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The primary purpose of this study is to investigate whether brand authenticity plays a
role in creating brand advocates in the context of the automotive sector, applied to private car
owners in Mansoura, and the path analysis was relied on by Warp Pls 7 software to test the study’s
hypotheses and determine the relationship between its variables.

The results of the study revealed that brand authenticity dimensions have a positive
significant effect on brand advocacy, the results also indicated that there is a difference between
the opinions of the respondents according to some variables of the study. These results justify the
costs of advertising efforts for organizations that direct their marketing strategy to build advocates.

Keywords: Brand advocacy, brand authenticity, automotive sector.
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