49 -30 4o (2019) 01 :50alf / 03 L=l slaid¥lg 5,l0¥1 aslke LT s

Byl LS 125 B dyylnsdt LaMall sl Y1 U Aty
Study the impact of commitment and loyalty of the brand
on word-of-mouth.

! o dbillac.s
Attallah_54@yahoo.fr s dasl> !

2019/07/20 : y 4l s 2019/06/26 :Jguall fuoyls 2019/06/03 : a3l fyls

‘pakle

dal ey Wshaill IS 28 @ ¥ely oUW 43l Aslys g cmdl e (e B!
il oo uad Az ge Shlatal a595 LIS (e (05 Ailitge Balyy Liad STl e sy
cslal plasialy &l Sldase Jlos @is cO03 184 s> s utlioge 2o
I o 2yl sda I e Lemiiiad a8y coaasl lass¥ Gigludy 4G e¥olall
Adghll Al ad § s ¥slly AN e JST el wils
O3l Ayl Adlall (A8glaill AdSI) Wl a U s Lol | o LedSCH
. M31,D12 :JJEL aduts

Abstract :

The aim of this research is to study the effect of commitment and
loyalty on word-of-mouth. In order to determine this effect, we conducted a
field study, in which a questionnaire was distributed to a number of clients
of the mobilis brand, about 184 customers. The structural equation
modeling (SEM) and multiple regression method were used to analyze the
study data, we have concluded through this study that there is a statistically
significant effect of commitment and loyalty on brand word-of-mouth.
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