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Abstract: This study aimed to examine the importance of digital marketing 

applications in influencing consumer behavior through electronic word of 

mouth (eWOM) among users of the AliExpress application. The study relied 

on the descriptive analytical approach for both the theoretical and practical 

aspects. A total of 130 valid questionnaires were collected and their data were 

analyzed using SPSS V25.The results showed a statistically significant effect 

for both the first and second hypotheses, and also revealed a mediating effect 

for the third hypothesis. The study concluded that digital marketing 

applications have an influence on guiding consumer behavior through the 

creation and dissemination of (eWOM). 
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