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Abstract:                  
 This research aims to study the direct and indirect impact of facebook 

advertising on brand awareness and purchase decision. The study was 

conducted over a sample of 100 representative respondents using a set 

of the following statistical tools: partial least squares structural equation 

modeling through smart PLS. Moreover as facebook advertising affects 

brand awareness and purchase decision directly, and indirectly through 

brand awareness. 

keyword: facebook advertising; brand awareness; purchase decision. 

JEL classification code : M37, L81 

attallah_54@yahoo.fr 

mailto:attallah_54@yahoo.fr


 

 



 



 

Smart pls



 



 



 



 



 

 

 

 

 

 

 

 

 

 



 



 

  0.841 ADVERT1 

  0.931 ADVERT2 

  0.892 ADVERT3 

 0.889  AWARN1 

 0.640  AWARN2 

 0.710  AWARN3 

0.883   PURSH1 

0.855   PURSH2 

0.885   PURSH3 

AVE 
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alpha 

0.775 0.911 0.854 

0.568 0.794 0.621 

0.765 0.907 0.846 
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