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Abstract:

This study aimed to identify the impact of marketing experiences through
social media sites on the purchase decision of a company to achieve the
objectives of the study. We relied on the descriptive analytical method, and
the use of the questionnaire as a main tool to collect information and data
from the study community, as it was distributed in its electronic format to
the sample of the company's 70 customers. The study reached a set of
results, the most important of which is the existence of a statistically
significant impact on marketing experiences through social networking sites
of the company, the existence of a statistically significant effect of the use of
social networking sites on the purchase decision, the existence of
statistically significant differences between the members of the sample,
which is due to demographic variables in the number of times the use of the
company's services (Zad R Express). Keywords: Marketing experiences,
social media sites, purchase decision, Zad R Express Company.
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Reliability Statistics

Cronbach's Alpha

N of I[tems

.9480
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odad)
Cumulative
Frequency|PercentValid Percent Percent
Valid| _S3 23] 32.9 32.9 32.9
il 47| 67.1 67.1 100.0
Total 70/ 100.0 100.0
aad)
Cumulative
Frequency|PercentValid Percent Percent
Valid| 18-250 37| 52.9 52.9 52.9
26-35 17 24.3 24.3 771
36-45 12 17.1 171 94.3
450 SSi 4 5.7 5.7 100.0
Total 70, 100.0 100.0
el (5 giasall
Frequency|Percent| Valid Percent| Cumulative Percent
Valid| s Leé 5 5 14/  20.0 20.0 20.0
obed 45  64.3 64.3 84.3
Lle el 11 15.7 15.7 100.0
Total 70, 100.0 100.0

G
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La2il) aladin
Frequency| Percent Valid Percent Cumulative Percent
Valid axd 64 91.4 91.4 91.4
b 6 8.6 8.6 100.0
Total 70 100.0 100.0
pladiul) &l e dae
Frequency| Percent Valid Percent Cumulative Percent
Valid ANELTPY 12 17.1 17.1 17.1
Gl je2-4 24 34.3 34.3 51.4
<l 5-9 25 35.7 35.7 87.1
sl %10 9 12.9 12.9 100.0
Total 70 100.0 100.0
Regression
Variables Entered/Removed®
Model Variables Entered| Variables Removed| Method
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zr expressPas il celaia¥) dial sill a8l o ye (G gudill @ jlad

Enter|

eIl 8 Jde i Jal sea. Dependent Variable:

b. Allrequested variables entered.

Model Summary

Model R R Square Adjusted R Square Std. Error of the Estimate
1| .813° .660 .655 .31393
zr expressas il celia¥l dual sill 48l 50 ye (3 uill 0 ja3a. Predictors: (Constant),
ANOVA:®
Model Sum of Squares| df Mean Square F Sig.
1 Regression 13.020, 1 13.020 132.115] .000°
Residual 6.701| 68 .099
Total 19.722| 69

el il i 8 e i Jal sea. Dependent Variable:

zr expressas il gelaia¥) Jual 5ill a8l o yie (3 ol @ ladb, Predictors: (Constant),

Coefficients?
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Unstandardized
Coefficients

Standardized
Coefficients

Model B Std. Error Beta t| Sig.
(Constant) .104 .193 .539[.592
daal 5l 4l 50 e (3 puil) 0l .983 .086 .813(11.494(.000

zr expressas il gelaiay)

el il )8 e il Jol sea. Dependent Variable:

Regression

Variables Entered/Removed?

Model Variables Entered Variables Removed Method
1 b oo Lain ) Jual sill xdl 5o aladiind Enter
el il 8 e i Jal sea. Dependent Variable:
b. Allrequested variables entered.
Model Summary
Model R R Square Adjusted R Square Std. Error of the Estimate
1 .941° .885 .883 .18264
selaia¥) Jual gill 48 50 alasiula, Predictors: (Constant),
ANOVA-?
Model Sum of Squares| df] Mean Square F Sig.
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Regression 17.453 1 17.453 523.193| .000°
Residual 2.268| 68 .033
Total 19.722| 69
¢l il )8 Je i Jal sea. Dependent Variable:
clia Y Jual gl 48l 5 aladiulp, Predictors: (Constant),
Coefficients?
Unstandardized Standardized
Coefficients Coefficients
Std
Err
Model B| or Beta t Sig.
(Constant) .307| .08 3.443 .001
9
&) 50 plasiin .871/.03 .941 22.873| .000
=Lyl doal 5 8

¢l il )8 Je i) Jal sea. Dependent Variable:
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T-Test

Group Statistics

ol Nl Mean Std. Deviation Std. Error Mean
pladiul Sl je mel Sy 231 2.57 .945 197
<l 47] 2.38 .922 134
Independent Samples Test
Levene's
Test for
Equality of]
Variances t-test for Equality of Means
95%
Confidence
) Interval of the
Sig. Difference
(2- Mean| Std. Error
F| Sig. t df{tailed)| Difference| Difference| Lower| Upper
[REG G EVRREYS Equal .006| .937| .77 68| .444 .182 .237| -.290-| .654
el variances 0
assumed
Equal .76| 42.82| .449 .182 .239| -.299-| .663
variances 4 2
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not
assumed

Oneway
ANOVA
. Q;x;x..'a\.d\ u,g)@_ud\ DA Zr Express daal elaladtiy) Gl e e
Sum of Squares| df Mean Square F|  Sig.
Between Groups 263 2 131 .128] .880
Within Groups 68.723| 67 1.026
Total 68.986| 69
Oneway
ANOVA

¢ Cppalad) e A Zr Express Aaaa] dlaladinl & yedae

Sum of Squares| df Mean Square F|  Sig.
Between Groups 263 2 131 .128] .880
Within Groups 68.723| 67 1.026
Total 68.986| 69
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