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Abstract :  Article info 

This research paper seeks to know the impact of electronic advertising on purchasing 
decisions. The theoretical framework discussed electronic advertising as the independent 
variable in its three dimensions: social networking sites, websites and e-mail. In 
addition, the purchase decision is the dependent variable. A questionnaire was used to 
collect data directed to a sample of clients of the tourist agency "Amaken" in Djelfa 
City. The data collection tool consisted of 50 items. The study concluded with the 
important role of electronic advertising in purchasing decisions through social 
networking sites. The study recommended focusing more on e-mail advertising, 
activating and creating websites. 
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