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The mediating role of E-Brand love and E-Trust in relationship
between E-brand experience and electronic word of mouth
"An Empirical study on online shopping customers"

Abstract

The research aimed to identify the direct and indirect effects of
the online brand experience on electronic word of mouth considering
mediating both online brand love and electronic trust. Through the
Google Drive website, the size of the reliable sample was (681), and
as for the type of sample, it was the network sample, or what is
called the Snowball Sample.

The results showed that all the research hypotheses were
accepted, where there is a positive significant effect of the online
brand experience on the love of the brand at the level of morale of
1%, as well as there is a positive significant effect of the online
brand experience on the electronic trust at the level of 1%, In
addition to the presence of a positive significant effect via the
Internet on the dimensions of electronic word of mouth (opinion
leaders, opinion seeking, opinion passing) at the level of 1%, and
there is also a positive significant effect of electronic trust on the
dimensions of the electronic word of mouth (opinion leaders,
opinion seeking, pass opinion) at 1% level, There is also a positive
significant effect of electronic trust on the online brand love among
e-shopping website customers at the level of significance of 1%, and
there is a positive significant effect of the online brand experience on
the dimensions of the electronic word of mouth (opinion leaders,
opinion seeking, opinion passing) when level 1%.

About the indirect effects, the statistical results found that there
is an indirect significant effect of the online brand experience on
electronic word of mouth by averaging the love of the brand and the
electronic trust among customers of e-shopping sites at a level of
significance of 1%, The mediation ratio was clarified, as it was a
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total mediation between the online brand experience and opinion
leadership in light of the mediation of electronic trust and online
brand love with a mediation of 80%.

The results also found that there was a total mediation of the
online brand experience and opinion seeking considering the
mediation of electronic trust and online brand love with the
mediation of 81%, while there was partial mediation of the online
brand experience and opinion passing considering the mediation of
electronic trust, and online brand love, with a median rate of 52%.

About the statistical results, a set of recommendations have
been developed, including, but not Ilimited to, continuous
communication with existing customers through social networking
sites, by providing a specialized department to identify customer
problems about what the shopping site offers, and striving to solve
them quickly, making the client seeks to promote the site, The
services it provides to meet his needs, benefit from and enhance
customer experiences among prospective customers, by publishing
positive opinions of customers through the shopping site, in a way
that contributes to encouraging the customer to deal with the brands
offered by the shopping site, and paying attention to the efficiency of
the shopping site, by keeping abreast of all technological
developments such as providing a chatbot to simulate the customer
to answer all inquiries in a timely manner for the customer, with the
need to provide guidance to customer service if the customer so
desires, in addition to supporting the site with the frequently asked
questions feature Frequency asked questions (FAQS).

Key Words:

E-Brand love - E-Trust - E-brand experience - Electronic word of
mouth (E-W.0.M.)
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