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Abstract

This research aimed at identifying the nature of online advertising, which
Is used by many companies to build a brand image , by identifying its types and
means of attraction used to arouse the interest of the viewer, in addition to
rooting the concepts of electronic advertising and the brand image. The results
confirmed that there are an effect of online advertising on the brand image.

Keywords: Online Advertising, Brand Image.

Volume 3,Number 5, August 2023 )



dadial)

il s il Lilatal B i s Bysedie Aplad Adle ) des 0 A58 Y S Y
daall Jgasl) b Glaall Lpulal) degal) Jiatiy . eY) PR o dlgioall Gow lele G
o Lliall Jisa¥) e S sy aed ¢ S aeSslug agtlalatly agey o pililly cpisal
I A8l s peaty Gyl eSlandl Jany (53 Cud) agdl dalay agl agilatiag daesl) laial
el G Apladll ARSI laal A Llel) e paall (Bed (8 Ay Llgisuy
-(Kumar&Raju,2013)

i) AE Cilea SN e el (Clasbeal) sl o€ delia gl ) pay
8)s¢de 4o ) duaie Cuyill) A4S0l L L Dla Sl (e Baliin Adle Y Lailugll made e o)
o) das Cuiy) AS aad (Lim et al.,2011) Aadle ) Mgl A aSailly A3 pall ellia
.(Tavor,2011) casally (jsaalilly sl IS dapadll Dhe ) Jiluy Jas sy Sl slaall

23¢d aisall Jseasl o e S &SRy @llyy Dle) (Ple) il iyl A a3 WS
Joeas A0lSaY 28LRYL ipadil) Mey) Blus jsean o S cam oseen (e L Ly (A4
Jal g3y« SeASNY) adsall o Glrnall ddladl 5)500 aday a5 ddlall Cargiuall sgenl)
Cia b Alladll Gyl (sas) Adlall Zaalll 5ypall aais .(Tavor,2011) oSlgisall cila sladll
A an el el Anlay) LD Biea Al Fie o5 Os% 5l o0 Ol aeY eDlaall
.(Hartono& Dewi, 2019) <l

P e sgeall o) s o ol OS5 dabiadl DY) Jiluy 4 Dley) dans
DY) Dliska e gse S Ipartivg ¢ Gsilaal) o iy 13 ailif€a o puaie JS Ulie s
Hartono& ) adall (e sam 40l 3y5ea (a6<8 adgiall (o AL cJraall olitil dal ~Sus
.(Dewi, 2019

Slo WY aan o) iyl Gla S E- Marketer duwse 43jnal duas i g
s Ayl ey Je GlaY) Jiags YYY Lo DA Ve Ll ASYY san dley!
o iy Lo Y YY DA Ll aldley) e allal) By ans dias Sia (%1F
XN 8 Ve b TYO, T Anlie Vs ke VA (e S el LS Ysn Lle 0V,

Volume 3,Number 5, August 2023 Y



Y53 Dlle AVOA g ) deadd g LY ) byl leal) e G Ay )l s
() DheY) Byl sl (e %TV,A sad Sy Jiad (Y4 YE Ll Dl
i) Y
tAUl il Sl B Gl Al By gl (Say
A G jall bl 1) Jslucll 1a i Al dualdll syall e (Dley) 53 o L
fALl Ladl) 3ypally (s ASIYI BB (ol Y] e oyl =)
kel A dl) 5ygeall o s S (Dley) 53k g LY
Giad) Gilaaf sl
fol Lo ) Al Caags
¢ Akl Aadll Bypealls (g A (AeBU gyl HUY) (e ol )
¢ Lkell Al sygeall o 35S (DleY) il b ) —Y
Gad) daaf :BIG
p A sl e dadally alal) sl o Cuanll draal am
salel) Laal) i
Al 5ygeally 355K (Sled alell o sgiall Juali) Laldl (1o Aslae il 134 22y )
Sabailly hal) (e aphal fialil all Jlaall =38 e 5ac Lusally 2adlall
sysall 5 oSN PleYl Adleiall luhall d Ldjeall soadll aw duhall o34 Jslas —Y
Akl dad)
8l el —g
oo wlie sed cAfygull Aleall (8 Jlad 50 aly Gagutll gpall jualie aal (Sley) 2 )
Culs WSy cdadaiall cilatiia jseandl Caypeil ALalSial) Ay gedll LAY (o de gana
el oYy e el dulay) dadaiall 4adl) 3yl cul LS Alld YLyl oda
-Jashll JaYU
et Al Glubidly Glatl ) s A bua o Gusdll (g0 Sall 134 20 by =¥

https://ecss.com.eg/: jradll (V)
Volume 3,Number 5, August 2023 Y



.:\..13.\*5....&3\ CA;LUM A5J.ﬂ: 0) 9 u.us-?_\.l \Mj cdadlall 4..1.&.3” byél\ U.é“'“;:‘ ‘51{‘—
Gl g Y la)

(A9 A ey i

Lyeail) Aldally eyl SN Croadind Cua Al jemall ) (MeY) ek d5ay
IR Az g cc._ujm RPREW éLE.i &s L@Atuj (;3} LJ.A:\ 4.9‘5.1.».4.0 J.aahaj\ sl Cils E)S.\AS\ J}mﬂ\
e baals Aaal) Al 3 cldleY) Cnpal 25 Agags il (mhe U S 548 sallall sda Cas)

.(Kumar&Raju, 2013) Jaealls 2,80 ¢ Juai¥) 318 2ulul) jaliadl)

e s Jlail aly Kumar&Raju (2013) cippes lgiay (Pley) Gligpes i
DAV dagyl) e cladaially dglaill lSHE dga (e Al ey by DA o il
Adte ) Al 4 oyal Sl saaae Aay )k aanas &5l

JSG PleY) axys lgalans ol A5 cilaiiay ¢Dleall E3LY daalsill daday (Dley) gams
g Y Do) Bluy o 328 atnndy baiies Lyld) 068 of oS dealsill st JIST e
Jailly 3agase laiial o aa ziid gl PleY) Cargiuy s claadlly sl elydy oDl
.(Terkan,2014)

eyl asoal) Solat ol ALY il s dabs SteY) Jilay A g
oe b e laial) cludlly cuil) A8 e dadlall Gaull Gy (ot LS duilagllg
o) Haider&Shakib (2018) zuasl a5 .(Terkan,2014) sl Gysuill 8 4l aulall sl
caand) o) hall Sl dglee e 5 Al Alul) Jalgall aal any (Bl

aaly Gysutl) 8 adieall 35 SV s il mdall pualic aaf g Y1 (Dley) of aniy
Gl Gsiue o Sliaall Cilaglaal) iy Juail) iad 8 aalud Al Eaal) aaliall
Ay i) Juail iy o B)lie sed (il AV 43)lae (duadiig CallShy 4 sally dladl)
agle HEll ol iy cllgiuall ¢ U8) oy deadl) ol Aaludl Aalall cileglead) Ji ) Cangs
(Y O VAGIas 5 o s) bl Hha sl Jal e

Volume 3,Number 5, August 2023 ¢



Ele sl WA e piladll i e i) A0 PlA e S ASTY) Pl Sy
Al Calaal 3aatl iy Hseenll e 230 ST i Caags Glalads Bl e Whae Ly pgilSHd
(Y0¥ Sl ) el
;oY) g lgs)
e g5l 138 Cargys :Emotional based Advertising adhlall Ao daildl) clidey) o
& aeSlie dal e (Al aally moaly salendl) Guaaliall Calalse 35 ) cldle!
.(Dralliou,2017) Jieall alas Zolec
ey o2 aaiiuss :Argument based Advertising 4aal) Je dailal) cldley) o
a3y o(Dralliou, 2017) e o5 Ao odaall (&0 minall Ldidall ailadlly clilyl)
sty 1y codaad) 44 SE L pgd b Gonall legalsy ) cbaaill ST e saals
O 8 small leades Sy A L) gl e sasls Ly Slaje 050 saaae Ayl
.(Dralliou, 2017)sdeall laa G oLy & mali mie Gl Lleld FSY) day)Lal

Ofsuall B e il b dlEeV) el s o Sl ) 13 el dal ge oS
Gas Tagre 4500 LU AN Gilagleall oallay oSy € palay 2y cDaall agd ) dalsy
.(Dralliou,2017) Caagiusal) ) seenll daliall cila slaall A8 liay AS ) asii () agall

Aha) J ey Gsime o LS eDandl 2l el el e AE) Dl aclyg
s P e clamidl sasm @y e Ll aei€as dala S dulay) Biphy el Dl
shy il ey sasall @l o) dua . albleY) e bile lgle Jsanll 2y A Cilaglaal
.(Fatima&Lodhi,2015) «hall 58 ) ady Juend)

AGs e Agadl) Ciloleally bl A8 QLA a g SN Gasedll o) Rl (g5
caagioal) Jraall J g gll i i)
sAall M) 5 guall —

S o) o mllaas o ol Ll (V470) A80aY) Brsaill Lman o sgial Ly Adlall Cajas
Wiy (bl G Ao sana ol 30ae @l lgadly il lanally abudl apaat ) Coagh agia Tald

Volume 3,Number 5, August 2023 °



Al ageall Lhnd Al sasall Al a3 LS L (Maurya&Mishra,2012) gendlidl (e
gad) e el e Slmb eDlaall ¢V lui€Y #lidd) compal lly ¢ alall GLESLYY JaY)
b3 383 e (gpine IS 3535 #Dlanlly IS Gy ADNA o gh (S8 5Ly Jaghal

-(Chen,2016) ¢daall sl ¢]yal

Lasips Lo JSI ulSai) gb Laly Lodie 4adlall Jenll lpaf Ladlall Zadl) 5y50all  iaty
iy ANy 88 ) it LS a3 SI3 8 Jreal) Ly Jasing g asSOCiations brandaadlall
safiny Lo oo Adlall A dll 5ypuall b (Al 5laag 3)IAN 8 Al Jasiyy Le JS
.(Keller,1993) a8 )\Sil; agilaisis atjelie daa (e Al e ¢ Dlaall
i) hpa g Anadd ol 4ald Gy Gieall 4 osede Al Al 5yseall aaiy
Ulusu (2011) s, .(Nandan,2005) asill 4Shals 4i8jme; Gl Lod A3l ddagye
G led) oLl LS caly s A e Jueall @hpai dase Ll Al diadl) 3)seal
aadsis Ladlall 4yl 5yseall aladiad 2y Ml g Ldlally Adaiyal) dpadill o) Loy 4y
Ll fie JS Akl
Lihia Unyly S35 LY 458 Aplad Adle ol 4l 5380 Alall 4l 55l Jiaiy
55 Ll Adlall 4adl) 3ysall ) Ly (Manjunatha&Amulya,2016) il el
skl el 835m LDUA (g oDland) sy closleall Sy aa3 G Gasuiill Jlas 3 Lpusld
ol Saiprasanth& Jyothsna (2018) (s 35 .(Chen,2016) agi Sl Sy Jadss o)yl &l ol
Jsead) 5913 5 Al Jasi Lo JS el 2y 2dlall Jpanll jpesi & Aall A3l 3)5all
A5 Jrandl ady Adlall puiay uSad Adlall 4piadl) 3y0all of Bilgin (2018) muayl s &
oo Alall 3 Jueall 48 (puend o Ladlall Aulagy) 4adl) 5ypall delis WS Lcaylayl Slay
.(Mudzakkir&Nurfarida,2015) cdliall g B ST Adlall Jany

eDeall Ay Ahyra (o (3sSH Ladlall Liadll 5y0all o Hartono& Dewi (2019) (s
L Ay Lol Al o ey 13gd Al (e ala Jreall s oIS 1305 cgylail) ALl
e osliall Adlay 4l

Jeandl (83 3 &5 Al Glellaly) degane & LSkl daadll 5yl o) Laldl g5y
e sy Leg Adladl o

Volume 3,Number 5, August 2023 1



Al cladall :laald
ftg A oSle Yl Allaial) AL cilufal) i

¢ s ANV e il s eSS (Bl i olag) byl (Lim et al.,2011) du)s sy
Ol A& WA e gy Jg RSN BeY) o (Yo Aplsis 5 e 5) A g
o3 ae (Nizam&Jaafar,2018) il ciils caludl Cayyal PIA e o el sale) PUA (1
sly 8 dlad ol g5 DleY) of (Subhash et al.,2021) duly (e s ol

(Y2 YYeala) A clias LS . duead) dloles o 58l aly saaiall asbeladind sy ol
el sl e 55 5 (Med a6 35a)

:Aadlall Aua L) 5y guaally Adlaial) Adsladd) cbad,all— o

Al 4adl 5yseall e Juenll Bhainy alagl 586 25a5 axc Ghaedi (2014) dulys ekl
Bagag el Linys Caeall Ghatind G 3Dl 6 Jasg 50 Led Adlall 4iadll 3ypall oy ¢
gsiza il (GUnawan&Diana, 2016) s ciasy Lty cdmylls Aadlall oYl e daadl
Joail (ya eDaall o Lliall o priall dpaal gty Al diadl) 3sall o Jaanll Ghain
48 ghaial) AlSU (gina L0 29asl (Budiman,2021) duhs ciliag ai . gpal dplad ciladlal

« (Attio et al.,2023)  jiuhs i)y Al Ll 3)pall o g 5 adinally da 5
el 4y e Adlall Aadll 5ypall ssinay olad 586 3eas e (Indahsari et al.,2023)

:Alall A5a M) §y0ual) o gyl oSley) il Ablatial) ABlud) el —¢

Ll yseall e (MeD g5ma il 25a50 Hartono& Dewi,(2019) )y cila s
SeY) e i Al Jalgadl 8l (Abbas etal., Yo YY) duhs ciaginly Adlkall
Akall Agaldll sypal) e (DD gina 580 dgns cpiy oxite Y Luadl 5y all ol

Volume 3,Number 5, August 2023 v



Slo Sy e gsinas olad 8B asas Budiman, (YY) duhs cay WS
Sled slay) sl (Indahsari et al.,2023) 4y s Akl 4 dl) )50l

Al 4l §ypall Je b ASTY)

L0 Jalast) Adaadle Lalall ey Al cilupl) aliad Ao 5Ly

e oyl (i AT Calaal Gaindl Jiiwe i ojlgiely 35 5SNY) (leY) a0
sla e 0yl Julls Juand) 52 osll el 8 0y50 Jie Ladlall 4yl 5)gual
c @Al o))y Jaanl)

D e o8 (MUl aliy JEie paieS Al 3)geall Glolo Al Gluls 2a5i @
chiall e paally il

Gpaal el Mllyg ¢ 35 ASIY) (Pley) a8 Al Cilanill e 4aad) 5ypeall 2 o
<Oyl

) s Ll
HAUl Al dea gl &3 Gilul) pajell Bla ga

el okl Jla 8 dald gadall Pyl e Alled gST 35Sy ey )
J€i e aeluy WS cJainall Jueall dlsiny Algguds callall sagiy o2 eyl Jgaills
Y clalaily Jsie

b by Ly Dlaall oo Ja¥) Ak ABe oy o lSyall s Sy (Sle) sl LY
Ll 3l oda Adle e dulay) Al Bysea (s

SN Pyl il 8 de il Bpaad) Gyl pladind e (Sl LY

Alall e dl) sypall o 35S (Pl il agay L8

Volume 3,Number 5, August 2023 A



&bl

Al gaal) Yl

Shal) LA e s 5 eyt (Y VA) A8 (sl s salla ¢ e )
o o)ysiSa Al ¢"dags AV Slgtiadll (e die e Al Ay (Slgiall
v O Gpanall deas Axala e WiV s Al aslell 4K (5 i

G e Mee gl e g 58NV et a6 (Y2 YY) amd) amadl (5550 caala =Y

Fasall Cilaalal) aladh Alaac'lasad agilaladly cilasslly Y] 8 dsa ) L)

LEOY—£Y) e U c(Q)chm.iy‘ 1:\;)3)453} e).c}“ &"_\ja.d

DY) HS g laad) JLa) ipad A peadl sl Aalilat dudysdslatll Lokal)

JYe —Y.9 ) W‘(\)l“—a-}_}u (zr"‘:\""‘lé

dia¥) aalall it
1- Abbas,A.,Khan,l.A.,Yahya,M.,Akram,M.W.,Sanwal,A.K.&UIllah,H.(202
1)," Impact of Advertising on Brand Image: Evidence from Southern

Punjab Pakistan”, Journal of International Business and Management
Studies,2(1),pp.33-34.

2- Atito,M., Abd El-Jalil,S.G.,Rady,A.&Fawy,W.M.(2023),” The effect of
brand image and brand awareness through social media on purchase
intention in the Egyptian youth Hostels”, Minia Journal of Tourism and
Hospitality Research,15(1),pp.53-71.

Volume 3,Number 5, August 2023 q



3- Bilgin, Y. (2018),"The effect of social media marketing activities on
brand awareness,brand image and brand loyalty”, An international

Journal of business& management studies,6(1),pp.128-148.

4- Budiman,S.(2021),” The effect of social media on brand image and brand
loyalty in generation Y”,8(3),pp.1339-1347.

5- Chen, C. T. (2016),"The investigation on brand image of university
education and students’ word-of-mouth behavior”,Higher Education

Studies,6(4),pp.23-33,available at:www.ccsenet.org.

6- Dralliou, K. (2017),"Advertising appeal and product attitude: Emotion
based advertising vs argument based advertising"”, M.SC.Thesis, Erasmus

University Rotterdam,School of Economics.

7- Fatima, S. & Lodhi, S. (2015),"Impact of advertisement on buying
behaviours of the consumers:Study of cosmetic industry in Karachi city",
International Journal of Management Sciences and Business Research,
4(10),pp.125-137.

8- Ghaedi, A. (2014),"Tourism destination branding as a marketing factor:
The case of TRNC",M.SC. Thesis,Eastern Mediterranean University,
Institute of Graduate Studies and Research.

9- Haider, T. & Shakib, S. (2018),"A study on the influences of
advertisement on consumer buying behavior",Business Studies
Journal,9(1),pp.1-13.

10- Hartono,J.& Dewi,C.(2019),” The impact of advertising towards brand
image and purchase intention: The case study of mataharimall.com”,

Review of Management and Entrepreneurship,3(1),pp.47-76.

Volume 3,Number 5, August 2023 A



11- Indahsari,B., Afifah,N., Listiana.,E.& Fauzan,R.(2023),” The effect of
online advertising and electronic word of mouth on purchase intention
through Brand Image as a mediating variable”, South Asian Research

Journal of Business and Management,5(1),pp.1- 9.

12- Keller, K. L. (1993),"Conceptualizing, measuring,and managing
customer-based brand equity”, Journal of Marketing,57(1),pp.1-22.

13- Kumar, D. P. & Raju, K. V. (2013),"The role of advertising in
consumer decision making",Journal of Business and
Management,14(4),pp.37-45.

14- Manjunatha, V. & Amulya, M. (2016),"Building brands a study with
special reference to small car market in India", Journal of Business and
Management,18(8),pp.1-11.

15- Maurya, U. K. & Mishra, P. (2012),"What is a brand? A perspective on
brand meaning",European Journal of Business and Management,
4(3),pp.122-133.

16- Mudzakkir, M. F. & Nurfarida, 1. N. (2015),"The Influence of brand
awareness on brand trust through brand image",Proceeding International
Conference on Accounting, Business & Economics, pp.609-615.

17- Nandan, S. (2005),"An exploration of the brand identity—brand image
linkage:A communications perspective”,Journal of Brand Management,
12(4), pp.264-278.

18- Nizam,N.Z.&Jaafar,J.A.(2018)," Interactive online advertising:The
effectiveness of marketing strategy towards customers purchase decision,

International Journal of Human and Technology Interaction,2(2),pp.9-16.

Volume 3,Number 5, August 2023 AR



19- Saiprasanth, V. & Jyothsna, M. (2018)," Brand awareness and customer
perception towards branded men's wear",Kaav International Journal

Economics,Commerce&Business Management,5(2),pp.57-61.

20- Subhash,G.A., Dattatray,G.H., Rajendra,G.A.& Pathak,A.(2021)," The
study of effectiveness of internet advertising on consumer
behavior",JARIIE,7(4),pp.201-214.

21- Tavor,T.(2011),”Online advertising development and their economic
effectiveness”, Australian Journal of Business and Management
Research,1(6),pp.121-133.

22- Terkan, R. (2014),"Importance of creative advertising and marketing
according to University students’ perspective",International Review of
Management and Marketing,4(3),pp.239-246.

23- Ulusu, Y. (2011),"Effects of brand image on brand trust”, Journal of
Yasar Universit,24(6),pp.3932-3950.

Volume 3,Number 5, August 2023 VY



