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questionnaire was distributed to these participants. The data was analyzed using the statistical analysis
programs SPSS 26 and Amos 26, and a simple linear regression coefficient test was applied to analyze

the data and test hypotheses.

The results showed the great importance of e-commerce, consumer behavior, and content marketing
in these stores, in particular, the study indicated a statistically significant positive impact of e-
commerce on consumer purchasing behavior, and the impact of e-commerce on consumer behavior

was enhanced by content marketing.

The study recommended following up the development of e-commerce sites in these stores by raising
awareness of their importance and using content marketing as an effective tool to increase efficiency

and effectiveness in achieving its goals.

Keywords: Electronic commerce, digital marketing, consumer purchasing behavior, content

marketing.
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