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Employing viral marketing tools to influence the awareness

of the Syrian digital consumer through social media

platforms

Dr. Reham Hussian Moualla?

Abstract

This research paper discusses the possibility of using viral marketing tools to
influence Syrian digital consumers' awareness through social media platforms,
including how to use viral marketing tools through social media platforms to influence
Syrian digital consumers' behavior. Through this paper, the researchers analyzed
the ability of Syrian companies to achieve a qualitative leap in consumer behavior
change by conveying information that they hope institutions can establish a good

impression among a wide range of customer groups.

This paper contributes to ongoing discussions about empowering Syrian
organizations to increase digital consumer awareness of their products, enhance
their brand image, and solidify it in the minds of Syrian consumers by influencing
their opinions and positive behaviors. This approach facilitates the success of these
Syrian organizations through viral marketing, which is considered one of the most
effective modern methods for disseminating promotional messages online. The
paper offers valuable recommendations for Syrian organizations seeking to establish
a strong presence in the e-commerce sector by gathering and analyzing customer

data to understand their diverse preferences and needs.

Keywords: tools of viral marketing, the Syrian digital consumer, social

media platforms
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