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ABSTRACT: 

The aim of the research is to study the impact of so
emotion for social media sites of consumers of ready-made clothing brands in the Syrian 
market. The descriptive approach was adopted, an electronic questionnaire was 
designed, and published in the virtual Facebook community; Where 224 valid responses 
for the analysis were obtained from a sample of consumers (actual and potential) for 
the ready-made clothes market in Syria. 
The most important findings of this research were that there is a very weak relationship 
between the rates of repeat visits to the studied sites and both emotional contagion and 
social comparison. It was attributed to neglecting the role of these elements, and not 
investing them optimally by the studied companies. A correlative relationship has also 
emerged between the duration of the visit to these sites and each of the emotional 
contagion and social comparison, and therefore it is necessary to invest in the field of 
marketing through social media sites using all available tools and elements because of 
their impact on the consumer and his purchasing decisions.  
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 Model Summary 

Model R R Square 

Adjusted R 

Square Std. Error of the Estimate 

1 a.138 .019 .015 .624

a. Predictors: (Constant),  /spss23 

 
aANOVA 

Model 

Sum of 

Squares df Mean Square F Sig. 

1 Regression 1.680 1 1.680 4.317 b.039

Residual 86.415 222 .389   

Total 88.095 223    

a. Dependent Variable:  

b. Predictors: (Constant), / spss23 

 
aCoefficients 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 4.136 .202  20.510 .000

 .122 .059 .138 2.078 .039

a. Dependent Variable:  / spss23 

 

sig=0.039
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Model Summary 

Model R R Square 

Adjusted R 

Square Std. Error of the Estimate 

1 a.274 .075 .071 .606

a. Predictors: (Constant), / spss23 

 
aANOVA 

Model 

Sum of 

Squares df Mean Square F Sig. 

1 Regression 6.638 1 6.638 18.090 b.000

Residual 81.457 222 .367   

Total 88.095 223    

a. Dependent Variable:  

b. Predictors: (Constant), / spss23 

 
aCoefficients 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 4.576 .204  22.451 .000

 .264 .062 .274 4.253 .000

a. Dependent Variable: /spss23 

 

sig=0<0.05

.
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Model Summary:  

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 a.323 .104 .100 .832

a. Predictors: (Constant),  /

spss23 

 
ANOVAa:  

Model 

Sum of 

Squares Df Mean Square F Sig. 

1 Regression 17.906 1 17.906 25.892 b.000

Residual 153.523 222 .692   

Total 171.429 223    

a. Dependent Variable:  

b. Predictors: (Constant),   /spss23

 

Coefficientsa:  

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.138 .269  4.234 .000

 .397 .078 .323 5.088 .000

a. Dependent Variable: / spss23

sig=0<0.05

.
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Model Summary:  

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 a.410 .168 .164 .802

a. Predictors: (Constant), /

spss23
 

ANOVAa:  

Model 

Sum of 

Squares df Mean Square F Sig. 

1 Regression 28.774 1 28.774 44.777 b.000

Residual 142.655 222 .643   

Total 171.429 223    

a. Dependent Variable:  

b. Predictors: (Constant), / spss23

 
Coefficientsa   

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 4.245 .270  15.739 .000

 -.549- .082 -.410- -6.692- .000

a. Dependent Variable: / spss23

 

sig=0<0.05

.
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