daldl) dududatt) aglal) daala
Ldal) Ciladpally malad) dianl) ales
Gugedl) iale malin

2016 ol

sl plab B g Ay LAY JLE e o olaia¥) Jalgil allga S

The Impact of Social Media Sites on the E-Purchasing Decision

Process in the Fashion Sector

d_dUal)
Olaaa Jals @il ae slile
(201215057)

i)
Aol Lohae G gisal)

Gusel) B piiualal A Ao Jgeaad) clalaial Ylaiod Alayl) oda Cuedd



AR AN JLEN dlee Ao o Laiay] Jualsil adlse A
sl g b b
)
Olaas JalS Gl 4 slle

i pal
Aaml) Ee ) gisal)

oadlall

lgzariial Whall o SN dabiadl) celaa¥) Jealsill adlgay V) A<l Cujg

IS Lgalatial 28 Allell elaf BS 3 Cpeatinall o € dae o bl e Lyl ks
il Cargs Aushall sda Cuela 3y oLV Lgiag Aaliaall cilardlly aludd) (o g ill Ak gu
IS Lanasal) cile Laally Lig 5l Algaiall 2alS) Lgsbalasinly o Lia¥) Jealgill adlsa il e
o ol copiall dalall @) dusedd) alalyer g 5N Sl LA Gllee e cals
daaas L) gl 3 (Leahl) Laxilly ohll dey Lo o () eyl criiall aui cdiasladl)
Oo Aaball die cosS Gy laall dasl) mgill aladiu) 5 dahall Cilaal gaail
O5Stall duayal) ading agale dandl cpdll Ci i) e o adall (e d3e (e 435S ADla de gana
(Olae Aiaa b 95 <8 eLY) e aglabind ehd e Gslany 0a3) uSlgiena) BIS (e

Olaind 428 it & G () b e laa) dualgil) ilod aal e lilia agoal cpdlly



asl ddaill Jasinl 5 Cus SPSS duelaaV¥) aslall dilasy) daj )l meliy dauls
O lgaal gl sae ) dahyll sde ciliagiy culuadl) ladly clball Qiasl laas) Julasg
ddee o (8 Al duanjall ile Laally Lig S Al giial) AaSIL dlion o lain¥) Jualgill adlgal
o Yoms iiall Zalall @yl go Teay dnedl) alalye 2810 oY) g Ui 3 D )all 3las)
i) it ddee e SV V) Ll Alginal) 4D o Zuhall cpelal Gus colyal) de Lo s
daaayal)l Clelaall o duhall Cjela) a8 bl day Lo auiy deall) ) e JBY) )
aaitig Aaall Ldadl)l e JAY) V) Aalal) @) e S8V V) L palialy agailly dfiae
gy 39 7SI o) aBlgns dig ST saliall alaial 85 yums duall Coagl S8 . ol 2as L
e Aulay) @lidaal 53by pleal lgdle (glans A1 oL3Y) Cilatia 535 Jon CpSlginndl)
ALYl clglane 83y B oY) SV Al Les agilens s39n dss e lin¥) Jualgill adlse
sL¥) @laad Jea s3lsll olKall dag Aled) cilaanll e splasadl ) agurss 85500 )
b9 iy Loy llaadle (o yualisally asalll ety Lo daglie 89 () A8LYL xadly Aoz

33N A A dabe e 5uS F AW jseas Sl e
Golee sl g b cpnnpal) ilelanll ¢lig 0 Alsinal) LS ¢ e lain¥) Jealgill ablge tdmbisall ciloll)

s S )l



The Impact of Social Media Sites on the E-Purchasing Decision Process

in the Fashion Sector

Student
Alyiah Abed Al-Razeq Hamdan
Supervisor
Dr. Ghaith M. Al-Abdallah

Abstract

There are several benefits that were derived from social media and
other internet networks, as these networks can connect between large
numbers of users all over the world. Therefore, social media sites have been
widely utilized in marketing strategies in several industries including fashion
sectors. This study aimed at investigating and exploring the impact of the
electronic word of mouth and reference groups of social media sites on
electronic purchasing decision that start from need recognition all the way
up to post purchase evaluation and feedback in the fashion sector.
Descriptive analytical approach was used in order to achieve the objectives
of this study, in which a convenient sample was selected from the study
population that included all customers who purchase fashion products
through electronic shops; the sample was limited to the city of Amman. 428
filtered and screened questionnaires were analyzed using SPSS, where
descriptive analyses were used to analyze the collected data and regression
analyses were used to test the hypotheses. This study found that social media
has a strong positive impact on electronic purchasing decision in the fashion

sector. The result of the study showed that e-word of mouth has the most



impact on weighing alternatives and the least impact on feedback and post
purchase evaluation. While the reference group, celebrities and famous
persons in particular, have the most impact on need recognition and the least
impact on feedback and post purchase behavior.

Furthermore, this study recommended that e-stores should pay
attention to customers' feedbacks regarding the quality of the services and
product purchased to ensure positive e-word of mouth and to control the
negative feedbacks. Also, the study recommended that the e-stores should
follow and monitor what do celebrities and famous persons endures, use or
comment on, as this happen to have significant impact of customers’
decision making.

Keywords: Social Media, Electronic Word of Mouth, Reference Groups, Electronic

purchasing Decision, Fashion Sector.



