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Abstract: 

The research aimed to study the impact of Using Social Users Relationship 

Insurance Companies Operating in The Syrian Market. The descriptive approach 
was adopted, and an electronic questionnaire was designed, and published in the 
virtual Facebook community; Where 288 responses valid for analysis were obtained 
from a sample of consumers (actual and potential) for the insurance market in 
Syria. The most important findings of the research were that there was a significant 
impact of each of the dimensions of social users relationship management 
(involving users in interactive conversations, building trust, improving user 
experience, engaging the user in service development) in the behavioral component 

a weakness in the optimal investment of the potential of social media and benefiting 
from them with regard to social users relationship management systems to reach 
the appropriate impact on the behavioral intentions of customers.
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 Model Summary  

Model R R Square 
Adjusted R 

Square 
Std. Error of the 

Estimate 

1 a.961 .924 .924 .18865

a. Predictors: (Constant), 1 
spss23 

 

ANOVAa  
Model Sum of Squares df Mean Square F Sig. 

1 Regression 124.321 1 124.321 3493.214 b.000

Residual 10.179 286 .036   

Total 134.500 287    

a. Dependent Variable: 5 
b. Predictors: (Constant), 1spss23 

 

Coefficientsa  

Model 

Unstandardized Coefficients 
Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) -.295- .058  -5.121- .000

1 1.054 .018 .961 59.103 .000

a. Dependent Variable: 5spss23 
 

XY
b: b=00H0: b1H=0.05P=0<

a= -0.295
b= 1.054

i0.295+1.054X-= iY
abP=0< =0.05
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Model Summary  
Model R R Square Adjusted R Square Std. Error of the Estimate

1 a.819 .671 .670 .39334

a. Predictors: (Constant), 2 
spss23

 

ANOVAa  
Model Sum of Squares df Mean Square F Sig. 

1 Regression 90.250 1 90.250 583.311 b.000

Residual 44.250 286 .155   

Total 134.500 287    

a. Dependent Variable: 5 
b. Predictors: (Constant), 2spss23 

 

Coefficientsa  

Model 

Unstandardized Coefficients 
Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) -1.312- .182  -7.221- .000

2 1.187 .049 .819 24.152 .000

a. Dependent Variable: 5spss23 
 

6

7
XY

b: b=00H0: b1H=0.05P=0<
8
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a= -1.312 0.182
b= 1.187

i1.312+1.187X-= iY
abP=0< =0.05 

 
Model Summary  

Model R R Square Adjusted R Square Std. Error of the Estimate

1 a.359 .129 .126 .63999

a. Predictors: (Constant), 3 
spss23 

ANOVAa  
Model Sum of Squares df Mean Square F Sig. 

1 Regression 17.357 1 17.357 42.377 b.000

Residual 117.143 286 .410   

Total 134.500 287    

a. Dependent Variable: 5 
b. Predictors: (Constant), 3spss23 

 

Coefficientsa  

Model 

Unstandardized Coefficients 
Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2.238 .129  17.340 .000

3 .321 .049 .359 6.510 .000

a. Dependent Variable: 5spss23 
 

XY
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b: b=00H0: b1H=0.05P=0<

a= 2.238 0.129
b= 0.321

i= 2.238+0.321XiY
abP=0< =0.05

 
Model Summary  

Model R R Square Adjusted R Square Std. Error of the Estimate

1 a.627 .393 .391 .53415

a. Predictors: (Constant), 4 
spss23 

 

ANOVAa  
Model Sum of Squares df Mean Square F Sig. 

1 Regression 52.900 1 52.900 185.409 b.000

Residual 81.600 286 .285   

Total 134.500 287    

a. Dependent Variable: 5 
b. Predictors: (Constant), 4spss23 

 

Coefficientsa  

Model 

Unstandardized Coefficients 
Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 5.150 .158  32.594 .000

4 -1.150- .084 -.627- -13.617- .000

a. Dependent Variable: 5spss23 
 

120.627

39.3
0.3910.53415
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13
XY

b: b=00H0: b1H=0.05P=0<
14

a= 5.150 0.158
b= -1.1500.084

i1.150X-= 5.150iY
abP=0< =0.05 

 
1.5.1092.4

2.5.1067.1

12.9

.3
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