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The Impact of Social Media on the Dimensions of Services Marketing 

(Case Study in DHL company – Yemen) 

 

Iskandar Hassan Abdul Sattar (1,*) 

Abdul Latif Yahya Mohammed (1) 

 

Abstract: 

This study aimed to identify the impact of the dimensions of social media (interaction, content, 

awareness, information sharing) in marketing services at DHL in Yemen. To achieve this goal, the 

researcher followed the descriptive analytical approach. The study community was represented 

by the employees of DHL-Yemen the electronic questionnaire was used as a tool for collecting 

information on a random sample of (167) individuals, and the data was analyzed statistically. The 

results showed, which is the existence of a positive and high impact of the dimensions of 

communication media in marketing services, as well as the existence of an impact of the 

dimensions of communication media in marketing services, The results also showed that there 

were no statistically significant differences due to the variables Demographics, Except for (job 

level). The study the need to enhance the dimensions of social media in marketing services, given 

its positive impact, reasonable cost. 
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