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Online advertising and its relationship to the purchasing
behavior of the young university in Kuwait in light of product
quality specifications

Abstract

Witness the current era a tremendous development in the field of
advertising, where is a modern societies that can irreplaceable
landmarks, the industry is increasing its weight by the day and the
institution itself, and one of the most important economic progress of
any country indices which educational path a consumer walks
mentalities of people in the direction set by the designers professionals
to advertise, under the supervision of his companions true of dealers,
advertisers and companies produced through the use of sound, image,
and perhaps the song, or other methods to convince consumers of
various categories of the importance of these advertised goods,
excellence and service, and is one of the main elements of the
combination promo and indispensable, which work in tandem with the
rest of elements for the purpose of achieving the desired objectives of
the marketing activities, namely to facilitate the delivery of goods and
services needed by the consumer.

The goal of research is to:

1. forms of online advertising and sites that prefer to show them.

2. the level of awareness of young people sample the basic attributes of

a quality product.

3. The relative importance of the various electronic means of the

Declaration, which accepted them university students.

the relative importance of the areas of purchasing for young

university basic research sample.

. differences between the basic respondents in the impact of online
advertising on purchasing behavior depending on the specification
of the product quality.

. The relationship between the purchasing behavior of young people in
the study sample basic procurement specifications and quality of
the product areas.

. Show the relationship between electronic advertising and purchasing
behavior among young university core sample study in light of
product quality specifications.

. The relative importance of the factors influencing the purchasing
behavior of young university basic research sample.
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The research concluded:

1. The existence of significant differences between mean scores
respondents in purchasing behavior Bmhaorh depending on the
variables of the study differences.

2. There are statistically significant between the average degrees of
respondents in the awareness of product quality depending on the
variables of the study differences.

3. The presence of correlation between the axes scale purchasing
behavior of young people through e-shopping and gauge awareness
of product quality.

4. The difference in the participation rate of the factors affecting the
purchasing behavior of young people.

5. The difference in the participation rate of the factors affecting the
awareness of product quality.



