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Abstract: 
The research covered the concept of digital advertising, in addition to how to evaluate the 
effectiveness of digital advertising campaigns. Based on the user's behavioral response 
according to the AIDA model. The research aimed to evaluate the effectiveness of the digital 
advertising campaign carried out by the Syrian Ministries of Health and Information on the 
subject of Corona Virus in digital platforms. Application to the Syrian user. A digital 
questionnaire was designed in accordance with the AIDA model used in evaluating the 
campaign effectiveness. It was shared on social networking sites (Facebook, Twitter, 
Instagram), and the researcher managed to obtain 389 valid digital questionnaires for 
statistical analysis. The researcher relied on SPSS in a process The analysis. Based on 
the statistical description and testing of research hypotheses, it can be said that the digital 
advertising campaign carried out by the Ministries of Health and Information on the subject 
of Corona Virus was effective. The researcher has suggested a number of 
recommendations, which are expected in the case of their application; To help improve the 
effectiveness of future digital advertising campaigns on the subject of Corona Virus, or 
similar subject. 
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One-Sample Test  
 Test Value = 3 

t df Sig. (2-tailed) Mean Difference 95% Confidence Interval of the 
Difference 

Lower Upper 

 32.292 388 .000 .76915 .7223 .8160 

SPSS

 
One-Sample Test  

 Test Value = 3 

t df Sig. (2-tailed) Mean Difference 95% Confidence Interval of the 
Difference 

Lower Upper 

 47.605 388 .000 1.02442 .9821 1.0667 
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One-Sample Test  
 Test Value = 3 

t df Sig. (2-
tailed) 

Mean Difference 95% Confidence Interval of the 
Difference 

Lower Upper 

 43.522 388 .000 .93573 .8935 .9780 

SPSS

 
One-Sample Test  

 Test Value = 3 

t df Sig. (2-

tailed) 

Mean Difference 95% Confidence Interval of the 

Difference 

Lower Upper 

 25.536 388 .000 .55013 .5078 .5925 
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