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 رؤية ورسالة وأهداف المجلة

 الرؤية:

تسعى مجلة البحوث العلمية لأن تكون الخيار الأول   -
للباحثين الراغبين بنشر مقالاتهم البحثية على كافة 

 قليمية والدولية.المستويات المحلية والعربية والإ

 الرسالة:

نشر الأبحاث والدراسات العلمية المتميزة والأصيلة  -
والرقي بمستوى  إليهامن الوصول  وتمكين الباحثين

البحث العلمي على كافة الأصعدة المحلية والعربية 
 .والإقليمية والدولية

 الأهداف:

نشر الأبحاث والدراسات العلمية وتعزيز النشر العلمي  -
والتطبيقية ي مختلف تخصصات العلوم الاجتماعية ف

 للاستفادة منها محلياً وعربياً وإقليمياً ودولياً.
الباحثين في المجالات ذات استهداف المختصين من  -

 العلاقة بتخصص الجامعة الأكاديمي.

ودولياً تقديم المجلة كنموذج رائد محلياً وعربياً وإقليمياً  -
 والتطبيقية.نسانية مجالات تخصص العلوم الإ في
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 مجلة )البحوث العلمية(

السنة  من لثانيالنصف ا من (14)مجلة )البحوث العلمية( العدد 

 م2022 السابعة

إفريقيا للعلوم الإنسانية  العلية( جامعة)البحوث  منشورات مجلة

 والتطبيقية

 أسعار المجلة

 الجهات
سعر النسخة داخل 

 ليبيا

سعر النسخة خارج 

 ليبيا

 ةدولارات أمريكي 4 د.ل 3 الطلبة

 ةدولارات أمريكي  6 د.ل 5 المشتركون

 ةدولارات أمريكي 6 ةدولارات أمريكي 7 الأفراد

الوزارات والهيئات 

 وما في حكمها والمؤسسات
 دولارات أمريكية 10

 أمريكي دولارا   12

 :تنويه

إن تقديم البحوث المنشورة أو تأخيرها في ترتيب 

الصفحات لا يعني المفاضلة لكن متطلبات التنسيق الفني هي 

التي تتحكم في هذا الترتيب. وإن البحوث المنشورة لا تعبر 

 المجلة أو الجامعة.بالضرورة عن رأي 
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 الهيئة الاستشارية للمجلة

 الدولة الجامعة الكلية القسم الاسم ر.م

كلية العلوم  الإعلامقسم  أ.د. أسامة بن غازي المدني. 1

 الاجتماعية

 السعودية جامعة أم القرى

 ليبيا المرقب جامعة الآدابكلية  قسم التاريخ أ.د. أمطير سعد غيث 2

 الأردن جامعة البتراء الإعلامكلية  قسم الصحافة أبو عرجةأحمد محمد أ.د. تيسير  3

كلية العلوم  قسم الترجمة عبد اللهأ.د. جمال محمد جابر  4

 الإنسانية

 والاجتماعية

جامعة الإمارات 

 العربية المتحدة

 الإمارات

 ليبيا الأكاديمية الليبية مدرسة اللغات قسم الترجمة الديبد. زكية علي  5
قسم المكتبات  الدوكالي يعلأ.د.  6

 والمعلومات

 ليبيا جامعة طرابلس كلية الآداب

كلية التربية  قسم الإعلام التربوي أ.د. علياء عبد الفتاح رمضان 7

 النوعية

 مصر جامعة طنطا

 ليبيا جامعة طرابلس كلية القانون  أ.د. عمر إبراهيم حسين 8
كلية الفنون  قسم الفنون التشكيلية هاشمأبوبكر أ.د. عياد  9

 والإعلام

 ليبيا جامعة طرابلس

 ليبيا جامعة طرابلس كلية الهندسة قسم الهندسة المدنية د. فتحي خليفة اليعقوبي. 10
كلية الاقتصاد و  قسم العلوم السياسية فرج محمد نصر بن لامة د. 11

 العلوم السياسية

 ليبيا سجامعة طرابل

 ليبيا جامعة سرت كلية الآداب قسم اللغة العربية بشر عبد اللهد. فرحة مفتاح  12

كلية الفنون  قسم المسرح المقدادي إبراهيم محمد أ.د. فيصل 13

 الجميلة

 العراق جامعة أربيل

كلية العلوم  قسم العلوم الإنسانية د. لبنى رحموني 14

نسانية الإ

 والتطبيقية

 الجزائر جامعة أم البواقي

 مصر جامعة الزقازيق كلية الآداب قسم الإعلام د. محمد عبد الفتاح عوض 15

 ليبيا جامعة طرابلس كلية الآداب قسم الجغرافيا لامة عبد اللهأ.د. محمد  16

كلية العلوم  قسم الإعلام أ.د. محمد علي غريب 17

 الاجتماعية

 السعودية جامعة أم القرى

 ليبيا جامعة طرابلس كلية الآداب قسم الجغرافيا أ.د. مفتاح دخيل 18

أكاديمية  قسم علم النفس د. وجدان ميلاد الشتيوي 19

 الدراسات العليا

 ليبيا بنغازي

 لأسماء تم ترتيبها أبجديا  ا -
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 بمجلة )البحوث العلمية( قواعد النشر وشروطه

 بجامعة إفريقيا للعلوم الإنسانية والتطبيقية

 نبذة عن المجلة:

 طرابلس-والتطبيقيةإفريقيا للعلوم الإنسانية مجلة محكمة نصف سنوية تصدر عن جامعة 

جانـب  إلىوتهتم المجلة بنشـر البحوث والدراسات العلميـة،  ،ليبيا باللغتين العربية والإنجليزية-

عرض ملخصات الكتب والدوريات، والرسائل العلمية )الماجستير والدكتوراه(، والتقارير 

 الصادرة عن المؤتمرات والندوات وورش العمل من داخل ليبيا وخارجها. 

 أهداف المجلة:

  تفعيل البحث العلمي وإثراؤه في كافة المجالات العلمية ذات العلاقة بالتخصصات العلمية

 ة. في الجامع

 .الاهتمام بقضايا التنمية الشاملة في ضوء المتغيرات المحلية والإقليمية والدولية 

  إتاحة الفرصة للباحثين لنشر بحوثهم ودراساتهم العلمية، ونقل أفكارهم العلمية من أجل

توسعة دائرة المعرفة لدى الباحثين وصانعي القرارات والممارسين في داخل ليبيا 

 وخارجها.  

 علمي بناّء بين الباحثين والمهتمين بالموضوعات المستجدة في كافة المجالات  خلق حوار

 العلمية ذات العلاقة بالتخصصات العلمية

 قواعد النشر: يشترط في الموضوعات المقبولة للنشر بالمجلة إتباع القواعد والشروط الآتية:

المجلة أن تتصف يشترط في البحوث والدراسات المقدمة للنشر في البحوث والدراسات:  -1

 بالآتي:

أصالة أفكار البحث وموضوعه، وكونه لم يسبق نشره أو تقديمه للنشر في مجلة أخرى  .أ

ا من رسالة ماجستير أو أطروحة دكتوراه.  ولم يكن جزء 

 سلامة المنهج العلمي المتبع في البحث. .ب

 ج. سلامة لغة البحث ووضوح أفكاره وترابطها.

مصادر البحث ومراجعه بأرقام متسلسلة  إلىعند التوثيق تتم الإشارة المرجع:  إلىالإشارة  -2

وعلى الباحث أن يلتزم  ،وفقا  لترتيب ورودها فيه، وكذلك الأمر في ثبت المصادر والمراجع

 -التالي: بالأسلوب 

في حالة الكتب يذكر اسم المؤلف كاملا ، عنوان الكتاب، مكان النشر، سنة النشر،  (أ)

 لصفحات.ورقم الصفحة أو ا
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في حالة البحوث أو المقالات المنشورة في دوريات متخصصة، يذكر اسم الكاتب  (ب)

كاملا ، واسم الدورية، ورقم العدد، وتاريخ النشر، ورقم الصفحة أو الصفحات التي يشغلها 

 المقال أو البحث.

 إذا كان النقل غير مباشر، يذكر صاحب المصدر الأصلي. (ت)

استخدام الهوامش على شرح أو توضيح بعض النقاط الغامضة التي لا يتسع  الهوامش: يقتصر -3

المجال لتناولها في المتن، أو بهدف تسليط الضوء عليها، وترقم كل صفحة بشكل مستقل، 

 ويظهر الهامش في أسفل الصفحة. 

ية يراعى في كتابة قائمة المراجع والمصادر كتابة المراجع العربقائمة المراجع والمصادر:  -4

في متن البحث،  إليهأولا ، ثم الأجنبية، على أن تتضمن فقط ما اعتمد عليه الباحث وأشار 

 ، وأن تكتب على النحو الآتي:هجائيا   ويرتب كل منها ترتيبا  

 أولا : المراجع العربية:

 (.(.2002المهدي غنية "مبادئ التسويق"، )طرابلس: الجامعة المفتوحة ) -

"مقدمة في إدارة الأعمال الدولية"، )الإسكندرية: مطبعة الإشعاع  قحف عبد السلام أبو -  

 (. 1998الفنية )

محمد المكي "أهمية المراقبة الداخلية للمراجع الخارجي"، )طرابلس: مجلة دراسات في  -

 . 18 – 5(، ص ص: 1984) 6الإدارة والأعمال المصرفية(، العدد 

 : المراجع الأجنبية:ثانيا  

- Drury،Colin (2000) ،Management and Cost Accounting ، th5 

edition، (London: Thomson Learning).  

- Kaplan، Robert (2000)،” Balance without profit”، Financial 

Management، (January)، 23 26. 

 : مصادر ومراجع الإنترنت:ثالثا  

- Andersen، Arthur، (1997)، Learning about professional 

development: Our commitment to training، 

.. Arthurandersen.com/careers/training.asphttp://WWW:  

 الشروط العامة والفنية:  -5

أن يكتب الباحث اسمه ودرجته العلمية ووظيفته وجهة عمله في الصفحة الأولى من      -

بحثه، مع ضرورة ذكر العنوان الذي تتم مراسلته عليه، ورقم الهاتف والفاكس والبريد 

 الإلكتروني.

أن تكون البحوث والدراسات العلمية مكتوبة باللغة العربية، كما تقبل باللغة الإنجليزية       -

 كلمة. 150بشرط إرفاقها بملخص باللغة العربية لا يتجاوز 

( صفحة، بما فيها الجـداول والمراجع والأشكال 20 (ت عنألا يزيد عدد الصفحا      -

 التوضيحية من صور ورسومات.

، Microsoft Wordأن تكون البحوث والدراسات العلمية مطبوعة على برنامج      -

 Single( مع ترك مسافة مفردة بين الأسطر )A4وتقدم في شكل ورقي بحجم )

Spaced ،)مخزنة على قرص ليزري  نسخة إلىواحد، بالإضافة  وعلى وجه(CD)، 

 مع إرفاقها بنسخة من السيرة الذاتية للباحث.

http://www/
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(.(. Times New Romanأن تكون كتابة البحوث المكتوبة باللغة العربية بالخط:) )     -

 Times Newأما البحوث المكتوبة باللغة الإنجليزية فتكتب بالخط المعروف باسم )

Roman.) 

 التالي: أن يكون حجم الخط على النحو -

  داكن للعناوين الرئيسة. 18بنط 

  داكن للعناوين الفرعية. 16بنط 

  للمتن. 14بنط 

  للمستخلص بخط مائل. 12بنط 

  للهوامش والحواشي 10بنط   

 تكون الهوامش على النحو التالي: -

  سم. 2.5أعلى وأسفل 

  سم. 3أيمن 

  سم. 2.5أيسر 

للتقويم العلمي واللغوي من قبل أساتذة تخضع المواد العلمية المقدمة للنشر في المجلة     -

متخصصين تحددهم هيئة التحرير بشكل سري، يحق للمجلة مطالبة صاحب المادة العلمية 

بإجراء التعديلات الواردة من المقومين، كما يحق للمجلة إجراء التعديلات الشكلية فقط 

يئة التحرير كما يجوز له ،متى تطلب الأمر ذلك دون أخذ الإذن المسبق من الباحث

ويبلغ الباحث بقبول البحث من عدمه أو تعديله  الضرورة،الاستعانة بأكثر من محكم عند 

 وفقا  لتقارير المحكمين.

 لا يحق للباحث الذي لم يقبل عمله العلمي للنشر أن يطالب باسترجاعه.     -

إلا بعد مرور على الباحث أن يتعهد كتابيا  بعدم نشر البحث أو الدراسة بأية وسيلة أخرى  -

 سنتين من تاريخ النشر.

، ولا تعبر بالضرورة عن وجهة أصحابهاجميع الآراء الواردة في المجلة تعبر عن آراء  -

 نظر المجلة أو الجامعة.

هيئة التحرير في موعد غايته  إلىتلتزم المجلة بإشعار الكاتب بوصول عمله وإحالته         -

 أسبوعان من تاريخ استلامه.

 لة الكاتب بصلاحية عمله للنشر خلال أسبوعين من استلام ردود المحكمين.تشُعر المج -

 تعلم المجلة الكاتب في أيّ عدد سيتمّ نشر بحثه. -

المجلةّ عند إعلام صاحب البحث المقبول للنشر  إلىتنتقل حقوق طبع البحث ونشره       -

 بقبوله.

فنية بحتة وأولوية تسليمها يتم ترتيب نشر البحوث في أعداد المجلة وفقا  لاعتبارات     -

 للمجلة، ولا علاقة لها بأهمية البحث أو مكانة الباحث.

 يحصل الباحث على ثلاث نسخ من عدد المجلة عند نشر بحثه أو دراسته.    -

وجميع المراسلات المتعلقة بالمجلة ترسل باسم البحوث والدراسات  ةكاف :ةعناوين المراسل – 6

 --طرابلس – العلمية( جامعة إفريقيا للعلوم الإنسانية والتطبيقيةرئيس تحرير مجلة )البحوث 

 وذلك على العنوان التالي: ،ليبيا
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 .ليبيا-طرابلس، -جامعة إفريقيا للعلوم الإنسانية والتطبيقيةمجلة  العنوان:)البحوث العلمية(

 .ليبيا- طرابلس-الزاويةبريد شارع  83060بريد: صندوق العنوان البريدي التالي:  إلىأو ترسل 

 Info@africaun.edu.Ly الإلكتروني: دالبري التالي:أو ترسل على 

 218217291428+ الهاتف:

 218217291428+ مصور:بريد 

 WWW.africauniversityedu.lyموقع الجامعة على الإنترنت:
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The role of interactive advertisements in developing 

consumer-based brand equity: A conceptual discourse  

Dr. Salem Mohammed Salem Busen 
Abstract  
 

Recently, the effects of advertising campaigns are not only by increasing sales revenues 

but by something even more important in the long run – brand equity. Brand equity is 

currently one of the most sought after field of research.  Meanwhile, considerable 

efforts have been put into studying online advertising impacts, but the effects of 

advertising on the demand, sales and market shares of Libyan products in the 

information age are still understudied. Adopting the theoretical perspective of a 

consumer-based model of brand equity, this study reviews past studies and proffers 

recommendation for future researchers to approach the highlighted gaps. 
 
 Keywords: Online advertising; brand equity; new media 
 

 الخلاصة 
 

 ولكن ايضا  لا تقتصر تأثيرات الحملات الإعلانية على زيادة عائدات المبيعات فحسب  الأخيرة،في الآونة 

 المستهلك.من خلال شيء أكثر أهمية على المدى الطويل الا وهو القيمة المالية للعلامة التجارية لدى 

وفي  المرغوبة، حيث تعد أسهم أرباح القيمة المالية للعلامة التجارية حالي ا واحدة من أكثر مجالات البحث

لكن تأثيرات الإعلان على  الإنترنت،بذل جهود كبيرة في دراسة تأثيرات الإعلان عبر  نفسه تمالوقت 

عصر المعلومات لا تزال غير مدروسة.  الليبية فيالطلب والمبيعات وحصص السوق من المنتجات 

التجارية  المالية للعلامةة القيمة اعتماد ا على هذا البحث النظري كنموذج يستند إلى المستهلك ومدى تنمي

السابقة وتقدم توصيات للباحثين المستقبليين  علاقة بالدراساتله، حيث تستعرض هذه الدراسة كل ما له 

التجارية.للتعامل مع مثل هذه الحالات في الإعلانات   

الإعلام الجديد  التجارية،إعلانات الإنترنت، القيمة المالية العلامة  الرئيسية:الكلمات   
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1. The relationship between advertising and brand equity  

According to Wilbacher (1984) “advertising is a marketing tool that helps sell brands 

of products and helps to build confidence in companies and institutions by conveying 

accurate and compelling information about the brand and the company or 

institution”(pp. 8-9). It is evident that this definition focuses on three tasks, namely, to 

help to sell, to help to build confidence and to convey information. In much the same 

way, Koekemoer (1998) defines advertising as “any paid form of mass presentation of 

ideas, products and services by an advertiser, addressed to a selected target audiences 

with the objective of creating awareness, informing, reminding, influencing, and 

persuading them to buy the product or service or to be favorably inclined towards those 

ideas, products or services” (p.57).Meanwhile, examining the effectiveness of 

advertisement is multidimensional.  

There are different methods and approaches to examine the effectiveness of certain 

advertisement (Kelley and Turley, 2004). For instance it was concluded in an intensive 

study conducted by PwC (2010) on the measurement of online advertisement 

effectiveness that there are several approaches to measuring the effectiveness of online 

or new media advertisement. These approaches includes the exploration of the essence 

of online communication strategy, the measurement of web contribution to branding 

objectives, measuring the effectiveness of online campaigns on sales, examining the 

effectiveness of media mix, assessing the effectiveness of new media advertising on 

internet surfing behavior, examining the impact of audience targeting in online 

advertising and lastly is measuring the effectiveness of advertising formats in relation 

to brand equity.   

In essence, advertising endeavors to “turn people’s minds around” as derived from 

the Latin word advertise. Basically, as pointed out by Fill (1999), this is achieved 

through six stages, that is, exposure, attention, comprehension, acceptance, retention 

and action. It is important to note that in extant literature, advertising has evidently 

eclipsed brand equity as a sought after field of research. But more importantly,   what 

is the fundamental premise by which advertising is thought to work? Generally, there 

are two polarized views or perspectives on advertising, namely, the strong theory of 

advertising and the weak theory of advertising. In the pursuit for effective 

communication, advertisers cannot ignore the essential role of the internet as a major 
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and effective channel for engaging with wide range of audiences and consumers 

(Keller, 2009).  

A review of literature undertaken by Kathleen Mortimer (2002,) on integrating 

advertising theories with conceptual models of service advertising, it was identified that 

brands are the most valuable assets a marketer has, and as such we need to thoroughly 

examine what they are all about. It should be noted that a product is not a brand. 

Basically, a product is manufactured while a brand is created. A product may change 

over time but a brand remains the same. This suggests that a brand exists only through 

communication. The communication of a brand proclaims its singular and durable 

identity, its territory as the brand. It is therefore not sufficient for a brand to promote a 

motivating quality of the product, because other products can always equal or copy it 

(Koekemoer, 2004). Marketers do certainly expect returns from their investments, not 

only by increasing sales revenues but by something even more important in the long 

run – brand equity.  

Brand loyalty has a mystery power of attaining customers over and over again. At 

the beginning, consumers might buy a specific brand because of objective reasons. 

Nevertheless, over long time of being advertised and exposed to the market, the brand 

might become part of the memory and also part of the consumers.  After successful 

advertising, consumers might associate the brand with many different and important 

occasions throughout time (Fisher, 1985). Therefore, brand loyalty makes consumers 

deeply committed to a specific brand. This is something that marketers are constantly 

searching for by running a vast amount of marketing campaigns. One scholar reasoned 

that, “Brands acts as comfort anchors in the sea of confusion fear and doubt” (Pettit, 

1995, p. 59). The essence of strategic brand communication through advertising is to 

build strong brands and build brand equity. Successful marketers deal with creating and 

sustaining a competitive edge and this usually means breaking away from a bunch of 

me-too brands by embarking on differentiation strategy. The brand must be distinct 

from competition. In fact it is competition that helps from the brand’s identity. A brand 

is a memory bank carrying all its history, which constitutes accumulated capital 

(Koekemoer, 2004:38).  

Aaker (2002:61) contended that at any point in time a brand is made up of rational 

and emotional elements. Rational elements stem predominantly from what the brand is 

doing, telling or showing. These rational elements embody the content and the theme 
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of brand’s communications; speak more to the left or rational side of the brain; and are 

the most visible part of the brand. On the other hand, the emotional elements can stem 

mainly from ‘how’ the brand is expressing itself, telling or showing or promising. They 

set the brand style, tone, character, mode, mood of execution; speak more to the right 

or intuitive/non-verbal side of the brand; and are less visible and therefore more difficult 

to express directly and measure. In evaluating a brand it is crucial to understand both 

the rational and emotional elements that define it. One way to build strong brands and 

create brand identity is to differentiate the brand from competitive brands.  Strong 

brands (high brand equity) are more likely to be sustainable in the market as they create 

competitive barriers.  

Problem statements; An account from Libya 

Advertising activities in an authoritarian regime as was the case with Libya under 

Colonels Gadhafi’s rule had a limited role in the economy. Generally speaking, 

authoritarian regimes have distaste towards media and free speech which impacts 

negatively on advertising freedom. In actual fact, Libya under Gadhafi had no internet 

connections for most of the 1990s despite being relatively wealthy as indicated by 

Maslen (1996) who made the following observation when commenting on countries 

that had no internet connection until 1996. Therefore, it is fair to conclude that the 

online advertisement industry in Libya is still in its infant stage. According to Leff and 

Farley (1980) cited in Kshetri, Williamson and Schiopu (2007)  there are a number of 

factors that work against increasing the advertising intensity in a developing country. 

Some of these factors include “higher illiteracy rates among older groups that make 

most buying decisions; more costly advertising relative to its reach; and a higher 

proportion of rural population discourage marketers’ ad spending in developing 

countries (Leff & Farley, 1980). Additionally, the use of technology (including 

communications technology) in Libya for a long time was minimal, despite it being one 

of the wealthiest countries in Africa (Twati & Gommack, 2006). This may have been 

the result of the long reign of Colonel Gadhafi whose authoritarian regime controlled 

media availability in an attempt to discourage public interactions. As indicated in the 

Internet World Stats (2004), internet services in Libya’s Gadhafi era were in the early 

growth stages and had one of the lowest penetration rates and one of the lowest 

percentages of internet users in the Arab region.  

In June 1996, just 20 countries remained with absolutely no e-mail or internet 

connection: Afghanistan, Bhutan, Burma, Burundi, Congo, Gabon, Guinea Bissau, 

Iraq, Liberia, Libya, Mauritania, North Korea, Oman, Rio Muni, Rwanda, Somalia, 

Syria, Western Sahara, Yemen, and Zaire. . . Of these countries, more than half are in 

Africa, in most cases only recently (50years or less) free from colonial rule. . . Many of 

these countries are not wealthy, but there are surprising exceptions. Libya, Western 

Sahara, Oman and Gabon are relatively affluent, so their abstention from the internet 

cannot be explained in purely economic terms (as cited in Kshetri, 2007, p356).  
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However, for many young Libyans, marketing is currently a noble subject in the post-

Gadhafi era. The country is slowly progressing towards democracy and is thus expected 

to trigger marketing activities. As indicated by Chan and Cui (2004) the transition from 

central planning to market-oriented economies in Eastern and Central Europe and China 

led to the growth of modern marketing practices. For some scholars advertising has the 

‘essence of democracy’ (Carter, 1997 as quoted by Kshetri et al., 2007).  In this sense, 

a country with stable democratic institutions is characterized by a higher penetration of 

communications media and freedom of the press and of speech. More importantly, in 

such countries, the effort to control advertisings, even fraudulent ones, is perceived as 

an infringement on the freedom (Martinson, 2005).  

Literature review  

Historically, online advertisement started in the year 1994 with the development of 

simple online banner ads published on Hotwired site (Adams, 1995). Since then, banner 

ads has represented the most common design of online advertisement. Meanwhile, by 

the year 2000, the share of banner ads decreased from 56% of the 4.6 billion of total 

internet advertising revenue to 48%. Advertisers are yet to be confident about the 

effectiveness of online advertisement efforts.  Considerable efforts have been put into 

studying advertising impacts, but the effects of advertising on the demand, sales and 

market shares of Libyan products in the information age are not fully understood.  

There have been undeniable changes in world of advertising since the advent of 

internet ubiquity (Keller, 2009). The dramatic advancement in the internet and the 

pervasiveness of the social networking sites has reshaped the face of adverting industry. 

Similarly, branding has evolved as the cynosure of marketers and the goal of most 

companies (Aaker and Joachimsthaler, 2000). Yet, advertisers are concerned on how 

the internet can be adopted as an astute channel for developing effective brand (Keller, 

2009).  

There is no iota of doubt that information and communications technologies (ICT) 

have had a significant impact on the so-called “Arab Spring”, the popular uprising that 

has transformed the political landscape in a number of Arab countries. As noted by 

Benmamoun, Kalling and Cropf (2012) the “Arab Spring has been spurred by 

expanding broadcast and internet technologies and significant absorption of 

collaborative technologies by the Arab world’s educated middle class and dominantly 

young population” (p.26).  Keen for political change and economic opportunities, the 

leaderless and adventurous youth took advantage of the relative openness, affordability, 

and widespread accessibility of collaborative technologies to escape traditional media 

censorship and transform their societies. Collaborative technologies such as YouTube, 

Twitter, Facebook, blogs, cell phones, chat, and other Web 2.0 collaboration tools 

transformed into tools of political activism, and advocacy. The remarkable political use 

of collaborative technology tools and web-based social networks by Arab youth took 
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Arab governments so much by surprise that they responded with uncalculated 

censorship, filtration, manipulation, and intimidation. Nonetheless, the new 

information and networking technologies have changed not only Arab politics but its 

business environment particularly the advertising sector.  

Studies have revealed that the internet has been playing the hub role of marketing 

communication and consumption behaviour universally. For example, internet users in 

the US spend more than 58minutes watching online video or surfing the internet on 

daily basis (Nielsen Online, 2010). 78% of internet users also revealed that information 

they obtain online influence their purchase of any product (Mediametrie, 2009). More 

importantly, the internet has also become a force for shaping and reshaping brand image 

through social networks (PwC, 2010). Evidently, the internet has become an astute 

media for interacting with consumers of different products and services. As the 

influence of the internet on advertisement grows more solid, the examination of the 

effectiveness of online advertisement and its role on brand equity becomes more 

important.  

Pfeiffer and Zinnbauer (2010) revealed that advertising spending for both traditional 

and online advertising is faced with major pitfall recently. Online advertising in 

particular has been affected with about 5.4 declined in revenue generation. 

Interestingly, the momentary declination in the online advertisement does not buried 

the fact that online advertisement is over taking the traditional media in terms of 

accountability and interactivity.  Evans (2009), reported that different studies have 

emerged to contribute empirically on the major effectiveness of online advertisement 

and the assessment of online advertisement as regards to brand development. The 

interests of these extant studies have been on advertisement recall factors (Danaher and 

Mullarkey, 2003) and design implementation of advertisement copy (Spalding et al, 

2009). Some studies (e.g., Manchanda et al, 2006; Lin and Chen, 2009; and Resenkrens, 

2009) have also presented a comparative assessment of the online advertisement and 

traditional offline advertisement. Meanwhile Pfeiffer and Zinnbauer (2010) charged 

future research to attempt examining the role of online advertisement in the 

development of brand and brand equity.   

In essence, the electronic social media such as Twitter, Facebook, MySpace, and so 

forth have become a major form of communication, and the expression of attitudes and 

opinions, for the general public. Recently, they have also become a source of data for 
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market researchers. In a way, the main purpose of this study is to investigate the impact 

of the communication technological revolution on the advertising industry in Libya. In 

recent years, the advertising industry in the developed world has captured the attention 

of scholarly research due to developments in the communicating technological sector, 

particularly the coming in of the internet age which has unleashed new media platforms. 

Nonetheless, there has been little academic research on the rapidly changing advertising 

landscape in some parts of the developing world such as Libya. Although the new 

information and networking technologies (new media) have already made a sizable 

impact in terms of paving the way toward political and social changes in the Arab world 

(the so-called Arab Spring), little is known about their impact on the business 

environment especially the advertising industry. A key incentive for conducting this 

study is due to the absence of extensive and in depth research exploring the effect of 

new communication technologies. 

Furthermore, researchers have documented that the noticeable upsurge of online 

advertising is not as effective compare to the substantial amount of effort and resources 

advertisers have invested in advertising through the digital channel. That is because the 

method of documenting the effectiveness of advertisement has been strictly based on 

messages that are able to stipulate internet users’ click (Forrester, 2002), which is 

known as the click through method (Novak and Hoffman, 1997).  Evidently, 

DoubleClick (2003) recorded a significant decline in the domination of click-through 

method from 7% to 0.7%. This calls for a more consistent method of establishing the 

sheer effectiveness of online advertisement messages on the advertised brand, other 

than just headcount of viewers through click-through methods.  

Dreze and Hussherr (2003) opined in their study of the effectiveness of online 

advertisement that the so called “click-through” renowned methodology adopted in 

examining the effectiveness of online advertisement was discovered to ineffective. The 

authors assessed the effectiveness online banner advertisement through online tracking 

technology and their analysis revealed that the traditional measures of examining the 

effectiveness of advertisement; such as establishing the connection between online 

advertising and brand equity, brand recognition and awareness are still very much 

appropriate and reliable in the context of online advertising.  In view of the highlighted 

theoretical and practical gaps highlighted above, this study aims at assessing the role of 
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interactive advertisement in developing brand equity particularly in the Libyan 

electronic product market.  

Theoretical perspective  

1.1. Brand equity  

In other to provide theoretical justifications and connections to the aforementioned 

model adapted in this study, the brand equity’s theoretical development and 

measurement is reviewed in order to wittingly justify it relevancy in the theoretical 

realm of online advertisement. Keller (1993) stated that the approach towards the 

understanding of brand equity differs; it is either studied through customer perspective 

approach or through it organizational influence approach. In any of these approaches, 

the connotation of brand equity is analogously believed to be the reward of an 

effectively executed marketing and communication effort. More recently, there has 

been no notable difference in the terminological usage of advertisement, branding, 

brand building and development, in fact brand equity and brand development are the 

main reasons why most organizations increase their advertisement budget and their 

advertising efforts (Shimp, 2003).  Theoretically, the term “Branding” is often used to 

refer to the totality of the terms, tools, designs, messages, and approaches used in 

creating knowledge and awareness about a product, service, or sellers of the product to 

their targeted audiences, purposefully for a unique differentiation and identification of 

the products to the competitors (Kotler, 1991; Keller, 1993; Shimp, 2003; ). The fact 

that advertisement is functionally a communicative vehicle to create awareness and 

provide knowledge about the advertised product as illustrated by the hierarchy of 

advertisement effects model (Weilbacher, 2001) rationalizes the interchangeable usage 

of advertisement and branding in both literatures and practical explanations. 

Consistently with the graphical portrayal of the brand knowledge model developed by 

Keller (1993), regardless of the source of information or knowledge about a brand, as 

long as it is understandably encoded by consumers and audiences the effective 

threshold of such information is twofold and are namely; brand awareness and brand 

image. More relevantly, Keller (1993) discussed the measurement of these facets of 

brand equity and revealed that both are directly or indirectly related to the influence, 

source and effect of information about the brand. Convincingly, advertisement has 

overly demonstrated to be an informative, creative and attractive form of branding, 

reportedly more effective in an integrated form (O’Guinn et al 2009).  

Conclusions  

This study discusses arrays of crucial issues that calls for researchers’ attention from 

domain of advertising and brand equity development and management. It is reviewed 

that the nexus between advertising and brand equity is predominantly justified and 

justifications are replete on it. However, studying the effectiveness of advertising and 

examining the role of advertising in the development of brand equity measurements 

(such as; brand awareness, brand image, brand loyalty and so on) is not common in the 

literature. Additionally, the online/interactive advertising are of course one of the most 

widely accessed advertising across the globe. That is certainly because of the 

widespread of the internet and digital media. The interactive advertising has opened so 

many economic prospects and advancements for marketers and advertisers and even 

researchers. But little studies can be found delving on the peculiar role of interactive 

advertising in managing and developing brand equity. Empirical studies and conceptual 
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discourses have unanimously shown the importance of brand equity as being the 

cynosure of most of the marketing and advertising efforts. Although, there have been 

several theoretical models that proffer the multilayer phases of brand equity and the 

dimensions and perspectives to study it. One of the renowned theories is the consumer-

based brand equity propounded by Keller (1993). This perspective is considered most 

appropriate model of all brand equity models to explain and examine the role of 

advertising in relation developing bran equity. This is because advertising itself is a 

form communicating and creating awareness. Meanwhile, testing the effectiveness of a 

communication is better done from the audience or consumer perspective. In this case, 

the consumer-based brand equity model emphasize more on the perspectives, opinions 

and reception of the advertising audience and brand consumers and how the awareness 

created by advertising has been true effective. Testing interactive advertising in a 

developing country like Libya is considered an important gap that can explored by 

advertising researchers. Internet and digital media is still growing day by day in that 

part of the world, giving empirical justifications and findings on the nature of 

consumers and advertising audience from a developing world Libya would proffer 

invaluable contribution for future investors and brand managers. The problem 

highlighted above can be tackled through empirical methodologist scope. Thus future 

researchers should examine the role of online advertisement in developing consumer-

based brand equity, hence assessing the effectiveness of three types of online 

advertisement such as search ads, display ads and video ads in developing effective 

brand awareness, brand image and brand purchase in the development of effective 

brand equity of electronic products. The scope of this research will also extend to 

discerning the disparity in the demographic characteristics of internet users and the role 

of their demographic characteristics in the reception of different online advertisement. 

Methodologically, quantitative research design will be employed, whereby online 

questionnaire should be distributed amongst internet users and electronic product 

buyers. The collected data should be analyzed using different multivariate statistical 

tools in SPSS and PLS-SEM.    
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