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i
MIDOCEA I Page 4 of 17 g Had) il e s
U N | VY E R S VL»LEY




s 4B 8 gadl)

ol lginall &gl e celaia¥) Jual il Jiluy ils cd gl Al cilad ) (8 e @llia
Al g Gl ey el ) Aalan Jlaadl 138 Jasg Lee cadae 03 B3 (3 gm (B A010a]1 sl

llgiaal & gl g elia¥) Jual sl il s (s BB peaia 55 31 gl il Hlal) 3 s llia (5, 8
B (8 g alall :&.—3&:‘.43:\]‘} 4...33\.33]\ dA\jzj\ O 6‘53\).;4:“

A Algial @lle o elaia¥) Jual sill By 53l LaS] Granll agdl) & pal @l ()5S, 38
(Ote (S Al 138 aaa ) el sal 5 caama (S8 B3 (5 g G

il gl ol Al 3 Sive Ay sl yiud g 3aa b ylat yy ol sl dia j3 58 o0 <Ol gaall 038 (Jla yumd
Ban (sm b llgiud) @l lu o celaia¥l Jual sill Jilu s 530 Liagh 3 3e3

Schivinski, B., & Dabrowski, D. (2016). The effect of social media

communication on consumer perceptions of brands. Journal of Marketing
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Hajli, N. (2014). A study of the impact of social media on
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Exploring motivations for brand-related social media use. International Journal of
Advertising, 30(1), 13-46
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