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This study aimed to determine the reality of advertising on social media and its impact
on the final consumer decision to acquire or not, and this is especially with the increasing
reliance on social networks in various fields, especially in light of the availability of
access to the Internet across various segments of Algerian society. Adopting the
interview as a tool to collect the total opinions of a sample of shop owners in the state of
Skikda, where the study concluded that there is an almost total dependence on these sites
for advertising, which would deliver goods and services to the largest number of
consumers.
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