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The importance of the electronic spoken word in determining the behavior 
of the consumer within the framework of electronic commerce 
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Abstract :  Article info 

The organizations did not leave any of the communication tools available to them, whether 
personal or non-personal, but did not exploit them, including those that transmit 
information. Communication channel - the spoken word or the transmitted word and 
knowledge in short, WOM, where it was known as how information is transmitted from 
one consumer to another consumer orally, and it is one of the most important and most 
important Credible personal communication tools.With the development in the field of 
communications and the Internet, the spoken word took an important turn, as the Internet 
and social networking sites became a fertile ground for the emergence of the electronic 
spoken word, and the emergence of the latter increased the researchers’ interest in it and 
their desire to know the effects of this new form of the spoken word on consumer behavior, 
which increased the dimensions of Activating and developing electronic commerce. 
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