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Abstract

This paper seeks to analyze the impact of visual and audio effects of electronic
advertising on image stabilization through an analytical study of the views of a
sample of electronic advertising viewers entitled "Senses” provided by the Peugeot
Foundation on its channel in YouTube. The study was determined by an independent
variable represented in (electronic advertising effects) in its two dimensions
represented by (visual effects, sound effects). The study also included an external
variable represented in the structure of the electronic advertisement determined by the
(type of communication in the electronic advertisement, the nature of the sites on
which the electronic advertisement appears) and a dependent variable represented in
(the image of the trademark).

In order to achieve the objectives of the study, a questionnaire was developed for the
purpose of collecting the data from the sample members. The total number of the
sample was (52). Finally, the study reached a number of results. The most important
of these was the effect of visual and audio effects of the electronic advertising
adopted by Peugeot.

The study recommends that more attention should be given to the visual and audio
effects of electronic advertising as they play an important role in establishing the
image of the brand in the minds of target individuals.
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Study problem:

Institutions have realized the importance of managing their brand image prevailing in
the minds of individuals, by making decisions to create this image in a way that
reflects their personality, values, identity and fameAnd since the effect of electronic
advertising and its course of occurrence is one of the most complex areas in the field
of marketing, this prompted us to search for the effect of the visual and sound effects
of electronic advertising on fixing the mental image of the institution with the
consumer, In order to make the research more practical and useful in the applied field,
we supported the topic by studying the case of the electronic advertising presented by
the Peugeot Foundation "Senses" on its Peugeot France channel, which is the
advertisement promoting the Peugeot brand. Accordingly, we evaluate our problem
that combines the visual and sound effects of electronic advertising as one of the



means of communication for the institution and the image of the brand, and we
considered it in the following formulation:

What is the impact of the visual and sound effects of the electronic advertising of
the Peugeot Foundation on establishing its brand image with the consumer?

Study hypotheses:

There may be an impact of the visual and sound effects of the Peugeot Foundation's
electronic advertising in establishing its brand image with the consumer.

Under this main hypothesis falls a group of sub-hypotheses, which were formulated
as follows:

-There may be an impact of the visual effects of the electronic advertising on the
affirmation of the Peugeot brand personality to the consumer.

-There may be an impact of the electronic advertising sound effects on affirming
Peugeot's brand values to the consumer.

- There may be an effect of the electronic advertising effects on confirming the
identity of the Peugeot brand to the consumer.

- There may be an impact of the electronic advertising effects on the fame of the
Peugeot brand to the consumer.

- There may be statistically significant differences in the quality of the electronic
advertising effects and the dimensions of the brand's mental image.

- There may be statistically significant differences in the effect of electronic
advertising on branding Peugeot image stabilization due to interaction with viewers
of electronic advertising.

- There may be statistically significant differences in the effect of electronic
advertising on brand image fixation due to the language of electronic advertising.

- There may be statistically significant differences in the effect of electronic
advertising on brand image fixation, due to the nature of the websites where the
electronic advertising of the Peugeot Corporation is broadcast.



Study objectives:

The study aims mainly to shed light on the visual and sound effects of electronic
advertisements adopted by the Peugeot Foundation while determining the effect of
those influences on fixing the mental image of the brand among the target consumer
through an analytical study of the views of a sample of the viewers of electronic
advertising of the Peugeot Foundation, in addition to that there are goals Subsets that
can be summarized in:

- Knowing the impact of the visual effects of electronic advertising on establishing
the personality of the Peugeot brand on the consumer.

- Determining the impact of the sound effects of the electronic advertisement on the
confirmation of the values of the Peugeot brand to the consumer.

- Knowing the impact of the visual effects of electronic advertising on establishing
the identity of the Peugeot brand to the consumer.

- Knowing the impact of the sound effects of the electronic advertisement on
establishing the reputation of the Peugeot brand with the consumer.

- Examining the effect of structuring electronic advertising (quality of
communication in electronic advertising, interaction with viewers of electronic
advertising, language of electronic advertising, nature of sites on which electronic
advertising appears) on fixing the image of the Peugeot trademark to the consumer.

- Coming up with results and recommendations that can serve decision-makers in
Algerian institutions.

The importance of studying:

The study derives its importance with the steady increase in the use of the Internet
among individuals, which requires institutions to keep pace with technological
technological developments in order to communicate with these individuals and
attract them in the interest of the institution. In addition to the above, this study
contributes to:

- Scientific and practical knowledge in the field of the effect of electronic advertising
effects in affirming the brand image of the institution.



- Benefiting from the experiences of leading global institutions in the field of its
work, such as the Peugeot Foundation, and thus giving officials and decision-makers
in Algerian institutions feedback on the use of visual and sound effects in electronic
advertising programs and their role in fixing the brand image among consumers. This
study can be used to develop their practices from during her recommendations.

References

1. André Glucksmann, translated by: Wagih Samaan, The World of Television between Violence
and Beauty, The National Project, the Supreme Council for Culture, Cairo 2000.

2. Peter Ficks, The Genius of Marketing, translated by Abd Al-Hakam Al-Khuzami, Dar Al-Fajr,
DT, Amman 2008.

3. Hussein Imad Makkawi and Leila Hussein Al-Sayed, Communication and its Contemporary
Theories, The Egyptian Lebanese House, Cairo 20009.

4. Sarah White, Fundamentals of Marketing, Science and Technology Series, Cairo 2005.
5. Ali Abu Shady, The Magic of Cinema, The Family Library, Cairo 2006.

6. Fayez Jumaa al-Najjar, Nabil Juma al-Najjar and Majid Radhi al-Zu'bi, Methods of Scientific
Research and an Applied Perspective, Al-Hamid House for Publishing and Distribution, Amman
27. Mamdouh Sadig Rania, TV Advertising: Design and Production, Osama House for Publishing
and Distribution, Amman, Jordan, 2012.

8. Manal Abu Al-Hassan Fouad, Animation in Television, University Publishing House, Cairo
1998.

9. Naima Waked, The Iconic and Linguistic Significance of the Advertising Message: An
Application to the Social Communication Programs of the Algerian Television, Taxieg for Studies,
Publishing and Distribution, Algeria 2012.

10. Adeeb Barhoum and Ruba Muhammad Ziyoud, “The Role of Advertising in Building the
Mental Image of Private Insurance Companies in Lattakia Governorate,” Tishreen University
Journal for Research and Scientific Studies - Economic and Legal Sciences Series, Volume 36,
Issue 3, 2014

11. Jaloul Ben Qashweh and Zainab Elrouh, “Electronic Advertising on Consumer Behavior, An
Analytical Study of the Views of a Sample of Website Visitors of the Algerian Airlines
Corporation”, Al Maarif Magazine, Issue 16, Bouira-Algeria 2016



12. Ahmed Boukhari, “Signs of Place in TV Flashes, An Analytical and Comparative Semiological
Study of Nedjma and Jezzi Mobile Phone Operators”, Master's Thesis in Information and
Communication Sciences, University of Algiers, Algeria 2009.

13. Asmahan Meribaei, “Advertising in the Algerian TV, a semiological study of the publicity
message,” Master Thesis in Information and Communication Sciences, University of Algiers,
Algeria, 2000.

14. Samira Sotah, “Publicity and the Child: An Analytical Study of Communication Patterns within
the Family Through the Flash of Advertising and Their Impact on the Child’s Consumer Behavior”,
PhD Memorandum, Baji Mokhtar University, Annaba, Algeria, 2010.

15. Nada Nader Yasmina, “The Role of Advertising in Shaping the Mental Image of Royal
Jordanian: A Field Study on the Clients of the Royal Jordanian Company,” Master Thesis,
unpublished, University of Jordan, Jordan 1992.

16. Walid Qadri, “The Image of Islamists in Egyptian Cinema: A Semiological Analysis”, Master's
Thesis in Media and Communication Sciences, University of Algiers, Algeria 2012.

17. The Official Gazette No. 44 issued on Jumada Al-Uola 23 1424 corresponding to July 23, 2003
relates to trademarks.

18. ANDERSON,D,R., SWEENEY, D,J. & WILLIAMS,T A, Statistics for Business and
Economics, 4th ed, West Publishing Company, 1990.

2,Christian MICHON, Le Marketer : Les nouveaux fondements du marketing , Pearson, Paris 2003.
19. George LEWI, Branding Management: La Marque de I’idée a I’action, Pearson Education, Paris
2005.

20. Helena LAPUNIKOVA, Role of corporate image in a communication strategy of an
organization (Factors that influence perception of image by its stakeholders, Univerzita Tomase
Bati ve Zline, 2010.

21. Judy Strauss, and Raymond Frost, E- marketing ,Pearson education international. Prentice Hall.
2009.

22. Michel RATIER, Proposition d’une échelle de perception de 1I’image d‘une marque, Cahier de
recherche, N0O.175.

23.Jean-Noél KAPFERER, Les marques capital de I’entreprise créer et développer des marques
fortes, éditions d’organisation, Paris2003.

24. Asim ANSARI and Carl F.Mela, ”E-Customization”, Journel of marketing research, Vol. XL,
May2003.

25. Holly BECKER et Al, ”On line advertising”, Internet & media global equity research, New york
2002,

26. Jennifer L. AAKER, “Dimensions of brand personality”, journal of marketing research, Vol. 34,
NO.3, Aug1997, PP:347-356.

27. OMPI, Marques en ligne, disponible sur http://www.wipo.int/trademarks/fr, (consulté le
:23/03/2017).





