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        The study aimed at recognizing the Role of Internet Advertising in 

enhancing the Consumers Shopping Behavior among the Sudanese 

community. And also by looking for the promotion of the internet as a 

commercial advertising channel through the decision-making process for the 

Sudanese society,the activities they are practicing, the products that they 

follow their  advertisements, the importance of  the elements of internet 

advertising for them, and their  preferred sites  

The study population consisted of the members of Sudanese society and it 

implemented on a systematic random sample from the Sudanese peoples in 

Sudan, its size is about 180. 

The researcher used the integrative approach.The research was divided into 

five chapters and topics as follows:Chapter 1 Research methodology as 

theoretical framework for the supject of research in  addition to previous 

studies.Chapter 2: Internet Advertising(The concept and use of internet 

advertising-Topic 2 : Forms and methods of internet advertising-Topic 3: 

Internet advertising and purchase decision)-Chapter 3:Consumer 

Behavior(Topic 1:Concept of consumer behavior-Topic 2:Types and patterns 

of consumer(Personal Attributes)-Topic 3:Types of internet advertising 

(Goods,Ideas,Services)-Chapter 4: Internet advertising and Consumer 

behavior(Topic 1:Designing internet advertising-Topic 2: Characteristics of 

advertisers-Topic 3:Using social networks in internet advertising-Chapter 

5:Filed study(First:Sudanese consumer-Second:Presentations and analysis of 

data. Conclusions, Recommendations References and Appendices.  

 The questionnaire has been used as an instrument to collect data. 

The study conclusions were: 

1. Internet advertisements are enhancing heavily on most of the stage of 

making the decision to purchase by(87.2), but despite that those users who by 

through the internet are very few. 

2. The average time of the period of the session that the Sudanese people 

spent on the internet enhance on the stages of taking decision to buy 

by(58.3). 
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3. The Sudanese people exposition to internet advertisement enhance on the 

stage of taking decision to buy. 

4. A high percentage (58.3%) on internet users from the Sudanese people use 

the internet daily and use more than 2 hour per day. 

5. The use of free sevices came first in terms of importance with arithmetic 

mean (4.37) and standard deviation(1.03),followed by ease of use with 

arithmetic mean(4.28) and standard deviation(1.25), this shows that the user 

likes to deal with free stuff online. 

6. The results showed that the internet advertising users approve of banners 

advertising that enhance their purchasing behavior by percentage(63.9). 

7. The result shown the product purchased via Facebook corresponds to the 

advertisement seen on Facebook in terms format with arithmetic mean(4.15) 

and standard deviation(0.80). 

8. The result shown the internet advertising is a good way to get the kinds of 

brands available for the product by (67.2). 

9. The result showen that online advertising was able to compare thr 

advertised brands bt (73.2). 

10. The result showen online advertising helps to set standards for evaluating 

advertised products by (68.5). 

11. The results showed that sitting on the internet helps to discover new 

products by(87.9).roducts advertised by(87.9) 

12. The results showed the length of session makes the consumer able to 

evaluate the product advertised by (67.6). 

The study recommended the following: 

1. It is necessary to add the internet to the marketing mix of the companies in 

Sudan and not to neglect this tool to attract Sudanese people. 

2. Companies should try to connect its electronic sites with the most used 

sites by the internet users in order to make it easy to be observed when 

looking for a specific subject. 

3.The internet is consider as an important source of collection information so 

companies should supply its electronic sites with detailed information about 

the company and its product where the visitor knows all the information he 

looks for. 
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4. Companies in Sudan should take into consideration using facility the speed 

of downloading when it designs the company web page, and that the design 

should suit both the needs and the site continuously. 

5. Companies should enhance its electronic advertisements in news sites 

which are the most observed and visited sites from internet users and also in 

the most famous web sites, and the educational and scientific sites that are 

considered as the most visited sites. 

6. Companies should ensure that the advertising site is prominent and can be 

easily observed by placing it in a convenient place. 

7.Companies should be interested in feedback to enable them to 

communicate with the consumer audience and to know the efficiency of the 

product and suitability to the consumer through e-mail that enables the 

consumer to contact the company permanently. 

 

 



  

  س

 



  

  ش

 



  

  ص

 



  

  ض

 



  

  ط

 



  

  ظ

 



  

  ع

 



 
 

 

                        

                        

                        

                        

                        

                        

                        

                        

                        

                        

                       

                       

                       

                      

 

 



  

2 
 

 

       

70027200 

89918970 

 

 

 

 



  

3 
 

 

       

8  

7 

 

3 

 

7  

0  

6  

2  

1  

 



  

4 
 

1  

2  

3  

4  

5 

 

6  

7  

8  

9  

11 

11

0 



  

5 
 

6 

 

 

 

3

 



  

6 
 

 

899770

 

 

 

7008808



  

7 
 

896977

 

÷÷

7086

7081

÷×

80118

8010

70006068



  

8 
 

 

 

7002703

700666

 



  

9 
 

 

8969706

 

 

87

 801

 90 

 

700810



  

10 
 

70867081

 

 

7003



  

11 
 

  

7002



  

12 
 

7007

6111



  

13 
 



  

14 
 

0999

8991

149



  

15 
 

 

6105

 



  

16 
 

, PHD)



  

17 
 

Double click, 2000, PHD) 

52

81

8182

Click Here

82

:(Ducoffe, 1996, Master)

Ducoffe



  

18 
 

In formativeness

 Irritation

Entertainment

.

 

 



  

19 
 

 



  

20 
 

 

 



  

21 
 

 

 

 

 

 

 

 



  

22 
 

 

 

 

 

82

 

 

  

 

 

 

 

 ( 15)



  

23 
 

 ( ,

 (Delozier,2006,P20) 

 

( ) 

 

Strauss&Frost, 2009, p.286

100212



  

24 
 

 

 

         

 

 



  

25 
 

,

 

Louis & David, 1980,p23

 

        



  

26 
 

 Web Sites

 

(Internet Explorer) ),

 : Web Pages  

 

:  

 Netscape, Internet Explorer

 

 



  

27 
 

 

 

 

 

 

) ,

Log File



 
 

 

 
 

 

 



  

29 
 



  

30 
 



  

31 
 

 20068370

 

Strauss&Frost, 2009, p.286

100212



  

32 
 

(WIRED)

www.hotwired.com

(MODEM MEDIA)

8992

836832

 

 

 SoftWard

 

 

http://www.hotwired.com/
http://www.hotwired.com/


  

33 
 

 

 

 

 

 

 

 

 

 

 

 



  

34 
 

 

 

 

 

 

 



  

35 
 



  

36 
 

 

 

 

 



  

37 
 

 

 

 

 

 T im Benners Lee



  

38 
 

2015,p16



  

39 
 



  

40 
 

)



  

41 
 

 



  

42 
 

D. Hoffman & T. Novak, ,1996,p.52 



  

43 
 

,1996,p52)

(



  

44 
 

 (

 

2013 )



  

45 
 

 )

)

http://www.whitepalm.com/


  

46 
 

(

( p2)

p2)

http://www.whitepalm.com/


  

47 
 

 



  

48 
 

p77

 

 

 



  

49 
 

 

 

 

 

 



  

50 
 

(

 

 

 

  

 



  

51 
 

 

 

 

 

 

 

 

 



  

52 
 

 

 

 

 

 

 

 



  

53 
 

 

 

 



  

54 
 

 

  

 

 

 

 

 



  

55 
 



  

56 
 



  

57 
 



  

58 
 

 



  

59 
 



  

60 
 

)



  

61 
 

)

 

            

(



  

62 
 

p49-53)



  

63 
 

)

)

 

 

 

 



  

64 
 

Juno



  

65 
 

(



  

66 
 

 7000 872

 



  

67 
 

 (

 

 7000 70

 

 

 

 



  

68 
 

p20

)

 

)

 

 

 



  

69 
 

 (

 

 

 Pelsmacker , Patrick De et al p33

 



  

70 
 

 

)

 

(



  

71 
 

 



  

72 
 

 

 

 



  

73 
 

  

 

 

 

(Briggs,Rex&Hollis,1997,p37)



  

74 
 

 

 

 

 

(



  

75 
 

  

o 



  

76 
 

o 

( ) 

5

 

 

 

 (3an and Leslie Lazer Kanuktional 2003 p557) Leon G. Schiffm الوصذر

الوٌتذ.8  

الترويذ.7  

التسعير.3  

التوزيع.7  

 

لعواهل الارتوبعيت 

 والخقبفيت

الأسرٍ.8  

قبدة الرأي.7  

الزوبعبث الوررعيت.3  

 

 إدراك الحبرَ

عي البحج 

 الوعلوهبث

 تقيين البذائل

 

 العواهل الٌفسيت

الذوافع.8  

الإدراك.7  

التعلين.3  

الشخصيت.7  

الإتزبُبث .0  

التزريت.8   

إعبدة الشراء.7  

 
 تقٌٌم عملٌة الشراء

 الخبرة



  

77 
 

 

 

 

 

 

  

(Berthon,P,et al,1996,p36)



  

78 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



  

79 
 

 

 

؟  

 

 العوامل النفسية

الذوافع.0  

الإدراك.6  

التعلم.3  

الشخصية.4  

الإتجاهات.5  

التجريب.0   

 تقييم عملية الشراء 



  

80 
 

 

(



  

81 
 

, 

Breitenbach and VanDoren8991

العواهل -

 الٌفسيت

البيئت 

 الارتوبعيت

 البيئَ الخقبفيت

 

 الوبركت

هؤحراث الأًشطت 

 التسويقيت

 إهكبًيبث الشراء

سلوك الضغظ 

 على الإعلاى 

 قرار الشراء



  

82 
 

 

 

 



  

83 
 

 

 

 

 

 

 

(



  

84 
 

 

 

 

 

 



  

85 
 

 

 

 

 

)

 

 

 

 

 



  

86 
 

 

 

 

(

)



  

87 
 

 

 

 



  

88 
 

 

 



  

89 
 



  

90 
 

Gerald Zaltman6115

90



  

91 
 

70006

7001

29

877001188

6 



  

92 
 

 

 

8 

7001878877

6 

8966

Francesco Nicosia



  

93 
 

700671

1

700667

8 

 

7 

 

3  

7  

 

 خصائص المؤسسة
 رسالة تعرض

 خصائص المستهلك

 البحث والتقييم

 القرار

 )النشاط(

 سلوك الشراء



  

94 
 

 معرفة المشكل

 البحث عن البيانات

 تقييم الحلول المتاحة

 الشراء

 النتائج



  

95 
 

 

 

8990

8990000

0Aida 

AttentionA 

I=Interest= 

D=Desire= 

Action=A 



  

96 
 

80

 

 

 

 

 

 708038 

6

Attention-الانتباه 

Interest-الاهتمام 

Desire-الرغبة 

Action-
 الفعل



  

97 
 

76

2

 



  

98 
 

11

 

 

 

 

700106

 

كلما كان 

مستوى 

 التكلعات عاليا  

يقل مستوى 

الرضا عن 

العلامة 

 المستخدمة

يزداد معدل 

البحث عن 

 علامات أخرى

يزداد إدراك 

المستهلك 

 لعلامات اخرى



  

99 
 

(

 

   

 

    

     

     

 

 

 

   

   

, 



  

100 
 

 



  

101 
 



  

102 
 

  

 



  

103 
 

 

 

 



  

104 
 

 



  

105 
 

 



 
 

 

 

 )(

 

 



  

107 
 

 

8966

8961

8969

 

 

 

(Smith,PR.&Taylor,Jonathan,2003,p44-50



  

108 
 

  

 

 

 

 

197955 



  

109 
 

Gestalt

19821558 

1997175 



  

110 
 

8929820(

891300(

12

 

 

James F. Engel T, Kallam and roger D, Black well 1973. p21



  

111 
 

 (55م ص1983)عطيت  13

1

197128( 



  

112 
 

2

201319

3

19813 

4

198885(

 

89927279

8  

2 



  

113 
 

3  

4  

1 

 

2 

 

3 

 

4 

 



  

114 
 

211337

1 

 

2 

 

1  

2 

  

15 

15 

211111 



  

115 
 

21144 

211195 

 

  

 Products 

 

 

 

 

1984115

139 

211235 

 

 



  

116 
 

 

 

2113171 

 

 

  

  

  

89 

8 

7 

 



  

117 
 

7078

7078 



  

118 
 

8929896

  

ُ

 

1 

2 

 

3 

 

4  

5  

21

25 

8 

 

7  

3  

7  

0  

6 

 



  

119 
 

2 

 

1 

 

9 

 

80 

 

88 

 

87 

 

83 

 

  

700771



  

120 
 

  

700087

0  

14

72

 الحرمان

 الحاجة

 شدة الدوافع الدوافع

 قوٌة

 ضعٌفة

احتمال ظهور 

وكالسل  

 قوي

 ضعٌف

 الانجاز

 تحقٌق الهدف

عدم تحقٌق 

 الهدف

 النتٌجة

 توازن

 توتر

 إعاقة



  

121 
 

6  

87

3  

15

73

4  

82

تصرفات  سلوك المستهلك

وأفعال 

:تتعلق ب  

البحث عن-  

تقييم-  

الحصول على -  

استخدام-  

التخلص من-  

سلع 

 وخدمات
حاجات 

 ورغبات



  

122 
 

5  

89927189 

 

 

 

 

 

 

 

 

 

 

 

 



  

123 
 

7003

8770

 

8 

 

 

 

60



  

124 
 

 

 

 

 

0 16

 

899008

o 

8 

 

7  

3 

 

7  

0 

 

6 

 



  

125 
 

 

8991818 

8 

9692

7 

96 

 

 

 

 (879-871ص، سابق مرجع ،سٌد مصطفى



  

126 
 

86

 

91)

 

17

       

  

         

700677 



  

127 
 

 

        

82

7006739

18

8737062

19)

 77

8  

7  

3  



  

128 
 

806801

8 

 

 

 

 

20

        

 

 

 

807

 

 شراء دوافع محفز إحتياج

عدم تكرار الشراء-  

إنعدام الثقة في العلامة-  

  

تكرار الشراء-  

تبني العلامة وتعزيز الثقة بها-  



  

129 
 

2121))(

 

 

700007

6 

  

       

  7000 37



  

130 
 

   

 

 7009 879

 

 

 

  

        

79



  

131 
 

 

     

 

 

 

 

 

 

 

 

7002810818

7007777



  

132 
 

700073

8990807

7002

886

8999897

700216

700216

77



  

133 
 

 

8123

 

 

 

 

 



  

134 
 

 

 

 

 

 

 

 



  

135 
 

 

 

 

 

8

 

7

806 

3

 



  

136 
 

 

 

Pyramid schemePonzi

 

0 

 

 



  

137 
 

6 

 

3 

 

 



  

138 
 

1 

 

7 70830060

  

  

 

 



  

139 
 

70830060

7773

 

 



  

140 
 

 



  

141 
 

0300

 



  

142 
 



  

143 
 



  

144 
 



  

145 
 



  

146 
 



  

147 
 



  

148 
 

 

 

 



  

149 
 



  

150 
 

 



  

151 
 

 )(

o 



  

152 
 

o 

 



  

153 
 

 



  

154 
 



  

155 
 

 



  

156 
 

 

 

 

 

 

 

 

 



  

157 
 

 

 



  

158 
 

8  

7  

3 

 

7  

 



  

159 
 



  

160 
 

 



  

161 
 



  

162 
 

o  

o  

o  

o  

o  

o  



  

163 
 

o  

o  

 



  

164 
 



  

165 
 



  

166 
 



  

167 
 

 

أنواع المخاطر 

المدركة فً التسوٌق 

 عبر الإنترنت

مخاطر الفرص 

 البدٌلة
المخاطر 

 التكنولوجٌة

مخاطر اداء 

 المنتج

المخاطر 

 المعلوماتٌه 

 المخاطر

المخاطر 

 الإجتماعٌة

 المخاطر

 مخاطر



  

168 
 



  

169 
 



  

170 
 



  

171 
 

p

)

 

 

 

 

 



  

172 
 

 

700362



  

173 
 

  

  

  

  

  

  

  

 211414248 

1 

 

2 

2111373

1 



  

174 
 

 

2 24

 

3 

 

4 

 

5 

431433 

6 Mass service

 

7 

 



  

175 
 

8 

24 

9 

 

211512

 

 

 

Interactive Marketing 

:

1 

 

2 

 

3 

 



  

176 
 

4 

 

5 User

 

6 

 

7  

8  

9  

11

 

67



  

177 
 

 

 

 



  

178 
 

 

 

 

 

 

      



  

179 
 

700020

1 

   

2 

      

3 

       

4 

        

Shop bot

5 

      



  

180 
 

6 

       

7 

         

8 

      

      

Kalanam and melye

2114141 

 

 

 

 

 



  

181 
 

23

708206

1

2

3



  

182 
 

4

-

1 

CD NOW, Barrens& Noble , Amazon



  

183 
 

2 

3 

GapLimited

4 

Edmunds 

AutoNation

5 

CNN 

The Wall StreetThe New York Times

6 

E-tradeOne Source



  

184 
 

2111236

 

 

 

 

 

 

 

 

 



  

185 
 

50

 

8  2.48 1  

7  2.40 2  

3  2.28 7  

7  2.14 10  

0  2.20 8  

6  2.06 11  

2  2.40 3  

1  2.06 11  

9  2.33 5  

80  2.32 6  

88  2.16 9  

87  2.41 2  

83  2.03 13  

7089



  

186 
 

  

0

7000731770

6

     

Ava Exhwege2005p8

3



  

187 
 

7

1  

2  

3 

 

4  

5  

6  

7  

 

  

 

 



  

188 
 

 

8

 

2118581

 



  

189 
 

 

2112143

2117152

 

8738681



  

190 
 

 

Gif

Gif

5545



  

191 
 

21161931

 

8

7



  

192 
 

0 

7 



  

193 
 

، 7080 ،الساٌح

(866 -80ص

7007861



  

194 
 

 

 

1  

2  

3  

  

 

 

 

 

 

 

 



  

195 
 

(30ص 7006عمر

 

 

 

 

 

 

 

1 

2



  

196 
 

 

 

7007869

2111143136

1 



  

197 
 

2

3 

4 

2114171



 
 

 



  

199 
 

banner

99



  

200 
 

70827079 

0

20180

80

6 

free

3 



  

201 
 

4 

5 

cpa

cpc

cpl

6 

  

  

 



  

202 
 

7 

1  

9  

 

01 

00 



  

203 
 

06 

03 

 

 



  

204 
 

  

  

  

 

 

 

 

(Media buying tips) 

  

  

  

  



  

205 
 

 

 

PPC

CPC

(CPV)

70870 



  

206 
 

Banner

 banner 

  

  

  



  

207 
 

banner

banner

 



  

208 
 

 



  

209 
 



  

210 
 

 7009882

- 



  

211 
 

 

8

7

 

 



  

212 
 

 7080387

  

8  

7



  

213 
 

3

7

0

  

 

 

 

 

  



  

214 
 

 

 

 

 

  

 

 

 

 

 

LUX

 



  

215 
 

 

o 

0 

 

IBM

6 

 

3 

BMW 

 

 



  

216 
 

07

0 

 

 



  

217 
 

 

7009882

 

 

 

 



  

218 
 

)

 

 

o 

  

  



  

219 
 

80

video discovery

YouTube

30

30

 Display Ads or Banner

Banner



  

220 
 

 Leader board (728×90 pixel) 

 Banner (468×60 pixel) 

 Skyscraper (120×600 pixel) 

 Wide Skyscraper (160×600 pixel) 

 Large Skyscraper (300×600 pixel) 

 Medium Rectangle (300×250 pixel) 

 Large Rectangle (336×280 pixel) 

 Square (250×250 pixel)



  

221 
 

(www.google.com) 

8

 

http://banner.fotor.com/
https://www.linkedin.com/help/lms/answer/71203
https://www.linkedin.com/help/lms/answer/76257


  

222 
 

 

 

 

 

 

 

 

 

o 

o 

https://www.linkedin.com/help/lms/answer/76257
https://www.linkedin.com/help/lms/answer/5749
https://www.linkedin.com/help/lms/answer/90269


  

223 
 

o 

o 

https://blog.hotmart.com/ar/%D8%A7%D9%84%D8%B9%D8%A7%D8%A6%D8%AF-%D8%B9%D9%84%D9%89-%D8%A7%D9%84%D8%A7%D8%B3%D8%AA%D8%AB%D9%85%D8%A7%D8%B1/
https://blog.hotmart.com/ar/%D8%A5%D8%B9%D8%A7%D8%AF%D8%A9-%D8%A7%D9%84%D8%AA%D8%B3%D9%88%D9%8A%D9%82-%D9%8A%D8%B9%D8%B2%D8%B2-%D8%A7%D9%84%D9%85%D8%A8%D9%8A%D8%B9%D8%A7%D8%AA/


  

224 
 

Ad Words Express 

and Ad Word

  

: 

 

8999308

 

 



  

225 
 

 

 

 

 

 

 

https://ar.wikipedia.org/wiki/%D8%B9%D9%84%D8%A7%D9%82%D8%A7%D8%AA_%D8%B9%D8%A7%D9%85%D8%A9


  

226 
 

 

 

 

https://ar.wikipedia.org/wiki/%D9%83%D8%AA%D8%A7%D8%A8%D8%A9_%D8%A7%D9%84%D8%A5%D8%B9%D9%84%D8%A7%D9%86%D8%A7%D8%AA


  

227 
 

  

8 

7

 

3 

7

 

  

 



  

228 
 

8800

 

8

7

3WPP

89907

7

0

6

2 

7

 

3

 

7



  

229 
 

0 

 

6

 

7

 

 

 

 

8



  

230 
 

 

9

 

 

 

 

 

 

  

 

8

7

 

8

 

7

 



  

231 
 

3

 

7

 

0

 

 

 

 

 

 



  

232 
 

  

 



  

233 
 

 www.primer sab.com) 

 

http://www.primer/


  

234 
 

 

 



  

235 
 

 

 

 

 

 www.primer sab.com

Google

YouTubeGoogle

 Google

Google

Google

http://www.primer/


  

236 
 

Google

Google

 

Ad 

Word

 

0

GooglePremier SAB

Google

Google

 

o  

o  

o 

 



  

237 
 

 

 

 

 

 

  

 



  

238 
 

 

google.Com 

gmail.com 

 

 

 

 

 

 

 

 



  

239 
 

90

(www.google.com) 

,

0006670



  

240 
 

3633

Pinterst

93

12

Snab chat

708177



  

241 
 

 www.primer sab.com)

http://www.primer/


  

242 
 

708278 

  John A 

Barnes)8907 

            

Applications

(Theglobe.com)8997 (Geocities)



  

243 
 

(Tripod)

(Classmates.com)8990

(SixDegrees.com)8992

8999

8170828670 

               70077007
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 (Dwyer.C.Hiiltz.S.R&Passerini.K, 2007, p21)
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7007

200

(Digitalbuzzblog)(http//www.digitalbuzzblog.com, 2013)

6Twitter

870(tweets)

7006

700

(www.en.wikipedia.org,2016) 

000711

(www.huffingtonpost.com,2016)

3

http://www.en.wikipedia.org,2016/
http://www.huffingtonpost.com,2016/
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(Martines,2016,p44) 

(Mangold&Fauld, 2009, p34)

(Louis,2010)8382
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(Phelos and Hoy,1996,p31) 

(Kotler&Keller,2008,p20-25)
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(Wells,1984,p50&Feldwick,2007,p47)

Informativeness
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(Bond et al,2010)
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(Pentina.I.Prybutok.V.R&Zhang, 2008, p114-136)
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(Sharing)    (Kim A. and KO, 2010, p71-164) 
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60793070

(Cordeiro.James, 1997, p.94-98)
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