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Abstract : 

   This paper seeks to identify the impact of E-advertising ethics on consumer attitudes 

through an analytical study of the views of a sample of university professors, the study 

identified independent variable was the E-advertising ethics, and the dependent 

variable )consumer attitudes(, and to achieve the objectives of the study questionnaire 

was developed for the purpose of collecting data from respondents and reached a 

population (241) single, to reach to study in the last set of results was notably: That 

there is a role for the dimensions of the e-advertising ethics on the consumer attitudes. 

The study recommends the latter need to increase more attention E-advertising 

ethics have an important role to give members in the consumer behavior.  
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 بالاعتماد على الدراسات السابقة. المصدر: من إعداد الباحثين

(Simple

Regression Analysis)،(Pooled Data)،
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sig

0.765 0.000 

0.853 0.000 

0.775 0.000 

SPSS. 

Cronbach Alpha.)

0.742 14 

0.686 10 

0.630 18 

0.781 42 

SPSS.  

ANDERSON,1990,p 96

: 

(Judy Strauss,2009,p286)
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( (Jean–mark,1999, p142

: (Daniel,2001, 

p 21) . 
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(François, 2003,p 166

Links)
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-    (e-mail - ) 

          -  (File TransferProtocol – FTP -        )     

(Newsgroups )

 -    (Chat)

François ,2003,p133)) 

(François,2003,p 156)

. 

 

(Ethics)
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(Deontology)

(JOHN, 1993,p 250)

 

 



 

 78  لصفحة رقم:ا                             2021السنة :  01العدد :  21المجلد :                  راسات اقتصادية       مجلة د

 

 

 

Chi-Square
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Sig= 

Sig

Sig

Link

Sig

Sig

Sig

Chat 
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. 

 

One Sample T- test 

One Sample T- test
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


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Pearson 

SPSS Pearson

:

(loudon 1999,p 300)




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0.212 0.000 

0.655 0.000 

0.614 0.000 

0.766 0.000 

0.443 0.000 

0.801 0.000 

0.759 0.000 

 SPSS 





Olsen, 2006,p 46-53

ENTER.
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Sig

Sig 

Sig

spss



R

( Olsen,2006,p 46-53)
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Gibbs,2007,p46 )



 

 87  لصفحة رقم:ا                             2021السنة :  01العدد :  21المجلد :                  راسات اقتصادية       مجلة د

 

 

 

 

 



 

 88  لصفحة رقم:ا                             2021السنة :  01العدد :  21المجلد :                  راسات اقتصادية       مجلة د

 

 

 

 

 

 

 

 

 ALBERT J.; BITTA D; L. loudon (1999),  consumer behavior, puplisher Chapman & Hall. 

New Djarcy. 

 ANDERSON,D,R., SWEENEY, D,J. & WILLIAMS,T,A, (1990), Statistics for Business 

and Economics, 4th ed, West Publishing Company. . New yourk 

 Daniel Caumont (2001), la publicité, Dundo, France. 

 GEORGE D.; KALER JOHN. (1993), Introduction to business ethics. First edition, 

puplisher Chapman & Hall. New york. 

 Jean–mark Decaurin, la communication marketing : concept, techniques strategies  (1999), 

2eEdition, econimica, Paris. 

 Judy Strauss, and Raymond Frost (2009), E- marketing  ،  Pearson education international. 

Prentice Hall. . New york 

 Gibbs, P. & Morphitou, R. (2007), The ethics of marketing in Muslim and Christian 

communities: Insights for global marketing, . New york. 

 Olsen, K. & Hill, R. (2006), The impact of perceived corporate Research, 59(1).donold 

 social responsibility on consumer behavior, Journal of Business. 


