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Abstract                                                                                                              

The aim of this study is to clarify the 
effect of negative traditional and 
electronic word of mouth on the 
adoption of 3G as new product by 
algerian consumers.  For this 
purpose a questionnaire was 
distributed  for a sample of 
consumers, and the results of the 
study show a significant 
relationtionship between the two 
variables, this effect is more 
significant for traditional WOM than 
electronic WOM, as it is more 
significant for the phases where the 
consumer is interested in the product 
and that of the evaluation. The study 
also found that women are more 
likely to receive negative WOM than 
men. 
Key words: Traditional negative 
WOM ; electronic negative WOM ; 
3G technology ; adoption of new 
product. 

 



 

 



3G 

 

 

Word of mouth

 (WomEWom

WOMMA

Arndt7691

Hennig Thurau4002 (



 

 

 (NWom



3G 

 

 

 الفعل                                                   الفعل                   

  

 

 

  

Elmherst college, p9, : A definition of communication Word of mouth, WMegan. 
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