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 ــــــــــــم الله الرحمـــــن الرحيــــمبســــــــــــــــــــــــــــــ
 "الليم لا علم لنا إلا ما علمتنا انك أنت العزيز الحكيم"

الحمد لله الذي علم الانسان بعد جيل وضلال ووفقو بعد  ،  الحمد لله الذي بحمده تتم الصالحات
 أشكر الله وأحمده الذي أعانني على اتمام ىذا العمل.،  غفـلة
حترام والامتنان أتقدم بالشــــكر الجزيل الى كل من ساىم في انجاح ىذا  من نفس مليئة بالا 

لم    تيال "قرعي مريم"ة  الدكتور   ةالمشرف  ةالعمل العلمي المتواضع وأخص بالذكر الأستاذ
 ، توانى في مد يد العون لإتمام ىذا العملت

 "الأخير نعتذر عن أي خطأ أو قصور في ىذا البحث "وفوق كل ذي علم عليم في
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Abstract:  

This study aimed to highlight the role of electronic word of mouth (eWOM) in 

influencing electronic consumer behavior by analyzing its related concepts and 

dimensions within the framework of the modern marketing approach, with a practical 

application on the Algerian e-commerce platform "Ouedkniss". 

To achieve this objective, the descriptive and analytical method was adopted, 

and a questionnaire was used as the main tool, which was distributed to a sample of 

Ouedkniss users. Their responses were analyzed to identify the relationship between 

)eWOM( and purchasing behavior. 

The study reached several findings, most notably: Electronic word of mouth 

such as comments, ratings, and opinions shared on social media has a significant 

impact on building consumer trust and influencing purchasing decisions. It was also 

found that prior experiences shared by others strongly affect user preferences, 

especially when the source is trustworthy or belongs to the consumer's close social 

circle. 

Key words: Electronic Word of Mouth, Electronic Consumer Behavior, 

Ouedkniss. 
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Corrélations 

 
 الاستبيان

المنطوقة الكلمة 

 سلوك المستهلك الإلكترونية

Corrélation de Pearson 1 ,982 الاستبيان
**
 ,936

**
 

Sig. (bilatérale)  ,000 ,000 

N 120 120 120 

Corrélation de Pearson ,982 الكلمة المنطوقة الإلكترونية
**
 1 ,854

**
 

Sig. (bilatérale) ,000  ,000 

N 120 120 120 

ستهلكسلوك الم  Corrélation de Pearson ,936
**
 ,854

**
 1 

Sig. (bilatérale) ,000 ,000  

N 120 120 120 

 

**. La corrélation est significative au niveau 0.01 (bilatéral). 
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Récapitulatif des modèles 

Modèle R R-deux R-deux ajusté 

Erreur standard 

de l'estimation 

1 ,854
a
 ,729 ,726 ,13926 

 

a. Prédicteurs : (Constante), الكلمة المنطوقة الإلكترونية 

ANOVAa 

Modèle 

Somme des 

carrés ddl Carré moyen F Sig. 

1 Régression 6,148 1 6,148 317,006 ,000
b
 

de Student 2,288 118 ,019   

Total 8,436 119    

a. Variable dépendante : سلوك المستهلك 

b. Prédicteurs : (Constante), الكلمة المنطوقة الإلكترونية 

Coefficientsa 

Modèle 

Coefficients non standardisés 

Coefficients 

standardisés 

t Sig. B Erreur standard Bêta 

1 (Constante) ,367 ,138  2,660 ,009 

 000, 17,805 854, 049, 864, الكلمة المنطوقة الإلكترونية

 

a. Variable dépendante : سلوك المستهلك 
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Abstract:  

This study aimed to highlight the role of electronic word of mouth (eWOM) in 

influencing electronic consumer behavior by analyzing its related concepts and 

dimensions within the framework of the modern marketing approach, with a practical 

application on the Algerian e-commerce platform "Ouedkniss". 

To achieve this objective, the descriptive and analytical method was adopted, 

and a questionnaire was used as the main tool, which was distributed to a sample of 

Ouedkniss users. Their responses were analyzed to identify the relationship between 

)eWOM( and purchasing behavior. 

The study reached several findings, most notably: Electronic word of mouth 

such as comments, ratings, and opinions shared on social media has a significant 

impact on building consumer trust and influencing purchasing decisions. It was also 

found that prior experiences shared by others strongly affect user preferences, 

especially when the source is trustworthy or belongs to the consumer's close social 

circle. 

Key words: Electronic Word of Mouth, Electronic Consumer Behavior, 

Marketing Approach, Ouedkniss, Digital Marketing.  


