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BŠŽîãþÙ@“îóÙïäóàüØ@òŒaíŽï’@ìó÷óîý@ì@Þîóà@ôä†‹ÙnìŠ†@õüè@ónŽïiò†@óØ@óîóå@ÚŽîŠaŒbi@üi@ðîä@@

†@wäaŒbÔ@õòìóäaŠó @ìŠóiŠbØói@õòìóäa‡àýòì@õüè@ónŽïiò†@”îŠbuaìB@)Kaldor et.al.2000, p.4(@@

@Maximilein,2004,p.31) @@pbØò†@õóbåŽïq@ óîòíŽï’@ ãói@õŠíib÷@ ì@ ãþÙîŠ@õŠaíi@õŠò‰Žîím\wäbàb÷@@óïnî‹i@ ãþÙîŠóÜ

ŽïäbåŽïèŠóiòì@pbÙi@ŽðÜ@aì@çbØýbØ@õòìóÜ@oŽïióè@çbîŠóîŠbØ@ôÙ“.@@

Callahan@@oŽïÜò†\æî’bi@@ãbîóqŽïiò†Žîìóäbïi@ÚŽïmbØ@çbØbïäbràüØ@ìŠaŒbi@çòìb‚@üi@oŽïi@ðš@oo@@a‹Žï‚@çbîŠíib÷@õó’ó 

@ãþÙîŠóÜ@óu@çóÙiNB) Callahan, 1986, P.32(@@

@ò‡äóšŠóèðÜûŠ@ŠŽîãþÙ@@Üó@ói@ó÷@Š@òì@ی@ói@@óîü‚ìónaŠbä@ðØóîòíŽï’@@óÜ@@@ñaì@L@ñŠíib÷@çbåŽïéàóèŠói@b÷@ì†Šóèói@ça†ó’ó 

@çaŠürqóÜ@ÚŽîŠûŒ@òì†‹Ø@B@Ûòì@çóØò†@ôÑòì@Šbî†bä@ôÙŽîŒaíŽï’óiŠŽîãþÙ@@æîä‹ @ñbŽîŠ@@ôäbåŽïèŠóiòì@óîü‚ìónaŠbä@óØ

üØ†íi@ôä†‹Ø†bîŒ@ôÜìóèóÜ@çbØbïäbràa†óuç@@Bóîóû‹q@ìó÷@üi)Peter, 2008, p.1(@@

båŽïq@ãó÷@ñüØ@óØ@æäóîó ò†@òìó÷@•óäbŠŽîãþÙ@@ìó÷@bŽîŠ@póÈbäóÔ@óå“îóÙïäüàüØ@@ôØóîóäb“ïä@ómòíi@û‹àó÷@óØ@óîòŠóÙŽïq

çbØòŠbÙäòìb‚@ ìó ŠbØ@ ìbïäbràüØ@ ì@ õŠíib÷@ ôäbîˆ@ õŠbî†L@Šó‚@ üi@ õŠûŒ@ ôÙŽî‹i@x@óèŠói@ õó’ó @ íØbm@ çóØò†à@ì@ çbåŽïé
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òìóäóÙiŒŠói@ çbîŠíib÷L@ŽïåŽîí’óÜ@•óäìí›Žïm@ ò‹i@ ìó÷òŒaìbïu@ ‹m@ ôÙŽïåŽîí’@ üi@ òìóÙL@@õ‹i@ a‡îŠíib÷@ ôäbîˆ@ õû‹àó÷óÜ@ ãýói

@ôŽïqói@ óäí¹@üi@ NoŽî‹mìò†@ óäbïÜbîó‚Š@ óØ@ HãþÙîŠ@ôàò†ŠóI@ÚŽïmŠüqa(Kyle,2008)@@ óÜ@ B@oŽïÜò†@ òìómû†‹ÙîìþiRPPS@

@ôäbØòím‹Øóî@ómýìóÜóàó÷@ŠîbÙ@@õ‹i@Þïjàümü÷@ôä†‹ÙnìŠ†@ôØóîó ŠbØSNTU@@ïÝàçü@@@ç†‹ÙàþÙîŠ@üi@òì†‹Ø@xŠó‚@õŠýû†

@ ôäbØóÝïjàümü÷@ ôån’û‹Ð@ ôä†‹Ø†bîŒ@ üi)kyle,2008.p2(@@ôØóîó ŠbØ@ B@ oŽïÜò†@ a‡mŠüqaŠ@ çbàóèóÜ@ òíŽï’@ çbàóèói

@õ‹i@òìòŠóØ‰Øbq@õò†bà@ôä†‹ÙnìŠ†SNSR@çüïÝà@@ôÜbóÜ@ôäbØòìòŠóØ‰Øbq@ò†bà@üi@ç†‹ÙàþÙîŠ@üi@òì†‹ÙuŠó‚@õŠýû†

RPPSa†B.(Kyle, 2008, p.2)@@

Peter@Š@ôäìí›Žïm@õòŠbióÜŽî@ ŠóóÜ@óØ@õòìóåî‰Žîím@ ìó÷@ôàb−ó÷Šò†óÜ@óØ@ãþÙRP@@ômýì)20 G countries (@õòŠìó 

@õ‹iói@ a†@ôàb−ó÷@õŠíib÷R@õüØói@ †ŠìaŠói@ ói@ óàóØ@ò‹i@ ãó÷@oŽïÜò†@ ãýói@ †‹Ø@õò‡äŒóà@pýì@õü‚ìbä@ôàóèŠói@õüØ@E

ì@ðîü‚ìbä@ôàóèŠói@ômbèa†@ãýói@çbmýŠŽîãþÙ@@oŽïåŽî†Šóiòì@oŽî‹Øò†@xŠó‚@õüi@‹mbîŒ@òìóÜ@ó“ïàóè(Peter ,2008, p.4). 
 
@@õŠóîŠbØŠŽîãþÙ@õŠíib÷@õó’ó @õóû‹q@ŠóóÜ@ @

Peter@@ ôÅïmóŽïä@ çbî@ÆïmòŒüq@õŠóîŠbØ@ ŠóóÜ@ óîóè@ çbîŒaìbïu@õaŠ@ çbbåîŠíib÷@ óØ@ óîaì@ôŽïqŠŽîãþÙ@@õó’ó @ ŠóóÜ

ìó÷@õŠíib÷@óîaì@çbîŠòìbi@óØ@õóäaŠŽîãþÙ@@ãóèŠói@ŠóóÜ@óîóè@õóäbÅïmòŒüq@õŠóîŠbØ@@@@ÛòìŠóè)Peter ,2008)@@ói@òˆbàb÷@ì

@ãó÷@ŠóióÜ@pbØò†@óäbîŒaìbïuZóîòìòŠaí‚@õóäbîüè@@

QM@ a†ŠaŒbióÜ@ ŽðØ“Žïq@ ôä†‹ÙnìŠ†@õüè@ ónŽïiò†L@@’bi@ ì@ ‹mbîŒ@ üi@ çbØó ŠbØ@ ŠóóÜ@oŽïiò†@õŠóîŠbØ@•óàó÷@ãóèŠói

NpbØò†@†bîŒ@•û‹Ð@”îŠbuaì†@çbåŽïè 
RMŠbî‹Øói@‹mbîŒ@õýbØ@ôä‡äbbä@ì@çaŠbî‹Ø@üi@çbØýbØ@ŠóóÜ@õŠbïäaŒ@õòìóäìíiìþi@õüèónŽïiò†L@@ìýbØ@ŠóóÜ@ŠbØaìa†@Šbuaì†

çbØóàóèŠói@oŽïiò†@ŠûŒN 
SM@ãóèŠói@ LoŽïiò††bîŒ@çbØýbØ@ üi@ ŠbîŒaí‚@oŽïiò††bîŒ@•û‹Ð@õòìó÷@õüèóiòìónŽïiò†@ Ïb@ ‹mbîŒL@@ôäìí›Žïm@õ‹i@•óàói

óØ@ãóèŠói@ôä†‹ÙnìŠ†ã@†NòìónŽïiò 
TMŠóiŠbØói@oŽïiò†@‹mbîŒ@Šbî‹Ø@ìN@ @ 

UM@ìó÷@õüèói@oŽïiò†@ŠûŒ@ãóèŠói@ônŽî‡äóš@ì@ômóîŠüuóÜ@õŠbÙäbåŽïèa†@ñóäbîŠbïäaŒ@ìó÷@ì@çaŠbî‹Øói@oŽîŠ†ò†

Nòìíi@oìŠ†@ŠaŒbióÜ@õóïŽïØ“Žïq@@

ŠóióÜa@Šójàq@a†óäbàó÷ürŠ@óØ@çóè@õŠíib÷@õ‹m@ôäaŠŽîãþÙ@Žïäbäa†@ÆïmòŒüq@õŠóîŠbØóiæ@óäbîüè@ãó÷@ŠóióÜZ@@

QM@æŽïÜò†ŠŽîãþÙ@…‹ä@ôäìíi†bîŒ@õüè@ónŽïiò†L@@ôäìí›Žïm@õòŠbq@çbØòŠaŒbi@ómaìóØóàþÙŽîŠ@óØó‚‹ä@üi@çóØò†@†bîŒL@@•óàói

NoŽïiò†@†bîŒ@Šbî‹Ø@õý@…‹ä@@

RMØ@ çòìb‚@ Zç†‹Ù‚ŠüÔ@ æäaímò†@ óØ@ çbØóäbiìbäói@ ó ŠbŠŽîôàþÙ@@õòìóäbàóÜ@ õŠb ŽîŠbq@ æäaímò†@ LçóÙi@ ãaìò†Šói@ ìŠûŒ

a†ŠaŒbi@Šóói@ç‹jnò†@‹mbîŒ@ì@çóÙi@çbïäbØóåŽîí’L@NoŽïiò‡nìŠ†@ç†‹Ù‚ŠüÔ@•óàói 
SMNta‹‚@ìón‚b@ôàóèŠói@ôäbåŽïéàóèŠói@õòìóäìíiìþi@õüèónŽïiò†@ŠbuŠûŒ 

@@

òíîóq@ìbî‡ïà@ôÜûŠòìómýì@ôäbåŽïéàóèŠói@ônb÷@õòìóä†‹ØŒŠói@ì@õŠíib÷@õó’ó ói@ñ‡ä@ @

ó÷@û‹àó÷@ bm@ò‹i@òìóàbäˆûŠóÜ@ bî‡ïà@ôÙŽîŠüu@ìŒa‹àb÷@Šóè@ôäbåŽïèa†@ôäa‡ÜóèŠó@ Žßó óÜ@õbî‡ïà@oŽî‹mìò†@ôŽïq@õòìíäێ@ì@
@ ŠóóÜ@ òìíióè@çbîŠóîŠbØ@ bî‡ïà@ Žßbï’üŠŽîãþÙ@@üi@Âä‹ @ôÙŽîŒa‹àb÷@ ómóäíi@ ìŠŽîç†‹ÙàþÙ@õónb÷@ ìó÷@ ómü“îó @ bm@@óØ
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ŠŽîç†‹ÙàþÙ@u@ ìŒa‹àb÷@õóŽîŠóÜürq@ ì@çbbåîŠíib÷@òìbî‡ïà@ðäbØòŠüŠ@õŠaíi@ôäaŠŽîãþÙ@@üi@òì†‹Ø@çbï’óia†@ç‡äbîó aŠ@ ì

@ ônîŠóä@ õbî‡ïà)Traditional(@óàbäˆûŠ@ íØòìL@üî†aŠL@çüîÐóÜómL@@ ônîŠóäbä@ õbî‡ïà@ ì@ H‡nè@ NNNNbàóåï)non-
Traditional (@@æî‡äóš@ ì@ çýbà@ ônüq@ ì@ ü‚ìónaŠ@ ôåïnŽïØŠbà@ ì@ çbØbî‡ïà@ ßbï’ü@ ì@ Žñíä@ õbî‡ïà@ ì@ oŽïäŠónåï÷@ óØ

@ õ‹m@ õŒaíŽï’ŠŽîãþÙ@òìóäbØóïŽîíä@ õbî‡ïà@ õbŽîŠóÜ@ òìónŽî‹ ò†@ ç†‹ØM@@çaíŽïäóÜ@ oŽî‹Øò†@ †ŠìaŠói@ bnŽï÷@ @ òìímbéŽïÜ@ õaì@ bm

ìa†óîbî‡ïà@òŠüu@ìì†@ãó÷@õŠóîŠbØM@‡äóè@ônò†@oŽïäŠónåï÷@ôäa‡ÜóèŠóói@óØ@ômójîbmói@Žñíä@õbî‡ïà@ôåmbè@óîaì@çbïŽïq@ÚŽî

Ø@ ì@ ŽßûŠóÜ@ †‹ÙŽïqLòìómüjàóØ@ ônîŠóä@ õbî‡ïà@ õŠóîŠb@çbïŽïq@ ÚŽî‡äóè@ a‡“îŠójàaŠóióÜ@@bn“Žïè@ üî†aŠ@ ì@ çüîÐóÜóm@ óØ@ óîaì

@ üi@ æäbØòŠóîŠbØ@ ì@ Âä‹ @ òŒa‹àb÷óÜŠŽîç†‹ÙàþÙŠbu@ ÚŽî‡äóè@ ÛòìŠóè@ N@@ õŠaíi@ ôäaŠürqŠŽîãþÙ@@ôäbØbèóióÜ@ ç‡äbîó aŠ@ ì

ŠŽîãþÙ@@õbèóióÜ@a†‹maì†óÜ@Ûòì@oŽïäò†a†@ç‡äbîó aŠ@ôäbØóÜbäóØ@õŠbàò†b’ŠŽî@ãþÙa†@NoŽî‹Øò†@òíŽïÜ@ðbi@@

@óØ@Ûóîòìóåî‰Žîím@õò‹Žîí óipeter, 2008, p.3)  @@ŠóóÜRP@õŠíib÷@õŽïŒ@ômýì )G 20 countries  (‡ïàb−ó÷@òìa

@ õòìbàóÜQP@@ òìímìóØŠò†@ õüi@ a‡ÜbŠŽîãþÙ@QU@ üi@ ERP@ EóiŠa‡’ی@òì†‹Ø@@ônb÷@ ôä†‹Ø†bîŒ@ ì@ õŠíib÷@ õó’ó óÜ

@ ãóÜ@ Ûòì@pýì@ðîü‚ìbä@ôäbåŽïàóèŠói@@@ñóîŠbÙÝŽïè@õŠa‡’ói@”Žïq@õóäbmýì@ ìó÷@ óØ@pb‚ò†@õŠò†ŠŽîàþÙ@ônb÷óÜ@ bî‡ïà@ ô

@ò‡äóš@bî‡ïà@õŠa‡’ói@ói@òìíi@a†òìòŠaí‚òìòŠó@ônb÷@ómóäíšZ@@

@ñŠbÙÝŽïèI@òŠbàˆQóÜ@bî‡ïà@õŠa‡’ói@H@ŠŽîãþÙ@a‡ä†‹Ø@ @

@@

 
peter (2008, p.3  

@@

@ óîüi@ Šóèpeter @@ ðŽïq@ óØ@ óîaìŠŽîãþÙ@@ônb÷@ õòìóä†‹ØŒŠói@ õŠíib÷@ õó’ó @ ôån‚@”ŽïqóÜ@ pbØò†@ ‹mbîŒ@ õŠa‡’ói

óèŠóià@óÜ@‹mbîŒ@ðîü‚ìbä@ôäbåŽïé@çaŠójäbàŠóÐ@ì@çaŠbÙŽî‹Ø )2008.p5(@@

@óØ@õóîòìbà@ìó÷@ôŽïqói@óÙäíšQP@@òìíi@ Žßbpeter@@B@óØ@òímìóØŠò†@õüi@òìa†@ãb−ó÷@óäbmýì@ìó÷@ŠóóÜ@õóØòìóåî‰Žîím

ŠŽîàþÙ@ñbî‡ïà@ôîó’ó @ðîa‹Žï‚@õüèói@òì†‹Ø@õó’ó @ŠûŒ@ŠbvØóî@ôØóïîa‹Žï‚ói@õŠíib÷@õó’ó @ŠóóÜ@õŠóîŠbØ@ì@ç†‹Ù

°†òìóÜbnïL@òìómóäìbà@ çbîü‚@ Ûòì@ çaŠbÙŽî‹Ø@ ì@ çaŠójäbàŠóÐ@ õòŠbàˆ@ ãýói(Peter.2008, p.5)@@B@ oŽïÜò†@ bèòìŠóè
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@õüèói@õŠíib÷@õó’ó @üi@ìíi@‹m@ôÙŽîŠbØüè@ôÜbnï°†@õbî‡ïà@ôäa‡ÜóèŠóŠ@üi@çbØbïäbràüØ@ìŠaŒbi@õŠûŒ@óä†‹ØìŠŽîàþÙç†‹Ù@

a†óîbî‡ïà@òŠüu@ãóÜL@ìí›Žïm@ò‡äóšŠóè@ôäŠŽîãþÙ@@õbî‡ïàóÜ@òäa‹ @ a†óîbî‡ïà@ãóÜônîŠóä) Peter. 2008. p.4(@ @@ôŽïqói

@õóØòìóåî‰Žîímpeter@@õòìbà@üi@óØQP@@óu†íi@ôä†‹Ø†bîŒ@ì@ôÜbnï°†@õbî‡ïà@õŠa‡’ói@õ†‹Ø@óØóîŠíib÷@òŽïŒ@ómýì@üi@Žßb

@üióiŠa‡’ی@ŠŽîãþÙ@@õó’ó @ ŠóóÜ@õŠóîŠbØ@ ì@ a‡Übnï°†@õbî‡ïàóÜ@pýì@ôäbåŽïéàóèŠói@ônb÷@ ì@õŠíib÷@ óØ@óîòíŽï“àói

ììŠómb‚ò†Z@@

@a‡Übnï°†@ñbî‡ïà@óÜ@ãþÙŽîŠ@üi@oŽî‹Øò†@çb‚Šóm@‹mbîŒ@óu†íi@ÚŽïmbØ@óØ@ìŠ@ómb‚ò†@óîŠóîŠbØ@ìó÷@ñŒaìbïu@óîŠbÙÝŽïè@ìì†@ãó÷

E@óÜ@òìónŽïiò†ŒŠói@çbåŽïè@Šóiòì@b÷Y@@E@óÜ@üiRW @

@@òŠbàˆ@ñŠbÙÝŽïèIRH @

@

@
 

peter (2008, p.3  
òŠbàˆ@ñŠbÙÝŽïè@ISH @

 

71%

27%

0 0

Sales

هرجکردنی پارە بۆ
يکلامکردن له ميديای ديجيتاليدا
2nd Qtr

@@
peter (2008, p.3  
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ió @óäí¹óŠ@@ômbèa†@ÛóîóàbäˆûŠàþÙŽîŠNpbÙi@ŠóòŠbš@õóØóïîaŠa†@õòìbšŠó@íØbm@pbÙi@†bîŒ@…‹ä@oŽïiò†@oŽïióä@ô@@

@ômbèa†@Šó @ò‹ïi@òìóïnîŠóäbä@ì@ônîŠóä@õbî‡ïàóÜ@Šóè@ì@ç‡äbîó aŠ@ôäbØòŒa‹àb÷@õ‹m@ôäbØòŠüuàþÙŽîŠiò†@çbî@oŽïióä@ô@oŽï

óàíÙy@Lly@ï÷@oŽïióè@ôÙŽîŠóäürLp@pa‡i@ôäbØòŠbØói@ôàaìò†Šói@oŽïäaímbä@çbî@òìa‹ƒÙŽîŠN@@



   @@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@                  @@@@‡ïÈó@óàóy@μy@póØaŒóä@N†@@

 æîŠóqaŠ@õüÙäaŒ@õŠbÄü                                                                                      Vol. 2 No. 3 (2015) @@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@ 321@  

@Maxemeline   @ôäbmýìóÜ@óØ@òìa†@òìói@õòˆbàb÷)Anglo. Saxon( )2004 ,p.28(  
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çbØüî†aŠ@ì@çbØóÝjîóØbä@QPP@çbïîaŠa†@õn“Žïq@@EãþÙŽîŠ@Nóä†‹Ø@@
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@@

QM ’bi@ôØóîóÜóàüØ@ôäbåŽïéàóèŠói@õüè@ónŽïiò†@ãþÙîŠ@@

Advertising for better society 
@ üi@ ó’bi@ ôØóîbŽîŠ@ òìóÜóàüØ@ ôäbØóïîŠaŒímóà‚@ õóŽîŠóÜnƒ“Žïq@bÜóàüØM@@õˆ†@ Žðäó¡@ oŽïäaímò†@ óäí¹

@ ó−óq’@ Ûòì@ ôäbØóï’ü‚óä@ ŠóóÜ@ pa‡i@ õŠbï’üè@ ìóÜóàüØ@ ôäbØónîb’bä@ ì@ çbØóî‰ïm‡äím–@@õòìóä†‹ÙàóØ

@ômbØóÜ@õòìóånóiü‚@ôåïj“Žïq@õ†í@ôäa‡Žïqói@üšímbè@ôäbØòìa†ììŠãþÙŽîŠ@Na‡ïä†‹Ø@üi 
 
@@

@@

@M@õóäbÅïmòŒüq@õŠóîŠbØ@ôäbØóàïäbÙïàpýì@õŠíib÷@õó’ó @ŠóóÜ@ãþÙîŠ@ @

 Maximeline) ،كؤمةل )٢٠٠٤@ôäbåŽïèŠóiòì@õóäbÅïmòŒüq@õŠóîŠbØ@òìóîüèói@òì†‹Ø@çb“ïånò†@ôàïäbÙïà@ÚŽîŽ

NóàïäbÙïà@Šaíš@ãóÜ@óïnî‹i@óØ@pýì@ðîü‚ìbä@ôàóèŠói@ômbèa†@ônb÷@ì@õŠíib÷@õó’ó @ŠóóÜ@oŽïiò†@oìŠ†@ãþÙîŠ@@

QM ãþÙŽîŠ@õŠb ŽîŠbq@çbØýbØ@ì@ãóèŠói@ôäaŠóiŠbØói@ôä‡äóó’ó @ìòìóäbàóÜ@pbØò†@@

Stimulates growth consumption  
 
RM a‡àóèŠóióÜ@õŠbÙäbåŽïèa†@õóû‹q@ôä†‹ØŽïèói@ì@ç†‹Øa‹Žï‚@@

Accelerates the spread of innovation 
  
SM ŠaŒbi@ôŽïØ“Žïq@üi@ça‡äbè@@

Promotes competition 
  
TM ØóÜ@ óØ@ ðÙïàbåî†@ õóû‹q@ôàóèŠói@ ôä†‹Øó’ó @ õ‡äòìbä@ õü‚@ ôÜûŠói@ òìbmíØa†@ õó“îŠ@ a†ò‡äó bqì‹q@ ômŠó

pbØò†@Žïèói@ðîa‹ÙŽïm@ðîŠa†‹ØN@@

The dynamism inherent in the advertising sector in turn boosts the average gross 
Domestic production (G b p) growth rate. 

 
@ZãóØóî@ôàïäbÙïà@ @

‹ÙîŠb ŽîŠbq@ŠóiŠbØói@ôäìíi†bîŒ@õó’ó @ìòìóäbàóÜ@ç†maxemelien@@ò‡äóš@óØ@õóàb−ó÷@ìó÷@ón’ó @a‡îóØòìóåî‰ŽîímóÜ

@ônb÷àþÙŽîŠóîón“‚@ãó÷@ôŽïqói@oŽïiò†@‹mŠûŒ@ç†‹Ø@çbØýbØ@üi@ŠóiŠbØói@õìŒòŠb÷@ì@Þîóà@oŽïi†bîŒ@ç†‹Ù: 
@@
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I@õón“‚TìbàóÜ@ç†‹ÙàþÙîŠ@õóû‹q@ìŠóiŠbØói@çaíŽïä@ñ‡äòíîóq@HI@õòQYYQ@MRPPPa†óîŒbó“ïq@ómýì@‡äóš@ãóÜ@HN@ @

 
ŠóiŠbØói@ôÝîóà@@@ômbèa†@ ç†‹ÙàþÙîŠ@ ônb÷

@EãóèŠói(GDP) 
pýì@@

70@@1.4@bÙî‹àó÷@ôäbØòím‹Øóî@ómýì@@

65@@/@bïäbnîŠói@ôåï“äb’@@

60@@1.2@bïÜaŠíní÷@@

60@@0.9@bïäbrï÷@@

50@@0.5@a‡äóÜŒíïä@@

53@@0.6@a‡äóÝåÐ@@

50@@0.5@çüqaˆ@@

58@@0.7@ÛŠbáïäa†@@

52@@0.6@bïäbáÜó÷@@

52@@0.6@‡îí@@

54@@0.7@bäòŠóÐ@@

Maximeline،٢٠٠٤ ،p,٣٤ 
@@

NòìónŽïiò†@‹mŒŠói@ŠóiŠbØói@õòŠbàˆ@oŽïiŒŠói@ç†‹Ø@ãþÙîŠ@ônb÷@ò‡äóš@óîón“‚@ãó÷@ôŽïqói@@

 
Zãòìì†@ôàïäbÙïà@ @

a‡àóèŠóióÜ@õŠbÙäbåŽïèa†@õüè@ónŽïiò†@ç†‹ÙàþÙîŠ@@
Advertising speeds up the spread of information 

Change et al.@@oŽïÜò†@LóîŠíib÷@ôÙïàbåîa†@ñŠóèìóu@ôÙŽîŒa‹àb÷@a‡àóèŠóióÜ@õŠbÙäbåŽïèa†@çbbåîŠíib÷@üi@BàþÙŽîŠ@ç†þÙ

IB@oŽî‹äò†a†@óäbmóÜby@ìó÷@üi@ŠóÙnìŠ†@Šb“Ð@ìŠò†@ômóàŠbî@ói2009.p2H @ôäb ŠŒbi@ôÙŽîŠónÙŽï@Šóè@óØ@óîaì@ôŽïq@bèòìŠóè

ŽîìóïiŠóióÜ@ õŠbÙäbåŽïèa†@ oŽïq@ ‹mbîŒ@ pbÙi@ †bîŒ@ a‡äbåŽïè@ ãóè@ õóû‹qói@ ônîíàþÙŽîŠ@ôäb ŠŒbi@ ôÙŽîŠónÙŽï@ Šóè@ òì@ óä†‹Ù

@üi@†‹Ø@xŠó‚@õòŠbqàþÙŽîŠNõŠbÙäbåŽïèa†@ì@ç†‹ÙîŠa‡’ói@õóû‹q@ôä†‹Ø†bîŒ@õüè@ónŽïiò†@ç†‹Ù@@

 
Š@ZãóïŽï@ôàïäbÙïàŽî‹ÙàþÙó óÜ@æmìóÙ“Žïq@õüè@ónŽïiò†@ç†ó’a‡ä‡äó 

@ @
Advertising promotes competitions  

Hooley @B@óØ@õóàb−ó÷Šò†@ìó÷@ómün’ó ói@@ónŽïiò†@ŽôØ‹i@”Žïq@óØ@õòìó÷@ŠóóÜ@æØüØ@çbbåîŠíib÷@õŠbÙäbåŽïèa†@ôäìíi

õó’ó @õüè@õŠíib÷BN@@

Maxemeline @oŽïÜò†\Žïq@ìó÷@ŽðØ“bÙïàŽïèŠóiòì@õò‰ŽîŠ@óØ@a†óäaŠónÙŽï@ìóÜ@óîóºäŠ@ôäbåŽî@ìbïäbràüØ@ì@óîa‡îŒŠóióÜ@ãþÙ

ça‡ŽïØŠójŽïØóÜ@çbØòŠaŒbiM@@BòìónŽî‹bäò†@õìì‡åîŒ@ì@ç†‹Øó’ó @ôÙŽïnb÷ói@òì(2004, p.12 
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Peter (2008)@Šói@ì@õŠíib÷@õó’ó @õüè@óåiò†@çóè@ŠbØüè@ ŽôÜóàüØ@óØ@pbØò†@òìói@òˆbàb÷@ãóèŠói@ônb÷@õòìóä†‹ØŒ

Žïèpýì@ðîü‚ìbä@ôäbåM@“Žïqóîói@ŽðØ@Žñ‹äò†a†@çbØóä‹ @òŠbØüèóÜ@ÚŽïØ2004, p.5@L Maxemeline @@a‡îóØòìóåî‰ŽîímóÜ

@ ìímìóÙ“Žïq@ õŒbó“ïq@ ôÙŽïmýì@ ‡äóš@ ŠóóÜŠŽîàþÙ@üi@ ŠaŒbi@ ôŽïØ“Žïq@ ôäìíjnìŠ†@ Šó@ ómbØò†ŠbØ@ ÏbäüÔ@ Žðói@ ç†‹Ù

ZóäaìóÜ@çbØóàóèŠói@@

@@

QMŠŽîãþÙ@@ônb÷óÜ@ a‡ØóîbïäbràüØ@ŠóèóÜ@oŽïiìíi@ a‡îŒŠói÷@õóiŠûŒ@íÙÜói@òìíi@ a‡îŒŠóióÜ@ a†óîbïäbràüØ@ìóÜ@ ŽðØ‹i@”Žïq@ônb

@ õóäbïäbràüØ@ ìó÷maxemeline@@ônb÷@ íÙÜói@ òìüiŒŠói@ ŽðØ“Žïq@ ônb÷@ Ûóä@ çìa†@ ãb−ó÷@ ŠóóÜ@ õóØòìóåî‰Žîím

@ôäbåŽïèŠóiòì@ônb÷@ôŽïqói@çbîŠaŒbi@ôä†‹Ù‚ŠüÔŠŽîãþÙ@ãaìòŠói@òì†‹Ø@õ†bîŒ@ŠŽîãþÙ@@òìó“Žïq@ìòŠói@ôä†‹Ù‚ŠüÔ@ì@ŽôØ“Žïq

Nòìì†‹i@@

RM@ŠŽîàþÙ@pbibä@òìaì†@ìòŠói@ŽôØ‹i@”Žïq@õóû‹q@ç†‹ÙAdvertising Dose note hold Back competition  
ŠaŒbi@ìóÜa@ôäbåŽïèŠóiòì@óØ@a†óäŠŽîãþÙ@Šói@õóØónb÷@ŠaŒbi@ôä†‹ÙîŠa‡’ói@ò‹mŒNòŒŠói@òŠbi@‡äóš  
@@

SM@àüØ@ ìóÜòŒaìý@ çbïŽïØ“Žïq@ ônb÷@ óïä@ õó’ó @ ì@ óîa‡îŽïu@ çbî@ æîŒóia†óÜ@ a†ŠaŒbióÜ@ çbîóŽïq@ óØ@ õóäbïäbr@ônb÷@ L

@ôäbåŽîí’óÜ@ò‹mŒaìý@ò‡äòìó÷@ìì†@ç†‹ÙàþÙîŠN@@

@@

TM@ŠŽîàþÙ@ ômbØóÜ@ oŽïiò†@ òćŽïèói@ ôÙŽîŠónØbÐ@ ç†‹ÙŽði@ŠaŒbiî@ óÜb‚@ ãó÷@ ôŽïqói@ a‡ŠŽîàþÙÜ@ õŠb ŽîŠbq@ ç†‹Ù@õóû‹qó

ŽïØ“Žïqa‡îŠaŒbi@ Žði@ômbØóÜ@pbØò†@ a†ŠaŒbióÜ@õóŽïq@õòìóån“Žïè@ ì@ç†‹ÙN@@ôÜbóÜ@ óØ@Ûóîòìóåî‰Žîím@ôŽïqóiRPPS@@çóîýóÜ

)Boston consulting Group(@@ìímìóØŠò†@òìaŠ†@ãb−ó÷@bïäbáÜó÷óÜWU@òìa‹Ø@a‡Žïm@çbîóØòìóåî‰Žîím@õóäaŠónÙŽï@ìó÷@E

@ôä†‹Ø†bîŒóiŠŽîãþÙ@‹i@”ŽïqóÜ@çbîòìóäbà@ìŠaŒbi@õŠa‡’ói@ôäìíi†bîŒ@óäói@óäbîíïäaím@a‡îŠaŒbi@Žði@ômbØóÜNa†ŠaŒbi@ôŽïØ@@

@ônb÷@õòìóä†‹ØŒŠói@óäýb‚@ãó÷@ôŽïqói@ómaìóØŠŽîãþÙ@@ôånójÔóš@ômbØóÜ@pbØò†@ŽôØ“Žïq@ì@õŠíib÷@õó’ó óÜ@õŠb ŽîŠbq

@ÛòìŠóè@póäbäóm@a‡“îŠaŒbiLee@@B@oŽïÜò†@óäói@çò†ò‡Üìóè@õóäbîbïäbràüØ@ìó÷Ø@ì@•óiìbè@õŠaŒbi@õŠa‡’ói@ ŽðØŠói@ Žð–@
@ôäbåŽïèŠóiòì@õóû‹q@õòìóä†‹ØŒŠói@óiŠŽîãþÙ@@ôäbåŽïàóèŠói@üi@çbïäa‡äbè@õüè@ónŽïiò†@•óàó÷@æåŽïi@oò†ói@óàó÷@æäaímò†

ìŒŠói@ ônïÜaíØ@ ôàóèŠói@@ a‡äbéïuóÜ@ õŠíib÷@ õó’ó @ õüè@ ónŽïiò†@ •óàói .)Lee, 2002 ,p.22(@N@õaŠ@ ò‡äóšŠóè

@ÚŽïmbØ@ìíàóè@óïä@xŠóà@óØ@õòìó÷@ŠóóÜ@óîóè@”îŒaìbïuŠŽîàþÙ@õò‰ŽîŠ@õŠûŒ@ì@ç†‹ÙŠŽîàþÙ@ômójîbmói@oŽïi@óäbÅïmòŒüq@ç†‹Ù

@óäí¹ói@çaŠürqóÜ@ Žñ‡äóèKyle,2008,p.3)@@óØ@óîaì@ôŽïqŠŽîãþÙ@ØóîòíŽï’ói@póà‚@óäòŠ@óØ@óîa‡Žïm@õŒó òŠ@ Žð@ô

ZóäaìóÜ@çóØóä@ŠóiŠbØói@ói@óäbîünaŠM@@

@@

cM@ŠŽîãþÙ@@óîóè@ôä†‹ÙŽïq@póÈbäóÔ@õbäaím)Persuasive( @pbØò†@aì@óîóè@ôä†‹ÙŽïq@póÈbäóÔ@õbäaím@õòìó÷@õüèói@oŽïÜò†

@ô’biói@ŠóiŠbØóióÜÜNoŽïióäaì@”ïmòìaìómói@óäòŠ@ì@pbÙi@óäbîýbØ@ìó@@

lM@ŠŽîãþÙ@Šò†@õŠbïäaŒò )information( ì@@ü bÙïš@õóäb£bmíÔ@ômýóò†@ ‹ŽîˆóÜ@ óØ@ óäbØónó’@ôÜb@ôäíšüi@ óàó÷

@õóŽîŠóÜ@çbØòŠaŒbi@õóiŠûŒ@oŽïÜò†@ óîòŠüïm@ ãó÷@ôŽïqóiŠŽîàþÙ@õŠbïäaŒ@ ŠbªóØ@ãýói@ ŠóiŠbØói@ ói@çò†ò†@õŠbïäaŒ@ òìóä†‹Ù

NoŽîŠ†ò†@õóØó‚‹ä@ìóØóàóèŠói@ônïÜaíØ@ŠóóÜ@ìaìóm@ì@oaŠ 
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xM@ŠŽîãþÙ@óîŠbØìaìóm@ ôØóîóû‹q )Complementary(@@ òŠüïm@ ãó÷@ ôŽïqóiŠŽîãþÙ@@ãaìò†Šói@ ì@ oŽï“ŽïØò†aŠ@ ŠóiŠbØói

óàó÷@ÛóîýbØ@ì@ãóèŠói@çbî@Ûóîó ŠbØ@üi@pbØò†@Žïu@õìŒòŠb÷@ì@Þîóà@Žîíä@ôàóèŠói@õìbš@”Žïq@óån‚ói@pbØò†@aì@•

îò†@ãaìò†Šói@ì@oŽïi@ôäbØóàóèŠóióÜ@õìŒòŠb÷@ãaìò†Šóióè@õüi@ôÝîóà@óØ@õóåŽîí’@ìó÷@ôäbØóàóèŠói@üi@ŠóiŠbØói@ómbÙ@ómaì@óî

@ôÙŽîŠóiŠbØói@ónŽïiò†‹@ÛòìŠóè@b b÷@Žði@õìa‹ØKaldor et.al@óØ@óîaì@ðŽïq@ŠŽîãþÙ@@üi@õŠa‡Ýîóà@ôä†‹ÙnìŠ†@õüè@ónŽïiò†

äbØýbØ@ì@ãóèŠói@ìŠóiŠbØói@çaíŽïäóÜ@pbØò†@oìŠ†@ÚŽïÙåïÜ@ãaìò†Šói@ì@Ûóîó ŠbØNa†óîó ŠbØ@ìó÷@ô 
ZãòŠaíš@ôàïäbÙïà@ 

    @ ôäbåŽïèŠóiòì@ óØ@ õóàb−ó÷@ ìó÷@ óåïn“îó @ a†ìí“Žïq@ ôàïäbÙïà@ ŽðóÜŠŽîãþÙ@@ŠóóÜ@ óîóè@ õóäbÅïmòŒüq@ õŠóîŠbØ

ŠóiŠbØói@õóû‹qM@çbåŽïèa†M@Øò†@ðîü‚ìbä@ôäbåŽïéàóèŠói@ônb÷@ìa†ìóà@ôä†‹Ùäaìa‹Ð@óÜ@‘bi@a†óàïäbÙïà@ãóÜ@NŽðØ“Žïq@pb

@ônb÷@õüèóiŠŽîàþÙòìó@íØòìŠóè  (Ashley 1980, et. al@pbØò†@‘bi@òìòìŠ@Žð@ãóÜ@óä†‹Ùäaìa‹Ð@ãó÷Z@@

QMóèŠói@ôå’óšóàóè@ôä†‹ØŠûŒàŽïéçbåN@@

RMNðäb ŠŒbi@ôäbØòŠónÙŽï@ôäìíi@çaìa‹Ð@õüè@òíi@ŠbØ@ôåmìóÙnò†@¶óè@ôä†‹Ùäaìa‹Ð@ì@ç†‹ØŠûŒ 
SM@ãóèŠói@ônïÜaíØ@ìbèói@ôäìíi†bîŒNa‡ŽïØ“Žïq@ì@•óiìbè@õŠaŒbióÜ@çbîóŽïq@õòìóäbà@üi@çbØbïäbràüØ@ôÜìóè@õüèói 
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Abstract  
This research is marked (the role of advertising in the economic development level of domestic 
production of the country). It is  a descriptive research, which talks about the role of advertising in 
the level of economic development and local production. The declaration has become a prominent 
symbol of economic life, in spite of it's way to define the commodity market and find him and 
economic source important means of various media. So far enough studies around and about the 
relationship between the consumer and the product did not take place as far as what are economic 
source for the media. Find the current announcement only as a way of shopping methods and source 
to the media does not talk, but from an economic standpoint in terms of being a reason for the 
growth of the country's economy and raise the level of domestic production. find knocking as well 
as to the positive and the negative side of the ads and their relationship to the country's economy 
and the consumer. Although there is the fact that this research field due to the lack of the necessary 
and accurate information by companies and laboratories in Kurdistan for the cost of advertising and 
the growth of their production to reach over the growth of domestic production. Search results 
arrived on the role and impact of advertising on the economic growth of the country's national 
production level set. When high-level exchange and pay the money for ads will increase economic 
growth and by rising domestic production and increase the level of buying and selling, depending 
on previous research that has been reliable.@
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