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 چکیذه
پمًٚٞ ضبضفثبٞؽؾ ثفـوی تعییٗ تأثیفاثعابؼ اثفثػٍای تجّیؽابب ٔج ٙای     

ُ ثٝ ّٔفؾ غؽٔبب ـفٍٞٙی ٚ یب  ثفٚة )ثٙفٞبی تجّیؽبتی ـٚی ٚة (ثفتٕبی

ثاٝ تجّیاػ ؼـثایٗ ؼاٍ٘ادٛیبٖ ؼاٍ٘اٍبٜ      تؽییفٍ٘في اـفاؼاقعفیك ٌافایً  

اِفٟبٖ ا٘دبْ ٌفؼیؽ.ـٚي پمًٚٞ اق٘اٛ  تِٛایفی ٕٞجىا ٍی ٚاقضیا      

ٞؽؾ وبـثفؼی اوت .خبٔعٝ آٔبـی ٌبُٔ وّیاٝ ؼاٍ٘ادٛیبٖ ـٌا ٝ مّاْٛ     

٘فف   1647وٝ تعؽاؼ آٖ ٞب ثفاثفثب  98-99ا٘ىب٘ی ؼاٍٍ٘بٜ اِفٟبٖ ؼـوبَ 

ؽ واٝ اقایاٗ تعاؽاؼ ثاب     ٘ففؼاٍ٘دٛی پىف ٔی ثبٌ 1464ؼاٍ٘دٛی ؼغ ف ٚ

٘ففثب او فبؼٜ اق ـٚي ٞؽـٕٙؽ  642او فبؼٜ اق ـفَٔٛ ٕ٘ٛ٘ٝ ٌیفی وٛوفاٖ 

ٚاثى ٝ ثٝ ٔعیبـثٝ مٙٛاٖ ٕ٘ٛ٘ٝ ا٘ ػبة ٌفؼیؽ٘ؽ.تدكیٝ ٚتطّیُ ؼاؼٜ ٞابی  

پمًٚٞ ؼـؼٚوغص تِٛیفی تِٛیفی ثب اوا فبؼٜ اق آٔابـٜ ٞابهی ٕٞساٖٛ     

اقآٔبـٜ ٞبهی ٕٞسٖٛ ٔاؽَ  ٔیبٍ٘یٗ ٚا٘طفاؾ ٔعیبـٚؼـاو ٙجبعی ثباو فبؼٜ 

ٔعبؼلاب وبغ بـی ، تطّیُ ٚاـیب٘ه تٛوظ ٘فْ اـكاـٞبی ِیكـَ ٚ ان پی 

ان ان  ِٛـب پؿیفـت .یبـ ٝ ٞبی ضبُِ اقـفضیٝ ٞبی پمًٚٞ ٍ٘بٖ 

ؼاؼ وٝ اثعبؼاثفثػٍی تجّیؽبب ٔج ٙی ثفٚة ثفتٕبیاُ ثاٝ ّٔافؾ غاؽٔبب     

 .ٔؤثفاوت ـفٍٞٙی ٚیبتؽییفٍ٘في اـفاؼاقعفیك ٌفایً ثٝ تجّیػ ،  
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Abstract 

The aim of this study was to determine the effect 

of the dimensions of effectiveness of advertising 

based on advertising (web banners) on the desire 

to use cultural services or change people's 

attitudes through the tendency to advertise among 
students of the University of Isfahan. University 

of Isfahan Humanities in the year 99-98, the 

number of which is equal to 1647 female students 

and 1464 male students, of which 642 people 

were selected as a sample using Cochran's 

sampling formula using a criterion-dependent 

method. Data analysis The research was 

conducted at the descriptive level using 

descriptive statistics such as mean and standard 

deviation and inferential deviation using statistics 

such as structural equation modeling, analysis of 
variance by LISREL and SPSS software. 

Consumption of cultural services or change of 

attitude of people through the tendency to 

advertise is effective. 
Keywords 
Advertising, advertising effectiveness, change of 
attitude, tendency to advertise, cultural advertising on 

the web.
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