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Abstract

The purpose of this research is to examine the effect of advertising via the
internet on purchase behavior at three stages of the consumer decision process:
per purchase, purchase, and post purchase stages. The specific objectives of
this research are to examine at the per purchase stage the effect of exposure to
internet advertising and the amount of using internet on problem recognition,
information search, and alternatives evaluation, at purchase stage the effect of
exposure to internet advertising and the amount of using internet on purchase
intention, and at the post purchase stage the effect of exposure to internet
advertising and amount of using internet on purchase frequency, and
satisfaction.

The study sample included 400 Syrian universities’ students in Damascus. The
study used the survey as a tool in collecting data and it found that the university
student’s exposition to the internet advertising influenced problem recognition,
information search, purchase intention, and purchase frequency, but was not
influenced alternatives evaluation, and satisfaction. Also, results showed that the
amount of using the internet influenced information search, alternatives
evaluation, and satisfaction, but was not influenced problem recognition,
purchase intention, and purchase frequency. Finally, it found that there is no
affect of internet advertising on purchase behavior according to gender except
satisfaction.



