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Abstract 

The study examined the effect of exposure to campaigns to 

boycott French products through social networks, which came as a 

response to insulting the Prophet Muhammad (may God bless him and 

grant him peace) on the purchasing behavior of the Egyptian public. 

Their purchasing behavior towards French products, and the 

researcher used the survey method, and relied on the questionnaire 

form as a tool for collecting information and data for the field study, 

and the study sample was selected using the random sampling method, 

while the sample consisted of (400) individuals. The study reached a 

number of results, the most important of which are as follows  

1) Social network came first in terms of the means through which the 

public learned about campaigns to boycott French products  

2) The religious motive came at the forefront of the motives for public 

interaction and participation in campaigns to boycott French products 

through social networks  

3) The results indicated that the audience's exposure to campaigns to 

boycott French products through social networks had prompted them 

to hate the brand  

4) The lack of respect for faith topped the reasons for public hatred of 

French brands  

5) Women's products were the most prominent French products that 

were boycotted by the public  

Key words: the Egyptian public, boycotts, social networks, purchasing 

behavior
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