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Abstract:



This study aimed to compare the advertisements of local and foreign
products (Arabic and international), in terms of advertising communication
strategies used in electronic marketing sites (Facebook, Instagram,
YouTube), using the content survey approach and the comparative
approach, with the content analysis method (540) advertisements (service
/ Commodity) using the intentional sampling method during the period
from 10/1/2021 to 31/3/2022 AD.

Among the most important findings of the study:

In comparison between advertisements for local, Arabic and foreign
products, the strategy of creating a pattern or consumer habit came
first in advertisements for foreign products, followed by Arabic
products and then local products.

In comparison between advertisements for local, Arab and foreign
products, the two groomings (both logical and emotional) ranked
first in advertisements for foreign products, followed by Arabic
products and then local products.

There are statistically significant differences between product
advertisements in terms of (creative advertising strategies,
advertising appeals, logical appeals, the marketing objective of the
advertisement, individual versus collective values, broad influence
values and narrow influence values, avoidance of doubt and
acceptance of doubt values, masculinity versus femininity values,
long term and short term values ), attributed to the product identity
variable (local, Arabic and foreign products).

There are no statistically significant differences between
advertisements for local, Arabic and foreign products in terms of
emotional appeals

There are statistically significant differences between product
advertisements in terms of advertisement volume, due to the product
identity variable (local, Arabic and foreign products)

There are no statistically significant differences between
advertisements for local, Arabic and foreign products in terms of the
location of the advertisement and the period for displaying it.



