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 اٌغّٙٛض٠خ ا١ّٕ١ٌخ

 عبِؼخ اٌؼٍَٛ ٚاٌزىٌٕٛٛع١ب

 ػّبزح اٌسضاؼبد اٌؼ١ٍب ٚاٌجحش اٌؼٍّٟ

 

 

 
 :فٟ ل١ّخ اٌؼلاِخ اٌزغبض٠خثبؼزرساَ ِٛالغ اٌزٛاصً الاعزّبػٟ أصط اٌزط٠ٚظ "

 "بٌغّٙٛض٠خ ا١ّٕ١ٌخثاٌٙبرف اٌّحّٛي  ٢ضاء ػّلاء شطوبدزضاؼخ ١ِسا١ٔخ 

 

ٍُّرص  اٌ

 

ٛيكض حُيٍحٓش رٌَ٘ أٓخ٢ٓ ا٠ُ طلي٣ي أػَ حُظ٣َٝؾ رخٓظويحّ ٓٞحهغ حُظٞحٛاَ ح٫ؿظٔاخػ٢ كا٢ أرؼاخى 

خُـ٣ٍٜٞٔش ح٤٘ٔ٤ُش ٖٓ ٓ٘ظٍٞ ػ٬ٔثٜخ كا٢ حُٔاٞم رحُٜخطق حُٔلٍٔٞ  ًَُ٘خصه٤ٔش حُؼ٬ٓش حُظـخ٣ٍش 

ح٤٘ٔ٤ُاش، ٝحػظٔاايص حُيٍحٓااش حُٔاٜ٘ؾ حُٞٛاال٢ حُظل٤ِِاا٢ ٫هظزااخٍ كَٟا٤خص حُيٍحٓااش ٝح٫ٓااظزخٗش ًااؤىحس 

( 400( ٗوٜااخ، ك٤ااغ طااْ ط٣ُٞااغ  400ُـٔااغ حُز٤خٗااخص ح٤ُٝ٧ااش ٓااٖ ٓلااَىحص حُؼ٤٘ااش حُزااخُؾ ػاايىٛخ  

حٓظزخٗش ػ٠ِ ٓلَىحص حُؼ٤٘ش رط٣َوش هٜي٣ش  طل٤ٌٔاش( ٓاٖ ٓـظٔاغ حُيٍحٓاش حٌُٔإٞ ٓاٖ ػٔا٬ء طِاي 

 حًَُ٘خص. ٝطْ حٓظويحّ حُؼي٣ي ٖٓ ح٧ٓخ٤ُذ ح٩كٜخث٤ش. ٝطِٞٛض حُيٍحٓش ا٠ُ ػيس ٗظخثؾ أرَُٛخ:

ُِظاا٣َٝؾ رخٓااظويحّ ٓٞحهااغ  –( α≤0.05ػ٘ااي ٓٔااظٟٞ ى٫ُااش   –ٝؿااٞى أػااَ ًٝ ى٫ُااش اكٜااخث٤ش  .1

حُظٞحٛااَ ح٫ؿظٔااخػ٢ رؤرؼااخىٙ حُٔظٔؼِااش رااـ ح٩ػ٬ٕ، حٌُِٔااش حُٔ٘طٞهااش حُٔ٘وُٞااش اٌُظ٤َٗٝااخ، طزااخىٍ 

ُٔلظااٟٞ( كاا٢ ه٤ٔااش حُؼ٬ٓااش حُظـخ٣ٍااش ُِ٘ااًَخص ٓلااَ حُزلااغ. ٝحكظااَ رؼااي  ح٩ػاا٬ٕ( حَُٔطزااش ح

ه٤ٔااش حُؼ٬ٓااش حُظـخ٣ٍااش كاا٢ حُ٘ااًَخص ٓلااَ حُزلااغ ٓااٖ  كاا٢ح٧ُٝاا٠ ٓااٖ ك٤ااغ حُظااؤػ٤َ ح٣٩ـااخر٢ 

 ٤ِ٣ٚ رؼيح  حٌُِٔش حُٔ٘طٞهش حُٔ٘وُٞش اٌُظ٤َٗٝخ, طزخىٍ حُٔلظٟٞ( ػ٠ِ حُظٞح٢ُ.  –ٓ٘ظٍٞ حُؼ٬ٔء 

كا٢ ٓظٞٓاطخص اٍحء  –( α≤0.05ػ٘اي ٓٔاظٟٞ ى٫ُاش   –ٝؿٞى كَٝم ًحص ى٫ُش اكٜاخث٤ش ػيّ  .2

ه٤ٔااش  ٝحرؼااخى رخٓااظويحّ ٓٞحهااغ حُظٞحٛااَ ح٫ؿظٔااخػ٢حُظاا٣َٝؾ  أرؼااخى أكااَحى ػ٤٘ااش حُيٍحٓااش كااٍٞ

، طؼااِٟ ُاازؼٞ حُٔظـ٤ااَحص حُي٣ٔٞؿَحك٤ااش ٝحُٞر٤ل٤ااش ٧كااَحى حُؼ٤٘ااش ٝط٘اأَ حُؼ٬ٓااش حُظـخ٣ٍااش 

 .َٛ حُؼ٢ِٔ، حُٞر٤لش، حًَُ٘ش، ٗٞع حُويٓش( حُ٘ٞع، حُؼَٔ، حُٔئ

 ٚٚفمب ٌٕزبئظ اٌسضاؼخ رُ رمس٠ُ ِغّٛػخ ِٓ اٌزٛص١بد أثطظ٘ب:

رٟٔٞاٞع حُظا٣َٝؾ رخٓاظويحّ ٓٞحهاغ حُظٞحٛاَ ح٫ؿظٔاخػ٢  ٣ُخىس حٛظٔاخّ حُ٘اًَخص ٓلاَ حُزلاغ .1

 حٓااظَحط٤ـ٤خطٜخ ٝٓٔخٍٓاااخطٜخ ٌُخكااش ح٧ٗ٘اااطش ٝحُٜٔااخّ حُٔظؼِواااش رؼ٘خٛااَ حُظااا٣َٝؾ ا١اااخٍ ٟاأٖ

رخٓظويحّ ٓٞحهغ حُظٞحَٛ ح٫ؿظٔخػ٢ كا٢ حُٔاٞم ح٤٘ٔ٤ُاش، ًُٝاي ُٔاخ ٣ٔؼِاٚ ٓاٖ أ٤ٔٛاش  ًز٤اَس  كا٢ 

طؼ٣ِااِ ه٤ٔااش حُؼ٬ٓااش حُظـخ٣ٍااش ُِ٘ااًَخص ٓـااخٍ حُيٍحٓااش ٓااٖ ٝؿٜااش ٗظااَ ػ٬ٔثٜااخ حُلااخ٤٤ُٖ 

 ٝحَُٔطوز٤ٖ.

 



 

 ٝ 

 اٌغّٙٛض٠خ ا١ّٕ١ٌخ

 عبِؼخ اٌؼٍَٛ ٚاٌزىٌٕٛٛع١ب

 ػّبزح اٌسضاؼبد اٌؼ١ٍب ٚاٌجحش اٌؼٍّٟ

 

 

 

ؼي  ح٫ُٞء ٣ُخىس حٛظٔخّ حًَُ٘خص ٓلَ حُزلغ  رظؼ٣ِِ أرؼخى ه٤ٔش ػ٬ٓظٜخ حُظـخ٣ٍش ٝهٜٞٛخ ر .2

ُِؼ٬ٓش حُظـخ٣ٍش( ُيٟ حُؼ٬ٔء ٖٓ ه٬ٍ طز٢٘ حٓظَحط٤ـ٤ش حطٜخ٫ص ط٣ٞٔو٤ش ٓظٌخِٓش ػ٠ِ ٓٞحهغ 

 حُظٞحَٛ ح٫ؿظٔخػ٢ ُِظ٣َٝؾ ُؼ٬ٓخطٜخ حُظـخ٣ٍش.

 

 

 اٌطبٌت

 ػصبَ حؽٓ ِحّس ػّط

 اٌّشطف

 ذبٌس حؽٓ ػٍٟ اٌحط٠طٞز. 

 شبضنأؼزبش إزاضح الأػّبي اٌّ

 رؼععبِؼخ 

 ٘ـ1440شؼجبْ،  صٕؼبء 2019َ، ِب٠ٛ

 

 

 

 

 

 

 

 

 

 



 

v 

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” 

 

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 (α≤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 (α≤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. 
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