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s Abstract:

The nature of media role models for youth has shifted in recent times, moving from admiration for celebrities
in various fields (such as art and sports) to a focus on “Social Media Influencers,” as a result of the opportunity for
“ordinary” individuals to gain prominence on these platforms.

A social media user becomes an influencer when they possess the ability to create content that generates massive
and ongoing interactions between them and their followers. Due to their influential power, influencers are sought after
by companies and organizations in numerous occasions to promote brands, services, and ideas. Over time, influencers
have gained significant ground on social media platforms by sharing personal life details, thereby acquiring a large
number of followers.

On the other hand, the Egyptian state has made significant progress in the field of preventining and combating
corruption over the past eight years, which will continue through the third phase of the national anti-corruption
strategy until 2030. This progress prompts the need to examine the potential contribution of “influencers” on social
media platforms as new opinion leaders who shape public opinion on these platforms. They can direct the knowledge,
attitudes, and behaviors of their followers, leveraging their influence to raise awareness about combating corruption.

This study aims to explore the possibility of utilizing and activating the role of these influencers through social media
to achieve awareness-raising objectives, guide behavior modification, and deepen understanding to support the state’s
efforts in combating corruption as a primary solid goal in society.
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and Political Influence of the Media on Corruption. In International Conference on Topical
Issues of International Political Geography (pp. 213-223). Cham: Springer International
Publishing.

(2) Aminanto, K. (2021). The Role of Mass Media in Corruption Prevention Policies and
Disparities in the Judges’ Decisions. Ilkogretim Online, 20 (2).
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(2) Asomah, J. Y. (2020). Can private media contribute to fighting political corruption in sub-
Saharan Africa? Lessons from Ghana. Third World Quarterly, 4/(12), 2011-2029.
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(1) Carol A. Porter, A Descriptive Content Analysis of HIV /AIDS Prevention Campaign
Messages in Selected Print Media in Zambia, Phd. thesis, Howard University, Ann Arbor,
2002. P. 124.

(2) Haleh Raissadat, Effects of an Asynchronous Online Course on Promoting Positive
Attitudes Towards Safer Sex Practices for University-Age Young Adults, MD thesis,
Concordia University (Canada), Ann Arbor, 2007.
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(1) John C. Spence, Tanya R. Berry and Amy E. Latimer-Cheung, Social Marketing and
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Eklund and Gershon Tenenbaum.)Thousand Oaks,: SAGE Publications, Inc., 2014), p.696.

(2) Snehendu B. Kar, Rina Alcalay, and Shana Alex, Health Communication: A Multicultural
Perspective, Eds. Snehendu B. KarRina Alcalay and Shana Alex,)Thousand Oaks: SAGE
Publications, Inc., 2001), p. 122.

(3) R. Heath, Seducing the subconscious: The psychology of emotional influence
inadvertising. (West Sussex, UK: John Wiley & Sons, Ltd, 2012), p. 15.

(4) Hearn, A., & Schoenhoff, S., From celebrity to influencer: Tracing the diffusion of celebrity
value across the data stream, (West Sussex, UK: John Wiley & Sons,2016). pp. 194-212.
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(1) Brown, D., & Hayes, N. Influencer marketing: Who really influences your customers?
(Oxford, UK: Elsevier,2015), p.98.
(2) Sammis, K., Lincoln, C., & Pomponi, S., Influencer marketing for dummies,(Hoboken,
NJ: Wiley. 2015),pp.47-49.
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