diaal) 4y ) ggandl
L 15301 5 o el el
alal) Gl Llal) st ) abes

dadlall dad A claia) Jual gill a8) ga aladindy g g Al
ORI EN

Aladl) 4y ) sgeanlly J ganall ilgd) cilS i o3l £ )Y Aailaza Al 2

A dada G aluas

7
@MN\&@JJ&G Jgarl) Q@h’h@;j@gﬁj c‘;dd\ Gaaal) g Llad) b jall (udaa
Jlas ¥ 5 1)
i il

Qg#ﬂ\uhduaaﬁu/éj
& jiall Jlae Y1 5 yla) i
a5 daala

21440 ol slaia 22019 « s:ke



diagd) 4 ) sgandl
L 3530 5 sl el
sy Sy g.ahi‘ Gaanl) g Llad) il yal) 3ales

Ay ol Ladlal) Aad (B o lain¥) Jual 5l gl ga pladiaaly g A I
na:"."‘:‘s‘ a".«)&@“.dlé Jsaaal) cailgl) s i pMas ;_‘J'\J @‘* ;\“b_’

LAl

Aol 3 e lain¥) Jual sill adl go alasialy g s il i apan )l (S5 Al 50l cdan
Gl (8 LeBlae ) shaia (e dpiaall 4y ) sganlly J senall Cailed) S il 4y jlail) Aadlall 4o
31alS Al g Al pall cilpa ja HLaaY sl da gl gl diuljall Cuadie) 5 gyl
(400) )55 o s (Lt (400) Ware ALl dial) s yia e A g i) pea]
Al e Slae (o ) sSall Al all aaine (o (AopaSiad) dpaiad 44y yhay Aall il jhe o Al
1 al il sae ) A jall cilia i s Ailian )l (e el aladiinl Q55 S )
28 50 ol g s Al (0<0.05) AV (5 gie 2ie — Ailan) AW 53 LAl aea; ]
Jali (L g i) A il 48 ghaial) AalKl) ¢(yBle ) dliaiall salady oo laia¥) Joal 53l
A pall (OAe Y1) aay Jhal 5 Gl Jae IS 5l A Hlaill AaDlall daf 8 (5 sinal)
O Canall Jae S 58l 8 A jlacl) Al dad 8 a5l Cu e Y
(s e (G siaall ol L5 i) A gaiall 48 shaiall AalS) laes 4l — ¢Slanll ) shaie
el cldass sie (& — (0<0.05) A0Y2 (5 siase die — Aflian) AN Y 35 B asa g2 2
A ol 5 e lain¥) Joal sill a8 o aladiinly gy g 5l alanl Jsa 4l jall e o) L
St Aipall o 5 8Y Aida ol 5 A1 e sapall il yaiall (el (5 a8 ¢ A jlaill Aalal
(Aeadl) g g3 Al Aagds ol ¢ adall Ja sall ¢ ganll o il
1L 3l s g1l (e Ao gana anaii af Al ) giliisl W g
= laia¥) dual sill al o aladinly 5 il £ saa sar Coaad) Jae SIS 8 alaial 30l L]
s -l aaling A slaiall lgall 5 Ada 55 48K gl jlan s Leibonsi) il L) (ain
3 8aS Apanl (e adiag Lad ellh g dgiall (§ gl 8 o laia¥) Jual sill 4l g alasiul
il LeiSlee 5 Aa3 4 ga 5 (e Al jall Jlane S 5 Gl A il A aBlall dad 3 ja

% ,.JAMJ



Al 4y ) gl
L 15301 5 st s
Lo Siypinss alad) Cand) g Lilad) Sl jall Bales

£Y 1) amy Lia sk 5 4, jlail) LgtiaDle daf dlaal 3o 3ay Canl) Jae ISl alaial 33l ) 2
8 5 o ALalSia 28 pusi Y Load) Hni) jind 35 ODA (pe o Shaal) (53] (3 el aSlall
Aol Leiledlal g s il e Laia¥) Jual 5l

il alldal)
SRR A5 G Al 2 S dada (s alas
& lal) Jlas ¥ 5 1) M
Jaidala
21440 Sl slaia 22019 «gla



Republic of Yemen
University of Science and Technology

Deanship of Postgraduate Studies and Scientific Research

“The Impact of Promotion by Social Media on Brand Equity:
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the Mobile Companies in Yemen”

Abstract

Basically, this study aimed at identifying the impact of the promotion via
social media on the brand equity of the Mobile Service Providers
Companies in Yemen from their customers’ perspective, and to extend
recommendations for the decision makers of these. To achieve this
objective, the study used the descriptive analytical approach to test the
hypotheses using a questioner that was designed for data collection and
distributed to (400) with a response rate of (100 %). A purposive controlled
sample was selected from mobile providing service companies’ customers.
A package of statistical methods was used to achieve the objectives of this
study and the following main conclusions were revealed:

1. There was a significant statistical impact at (0<0.05) for the promotion
through Social Media (Advertisement, E-WOM and Content Exchange)
on the Brand Equity. From customers’ point of view, (Advertising) got
first rank of positive impact on Brand Equity of the companies, E-WOM
and Content Exchange came after it sequentially.

2. There were statistical differences at (0<0.05) in the medium of the
individuals’ prospective about the impact of the promotion through
Social Media ascribed to the demographic dimensions :(Gender, Age,
Qualification, Job, Company and Service Type).

Based on the results, the study presented a set of recommendations:

1. It was clearly shown that promotion through Social Media Sites is very
important for the Brand Equity enhancement; therefore companies
should give more focus on this aspect in their marketing activities and
strategies.
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2. Companies should promote and improve the dimensions of their Brand
Equity, especially (Brand Loyalty) of their customers; by adopting an
integrated marketing communication on Social Media Sites for
promoting their brands.

Candidate Supervisor

Dr. Khaled Hassan Ali Al-Hariry
Esam Hassan Mohammed Omar Assoc. Prof. of Business Administration

Taiz University

May, 2019AD Sana'a Sha’ban, 1440AH

Vi



Republic of Yemen
University of Science and Technology

Deanship of Postgraduate Studies and Scientific Research

The Impact of Promotion by Social Media on
Brand Equity

A Field Study at the Customers’ Perspectives of
the Mobile Companies in Yemen

A Thesis Submitted by

Esam Hassan Mohammed Omar

To

The Council of Postgraduate Studies and Scientific Research,
in Partial Fulfillment of the Requirements for the Master Degree in
Business Administration

Supervisor
Dr. Khaled Hassan Ali Al-Hariry

Associate Professor of Business Administration
Taiz University

May, 2019AD Sana'a Sha’ban, 1440AH




