bottom-up attention and schema incongruity theory (H1a-H1b): 

The foundation of this research was built upon understanding what captures consumer attention in 

cluttered environments. As this research follows an abductive approach, this allowed new ideas to 

emerge as the researcher dived deeper in the literature. Bottom-up attention and schema 

incongruity theory are mutually inclusive as bottom-up attention is only activated when exposed 

to an incongruent stimuli and stimuli cannot be incongruent unless it activated bottom-up attention. 

After discovering this mutually inclusive relationship, and confirming through the literature that 

only incongruent stimuli can cut through advertising clutter, the next step was to find what type of 

stimuli must be used. Ironic ads were the answer after reviewing the gaps in its past applications, 

and after a rigorous testing procedure it was confirmed that ironic ads are in fact incongruent for 
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middle eastern consumers and can capture consumer attention in cluttered environments when 

compared to traditional ads. This coincides with results from Kim & Kim (2018) as ironic ads were 

effective in an online setting, therefore there is no reason to believe that it would not be effective 

in future studies. Contrastingly traditional ads were rejected as a type of advertising that can 

influence the intention to explore.  

 

(RQ2) The role of opinion formers (H2a-H2c):  

Initially, opinion formers was a term that was discovered in a late stage of this research more 

specifically after the focus group interviews. The findings from the qualitative study not only 

encouraged the use of opinion leaders, but also introduced the types of leaders consumers follow 

on Instagram. People with massive followings on Instagram can be actors, athletes, artists, chefs, 

and the list goes on. Nonetheless, they all have one thing in common, and that is they are costly 

due to their large following. The participants from the qualitative study emphasized the trust they 

have for celebrity chefs when endorsing restaurants as it is part of their expertise, however this 

study employed social media influencers and food bloggers along with celebrity chefs in the 

quantitative survey to provide more rigor to the study. As expected celebrity chefs were had the 

greatest influence on the intention to explore, however social media influencers and food bloggers 

also had a positive impact, and that is largely due to selecting bloggers and influencers that have a 

focus on advertising their honest opinions about restaurant experiences.  

 

(RQ3) Factors that lead to a successful Pre-Launch marketing campaign (H1-H5):  

 

This research began in the notion of providing a holistic framework that would help new businesses 

flourish in cluttered environments. In the process of building this framework the researcher kept 

making changes according to advances in literature, and methodological findings. Gaining 

customers' attention allows nascent companies to benefit in a pre-launch context by exploring, 

interacting, and making purchases. Based on the findings, ironic video advertisements are the main 

element that has the biggest effect on drawing in viewers. Comparing ironic advertisements to 

traditional commercials, it has been found that the former work better in congested surroundings. 

Concurrently, the utilization of opinion leaders is a crucial element that advances the triumph of a 

pre-launch marketing campaign, since the findings indicate a noteworthy correlation between 

opinion leaders and the intention to explore. Results from exploring the brand's Instagram page 
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show a strong correlation with customers' desire to interact with the brand. This suggests that after 

visiting a business's Instagram page and, more crucially, when their attention has been captivated, 

customers are more likely to interact with the brand by saving any post from the page or forwarding 

it to a friend or family member. The users' intention to buy is closely related to the previously 

described forms of engagement. However as previously mentioned, novel foods did not have a 

positive impact on the relationship between the intention to explore and the intention to engage. 

This matches the results from Olabi, Najm, Baghdadi, & Morton, (2009) as participants from their 

study demonstrated food nomophobia, and preferred traditional well known food over new types 

of food. The comparison between the intention to purchase through visit or via delivery apps was 

an interesting discovery.  Delivery platforms are currently growing at an all-time high due to the 

Middle East's and the GCC's persistent demand for convenience, particularly when it comes to 

food (Ogundimu, 2023). The results empirically validate the preference of delivery platforms over 

in person visits and this provides more solution to small business owners on how to reach more 

potential customers.  

 

7.2 Research Contribution and Novelty:  

 

To address the mystery of what captures consumer attention in cluttered advertising environments, 

and how to build a successful pre-launch marketing campaign, this study takes on a triangulation 

approach using 5 semi-structured focus group interviews, experiment design with 60 participants, 

and 323 consumer survey responses. In doing so, this research provides a novel approach for 

upcoming businesses to flourish in a competitive market such as the middle eastern food and 

beverage sector. By taking on a consumer-centric approach, this enabled the researcher to decipher 

consumers’ attention and engagement with up-coming brands through a consolidated framework 

that can guide restaurant owners and marketers on how to tactically activate bottom-up attention 

for consumers which will then lure them to engage and purchase through Instagram. In parallel, 

with the activation of bottom up attention this research empirically validates the use of trusted 

opinion leaders to further strengthen the relationship with consumers’ intention to explore, engage, 

and purchase. There are three key ways this study has contributed towards existing theory and 

knowledge: 
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Gap 1: The lack of empirical validity in testing schema incongruity theory  

 

After its inception in 1982, Mandler’s schema incongruity theory and its impact on viewers' 

attention to advertisement has been the subject of numerous research. All in which validate its 

effectiveness in capturing attention, however there was always a different incongruent stimuli used 

for each study. Stimuli that worked for Meyers-Levy and Tybout (1989), Goodstein (1993), 

Dimofte, Forehand, and Deshpandé (2003) may not necessarily work in 2024. This study 

contributes to Mandler’s theory in numerous ways. Firstly, this is the first study that addresses the 

key to effectively identifying an incongruent stimulus. Even more recent studies as Kim & Kim 

(2018), Gerrath & Biragla (2021) assume that the utilized stimulis’ are incoungruent without 

regerous testing. This study goes the extra mile by defining the types of attention and empertically 

demonstrating how the key to identfying a incongruent stimulis’ is the activation of bottom-up 

attention for consumers. Past studies have not contributed to bottom-up attention processing which 

is how schema incongruence is derived. Bottom-up attention is not arbitrarily decided. Even when 

a participant had no intention of paying attention, salient stimuli will draw attention (Schreij, 

Owens, & Theeuwes, 2008). This required the researcher to follow an experimental design in order 

to establish whether or not irony can be considered incongruent. Unlike the vast majority of 

attention research that utilizes eye tracking, this study follows a novel experimental approach, that 

can be utilized by future practitioners that do not have the luxury nor funding of eye-tracking 

equipment. The experimental approach in testing irony be successful and this enabled the 

researcher to undoubtedly identify irony as an incongruent stimulus for middle eastern consumers 

in the food & beverage sector. Secondly, this is the first study that utilizes Mandler’s (1982) theory 

in a modern pre-launch social media context, namely Instagram. Out of 44 million Instagram users 

from Arab countries (Kuwait, Egypt, Saudi Arabia, and the United Arab Emirates) a total of 28 

million show interest in food & drinks on Instagram (Crowd Analyzer, 2022). This research 

provides a validated theoretical framework for new businesses that can effectively capture 

consumer attention in advertising clutter using schema incongruity theory.  

 

Gap 2: Lack of empirical testing in the field of ironic advertisements  

Stern (1990) carried out multidisciplinary research to pinpoint the traits of ironic advertising. She 

suggested that ironic advertising must have the following four qualities: (1) it sends a discrete 
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message; (2) it has an intellectual message; (3) it aims to influence the consumer; and (4) the 

message has an unambiguous meaning. All in which were traits that were followed in the selection 

of the ironic ads utilized for this study. Although many advertisers have used ironic messages to 

draw the audience’s attention, there has been little empirical research examining ironic messages 

in advertising (Kim & Kim, 2018). Furthermore, the majority of current research tests the 

effectiveness of ironic ads individually rather than collectively compared with other types of ads 

(Lagerwerf, 2007) (Illen & Nan, 2017). Consumers are exposed to different types of ads on a day 

to day basis, hence it would be academically rigorous to place ironic ads in a cluttered environment 

for consumers to judge. Kim and Kim’s (2018) study used irony as a salient stimulus in the 

presented advertisement to capture attention; however, they have not mentioned the attention type 

allowing the participants to cognitively process the advertisements. The lack of stimulus presented 

to the participants is also worth mentioning. Four non ironic advertisements to only one ironic ad 

is not enough to declare saliency. According to Brown & Rothschild (1993) advertising clutter 

initiates at ten ads therefore this presents a gap in previous studies focused on ironic advertising. 

This study utilizes a novel experimental approach in testing ironic ads by placing the participants 

in a cluttered advertising environment using a total of ten ads where five were ironic and five were 

traditional. Firstly, the selected ironic ads were tested through a manipulation check to provide 

further reassurance that they meet the required criteria and the same applies for the traditional ads. 

Secondly the participants were presented with ten ads in which five are ironic and five are 

traditional, and to avoid bias the ads were shuffled similarly for all the participants. To further test 

the participants’ memory they were presented with a short puzzle before proceeding to survey 

questions about the ads. This approach is the first of its kind as it allows the respondents to replicate 

a real life Instagram experience where they are exposed to numerous shuffled ads while scrolling 

and unlike other studies this approach rigorous in terms of comparison with other types of ads in 

a cluttered environment.  

 

Gap 3: Lack of guidance on how to select a macro influencer that has the traits of an opinion 

leader for a pre-launch marketing campaign  

 

The root concept of opinion leadership stems from Lazarsfeld, Berelson, Gaudet (1968) book on 

how the voter makes up their mind in a presidential election. Opinion leaders, according to their 
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argument, gathered information from the media and then directly and verbally shared it with other 

members of the public. It was named the "two-step flow model" for this procedure. Today, 

interactions can be carried out both online and offline, so the role of opinion leaders has evolved 

substantially (Turcotte et al., 2015). Numerous studies have been conducted that focus on the 

favorable traits and characteristics of opinion leaders in an online context (Nunes et al. 2018 ; 

Jansson et al., 2017). The traits that were frequently researched as facilitating factors were (e.g. 

trustworthiness and expertise) (Kay, Mulcahy, & Parkinson, 2020). This study incorporated the 

same traits in testing the effectiveness of opinion leaders, however there are several contributions 

that have been made empirically and contextually. Previous studies have focused on opinion 

leaders as a construct, regardless of classifications. Opinion leaders may or may not be (actors, 

celebrity chefs, social media influencers, food bloggers etc...) meaning the relationship between 

big following and opinion leadership may be mutually exclusive at times and that is how this study 

contributes to existing literature. Upcoming SMEs in the food & beverage sector will likely use an 

opinion leader due to being quite inexpensive when compared to the expense of making banner 

ads, television ads, outdoor ads, etc., (Ahmad, 2018; Bevilacqua, 2018). Past research does 

demonstrate that (trustworthiness, and expertise) are the traits of an opinion leader however in the 

modern age of social media everyone with a large following also known as macro influencers share 

their opinions on products or services regardless of truthfulness and expertise (Li, et al., 2024). 

According to the qualitative findings the most commonly used marketers in the field of restaurants 

are celebrity chefs, social media influencers, and food bloggers. This study is the first of its kind 

to compare between the types of macro influencers to empirically whom is deemed most effective 

in the food and beverage sector. The majority of new businesses do not have the luxury of inviting 

and testing several types of macro influencers due to having high expenses. Hence it is critical for 

restaurant owners and marketing practitioners in the food and beverage sector to have empirically 

tested information on whom is most suitable for their pre-launch marketing campaign. Results 

demonstrated that celebrity chefs, were deemed the most effective opinion leader for a pre-launch 

marketing campaign. This study does agree with trustworthiness and expertise being deemed as 

the determining factor, however that is extremely vague as there are many who claim to have those 

traits on social media. This is the only study of its kind that empirically validates which type of 

macro influencer is an opinion leader that can actually influence consumer opinion in the field of 

food and beverage.  



 125 

None the less, all three opinion leaders proved to have a positive relationship with consumers’ 

intention to explore, and that is largely due to selecting opinion leaders with trustworthiness, 

however expertise was the determining factor on who came first (Celebrity Chefs) and had the 

highest positive relationship. In case there was no available or suitable celebrity chef, new 

businesses can employ food bloggers or social media influencers however there is an important 

criterion they must follow. Firstly, those bloggers or influencers should have a niche in their 

advertising history that aligns with upcoming business. For example, if the upcoming restaurant 

focuses on high end sandwiches, those advertising must have a history in working with sandwich 

shops or eating sandwiches in their day to day activities in order for consumers to trust and explore 

the advertised brand. The qualitative findings demonstrate that social media influencers that 

advertise different sectors of products and services continuously are deemed un-trustworthy and 

will negatively impact the advertised brand. Therefore, it is crucial to employ social media 

influencers or food bloggers that have a good history with your brand niche along with 

trustworthiness in sharing their opinions.  

 

7.3 Managerial Implications: 

Academic research has always emphasized the importance of marketing not just through 

advertising, but also through building an overall marketing campaign that covers the intended 

reach. Spending large portions of their budgets on advertising, new businesses are unaware of how 

to tackle advertising clutter, meanwhile it is empirically proven that middle eastern consumers 

enjoy buzz and hype over new launches whether that be through a new service, product, or 

restaurant. Pre-launch marketing campaigns provide information under which a new business is 

likely to encounter and expect when launching their business. Post launch marketing can portray 

the consumer opinion on social media after testing the product or service, however pre-launch is 

all about building buzz and excitement around what’s coming. This study provides solutions for 

numerous managerial problems (Lack of marketing plans, a poor comprehension of the industry 

they operate in, and competition against well established companies) all three are pitfalls for small 

businesses in the middle east (Albalushi & Naqshbandi, 2022).  
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The Instagram bubble helped numerous businesses reach success in rapid time, however, as a result 

of frequent Instagram utilization, capturing consumer attention is a new challenge presented for 

current and upcoming businesses  (Ha & McCan, 2008). Upcoming businesses in the middle east 

still have impression that using Instagram ads and social media influencers will guarantee sales 

and success however that is no longer the case. This brings us to the first problem mentioned in 

Albalushi & Naqshbandi, (2022) which is lack of marketing plans. Launching a new restaurant 

requires intense preparation, more importantly as the middle eastern market is heavily saturated it 

is critical to find a gap. That can be through a new cuisine, new theme, or new experience. A 

marketing plan that is designed around filling that gap is much more efficient than competing with 

existing well established brands. This does not mean going completely outside community norms, 

but rather finding a restaurant niche that isn’t heavily saturated and building a unique marketing 

plan around it. Marketers may begin by exploring brands that gained rapid awareness at the pre-

launch stage and understand what type of marketing approach they followed in order to build upon 

for their own project. Depending on their budget the approaches may vary, some businesses relay 

on a more hands on approach were a large investment is on ambient advertisements, and although 

that has proven to be effective, it is substantially more expensive than online advertising. The 

majority of new businesses that are not under the umbrella of a successful mother company and 

have limited funding therefore they should rely more on social media to build brand awareness by 

creating teaser ads or unique online invitations to the restaurant soft opening. Creativity, 

innovation, value creation, and resource utilization are all equally critical when launching a new 

restaurant with minimal resources. As a new business you must constantly find new ways to stand 

out and this is where the urge for a pre-launch campaign comes from because it does not only raise 

brand awareness at an early stage, yet it also provides entrepreneurs an idea of how sales will be 

based on brand engagement.  

 

The second problem mentioned in Albalushi & Naqshbandi, (2022) is also tackled in this study 

that is poor market comprehension. Years of work about the middle eastern food & beverage sector 

is summarized in this study offering a solid understanding of the industry and how to approach 

consumers as a new business. Arab consumers consider the food & beverage sector as a hedonic 

sector to indulge and enjoy regardless of the cost. Hence, upon building a marketing strategy the 

ideology must be around providing an opportunity for consumers to experience unique elements 
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of the brand. Middle eastern consumers care about packaging, taste, value, and recently 

convenience has made it it’s way as a priority in that list. Consumers in the middle east and gulf 

countries in particular have a never ending demand for convenience specially when it comes to 

food, as a result fresh food delivery has changed in recent years, going from kitchens to dining 

rooms and even to cloud kitchens that serve food to those who live far away. This is core 

information when building your brand as delivery platforms offer business owners a bigger slice 

of the pie if they have strong market comprehension. This coincides with the results obtained from 

this study as the vast majority of participants preferred ordering their food rather than visiting the 

restaurant. This is substantial information for any up-coming business looking to invest not in 

marketing but also in their delivery operation.  

 

The third problem managerial problem that new businesses face is the competition against well 

established companies. It is more likely for new businesses to work with less funding and a less 

margin for error than well established brands. New businesses are no strangers to challenges, 

numerous start-ups already fail within their first few years in the market (Escheberger, 2020). This 

is where the urge for a pre-launch marketing campaign stems from, because they can provide 

feedback for SMEs about the market that can help them make some changes before going the extra 

mile and opening (Marvel et al., 2020). This can save substantial amounts of money, and more 

importantly provide valid information about what to expect. As mentioned earlier, the core of all 

challenges is capturing consumer attention on Instagram. This is due, to competition from 

companies in the same sector, and the other stimuli that is generated from the user’s following 

base. New Businesses, must explore different approaches in their advertising techniques and find 

the stimuli that works best with their market niche. More importantly, this research has a particular 

focus on marketing techniques, however marketing can only take a business so far if the product 

or service are not up to standard. Hence, before investing in any sort of marketing businesses must 

have high evaluation of their product and then build their marketing approach around that product 

or service.  

 

Lastly, this cannot be stressed enough, starting a small business in any sector requires a set 

interpersonal skills. The most advanced well put framework cannot aid to success unless the 

owner, and staff all have resilience, honesty with themselves and with their customers, and most 
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importantly the will to work extremely hard for small gains in order to eventually reach maximum 

gains. Success in business as anything else in life does not come over night, however when hard 

work is paired with preparation anything is possible.  

 

7.4 Conclusion: 

A rich culinary legacy and changing consumer demands have created the dynamic and thriving 

Middle East food service market. The region has seen tremendous growth in the food service 

business due to its diversified population and expanding middle class. Bold flavors and distinctive 

spices define traditional Middle Eastern cuisines, which coexists with the growing desire for 

cutting-edge, diverse dining experiences. Large cities like Dubai, Riyadh, and Doha have 

developed into culinary hotspots with an abundance of eateries ranging from hip cafes to fine 

dining restaurants. A booming delivery environment, contemporary cuisine chains, and historic 

restaurants all influence the Middle East food service market. Global trends have led to a noticeable 

shift in dining alternatives in recent years toward healthier and more sustainable options. The 

middle eastern market is currently estimated at $55.65 billion USD and is expected to reach an 

evaluation of $158.53 billion USD by 2034, this forecast translates to the need for modern 

marketing approaches to compliment the staggering expected growth.   

 

As a developing researcher, finishing this study has been a very rewarding journey and enriching 

experience, as I have gained many skills. These include finding pertinent material and critically 

analyzing it in relation to a research problem or question; conducting, analyzing, and writing up 

qualitative research; and acquiring the technical know-how to perform an experiment design and 

intricate statistical analyses using IBM SPSS and AMOS to evaluate validity, reliability, and causal 

relationships. In addition to identifying and defining the theoretical advancements that this 

research has brought to light some of acquired skills required a very steep learning curve, but I 

know that practice makes perfect, and as I gain more experience as an academic in higher 

education, I will be able to refine my research techniques and expand on my repertory. As 

mentioned in the previous section, I honestly believe that this study will have a significant and 

long-lasting impact on a range of stakeholders as well as the context of the literature on pre-launch 

marketing. 

 



 129 

If I were to carry out this research study again, I would have also made an effort to secure outside 

funding and partnered with organizations like well-established marketing agencies in Kuwait from 

the start, in order to benefit from their extensive network of contacts both inside and outside the 

food & beverage industry and variety of resources that scholars have access to because of their 

prior research. Interacting with industry representatives across different stretches of control and 

lines of command would have put me in an even better position to capture findings that marketers, 

business owners, and practitioners could easily implement, which might have allowed me to 

develop an even more focused model/framework and set of recommendations. 

 

7.5 Limitations and future research directions: 

For future research, it would be interesting to explore different types of ads that capture attention 

in cluttered environments. Ironic ads have proven to be effective, however there many other types 

of ads that may provide the same impact or even better. Furthermore, irony can be divided in into 

multiple synonyms, therefore the type and degree of irony in advertising can provide more in depth 

results for future practitioners. In addition, this study only highlights the perspective of Arab 

consumers, which opens the door for research on other ethnicities. While middle eastern 

consumers preview food as a hedonic product in which they indulge in it would very interesting 

explore other sides of the spectrum, and how ironic ads would influence consumers that view food 

as a utilitarian product. Furthermore, this research rejected novel foods as a moderator that can 

influence the relationship between the intention to engage and intention to explore. The results 

from the survey contrast with the results from the focus group interviews where new cuisines and 

new types of food were welcomed by Arab consumers. Perhaps future research can examine the 

construct of novel foods in a different perspective as phase 1 from methodology proves its 

effectiveness.  

Due to time constraints the researcher was not able to compliment the current findings with a 

feasibility study about all the costs of running a successful pre-launch marketing campaign. Using 

ironic ads and opinion leaders have proven to be effective, however there are costs involved in 

creating the advertisements, finding the best value for money opinion leaders, and whether or not 

it is more practical to do in house marketing or relay on the services of a marketing agency. 

Forthcoming research can also explore the impact of the framework in the other industries. 

 



 130 

References:  

 

Abbasi, G., Abdulraheem, N., Wu, H., Iranmanesh, M., & Keong, B. (2022). Determinants of 

SME’s Social Media Marketing Adoption: Competitive Industry as a Moderator. Journal 

of Indexing and Metrics, 1-19. 

 

Ahmed, N. (2011). The Concept of Collectivism in Relation to Islamic and Contemporary 

Jurisprudence . The Open Law Journal, 15-20. 

 

Al Tit, A., Omri, A., & Euchi, J. (2019). Critical success factors of small and medium-sized 

enterprises in Saudi Arabia: Insights from sustainability perspective. Adminstrative 

Science, 32. 

 

Alalwan, A. (2018). Investigating the impact of social media advertising features on customer. 

International Journal of Information Management, 65-77. 

 

Alalwan, A., Rana, N., Algharabat, R., & Tahrini, A. (2016). A Systematic Review of Extant 

Literature in Social Media in the Marketing Perspective. Social Media: The Good, the 

Bad, and the Ugly , 79–89 . 

 

Albalushi, K., & Naqshbandi, M. (2022). Factors Affecting Success and Survival of Small and 

Medium. Knowledge, 525–538. 

 

Alden, D., Mukherjee, A., & Hoyer, D. (2000). The effects of incongruity, surprise and positive 

moderators on perceived humor in television advertising. Journal of Advertising, 1-15. 

Allen, A. (2017, February 14). Private Equity Deals Make Their Mark On the Middle East 

Restaurant Industry. Retrieved from Aaron Allen & Associates : 

https://aaronallen.com/blog/middle-east-restaurant-private-equity 

 

Alqassabi, M. (2020). Insights on Sustainability of Small and Medium Enterprises in Oman: A 

Conceptual Framework. International Journal of Ecommerce, 209–218. 

Alvesson, M., & Skoldberg, K. (2009). Reflexive Methodology: New Vistas for Qualitative 

Research. London: Sage. 

 

Anderson, J., & Gerbing, D. (1988). Structural equation modeling in practice: A review and 

recommended two-step approach. Psychological Bulletin, 411–423. 

Anderson, S. (2023, May 3). How many ads do we really see in a day? Spoiler: it’s not 10,000. 

Retrieved from The Drum: https://www.thedrum.com/news/2023/05/03/how-many-ads-

do-we-really-see-day-spoiler-it-s-not-10000 

 

Andrews, G., Crino, R., Hunt, C., & Lampe, L. (1994). The Treatment of Anxiety Disorders: 

Clinician's Guide and Patient Manuals. New York: Cambridge University Press. 

 

Ashcraft, M., & Radvansky, G. (2009). Cognition. Prentice Hall. 

 



 131 

Attardo, S. (1997). The semantic foundations of cognitive theories of humor. International 

Journal of Humor Research, 395–420. 

 

Audi, R. (1995). The Cambridge Dictionary of Philosophy. Newyork: Cambridge University 

Press. 

 

Avery, A., Calder, B., & Iacobucci , D. (1998). New Media Interactive Advertising 

vs.Traditional Advertising. Journal of Advertising Research , 23-32. 

 

Azjen, I., & Fishbein, M. (1980). Understanding Attitudes and Predicting Social Behavior. 

Englewood Cliffs: Prentice Hall. 

 

Azzam, R., & Waleed, N. (2020). The Impact of Egyptian Food Bloggers toward Consumer's 

Attitude and Behavior in Restaurant selection. 50-62. 

 

Babin, B., Hair, J., & Boles, J. (2008). Publishing Research in Marketing Journals Using 

Structural Equation Modeling. Journal of Marketing Theory and Practice , 279-286. 

 

Bäckström , A., Pirttilä-Backman,, A., & Tuorila, H. (2004). Willingness to try new foods as 

predicted by social representations and attitude and trait scales. Appetite, 75-83. 

 

Baird, S. (2011, November 30). Incongruity in Advertising? Retrieved from DuetsBlog : 

https://www.duetsblog.com/2011/11/articles/advertising/incongruity-in-advertising/ 

Baker, T. (1994). Doing Social Research. New York: McGraw-HillInc. 

 

Barnes, J. (1999). Creating a difference with ambient media. Admap, 46-49. 

 

Baron, R., & Kenny, D. (1986). The Moderator-Mediator Variable Distinction in Social 

Psychological Research: Conceptual, Strategic, and Statistical Considerations . Journal of 

Personality and Social Psychology, 1173-1182 . 

 

Barrena, R., & Sanchez, M. (2013). Neophobia, personal consumer values and novel food 

acceptance. Food Quality and Preference, 72-84. 

 

Bastian, B., & Tucci, C. (2017). Entrepreneurial advice sources and their antecedents: Venture 

stage, innovativeness and internationalization. Journal of Enterprising Communities 

People and Places in the Global Economy , 11-22. 

 

Bastian, B., & Zali, M. (2016). Entrepreneurial motives and their antecedents of men and women 

in North Africa and the Middle East. Gender in Management An International Journal , 

456-478. 

 

Batinic, D., Turudic, D., & Milosevic, D. (2016). Lupus nephritis in Croatian children: 

clinicopathologic findings and outcome. linicopathologic findings and outcome, 307-314. 

 



 132 

Bazi, S., Gorton, M., & Fillieri, R. (2020). Customers’ motivation to engage with luxury brands 

on social media. Journal of Business Research , 223-235. 

 

Beauchamp, M., Cox, R., & Deyeo, E. (1997). Graded effects of spatial and featural attention on 

human area MT and associated motion processing areas. Journal of Neuropsychology, 

516-520. 

 

Becherer, R., & Helms, M. (2016). The role of entrepruenral marketing in improving market 

share for small businesses facing external enviromental or resource challenges.  Journal 

of Business and Entrepreneurship, 119-147. 

 

Belanche, D., Cenjor, I., & Perez-Rueda, A. (2019). Instagram Stories versus Facebook Wall: an 

advertising effectiveness analysis. Spanish Journal of Marketing, 69-94. 

 

Bendixen, M. T. (1993). Advertising effects and effectiveness. European Journal of Marketing , 

19-32. 

 

Bernard, H. (2000). Social Research Methods: Qualitative and Quantitative Approaches. Sage: 

Thousand Oaks. 

 

Bernard, H. R. (2002). Research methods in anthropology: Qualitative and quantitative 

approaches. Walnut Creek, CA: Alta Mira Press. 

 

Bitner, M. J., & Obermiller, C. (1985). he elaboration likelihood model: limitations and 

extensions in marketing. Advances in Consumer Research, 420-425. 

 

Bjerke, B., & Hultman, C. (2002). Entrepreneurial Marketing: The Growth of Small Firms in the 

New Economic Era. Modern Economy, 50-62. 

 

Blee, K., & Taylor, V. (2002). Semi-Structured Interviewing in Social Movement Research. In 

B. Klandermans, & S. Staggenborg, Methods of Social Movement Research (pp. 92-113). 

Minneapolis: University of Minisota Press. 

 

Borst, P., Akkermans, H., & Top, J. (1997). Engineering ontologies. International Journal of 

Human-Computer Studies, 365-406. 

 

Bouchard, T. J. (1976). Unobtrusive measures: An inventory of uses. Sociological Methodsand 

Research, 267-300. 

 

Brace, I. (2004). Questionnaire Design: How to Plan, Structure and Write Survey Material for 

Effective Market Research. Kogan Page. 

 

Brannon, L., & Brock, T. (2001). Scarcity Claims Elicit Extreme Responding to Persuasive 

Messages: Role of Cognitive Elaboration. Personality and Social Psychology Bulletin , 

365-375. 



 133 

Brehm, S., & Brehm, J. (1981). Psychological reactance: A theory of freedom and control. 

Newyork: Academic Press. 

 

Bressler, S., Sylvester, W., Shulman, G., & Corbetta, M. (2008). Top-down control of human 

visual cortex by frontal and parietal cortex in anticipatory visual spatial attention. Journal 

of Neuroscience, 10056 –10061. 

 

Brown, S. (2007). Postmodern marketing. Routledge. 

 

Brown, T., & Rothschild, M. (1993). Reassessing the Impact of Television Advertising Clutter. 

Journal of Consumer Research, 138-146 . 

 

Bryman, A. (2007). Barriers to Integrating Quantitative and Qualitative Research. Journal of 

Mixed Methods Research, 8-22. 

 

Bryman, A., & Bell, E. (2015). Business Research Methods. Oxford: Oxford University Press. 

 

Burmester, A., Becker, J., Van Heerde, H., & Clement, M. (2015). The impact of pre- and post-

launch publicity and advertising on new product sales . Intern. J. of Research in 

Marketing, 408-417. 

 

Campbell, C., & Marks, L. (2015). Good native advertising isn’t a secret. Business Horizons, 

599—606. 

 

Cao, Y., Qu, Q., Duffy, V., & Ding, Y. (2019). Attention for Web Directory Advertisements: A 

Top-Down or Bottom-Up Process? International Journal of Human–Computer 

Interaction, 89–98. 

 

Carr, C., & Hayes, R. (2014). The Effect of Disclosure of Third-Party Influence on an Opinion 

Leader's Credibility and Electronic Word of Mouth in Two-Step Flow. Journal of 

Interactive Advertising , 38-50. 

 

Carrasco, M. (2011). Visual attention: the past 25 years. Vision Research, 1484-1525. 

Celani, A., & Singh, P. (2011). Signaling theory and applicant attraction outcomes. Personnel 

Review, 222-238. 

 

Chaloner, K., & Verdinelli, I. (1995). Bayesian Experimental Design: A Review . Statisitcal 

Science , 273-304 . 

 

Chan, K., & Misra, S. (1990). Characteristics of the opinion leader: A new dimension. Journal of 

Advertising, 53-60. 

Chan, V. (2017, November 7). Should Dark Social be synchronized to improve marketing 

development? Retrieved from Welcome to my Expedition: 

https://veritychan.wordpress.com/2017/11/07/should-dark-social-be-synchronized-to-

improve-marketing-development/ 



 134 

Chandra, Y., & Shang, L. (2019). Qualitative Research Using R: A Systematic Approach. In 

Inductive Coding (pp. 91-106). Singapore: Springer. 

 

Charness, G., Gneezy, U., & Kuhn, M. (2012). Experimental methods: Between-subject and 

within-subject design. Journal of Economic Behavior & Organization, 1-8. 

 

Chen, J. (2020, September 17). What is influencer marketing: How to develop your strategy. 

Retrieved from Sprout Social: https://sproutsocial.com/insights/influencer-marketing/ 

 

Cheung, C., Xiao, S., & Liu, I. (2014). Do actions speak louder than voices? The signaling role 

of social information cues in influencing consumer purchase decisions. Decision Support 

Systems, 50-58. 

 

Chin, W. (1998). The partial least squares approach for structural equation modeling. Modern 

methods for business research, 295–336. 

 

Chin, W., & Todd, P. (1995). On the Use, Usefulness and Ease of Use of Structural Equation 

Modelling in MIS Research. MIS Quarterly, 237-246. 

 

Cho, C., & Cheon, J. (2004). Why Do People Avoid Advertising on the Internet? Journal of 

Advertising, 89-97. 

 

Choi, H., KO, M., Medlin, D., & Chen, C. (2018). The effect of intrinsic and extrinsic quality 

cues of digital video games on sales: An empirical investigation. Decision Support 

Systems, 86-96. 

 

Chu, S., & Kim, M. (2011). Determinants of consumer engagement in electronic word-of-mouth 

(eWOM) in social networking sites. International Journal of Advertising, 47-75. 

 

Clarke, V., & Bruan, V. (2017). Thematic analysis. The Journal of Positive Psychology , 297-

299. 

 

Cole, C., Ettenson, R., Reinke, S., & Schrader, T. (1990). The elaboration likelihood model 

(ELM): replications, extensions, and some conflicting findings. Advances in Consumer 

Research, 231-236. 

 

Colley, & Russell, H. (1961). Defining Advertising Goals for Measured Advertising Results. 

New York: Association of National Advertisers. 

 

Collier, J. (2020, February 21). Applied Structural Equation Modeling using AMOS.  Routledge; 

1st edition . Retrieved from Data Analysis in SPSS: www.stat-help.com/notes.html 

Collinson, E., & Shaw, E. (2001). Entrepreneurial Marketing—A Historical Perspective on 

Development and Practice. Management Decision, 761-766. 

 

Collis, J., & Hussey, R. (2013). Business Research: A Practical Guide for Undergraduate and 

Postgraduate Students. London: Palgrave Macmillan. 



 135 

Colucci, E. (2007). “Focus Groups Can Be Fun”: The Use of Activity-Oriented Questions in 

Focus Group Discussions. Qualitative Health Research, 1422-1433. 

 

Conelly, B., Certo, T., Ireland, D., & Reutzel, C. (2011). Signaling Theory: A Review and 

Assessment. Journal of Management, 39-67. 

 

Corbetta, M., & Shulman, G. (2002). Control of goal-directed and stimulus-driven attention in 

the brain. Nature reviews neuroscience, 201–215. 

 

Creswell, J. (2009). Research Design: Qualitative, Quantitative, and Mixed Methods 

Approaches. California: Thousand Oaks. 

 

Creswell, J., & Clark, P. (2011). Designing and Conducting Mixed Methods Research. Los 

Angles: Sage Publications. 

 

Crowd Analyzer. (2022). State of Social Media Report'20 - 4th Edition. Retrieved from Crowd 

Analyzer: https://www.crowdanalyzer.com/reports/state-of-social-media-report-in-mena-

region-2022 

 

Cutruzzula, K. (2019, June 19). Here's Why You Can't Stop Scrolling on Your Phone. Retrieved 

from Shine: https://advice.theshineapp.com/articles/heres-why-you-cant-stop-scrolling-

on-your-phone/ 

 

Dahlén, M., Lange, F., Sjödin, H., & Törn, F. (2005). Effects of Ad-Brand Incongruency. 

Journal of Current Issues and Research in Advertising, 1-12. 

 

Daughtery, T., & Hoffman, E. (2013). eWOM and the importance of capturing consumer 

attention within social media. Journal of Marketing Communications, 82-102. 

 

Davis, F. (1986). A technology acceptance model for empiri- cally testing new end-user 

information systems: theory and results. Cambridge, MA: Doctoral dissertation. MIT 

Sloan School of Management. 

 

De Keyzer, F., Dens, N., & De Pelsmacker, P. (2022). How and When Personalized Advertising 

Leads to Brand Attitude, Click, and WOM Intention. Journal of Advertising, 39-56. 

 

Deighton, J. (1992). The Consumption of Performance. Journal of Consumer Research, 362–

372. 

Dessart, L., Veloutso, C., & Thomas, A. (2015). Consumer engagement in online brand 

communities: A social media perspective. Journal of Product & Brand Management, 28-

422. 

DeVellis, R. (1991). Scale development: Theory and applications. Sage Publications. 

 

Devolkskrant, S. (2003, Jan 1). Devolkskrant. Retrieved from volkskrant: 

https://www.volkskrant.nl/archief/2010?referrer=https://www.google.com/ 



 136 

Dhume, S., Pattanshetti, M., Kamble, S., & Prasad, T. (2012). Adoption of social media by 

Business Education students: Application of Technology Acceptance Model (TAM). 

IEEE International Conference on Technology Enhanced Education (ICT (pp. 1-10). 

IEEE. 

 

Dilorio, C., Faherty, B., & Manteuffel, B. (1994). Epilepsy self-management: Partial replication 

and extension. Research in Nursing & Health, 167–174. 

 

Dimofte, C., Forehand, M., & Desphande, R. (2003). Ad schema incongruity as elicitor of ethnic 

self-awareness and differential advertising response. Journal of Advertising , 7-17. 

 

Driver, S. (2019, March 20). Instagram for Business: Everything You Need to Know:. Retrieved 

from Business News Daily: https://www.businessnewsdaily.com/7662-instagram- 

business-guide.html  

 

Dushi, N., Dana, L.-p., & Ramadani, V. (2019). Entrepreneurial marketing dimensions and 

SMEs performance. Journal of Business Research, 86-99. 

 

Dutka, & Solomon. (1995). DAGMAR: Defining Advertising Goals for Measured Advertising 

Results. Lincolnwood: NTC Business Books. 

 

Erdogan, Z. (1999). Celebrity Endorsement: A Literature Review. Journal of Marketing 

Management , 291-314 . 

 

Escalas, J., & Bettman, J. (2003). You are what they eat: The influence of reference groups on 

consumers' connections to brands. Journal of consumer psychology, 339-348. 

 

Escheberger, T. (2020, March 3). 5 TOP reasons why startups fail. Retrieved from Lead 

Innovation Management: https://www.lead-innovation.com/english-blog/reasons-

startups-fail 

 

Etikan, I., Musa, S. A., & Sunu, R. (2016). Comparison of Convenience Sampling and Purposive 

Sampling. American Journal of Theoretical and Applied Statistics, 1-4. 

 

EyeSee. (2019). Breaking the social media clutter: which ads make an impact? Retrieved from 

https://eyesee-research.com/breaking-the-social-media-clutter-which-ads-make-an-

impact/ 

 

Feehan, J. (2018). The long-run price elasticity of residential demand for electricity: Results 

from a natural experiment. Utilities Policy, 12-17. 

 

Fishbein, M., & Ajzen, I. (1972). Attitudes and opinions. Annual Review of Psychology, 487-

544. 

 

Fishbein, M., & Ajzen, I. (2010). Predicting and changing Behavior: The Reasoned Action 

Approach. New York: Psychology Press (Taylor and Francis). 



 137 

Flick, U. (2009). An introduction to qualitative research. Sage Publications . 

 

Flight, I., Leppard, P., & Cox, D. (2003). Food neophobia and associations with cultural 

diversity and socio-economic status amongst rural and urban Australian adolescents. 

Appetite , 51-59. 

 

Flynn, L., Goldsmith, R., & Eastman, J. (1996). Opinion Leaders and Opinion Seekers: Two 

New Measurment Scales. Journal of the academy of marketing science, 137-147. 

 

Fred, D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of information 

technology. MIS Q, 319–339. 

 

Friske, S., & Taylor, S. (1991). Social Cognition. New York: McGraw-Hill. 

 

Fronell, C., & Larcker, D. (1981). Evaluating structural equation models with unobservable 

variables and measurement error. Journal of Marketing Research, 39-50. 

 

Fuller, C. M., Simmering, M. J., Atinc, Y., & Babin, B. J. (2016). Common methods variance 

detection in business research. Journal of Business Research, 3192-3198. 

Gaskin, (2016), "Stats Tools Package", Excel Tool 

 

Ge, J. (2019). Social media-based visual humour use in tourism marketing: a semiotic 

perspective. European Journal of Humour Research, 6-25. 

 

Gerbing, D., & Hamilton, J. (1996). Viability of exploratory factor analysis as a precursor to 

confirmatory factor analysis. Structural Equation Modeling, 62–72. 

 

Gerrath, M., & Biraglia, A. (2021). How less congruent new products drive brand engagement: 

The role of curiosity. Journal of Business Research, 13–24. 

 

Giakoumaki, C., & Krepapa, A. (2020). Brand engagement in self-concept and consumer 

engagement in social media: The role of the source. Psychology & Marketing, 457-465. 

 

Glaser, B., & Strauss, A. (1967). The Discovery of Grounded Theory: Strategies for Qualitative 

Research. California : Sociology Press. 

 

Goldenburg, J., Lehmann, D., Shidlovski, D., & Barak, M. (2006). The role of expert versus 

social opinion leaders in new product adoption . Cambridge, Mass, 67-84. 

 

Goodrich, K., Schiller, S., & Galleta, D. (2015). Consumer Reactions to Intrusiveness Of Online-

Video Advertisements. Journal of Advertising Research , 37-50. 

 

Goodstein, R. (1980). Category-Based Applications and Extensions in Advertising: Motivating 

More Extensive Ad Processing. Journal of Consumer Research, 87-99. 

 



 138 

Goodstein, R. (1993). Category-Based Applications and Extensions in Advertising: Motivating 

More Extensive AD Processing. Journal of Consumer Research, 87-99. 

Gregg, D., & Walczak, S. (2008). Dressing Your Online Auction Business for Success: An 

Experiment Comparing Two eBay Businesses. MIS Quarterly, 653-670. 

 

Grunet, K., & Valli, C. (2001). Designer-made meat and dairy products: Consumer-led product 

development. Livestock Production Science, 83-98. 

 

Guido, S. (2001). Phenylephrine and ECS-Induced Retrograde Amnesia. Journal of ECT, 166-

169. 

 

Gupta, H., Singh, S., & Sinha, P. (2017). Multimedia tool as a predictor for social media 

advertising- a YouTube way. Multimedia Tools and Appications, 18557–18568. 

 

Ha, L., & Litman, B. (1997). Advertising clutter in consumer magazines: Dimensions and 

effects. Journal of Advertising Research, 36, 76–84. 

 

Ha, L., & McCan, K. (2008). An integrated model of advertising clutter in offline and online 

media. International Journal of Advertising, 569-592. 

 

Hair, J., Black, W., Babin, B., & Anderson, R. (2010). Multivariate Data Analysis. New York: 

Pearson. 

 

Hair, J., Black, W., Babin, B., Anderson, R., & Tatham, R. (2006). Multivariate Data Analysis. 

Pearson Prentice Hall. 

 

Hair, J., Hult, G., Ringle, C., & Sarstedt, M. (2017). A Primer on Partial Least Squares 

Structural Equation Modeling. California: Sage Publications Inc. 

 

Halkias, G., & Kokkinaki, F. (2011). How Schema Incongruity Influences Consumer Responses: 

Exploring the degree of Incongruity for different Sources of discrepancy. European 

Advances in Consumer Research, 144-150. 

 

Hammer, P., Riebe, E., & Kennedy, R. (2009). How Clutter Affects Advertising Effectiveness. 

Journal of Advertising Research , 50-63. 

 

Hansen, N. (1958). Patterns of Discovery an Inquiry into the Conceptual Foundations of 

Science. Newyork: Cambridge University Press. 

 

Harman, & Gilbert, H. (1965). The inference to the best explanation. The philosophical review, 

88-95. 

 

Hassan, S., Nadzim, S., & Shiratuddin, N. (2015). Strategic Use of Social Media for Small 

Business Based on the AIDA Model. Procedia - Social and Behavioral Sciences, 262 – 

269. 

 



 139 

Haugtvedt, C. P., & Petty, R. E. (1989). Need for cognition and attitude persistence. Advances in 

Consumer Research, 33-36. 

Haws, K., Sample, K., & Hulland, J. (2022). Scale use and abuse: Towards best practices in the 

deployment of scales. Journal of Consumer Psychology, 226-243. 

 

Heckman, J. (1999). Chapter 31 - The Economics and Econometrics of Active Labor Market 

Programs. In Handbook of Labor Economics (pp. 1865-2097). 

 

Hedhli, K., & Zourrig, H. (2023). Dual routes or a one-way to persuasion? The elaboration 

likelihood model versus the unimodel. Journal of Marketing Communications , 433-454 . 

 

Heine, P. (2004). Food Culture in the Near East, Middle East, and North Africa. London: 

greenwood press. 

 

Hines, P., & Taylor, D. (2000). Going Lean. Cardiff: Lean Enterprise Research Centre Cardiff 

Business School. 

 

Hollebeek, L., Glynn, M., & Brodie, R. (2014). Consumer Brand Engagement in Social Media: 

Conceptualization, Scale Development and Validation. Journal of Interactive Marketing , 

149-165. 

 

Holt, D. (2016). Branding in the Age of Social Media. Harvard Business Review, 40-48. 

 

Horton, M. (2022, March 31). The 4 Most Common Reasons a Small Business Fails. Retrieved 

from Investopedia: https://www.investopedia.com/articles/personal-finance/120815/4-

most-common-reasons-small-business-fails.asp 

 

Hossain, M. (2012). Factors Affecting Customer Switching Resistance among the 

Telecommunication Subscribers. Middle-East Journal of Scientific Research, 1-11. 

 

Hu, L., & Bentler, P. (1999). Cutoff Criteria for Fit Indexes in Covariance Structure Analysis: 

Conventional Criteria versus New Alternatives. Structural Equation Modeling, 1-55. 

 

Hu, P. J., Lin, C., & Chen, H. (2005). 41. Hu, P.J., Lin, C., Chen, H.: User acceptance of 

intelligence and security informatics technology: a study of COPLINK. J. Am. Soc. Inf. 

Sci. Technol, 235–244. 

 

Hu, X., & Wise, K. (2021). How playable ads influence consumer attitude: exploring the 

mediation effects of perceived control and freedom threat. Journal of Research in 

Interactive Marketing, 295-315. 

 

Huang, C. (2017). Time Spent on Social Network Sites and Psychological Well-Being: A Meta-

Analysis. Cyberpsychol Behav Soc Network, 346-354. 

 

Huang, R., & Sarigöllü , E. (2014). How Brand Awareness Relates to Market Outcome, Brand 

Equity, and the Marketing Mix. Fashion Branding and Consumer Behaviors, 113-132. 



 140 

Hurley, A., Scandura, T., Schriesheim, C., & Bannick, M. (1997). Exploratory and Confirmatory 

Factor Analysis: Guidelines, Issues, and Alternatives. Journal of Organizational 

Behavior, 667-683. 

 

Hutcheson, G., & Sofroniou, N. (1999). The Multivariate Social Scientist: Introductory Statistics 

Using Generalized Linear Models. California: Sage Publication. 

 

Illen, I., & Nan, X. (2017). It’s no laughing matter: An exploratory study of the use of ironic 

versus sarcastic humor in health-related advertising messages. Health Marketing 

Quarterly, 187-201. 

 

Jansson, J., Annika, N., & Westin, K. (2017). Examining drivers of sustainable consumption: 

The influence of norms and opinion leadership on electric vehicle adoption in Sweden. 

Journal of Cleaner Production, 176-187. 

 

Jeong, S.-J., Ho, C., Gim, H., & Brown, M. (2011). Phenology shifts at start vs. end of growing 

season in temperate vegetation over the Northern Hemisphere for the period . Phenology 

shifts at start vs. end of growing season in temperate vegetation over the Northern 

Hemisphere for the period 1982–2008, 121-143. 

 

Johnson, B., Onwuegbuzie, A., & Turner, L. (2007). Toward a Definition of Mixed Methods 

Research. Journal of Mixed Methods Research, 112-133. 

 

Jones, R., & Rowely , J. (2011). Entrepreneurial marketing in small businesses: A conceptual 

exploration. International Small Business Journal Researching Entrepreneurship , 25-36. 

 

Jung, R., & Heo, J. (2021). Does cluttered social media environment hurt advertising 

effectiveness? The moderation of ad types and personalization. Journal of Research in 

Interactive Marketing, 592-609. 

 

Kamins, M. (1989). Celebrity and noncelebrity advertising in a two-sided context. Journal of 

Advertising Research, 34–42. 

 

Kang, H. (2021). Sample size determination and power analysis using the G*power software. 

Journal of Educational Evaluation for healthcare professions, 1975-5937. 

 

Kang, K., Lu, J., Guo, L., & Li, W. (2021). The dynamic effect of interactivity on customer 

engagement behavior through tie strength: Evidence from live streaming commerce 

platforms. International Journal of Information Management, 102-151. 

 

Kang, Y. S., & Herr, P. M. (2006). Beauty and the beholder: toward an integrative model of 

communication source effects. Journal of Consumer Research, 123-130. 

 

Kapoor, G., Saurabh, S., & Ashok , E. (2017). Action and resistance mechanisms of antibiotics A 

guide for clinicians. Journal of Anaesthesiology Clinical Pharmacology, 300-305. 



 141 

Karakaya, S., & Alparslan, N. (2022). Sample Size in Reliability Studies: A Practical Guide 

Based on Cronbach's Alpha. Psychiatry and behavioral sciences, 150-154. 

 

Karen, F., Graham, K., McGaughy, K., & Fredberg, L. (2011). Who are the social media 

influencers? A study of public perceptions of personality. Public Relations Review, 90-

92. 

 

Kastner, S., & Ungerlieder, L. (2000). Mechanisms of visual attention in the human cortex. 

Annual Review of Neuroscience, 315-344. 

 

Kay, S., Mulcahy, R., & Parkinson, J. (2020). When less is more: the impact of macro and micro 

social media influencers’ disclosure. JOURNAL OF MARKETING MANAGEMENT, 

248–278. 

 

Keeves, J., & Dang, R. (2003). Educational Research for Educational Reform. Springer. 

 

Keller, K. L. (1991). Cue Compatibility and Framing in Advertising. Journal of Marketing 

Research, 42-57. 

 

Kim, E., Zihang, E., & Shoenberger, H. (2023). The next hype in social media advertising: 

Examining virtual influencers’ brand endorsement effectiveness. Organizational 

Psychology, 1-7. 

 

Kim, H., & Hassens, D. (2016). Advertising and Word-of-Mouth Effects on Pre-launch 

Consumer Interest and Initial Sales of Experience Products. Journal of Interactive 

Marketing , 57-74. 

 

Kim, J., & Lee, J. (2011). The Facebook Paths to Happiness: Effects of the Number of Facebook 

Friends and Self-Presentation on Subjective Well-Being. Behavior and social 

networking, 40-51. 

 

Kim, S., Williams, R., & Lee, Y. (2004). Attitude Toward Online Shopping and Retail Website 

Quality. Journal of International Consumer Marketing , 89-111. 

 

Kim, T., & Kim, O. (2018). Effects of ironic advertising on consumers’ attention, involvement 

and attitude. Journal of Marketing Communications, 53-67. 

 

Kim, Y., & Sundar, S. (2012). Anthropomorphism of computers: Is it mindful or mindless? 

Computers in Human Behavior, 241-250. 

 

Kirby, J., & Mardsen, P. (2016). Connected Marketing: The Viral, Buzz and Word of Mouth 

Revolution . Routledge. 

 

Kitchen, P., Kerr, G., Schultz, D., McColl, R., & Heather, P. (2014). The elaboration likelihood 

model: review, critique and research agenda. European Journal of Marketing, 2033-2050. 

 



 142 

Kock, N. (2015). Common method bias in PLS-SEM: A full collinearity assessment approach. 

International Journal of e-Collaboration, 1-10. 

 

Kojima, T., Kimura, T., Yamaji, M., & Amaska , K. (2010). Proposals and development of the 

direct mail method "PMCI-DM" for effectively attracting customers. International 

Journal of Management & Information Systems, 15-21. 

 

Kovács , G., & Spens, K. (2005). Abductive reasoning in logistics research. International 

Journal of Physical Distribution & Logistics Management, 132-144. 

 

Krueger, R. (1994). Focus groups: A practical guide for applied research (2nd ed.). Thousand 

Oaks: Sage Publications. 

 

Krueger, R. A., & Casey, M. A. (2000). Focus groups. A practical guide for applied research. 

Thousand Oaks, CA: Sage. 

 

Kruschke, J. (2013). Bayesian estimation supersedes the t test. Journal of Experimental 

Psychology, 573-603. 

 

Kusumasondjaja, S., & Tjiptono, F. (2019). Endorsement and visual complexity in food 

advertising on Instagram. Journal of Internet Research, 659-687. 

 

La Voon, A. (2019, February 7). HOW BRANDS CAN GET DARK SOCIAL RIGHT. Retrieved 

from we are social: https://wearesocial.com/blog/2019/02/how-brands-can-get-dark-

social-right 

 

Lagerwerf, L. (2007). Irony and sarcasm in advertisements:Effects of relevant inappropriateness. 

Journal of Pragmatics , 1702–1721. 

 

Lages, C., & Pfajfar, G. (2015). Challenges in conducting and publishing research on the Middle 

East and Africa in leading journals. International Marketing Review, 52-77. 

 

Lange, F., & Dahlén, M. (2003). Let’s Be Strange: Brand Familiarity and Ad-Brand 

Incongruency. Journal of Product and Brand Management,, 449-61. 

 

Laroche, M., Habibi, M., & Richard, M. (2013). To be or not to be in social media: How brand 

loyalty is affected by social media? International Journal of Information Management, 

76-82. 

 

Lather, P. (1986). Issues of Validity in Openly Ideological Research: Between a Rock and a Soft 

Place. Interchange, 63-84. 

 

Lavidge, Robert, J., Gary, A., & Steiner. (1961). A Model for Predictive Measurements of 

Advertising Effectiveness. Journal of Marketing, 59-62. 

 



 143 

Lazarsfeld, P., Berelson, B., & Gaudet, H. (1968). The People’s Choice: How the Voter Makes 

up His Mind in a Presidential Campaign. New-York: Columbia University Press. 

 

Leal, G., Meyll, L., & Pessoa, L. (2014). Influence of virtual communities in purchasing 

decisions: The participants' perspective. Journal of Business Research, 882-890. 

 

Lee , J.-H., & Lee , C.-F. (2019). Extension of TAM by Perceived Interactivity to Understand 

Usage Behaviors on ACG Social Media Sites. Sustainablity , 5723. 

 

Lee, D., & Ahn, S. (2012). Discrimination against Latina/os: A meta-analysis of individual-level 

resources and outcomes. The Counseling Psychologist,, 28-65. 

 

Lee, E., & Schuman, D. (2004). Explaining the special case of incongruity in advertising: 

Combining classic theoretical approaches. Marketing Theory, 59–90. 

 

Lee, J., & Ahn, J.-H. (2012). Attention to Banner Ads and Their Effectiveness: An Eye-Tracking 

Approach. International Journal of Electronic Commerce, 119-137. 

 

Lee, J., Kim, S., & Ham, C. (2016). A Double-Edged Sword? Predicting Consumers’ Attitudes 

Toward and Sharing Intention of Native Advertising on Social Media. American 

Behavioral Scientist, 59-76. 

 

Lee, N., & Lings, I. (2008). Doing Business Research: A Guide to Theory and Practice. London: 

Sage Publishers. 

 

Lee, S., & Kim, E. (2020). Influencer marketing on Instagram: How sponsorship disclosure, 

influencer credibility, and brand credibility impact the effectiveness of Instagram 

promotional post. Journal of Global Fashion Marketing, 232-249. 

 

Leung , X., Sun, J., & Asswailem, A. (2022). Attractive females versus trustworthy males: 

Explore gender effects in social media influencer marketing in Saudi restaurants. 

International Journal of Hospitality Management , 1-9. 

 

Li, W., Zhao, F., Lee, J., Park, J., Septianto, F., & Seo, Y. (2024). How micro- (vs. mega-) 

influencers generate word of mouth in the digital economy age: The moderating role of 

mindset. Journal of Business Research, 1-15. 

 

Li, Y., & Xie, Y. (2020). Is a picture worth a thousand words? An empirical study of image 

content and social media engagement. Journal of Marketing Research, 1-19. 

 

Lin, C., & Kim, T. (2016). Predicting user response to sponsored advertising on social media via 

the technology acceptance model. Computers in Human Behavior, 710-718. 

 

Lincoln, Y., Lynham, S., & Guba, E. (1985). The SAGE Handbook of Qualitative Research. Sage 

Publications. 



 144 

Little, T. (2022, January 26). Apple retains most-valuable brand crown as tech boom continues 

and TikTok soars. Retrieved from World Trade Market Review:  

https://www.worldtrademarkreview.com/article/apple-retains-most-valuable-brand-crown-tech-

boom-continues-and-tiktok-soars 

 

Logan, K., Bright, L., & Gangadharbatla, H. (2012). Facebook versus television: Advertising 

value perceptions among females. Journal of Research in Interactive Marketing , 164 - 

179. 

 

Lou, C., & Yuan, S. (2019). Influencer Marketing: How Message Value and Credibility Affect 

Consumer Trust of Branded Content on Social Media. Journal of Interactive Advertising, 

58-73. 

 

Mackenzie, N., & Knipe, S. (2006). Research dilemmas: Paradigms, methods and methodology. 

Issues in Educational Research, 193-205. 

 

Madio, L., & Quinn, M. (2024). Content moderation and advertisingin social media platforms. 

Journal of Economics & Management Strategy, 1-29. 

 

Madrigal, A. (2012, October 12). Dark Social: We Have the Whole History of the Web Wrong . 

Retrieved from The Atlantic: 

https://www.theatlantic.com/technology/archive/2012/10/dark-social-we-have-the-whole-

history-of-the-web-wrong/263523/ 

 

Mallipeddi, R., Sriskandarjah, C., Kumar, S., & Zhu, Y. (2021). A Framework for Analyzing 

Influencer Marketing in Social Networks: Selection and Scheduling of Influencers. 

Management Science , 75-104. 

 

Mandler, G. (1982). The Structure of Value: Accounting for Taste,” in Affect and Cognition: 

The Seventeenth Annual Carnegie Symposium on Cognition. Margaret Syndor Clark and 

Susan T. Fiske (eds.), 3-36. 

 

Marangunic ́ , N., & Granic ́, A. (2013). Technology acceptance model: a literature review from 

1986 to 2013. Univ Access Inf Soc, 81-95. 

 

Marjan, A., Graham, C., & Bruce, M. (2020). Dark social: The biggest missed opportunity in 

digital marketing . Journal of Digital & Social Media Marketing, 261-276. 

 

Martin, D. (2009). The entrepreneurial marketing mix. Qualitative Market Research, 391-403. 

 

Martins, Y., & Pliner, P. (2005). Human food choices: an examination of the factors underlying 

acceptance/rejection of novel and familiar animal and nonanimal foods. Appetite , 214-

240. 

 



 145 

Marvel, M., Wolfe, M., Kuratko, D., & Fisher, G. (2020). Examining entrepreneurial experience 

in relation to pre-launch and post-launch learning activities affecting venture 

performance. Journal of Small Business Management, 759–785. 

 

Marwani, T. (2018, April 3). How to Build a Dark Social Strategy: WhatsApp, Messaging 

Services, and More. Retrieved from CRITEO: https://www.criteo.com/blog/build-dark-

social-strategy/ 

 

Mason, J. (2002). Qualitative Researching. London: Sage Publications. 

 

Mathieson, K. (1991). Predicting user intentions: comparing the tech- nology acceptance model 

with the theory of planned behavior. Inf. Syst. Res, 173–191. 

 

May, C., Hasher, L., & Kane, M. (1999). The role of interference in memory span. Memory & 

Cognition, 759-767. 

 

McClelland, S. (2013). What do you mean when you say that you are sexually satisfied?” A 

mixed methods study. Feminism & Psychology. 

 

McDaniel, C., & Gates, R. (2009). Marketing Research Essentials . Wiley. 

 

Mcquarrie, E., & Mick, D. (1996). Figures of Rhetoric in Advertising Language. Journal of 

Consumer Research, 424-438. 

 

Melas, C. D., Dimopoulou, L. A., & Moustakis, V. (2011). Modeling the acceptance of clinical 

information systems among hospital medical staff: an extended TAM model. Journal of 

Biomedical Information, 553–564. 

 

Messarra, R. (2023, March 9). Emerging F&B trends in the Middle East Demand growing for 

healthy and organic options. Retrieved from Gulf Food: 

https://www.gulfood.com/insights/emerging-fb-trends-middle-east-demand-growing-

healthy-organic-options 

 

Meyers-Levy, J., & Tybout, M. (1989). Schema Congruity as a Basis for Product Evaluation. 

Journal of Consumer Research, 39-54. 

 

Michaelson, D., & Stacks, W. D. (2011). Standardization in public relations measurement and 

evaluation standardization. Public Relations Journal, 5. 

 

 

Micheli, P., & Gemser, G. (2016). Signaling Strategies for Innovative Design: A Study on 

Design Tradition and Expert Attention. Journal of Production and Innovation 

Management , 613-627. 

 

Mikyoung, K., Song, D., & Jang, A. (2021). Consumer response toward native advertising on 

social media: the roles of source type and content type. Internet Research, 1656-1676. 



 146 

Miller, V., Reynolds, W., Ittenbach, R., Luce, M., Beauchamp, T., & Nelson, R. (2009). 

Challenges in Measuring a New Construct: Perception of Voluntariness for Research and 

Treatment Decision Making. Journal of Empirical Research on Human Research Ethics, 

21-31. 

 

Mirbagheri, S., & Najmi, M. (2019). Consumers’ engagement with social media activation 

campaigns: Construct conceptualization and scale development. Journal of Psychology 

and Marketing , 376-394. 

 

Mirza, N., & Martin, L. (2014). A concept analysis of abductive reasoning. Journal of Advanced 

Nursing, 1980-1994. 

 

Mitchell, A. (2018). A Review of Mixed Methods, Pragmatism and Abduction Techniques. The 

Electric Journal of Business Research Methods, 103-116. 

 

Moreau, P., Lehman, D., & Markman, A. (2001). Entrenched Knowledge Structures and 

Consumer Response to New Products. Journal of Marketing Research, 11–54. 

 

Morgan, D. (1988). Focus groups as qualitative research. Sage Publications. 

 

Morgan, D. M. (1998). The focus group guidebook. Thousand Oaks, CA: Sage. 

 

Morris, M., Schindehutte, M., & LaForge, R. (October 2002). Entrepreneurial Marketing: A 

Construct for Integrating Emerging Entrepreneurship and Marketing Perspectives. The 

Journal of Marketing Theory and Practice, 1-19. 

 

Mortier, K., Donk, M., & Theeuwes, J. (2003). Attentional capture within and between objects. 

Acta Psychologica, 133-145. 

 

Muecke, D. (1982). The Critical Idiom: Irony and the Ironic. Other; 2nd edition. 

 

Mumtaz, R. (2019). Awareness and Perspectives Social Media as New Strategic Marketing 

Approach in Minor Industries; Notion grounded on AIDA Model. Journal of Content, 

Community & Communication, 10. 

 

Naem, M., Ozuem, W., & Ranfagni, S. (2023). A Step-by-Step Process of Thematic Analysis to 

Develop a Conceptual Model in Qualitative Research. International Journal of 

Qualitative Methods, 1-18. 

 

Nafees, L., Cook, C., Nikolove, A., & Stobbard, J. (2021). Can social media influencer (SMI) 

power influence consumer brand attitudes? The mediating role of perceived SMI 

credibility. Digital Business. 

 

Nahapiet , J., & Ghoshal, S. (1998). Social Capital, Intellectual Capital, and the Organizational 

Advantage. The Academy of Management Review, 242-266. 

 



 147 

Needles, A., & Thompson, G. (2013). Social Media Use in the Restaur Social Media Use in the 

Restaurant Industr ant Industry: A Work in Pr ork in Progress. Cornell University School 

of Hotel Administration , 1-20. 

 

Nelson-Field, K., Riebe, E., & Newstead, K. (2013). The Emotions that Drive Viral Video. 

Australasian Marketing Journal, 188–239. 

 

Norris, C., & Coleman, A. (1992). Context Effects on Recall and Recognition of Magazine 

Advertisements. Journal of Advertising, 37-46. 

 

Nunnally, J., & Bernstein, I. (1994). The Assessment of Reliability. Psychometric Theory. 

Newyork : McGraw-Hill, Inc. 

 

Oberlo. (2024, June). Instagram Age Demographics. Retrieved from Oberlo: 

https://www.oberlo.com/statistics/instagram-age-demographics 

 

O'Brien, B., Ralph, G., Kaiser, G., & Mary, K. (1985). MANOVA method for analyzing 

repeated measures designs: An extensive primer. Psychological Bulletin, 316-333. 

 

Ogundimu, W. (2023, Jan 4). Food & Beverage in the GCC. Retrieved from OCO Global: 

https://www.ocoglobal.com/middle-east-perspective/food-beverage-in-the-gcc-2/ 

 

Oh, S., & Syn, S. (2015). Motivations for sharing information and social support in social media: 

A comparative analysis of Facebook, Twitter, Delicious, YouTube, and Flickr: 

Motivations for Sharing Information and Social Support in Social Media: A Comparative 

Analysis of Facebook. Journal of the Association for Information Science and 

Technology, 1-29. 

 

Ohanian, R. (1991). The impact of celebrity spokespersons’ perceived image on consumers’ 

intention to purchase. Journal of Advertising Research , 46-54. 

 

Olabi, A., Najm, N., Baghdadi, O., & Morton, J. (2009). Food neophobia levels of Lebanese and 

American college students. Food Quality and Preference, 353–362. 

 

Onofrei, G., Filieri, R., & Kennedy, L. (2022). Social media interactions, purchase intention, and 

behavioural engagement: The mediating role of source and content factors. Journal of 

Business Research, 100-112. 

 

Ordenes, F., Grewal, D., Ludwing, S., De Ruyter, K., Mahr, D., & Wetzels, M. (2019). Cutting 

through Content Clutter: How Speech and Image Acts Drive Consumer Sharing of Social 

Media Brand Messag. Journal of Consumer Research, 988-1012. 

 

Pai, F., & Huang, K. (2011). Applying the technology acceptance model to the introduction of 

healthcare information systems. Technol. Forecast. Soc. Chang, 650–660. 

 



 148 

Parasuraman, A., Zeithaml, V., & Malhotra, A. (2005). E-S-Qual: A Multiple-Item Scale for 

Assessing Electronic Service Quality. . Journal of Service Research, 213-233. 

 

Park, W., Eisingerich, A., Pol, G., & Park, J. (2013). The role of brand logos in firm 

performance. Journal of Business Research, 180-187. 

 

Pehlivan, E., Turna, A., & Gurses, H. (2011). The effects of preoperative short-term intense 

physical therapy in lung cancer patients: a randomized controlled trial. Ann Thorac 

Cardiovasc Surg , 461–468. 

 

Peschel, A., Orquin, J., & Loose, S. (2019). Increasing consumers' attention capture and food 

choice through bottom-up. Appetite, 1-7. 

 

Peterson, A. (1949). Pharmaceutical selling, detailing and sales training. Heathcote: 

Woodbridge. 

 

Petty, R. E., & Cacioppo, J. T. (1986). Communication and Persuasion: Central and Peripheral 

Routes to Attitude Change. New York: Springer-Verlag. 

 

Petty, R., & Cacioppo, J. (1981). Attitudes and Persuasion: Classic and Contemporary 

Approaches. Dubuque, IA: Wm. C. Brown Company Publishers. 

 

Petty, R., & Wegner, D. (1998). Matching Versus Mismatching Attitude Functions: Implications 

for Scrutiny of Persuasive Messages. Personality and Social Psychology Bulletin, 227-

400. 

 

Pino, G., Peluso, A., Vecchio, P., & Ndou, V. (2018). A methodological framework to assess 

social media strategies of event and destination management organizations. Journal of 

Hospitality Marketing & Management, 1-28. 

 

Pliner, P., & Hobden, K. (1992). Development of a scale to measure the trait of food neophobia 

in humans. Appetite, 105-120. 

 

Prasad, D. (2008). Content Analysis: A method in Social Science Research. Research methods 

for Social Work, 173-193. 

 

Preacher, K., & Hayes, A. (2008). Asymptotic and resampling strategies for assessing and 

comparing indirect effects in multiple mediator models. Behavior Research Methods, 

879–891. 

 

Prince, M., & Davies, M. (2001). Moderator teams: An extension to focus group methodology. 

Qualitative Market Research An International Journal , 207-216. 

 

Proctor, T., & Kitchen, P. (2002). Communication in postmodern integrated marketing. 

Corporate Communications An International Journal, 144-154. 



 149 

Purple Quarter. (2023, July 21). Evolution of Food Delivery in the Middle East. Retrieved from 

Linked In: https://www.linkedin.com/pulse/evolution-food-delivery-middle-east-

purplequarter 

 

Rachford, B. (1987). New Insights about the FCB Grid. Journal of Advertising Research, 24-38. 

 

Radcliffe, D. (2021, August 9). What you need to know about Instagram in the Middle East.  

Retrieved from Meduim: https://medium.com/damian-radcliffe/heres-what-you-need-to-know-

about-instagram-in-the-middle-east-

f5e5f0dd033a#id_token=eyJhbGciOiJSUzI1NiIsImtpZCI6IjZjZTExYWVjZjllYjE0MDI

0YTQ0YmJmZDFiY2Y4YjMyYTEyMjg3ZmEiLCJ0eXAiOiJKV1QifQ.eyJpc3MiOiJod

HRwczovL2FjY291bnR 

 

Rajasthan, J. (2024, February). Middle East Food Service Market: Opportunity Analysis and 

Industry Forecast, 2024-2034. Retrieved from DIGIROADS Research: 

https://digiroadsresearch.com/report/middle-east-food-service-

market/#:~:text=Middle%20East%20Food%20Service%20Market%20Overview%3A,per

iod%20(2024%2D2034). 

 

Rathore, A., & Ilavarasan, V. (2020). Pre- and post-launch emotions in new product 

development: Insights from twitter analytics of three products. International Journal of 

Information Management, 111-127. 

 

Rauniar, R., Rawski, G., Yang, J., & Johnson, B. (2014). Technology acceptance model (TAM) 

and social media usage: an empirical study on Facebook. Journal of Enterprise 

Information Management, 6-30. 

 

Richins, M., & Root, T. (1988). The role of involvement and opinion leadership in consumer 

word-of-mouth: An implicit model made explicit. Advances in Consumer Research, 32-

36. 

 

Riebe, E., & Dawes, J. (2006). Recall of radio advertising in low and high advertising clutter 

formats. International Journal of Advertising, 71-86. 

 

Robinson, O. (2014). Sampling in interview-based qualitative research: A theoretical and 

practical guide. Qualitative Research in Psychology, 25-41. 

 

Rosengren , S., & Söderlund, M. (2008). Revisiting the smiling service worker and customer 

satisfaction. International Journal of Service Industry Management , 552-574. 

 

Rossiter, J., Percy, L., & Donovan, R. (1991). A Better Advertising Planning Grid,. Journal of 

Advertising Research, 11-21. 

 

Ruyter, K. (1996). Focus versus nominal group interviews: A comparative analysis. Marketing 

Intelligence & Planning , 44-50 . 

 



 150 

Ryan, G., & Bernard, H. (2003). Techniques to Identify Themes. Field Methods. 

 

Schepers, J., & Wetzels, M. (2007). A meta-analysis of the technology acceptance model: 

Investigating subjective norm and moderation effects. Information & Management, 90–

103. 

 

Schepers, J., & Wetzels, M. (2007). A meta-analysis of the technology acceptance model: 

Investigating subjective norm and moderation effects. Information & Managemen, 90-

103. 

 

Schlinger, M. (1979). A profile of responses to commercials. Journal of Advertising Research, 

37–46. 

 

Schrej, D., Owens , C., & Theeuwes, J. (2008). Abrupt onsets capture attention independent of 

top-down control settings. Perception & Psychophysics, 208-218. 

 

Schumann, D. W., Kotowski, M., Ahn, H., & Haugtvedt, C. (2011). The Elaboration Likelihood 

Model: A Thirty Year Review. Routledge. 

 

Shah, S., Shah, A., & Kashkelly, N. (2018). Pragmatism Research Paradigm: A Philosophical 

Framework of Advocating Methodological Pluralism In Social Science Research. 

Grassroots, 90-101. 

 

Sheth, N. (2017). Retrieved from Big Hospitality : 

https://www.bighospitality.co.uk/Article/2017/10/16/Five-steps-to-restaurant-Instagram- 

success 

 

Singh, V. (2024, Jan 31). Middle East Food Service Market: Opportunity Analysis and Industry 

Forecast, 2024-2034. Retrieved from Digi Roads: 

https://digiroadsresearch.com/report/middle-east-food-service-market/?trk=article-ssr-

frontend-pulse_little-text-block 

 

Skavronskaya, L., Moyle, B., & Scott, N. (2020). The Experience of Novelty and the Novelty of 

Experience. Frontline Psychology, 1-12. 

 

Smith, R., & Darley, W. (1993). Advertising Claim Objectivity: Antecedents and Effects. 

American Marketing Association, 50-62. 

 

Smithson, J. (2000). Using and analysing focus groups: Limitations and possibilities. 

International Journal of Social Research Methodology , 103-119 . 

 

Solomon, M., & Tuten, T. (2018). Social Media Marketing. SAGE Publications. 

 

Song, S., Cho, E., & Kim, Y. (2017). Personality factors and flow affecting opinion leadership in 

social media. Personality and Individual Differences, 16-23. 



 151 

Spears, N., & Singh, S. (2004). Measuring Attitude toward the Brand and Purchase Intentions. 

Journal of Current Issues & Research in Advertising, 53-66. 

 

Spence, M. A. (1974). Market signaling: Informational transfer in hiring and related screening 

processes. Harvard University Press. . 

 

Spradley, J. P. (1979). The ethnographic interview. NewYork: Holt, Rinehart & Winston. 

 

Srinivasan, S., Anderson, R., & Ponnavolu, K. (2002). Customer loyalty in e-commerce: an 

exploration of its antecedents and consequences. Journal of Retailing, 41-50. 

 

Stafford, T., & Stafford, M. R. (2012). The Advantages of Atypical Advertisements for 

Stereotyped Product Categories. Journal of Current Issues & Research in Advertising, 

25-37. 

 

Statista. (2024, May 2). Distribution of Instagram users worldwide as of April 2024, by age 

group. Retrieved from Statista: https://www.statista.com/statistics/325587/instagram-

global-age-group/ 

 

Statista. (2024, Feb 27). Food retail sector in the Middle East and North Africa - statistics & 

facts. Retrieved from Statista: https://www.statista.com/topics/10760/food-retail-sector-

in-the-middle-east-and-north-africa/#topicOverview 

 

Stern, B. (1990). Pleasure and Persuasion in Advertising: Rhetorical Irony as a Humor 

Technique. Current Issues and Research in Advertising , 25-42. 

 

Stevens, J. (1996). Applied multivariate statistics for the social sciences. Lawrence Erlbaum 

Associates. 

 

Stiff, J. B. (1986). Cognitive processing of persuasive message cues: a meta-analytic review of 

the effects of supporting information on attitudes. Communication Monographs, 75-89. 

 

Strauss, A., & Corbin , J. (1998). Basics of qualitative research: Techniques and procedures for 

developing grounded theory, 2nd ed. Sage Publications. 

 

Strauss, A., & Corbin, J. (1990). Basics of Qualitative Research: Grounded Theory Procedures 

and Techniques. California: Sage. 

 

Streiner, D., & Norman, G. (1995). Health Measurement Scales: A Practical Guide to Their 

Development and Use. Oxford: Oxford University Press. 

 

Strong, E. (1925). The Psychology of Selling and Advertising. New York: McGraw-Hill. 

 

Sujan, M., & Bettman, J. (1989). The Effects of Brand Positioning Strategies on Consumers’ 

Brand and Category Perceptions: Some Insights from Schema Research. Journal of 

Marketing Research, 50-62. 



 152 

Szczepanski, C. M. (2006). General and special interest magazine advertising and the 

elaboration likelihood model: a comparative content analysis and investigation of the 

effects of differential route processing execution strategies. Doctoral dissertation. 

 

Thakur, A. (2022, March 23). How to stop seeing ads on Instagram . Retrieved from IDB: 

https://www.idownloadblog.com/2022/03/23/how-to-stop-instagram-ads/ 

 

Thevasathan, N. (2022). Sample Size Determination in Test-Retest and Cronbach Alpha 

Reliability Estimates. British Journal of Contemporary Education, 17-29. 

 

Thong, J., & Yap, C. (1995). CEO characteristics, organizational characteristics and information 

technology adoption in small businesses. Omega, 429-442. 

 

Te’eni-Harari, T., Lampert, S. I., & Lehman-Wilzig, S. (2007). Information processing of 

advertising among young people: the elaboration likelihood model as applied to youth. 

Journal of Advertising Research, 326-340. 

 

Toma, G. (2017, October 3). How Important Is Instagram To The Food Industry? Retrieved from 

Forbes: Forbes: https://www.forbes.com/sites/forbes-personal-shopper/2020/05/29/heres-

where- you-can-buy-a-face-mask-online-right-now/#7c81b3e77831 

 

Tongco, M. D. (2007). Purposive Sampling as a Tool for Informant Selection. A Journal of 

Plant, People and Applied Research Ethnobotany Research and Applications. 

Ethnobotany Research and Applications, 147-158. 

 

Torri, L., Tuccilo, F., Bonelli, S., Piriano, S., & Leone, A. (2020). The attitudes of Italian 

consumers towards jellyfish as novel food. Food Quality and Preference. 

 

Trampe, D., Stapel, D. A., Siero, F. W., & Mulder, H. (2010). Beauty as a tool: the effect of 

model attractiveness, product relevance, and elaboration likelihood on advertising 

effectiveness. Psychology and Marketing, 1101-1121. 

 

Trost, J. (1986). Statistically nonrepresentative stratified sampling: A sampling technique for 

qualitative studies. Qualitative Sociology, 54–57. 

 

Tsotsos, J. (2011). A Computational perspective on Visual Attention. Massachusetts: The MIT 

Press. 

Tuorila, H., Lähteenmäki, L., Pohjalanien, L., & Lotti, L. (2001). Food neophobia among the 

Finns and related responses to familiar and unfamiliar foods. Food Quality and 

Preference, 29-37. 

 

Turcotte, J., York, C., Irving, J., Scholl, R., & Pingree, R. (2015). News Recommendations from 

Social Media Opinion Leaders: Effects on Media Trust and Information Seeking. Journal 

of Computer-Mediated Communication, 520–535. 

 



 153 

Turnto, P. (2022, July 12). The top industries using Instagram. Retrieved from emplfi: 

https://emplifi.io/resources/blog/the-top-industries-using-instagram 

 

Valente, T., & Pumpuang, P. (2006). Identifying Opinion Leaders to Promote Behavior Change. 

Health Education & Behavior, 881-896. 

 

Van Teijlingen, E., & Vanora, H. (2002). The importance of pilot studies. Nursing Standard , 6-

33. 

 

Vaughn, R. (1980). How Advertising Works: A planning Model. Journal of Advertising 

Research, 27-33. 

 

Vel, P., & Kerrie, H. (2013). Attitudinal loyalty, behavioural loyalty and social media: An 

introspection. The Marketing Review , 50-61. 

 

Venkatesh, V., & Davis, F. (2000). A theoretical extension of the technology acceptance model: 

four longitudinal field studies. Manag. Sci, 186–204. 

 

Vianna, K., Mesquita, J., Linhares, M., & Moriera, P. (2016). The Relationship Between Viral 

Marketing, Purchase Intention, and Brand Visibility: Study with Brazilian Customers. 

Rediscovering the Essentiality of Marketing, 229–241. 

 

Vigar-Ellis, D., Pitt, L., & Caruana, A. (2015). Knowledge effects on the exploratory acquisition 

of wine . International Journal of Wine Business Research, 84-102. 

 

Vorakulpipat, C., & Rezgui, Y. (2008). Exploring the Influence of Collectiveness on Value 

Creation Adoption in an Information Technology Organization. The International 

Federation for Information Processing. 

 

Vrontis, D., Christofi, M., Markides, A., & Tharassao, A. (2021). Social media influencer 

marketing: A systematic review, integrative framework and future research agenda. 

International IJC, 617-644. 

 

Wall, A. (2001). Evaluating an undergraduate unit using a focus group. Quality Assurance in 

Education, 23-31. 

 

Wallander, J., & Varni, J. (1992). Adjustment in children with chronic physical disorders: 

Programmatic research on a disability-stress-coping model. Stress and coping in child 

health, 279–298. 

 

Wang, K., Ting, H., & Wu, H. (2013). Discovering interest groups for marketing in virtual 

communities: An integrated approach. Journal of Business Research, 1360-1366. 

 

Wang, Y., & Yu, C. (2017). Social interaction-based consumer decision-making model in social 

commerce: The role of word of mouth and observational learning. International Journal 

of Information Management, 179–189. 



 154 

Webb, P. (1979). Consumer Initial Processing in a Difficult Media Environment. Journal of 

Consumer Research, 225-236. 

 

Wei, X., Chen, H., Ramirez, A., Jeon, Y., & Sun, Y. (2022). Influencers As Endorsers and 

Followers As Consumers: Exploring the Role of Parasocial Relationship, Congruence, 

and Followers’ Identifications on Consumer–Brand Engagement. Journal of Interactive 

Advertising, 269-288. 

 

Wells , J., Valacich, J., & Traci, H. (2011). What Signal Are You Sending? How Website 

Quality Influences Perceptions of Product Quality and Purchase Intentions. MIS 

Quarterly, 373-396. 

 

Wickens , C., & McCarley, J. (2008). Applied Attention Theory. New York: CRC Press. 

Wilson, A. (2006). Marketing Research: An Integrated Approach. FT Prentice Hall. 

WOJDYNSKI, B., EVANS, N., & GRUBBS HOY, M. (2018). Measuring Sponsorship 

Transparency in the Age of Native Advertising. The Journal of Consumer Affairs, 115-

137. 

 

Wolfinbarger, M., & Gilly, M. (2003). eTailQ: dimensionalizing, measuring and predicting etail 

quality. Journal of Retailing, 183-198. 

 

World Bank. (2019, July). World Development Report. Retrieved from World Bank: 

https://www.worldbank.org/en/publication/wdr2019 

 

Wu, C., Didi, S., Chen Kao, S., & Chen, C.-H. (2018). Emotion Induction in Click Intention of 

Picture Advertisement: A Field Examination. Journal of Internet Commerce, 356–382. 

Yang, K., Kim, H., & Tanoff, L. (2020). Signaling trust: Cues from Instagram posts. Electronic 

Commerce Research and Applications, 43. 

 

Yin, R. (1994). Case Study Research Design and Methods: Applied Social Research and 

Methods Series. Thousand Oaks: Sage Publications Inc. 

 

Zangani, S., Diamond , W., & Chan, K. (2011). Does Ad-Context Congruity Help Surfers and 

Information Seekers Remember Ads in Cluttered E-magazines? Journal of Advertising, 

67-84. 

 

Zhang, Y., Moe, W., & Schweidel , D. (2016). Modeling the Role of Message Content and 

Influencers in Social Media Rebroadcasting. International Journal of Research in 

Marketing , 100-119. 

 

Zhu, H., Kim, M., & Choi, Y. (2021). Social media advertising endorsement: the role of endorser 

type, message appeal and brand familiarity. International Journal of Advertising, 948–

969. 

Zutshi, A., Mendy, J., Sharma, Thomas, A., & Sarker, T. (2021). From challenges to creativity: 

Enhancing SMEs’ resilience in the context of COVID 19. Sustainability, 42-65. 

 



 155 

Appendix 1: BREO Approval (Focus Groups) 
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Appendix 2: BREO Approval (Attention Experiment) 
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Appendix 3: BREO Approval (Survey Design) 
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Appendix 4: Constructs Table 

Concept/Latent 

Variable  

Conceptualization & Operationalization Measurement Items Source 

 

 

 

Ironic ads 

 

Irony in advertising is "any remark that conveys 

a meaning distinct from the one it pretends to 

deliver".  

 

Operationalization: Irony was used as the 

predictor variable, and attention was used as the 

criterion variable.  

Item 1:  The above video would capture my attention while 

scrolling through Instagram. 

Item 2: If the above video captured my attention, I would 

explore the brand's Instagram page to find out more? 

Item 3: I’m attracted to attend restaurant ads that present 

something other than just food in their advertisements. 

Qualitative 

Study 

 

 

 

 

Opinion 

Leaders 

 

 

 

 

Occurs when consumers seek verbal 

influence from distinct people known as 

opinion leaders. 

 

Operationalization: Trustworthiness, 

Expertise 

 

The same constructs were used for all three 

types of opinion leaders: 

 

 Celebrity Chef 

 Social Media Influencer 

 Food Blogger 

(Trustworthiness) Item 1: I consider the advice of this 

celebrity endorser undependable – dependable. 

(Trustworthiness) Item 2: I consider the restaurant advice of 

this celebrity endorsers dishonest –honest. 

(Trustworthiness) Item 3:  I consider the restaurant advice of 

this celebrity endorsers unreliable – reliable  

(Trustworthiness) Item 4:  I consider the restaurant advice of 

this celebrity endorsers untrustworthy – trustworthy. 

(Expertise) Item 5: I consider the restaurant advice of this 

celebrity endorser as not an expert – expert. 

(Expertise) Item 6: I consider the restaurant advice of this 

celebrity endorser as inexperienced – experienced. 

(Expertise) Item 7: I consider the restaurant advice of this 

celebrity endorser as unknowledgeable – knowledgeable. 

 

 

 (Ohanian, 

1991) 
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(Expertise) Item 8: I consider the restaurant advice of this 

celebrity endorser as unqualified – qualified.  

 

 

 

 

 

 

 

 

 

Attention 

 

 

Bottom-up attention is a mental activity that 

is not arbitrarily decided. Even when a 

participant had no intention of paying 

attention, salient stimuli will draw attention.  

 

Operationalization: Ad recall & Ad 

recognition 

 
Experiment design:  

The subjects will be informed that they are 

participating in an experiment concerned with 

"people's responses to Instagram 

advertisements". They will be shown ten 

advertisements that feature a variety of products 

from the food and beverage. Five ads will be 

congruent to their usual schema with no irony 

while five are ironic.  

 

 
 

Recognition of ad elements: a randomized list of photos from 

different restaurant brands including elements from the ten 

associated target advertisements are shown to the subjects 

 

The subjects are then asked to try to pick out food and 

characters that featured in the target advertisements. 

 

 

Cued recall of brand names: An element from the target 

advertisements were listed and the subjects were asked to try to 

recall the corresponding brand name. 

 

 

 

 

 

 

 

 

 

 

 

 

(Norris & 

Coleman, 

1992) 

 

 

 

 

 

 

Intention to 

explore 

 

Intention to explore is defined as the 

consumers’ willingness to discover more 

information about the topic of interest.  
 

Operationalization: Click intention  

Item 1: I will be considering to click on the advertisement that I 

find attractive.  

Item 2: I will be intending to click on the advertisement that I 

find attractive.  

Item 3: I will very possibly click on the advertisement that I 

find attractive. 

Item 4:  I will be inclined to click on the advertisement that I 

find attractive. 

Item5: If the selected opinion leader advertised a restaurant 

page on Instagram, I will be considering to explore that page? 

 

(Wu et al., 

2018) 
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Item 6: If the selected opinion leader advertised a restaurant 

page on Instagram, I will be considering to explore that page? 

 

Item 7: If the selected opinion leader advertised a restaurant 

page on Instagram, I will very possibly explore that page? 

 

Item 8: If the selected opinion leader advertised a restaurant 

page on Instagram, I will be inclined explore that page? 

 

 

 

 

 

Novel Foods   

 

 

 

New food products or cuisines that are 

unfamiliar to the common consumer.  

 

Operationalization: New foods 

 

Item 1: I would try restaurants that serve new foods very 

willingly. 

Item 2: Restaurants can serve new foods that are very tasty. 

Item 3: I am very interested in the idea of trying restaurants that 

serve new foods. 

 

Item 4: I have no problem in trying new foods in restaurants 

because I’m very familiar to trying new things. 

(Torri, 

Tuccilo, 

Bonelli, 

Piriano, & 

Leone, 

2020) 

 

 

Intention to 

Engage  

  

 

A customer's level of cognitive, emotional 

and behavioral investment in specific 

brand interactions. 

Operationalization: Saving brand post / 

following the brand / Sharing with friends 

 

Item 1: I would like the posts related to a restaurant I find 

attractive.  

 

Item 2:  I would comment on the posts related to a restaurant I 

find attractive 

 

Item 3:  I would save the posts related to a restaurant I find 

attractive. 

 

Item 4: I would follow a restaurant brand on Instagram that I 

find attractive. 

 

Item 5: I would share the posts related to a new restaurant brand 

I like. 

 

Item 6: I would ask my friends to participate with me in trying 

a new restaurant I found on Instagram. 

(Mirbagheri 

& Najmi, 

2019) 
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Intention to 

Purchase 

 

Purchase intention has been measured in several 

ways, such as measuring the expressed intention 

to purchase using a scale composed of several 

positively worded statements of 

environmentally responsible behaviors 

 

Operationalization: Visit, delivery 

Item 1 (Visit): After engaging with 

a restaurant brand through 

following or sharing, I become 

interested in making a visit to the 

restaurant? 

Item 2 (Visit): After engaging with 

a restaurant brand through 

following or sharing, I am willing 

to try the food being advertised by 

visiting the restaurant? 

Item 3 (Visit): After engaging with 

a restaurant brand through 

following or sharing, I would 

consider visiting the restaurant to 

try the advertised food? 

Item 4 (Visit): After engaging with 

a restaurant brand through 

following or sharing, I will 

probably visit the restaurant to try 

their food? 

Item 5 (Visit): After engaging with 

a restaurant brand through 

following or sharing, it is very 

likely that I will visit the restaurant 

to try the food? 

 

Item 1 (Delivery): After 

engaging with a restaurant 

brand through following or 

sharing, I become interested 

in making an order through 

delivery? 

Item 2 (Delivery): After 

engaging with a restaurant 

brand through following or 

sharing, I am willing to try 

the food being advertised by 

ordering through delivery? 

Item 3 (Delivery): After 

engaging with a restaurant 

brand through following or 

sharing, I would consider 

ordering the food through 

delivery? 

Item 4 (Delivery): After 

engaging with a restaurant 

brand through following or 

sharing, I will probably 

order the food through 

delivery? 

 

 

(Kusumason

djaja & 

Tjiptono, 

2019) 
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Item 6 (Visit): After visiting a 

restaurant I liked, I would 

recommend the restaurant to friends 

and family? 

 

Item 5 (Delivery): After 

engaging with a restaurant 

brand through following or 

sharing, it is very likely that 

I order from the restaurant 

through delivery? 

Item 6 (Delivery): After 

ordering through delivery 

from a restaurant I liked, I 

would recommend the 

restaurant to friends and 

family? 

 

 

 

 

Traditional Ads 

 

Advertisements that are congruent to consumer 

perceptions and experiences in order to be more 

relevant, more comprehensible, and more 

appealing. 

 

Operationalization: Traditionalism was 

used as the predictor variable, and attention 

was used as the criterion variable.  
 

Item 1:  The above video would capture my attention while 

scrolling through Instagram. 

Item 2: If the above video captured my attention, I would 

explore the brand's Instagram page to find out more? 

Item 3: I’m attracted to attend restaurant ads that present 

something other than just food in their advertisements. 

Qualitative  

Study 
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Ironic Ad 1 Experiment Design: 

 

This ad is for a restaurant named Cari, and the irony stems from the lady in the picture, as she is 

talking about items in their menu in a new channel style whilst wearing traditional clothing 

which is unusual for a restaurant ad.

 

Ironic Ad 2 Experiment Design:  

This ad is for a confectionery called DoH, this ad begins with a man brushing his teeth while 

being surrounded by the brand colors as he then proceeds to order dessert. Accompanied with 

vibrant music this is ironic in many aspects.  

 

Appendix 5: Ads used for the study 
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Ironic Ad 3 Experiment Design:  

Yelo Pizza is currently a well-known pizza shop in Kuwait. They used the above advertisement 

as part of their pre-launch campaign which is strange for a pizza shop. Their brand icon is the 

above duck and they used a Morgan Freeman voiceover which was completely out of the box for 

middle eastern users.  

 

Ironic Ad 4 Experiment Design:  

Pattie is a heavily marketed burger shop in Kuwait. Similar to Yelo Pizza they also used their 

brand icon part of their pre-launch campaign whilst the icon was dancing in a very strange way. 

The bear had a burger within the torso area which demonstrated that it was a burger shop.  
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Ironic Ad 5 Experiment Design:  

 

Eatfatcap is a burgers shop, that begins their ad in a cowboy like theme which represents the theme 

of their restaurant. The ad is shot in a stable which later on proceeds to demonstrate the type of 

food they offer.  

Traditional Ad 1 Experiment Design:  

 

Bitburger is a burger shop in Kuwait. The ad demonstrates the burgers they offer with close up 

shots.  
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Traditional Ad 2 Experiment Design:  

 

Koala is sandwich shop that offers a variety of sandwiches. The ad shows how the chef makes 

the sandwiches with a close up shot.  

 

Traditional Ad 3 Experiment Design:  

Swaikhat is a restaurant known for all types of grills. The ad demonstrates how lamb chops are 

grilled using charcoal.  
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Traditional Ad 4 Experiment Design:  

 

Loit is a restaurant known for offering coffee and sandwiches, the ad demonstrated the different 

products they offer with calm background music.  

 

 
 

Traditional Ad 5 Experiment Design:  

 

Smokery is a barbecue oriented restaurant that is well known for offering smoked meat. The ad 

demonstrated the methods used to cook their meat in close up shots.  
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Ironic Ad Survey Design:  

This advertisement employs a celebrity musician, using Heinz ketchup in a high end restaurant, 

which is rather unexpected as ad begins by demonstrating its ambience and food then takes a 

strange turn of events.  
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Appendix 6: Survey Questions 
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  Attention | Ironic                                                    1 2 3 4 5 

AI1  The above video would capture my attention while scrolling 

through Instagram. (Show Ironic ad)                                                      

     

AI2 After watching video ad 1 I would explore the brand's Instagram 

page to find out more? 

     

AI3 I’m attracted to restaurant ads that present something other than 

just food in their advertisements. 

     

       

 Attention | Traditional       

AT1 The above video would capture my attention while scrolling 

through Instagram. (Show Traditional ad)                                                      

     

AT2 After watching video ad 2 I would explore the brand's Instagram 

page to find out more? 

     

AT3 I’m attracted to restaurant ads that only present food in their 

advertisements 

     

       

 Trustworthiness & Expertise| Celebrity Chef       

TC1 I consider the restaurant recommendations of this celebrity chef 

dependable 

     

TC2 I consider the restaurant recommendations of this celebrity chef 

honest 

     

TC3 I consider the restaurant recommendations of this celebrity chef 

reliable 

     

TC4 I consider the restaurant recommendations of this celebrity chef 

trustworthy 

     

TC5 I consider this celebrity chef as an expert in providing restaurant 

recommendations 

     

TC6 I consider this celebrity chef experienced in providing restaurant 

recommendations 

     

TC7 I consider this celebrity chef knowledgeable in providing 

restaurant recommendations 

     

TC8 I consider this celebrity chef qualified in providing restaurant 

recommendations 

     

       

 Trustworthiness & Expertise | Social Media Influencer       

TS1 I consider the restaurant recommendations of this social media 

influencer dependable 

     

TS2 I consider the restaurant recommendations of this social media 

influencer honest 

     

TS3 I consider the restaurant recommendations of this social media 

influencer reliable 

     

TS4 I consider the restaurant recommendations of this social media 

influencer trustworthy 

     

TS5 I consider this social media influencer as an expert in providing 

restaurant recommendations 

     

TS6 I consider this social media influencer experienced in providing 

restaurant recommendations 
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TS7 I consider this social media influencer knowledgeable in 

providing restaurant recommendations 

     

TS8 I consider this social media influencer qualified in providing 

restaurant recommendations 

     

       

 Trustworthiness & Expertise | Food Blogger      

TF1 I consider the restaurant recommendations of this food blogger 

influencer dependable 

     

TF2 I consider the restaurant recommendations of this food blogger 

influencer honest 

     

TF3 I consider the restaurant recommendations of this food blogger 

influencer reliable 

     

TF4 I consider the restaurant recommendations of this food blogger 

influencer trustworthy 

     

TF5 I consider this food blogger as an expert in providing restaurant 

recommendations 

     

TF6 I consider this food blogger experienced in providing restaurant 

recommendations 

     

TF7 I consider this food blogger knowledgeable in providing 

restaurant recommendations 

     

TF8 I consider this food blogger qualified in providing restaurant 

recommendations 

     

       

 Intention to Explore (Ads & Opinion Leaders)      

IE1 I will consider exploring an Instagram page that posts 

advertisements that are similar to video ad 1? 

     

IE2 I will be intending to explore an Instagram page that posts 

advertisements similar to video ad 1? 

     

IE3 I will very possibly explore an Instagram page that posts 

advertisements similar to video ad 1? 

     

IE4 I will be inclined to explore an Instagram page that posts 

advertisements that are similar to video ad 1? 

     

IE5 If the selected opinion leader advertised a restaurant page on 

Instagram, I will be considering to explore that page? 

     

IE6 If the selected opinion leader advertised a restaurant page on 

Instagram, I will be intending to explore that page? 

     

IE7 

 

If the selected opinion leader advertised a restaurant page on 

Instagram, I will very possibly explore that page? 

     

IE8 If the selected opinion leader advertised a restaurant page on 

Instagram, I will be inclined explore that page? 

     

       

 Novel Foods      

NF1 I would try restaurants that serve new foods very willingly      

NF2 I am very interested in the idea of trying restaurants that serve 

new dishes 
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NF3 I deliberately search for restaurants that serve new dishes      

NF4 I believe that experiencing restaurants that serve new foods can 

give a pleasant sensation in the mouth 

     

       

 Intention to Engage       

ING 1 I would save the posts from the restaurant's Instagram page so 

that I can get back to them later 

     

ING 2 I would share the posts with friends or family related to the 

restaurant's Instagram page 

     

ING 3 I would ask my friends to participate with me in trying the new 

restaurant I found on Instagram 

     

       

 Intention to Purchase | Visit      

IPV 1 After engaging with a restaurant brand through following or 

sharing, I become interested in making a visit to the restaurant ? 

     

IPV 2 After engaging with a restaurant brand through following or 

sharing, I am willing to try the food being advertised by visiting 

the restaurant ? 

     

IPV 3 After engaging with a restaurant brand through following or 

sharing, I would consider visiting the restaurant to try the 

advertised food? 

     

IPV 4 After engaging with a restaurant brand through following or 

sharing, I will probably visit the restaurant to try their food? 

     

IPV 5 After engaging with a restaurant brand through following or 

sharing, it is very likely that I will visit the restaurant to try the 

food? 

     

IPV 6 After visiting a restaurant I liked, I would recommend the 

restaurant to friends and family? 

     

       

 Intention to Purchase | Delivery      

IPD 1 After engaging with a restaurant brand through following or 

sharing, I become interested in making an order through 

delivery? 

     

IPD 2 After engaging with a restaurant brand through following or 

sharing, I am willing to try the food being advertised by ordering 

through delivery? 

     

IPD 3 After engaging with a restaurant brand through following or 

sharing, I would consider ordering the food through delivery? 

     

IPD 4 After engaging with a restaurant brand through following or 

sharing, I will probably order the food through delivery? 

     

IPD 5 After engaging with a restaurant brand through following or 

sharing, it is very likely that I order from the restaurant through 

delivery? 

     

IPD 6 After ordering through delivery from a restaurant I liked, I would 

recommend the restaurant to friends and family? 
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Appendix 7: Final CFA Model 


