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Abstract  

The Egyptian public's attitudes towards the use of optical illusions 

in electronic advertisements

 

The study aimed to identify the attitudes of the Egyptian public 

towards the use of visual deception in electronic advertisements, 

based on the survey methodology on a deliberate sample of the 

Egyptian public consisting of 400 individuals using the survey tool, 

in addition to the five measures related to measuring the impact of 

visual deception on the respondents, which are (awareness scale, 

knowledge scale , the interest scale, the desire scale, and the verb 

"behavior" scale). The study concluded that  

1. There is a statistically significant correlation between the audience's 

assessment of the effect of forms of visual deception on their 

acceptance of advertisements and their attitudes towards the use of 

creative forms in advertising  

2. There is a statistically significant correlation between the audience's 

perception of the methods of visual deception used by electronic 

advertisements and its impact on their cognitive aspects towards the 

methods of visual deception  

3. There is a statistically significant correlation between the confidence 

of the study sample audience in electronic advertisements and its 

impact on their purchasing behavior of the offered products  

4. There is a statistically significant correlation between the 

respondents' perception of optical illusion functions in electronic 

advertisements and the effect of its forms on their susceptibility to 

the displayed advertisement  

Keywords: Optical Illusion- unconscious deception - electronic 

advertisement
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