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Abstract:  
     This study attempts to provide an overview of the reliability of television advertising , This 
depicts the unfortunate reality of some advertising practices, the most important of which is the 
reliability of television advertising. The study includes a theoretical part on the nature of perception 
among a sample of consumers, with a focus on the principle of the credibility of the content of 
television advertising , It describes the severe deviation of the TV commercial from its goals and 
principles, and the study concluded a number of conclusions and recommendations, the most 
important of which were  : The lack of credibility of the TV commercial has very negative impacts,  
      the most important of which are: Exploiting women and children in explicit opportunistic ways, 
Boring  repetition,  Lack  of  respect  for  the  sanctity  of  the  consumer  and  the  viewer,  Ad  lying  and  
deception, Misinformation, bad martyrdom, and exaggerated praise. 
key words: The consumer, perception, Advertising TV, Credibility. 
JEL Classification: M31  M4 
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