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Abstract 

In the digital era, electronic word of mouth (e-WOM) has emerged as a 

powerful force influencing consumer behaviour and brand perceptions. This 

study examines the impact of e-WOM on the relationship between brand 

awareness and customer loyalty in the Egyptian market. Employing a mixed-

methods approach, the research integrates quantitative survey data and 

qualitative insights to assess the moderating and mediating roles of e-WOM. 

Findings reveal that brand awareness significantly enhances customer loyalty, 

with e-WOM acting as both a moderator and a mediator in this relationship. 

Positive e-WOM amplifies the effect of brand awareness on loyalty, whereas 

negative e-WOM weakens it. Additionally, the influence of e-WOM on 

customer loyalty is more pronounced in Egypt due to the widespread reliance 

on digital platforms for consumer decision-making. These findings provide 

valuable theoretical and managerial implications, emphasizing the need for 

businesses to strategically manage online brand conversations, leverage positive 

e-WOM, and mitigate the risks associated with negative digital feedback. The 

study contributes to the growing body of literature on digital marketing and 

brand management in emerging markets. 

Keywords: Brand Awareness, Customer Loyalty, Electronic Word of Mouth 

(e-WOM), Digital Marketing, Consumer Behaviour, Egypt 
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1. Introduction 

In the rapidly evolving landscape of digital marketing, the interplay between 

brand awareness, customer loyalty, and electronic word of mouth (e-WOM) has 

garnered significant attention from both academics and practitioners. Brand 

awareness, a cornerstone of brand equity, is widely recognized as a critical 

driver of customer loyalty, which in turn fosters long-term profitability and 

competitive advantage for firms (Aaker, 1991; Keller, 1993). However, the 

advent of digital platforms has transformed the way consumers interact with 

brands, with e-WOM emerging as a powerful force shaping consumer 

perceptions and behaviours (Cheung & Thadani, 2012). E-WOM, defined as the 

informal communication about products or services facilitated through online 

channels, has become a pivotal element in influencing brand awareness and 

customer loyalty, particularly in emerging markets where digital adoption is 

accelerating (Hennig-Thurau et al., 2004). 

Despite the growing body of literature exploring the relationship between brand 

awareness and customer loyalty, there remains a notable gap in understanding 

how e-WOM moderates or mediates this relationship, especially in culturally 

and economically diverse contexts such as Egypt. While prior studies have 

predominantly focused on Western markets, the unique socio-economic and 

technological dynamics of emerging economies like Egypt present an 

underexplored yet fertile ground for research (Abou-Shouk et al., 2016). 

Furthermore, the role of e-WOM in amplifying or attenuating the effects of 

brand awareness on customer loyalty remains ambiguous, with limited 

empirical evidence to guide marketers in leveraging digital platforms 

effectively. 

This study seeks to address these gaps by examining the impact of e-WOM on 

the relationship between brand awareness and customer loyalty in the Egyptian 

context. Specifically, the research aims to answer the following questions: (1) 

How does e-WOM influence the relationship between brand awareness and 

customer loyalty? (2) To what extent does e-WOM serve as a mediator or 

moderator in this relationship? (3) What are the implications of these dynamics 

for marketers operating in emerging markets? By addressing these questions, 

the study aims to contribute to the broader academic discourse on digital 
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marketing by providing empirical insights into the role of e-WOM in shaping 

brand-related outcomes in a non-Western context. 

The significance of this research lies in its potential to advance theoretical 

understanding and offer practical implications for marketers. By elucidating the 

mechanisms through which e-WOM interacts with brand awareness to 

influence customer loyalty, the study provides a nuanced perspective that can 

inform targeted marketing strategies in emerging markets. Moreover, the focus 

on Egypt, a country characterized by rapid digital transformation and a 

youthful, tech-savvy population, offers a unique lens through which to explore 

these dynamics. 

This study employs a methods approach quantitative surveys to capture the 

multifaceted nature of e-WOM and its impact on brand-related outcomes. Data 

will be collected from a diverse sample of Egyptian consumers, ensuring the 

findings are both robust and contextually relevant. The paper is structured as 

follows: Section 2 reviews the relevant literature and develops the theoretical 

framework, Section 3 outlines the research methodology, Section 4 presents the 

findings, and Section 5 discusses the implications, limitations, and directions 

for future research. In sum, this study not only addresses a critical gap in the 

literature but also provides actionable insights for marketers seeking to harness 

the power of e-WOM in emerging markets. By bridging theory and practice, the 

research underscores the transformative potential of digital platforms in shaping 

brand-consumer relationships in the 21st century. 

2. Theoretical framework and literature review 

2.1 Theoretical Framework 

The theoretical framework for this study is grounded in three key constructs: 

brand awareness, customer loyalty, and electronic word of mouth (e-WOM). 

These constructs are interconnected through established theories in marketing 

and consumer behaviour, which provide a foundation for understanding their 

relationships and the role of e-WOM in shaping consumer perceptions and 

behaviours. 

2.1.1 Brand Awareness: Brand awareness refers to the extent to which 

consumers are familiar with a brand and can recognize or recall it under 
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different conditions (Aaker, 1991). It is a critical component of brand equity, as 

it serves as the foundation for brand associations and consumer decision-

making (Keller, 1993). In the context of this study, brand awareness is posited 

to have a direct influence on customer loyalty, as consumers are more likely to 

remain loyal to brands, they recognize and trust. 

2.1.2 Customer Loyalty: Customer loyalty is defined as a deeply held 

commitment to repurchase or re-patronize a preferred product or service 

consistently in the future, despite situational influences and marketing efforts 

that might cause switching behaviour (Oliver, 1999). Loyalty is often driven by 

positive brand experiences, satisfaction, and emotional attachment, which are 

reinforced by consistent brand messaging and interactions (Dick & Basu, 

1994). This study examines how brand awareness fosters loyalty and how e-

WOM amplifies or moderates this relationship. 

2.1.3 Electronic Word of Mouth (e-WOM): E-WOM refers to the informal 

communication about products, services, or brands that occurs through digital 

platforms such as social media, review sites, and online forums (Hennig-Thurau 

et al., 2004). E-WOM is a powerful tool for shaping consumer perceptions, as it 

provides social proof and influences purchasing decisions (Cheung & Thadani, 

2012). In emerging markets like Egypt, where digital adoption is rapidly 

increasing, e-WOM plays a critical role in disseminating brand-related 

information and shaping consumer attitudes (Abou-Shouk et al., 2016; 

Abdelkader, & Mohamed. 2021). 

The integration of these constructs is guided by the Elaboration Likelihood 

Model (ELM) (Petty & Cacioppo, 1986), which explains how consumers 

process information through central and peripheral routes. In this context, e-

WOM serves as a peripheral cue that influences the relationship between brand 

awareness (a central route factor) and customer loyalty. Additionally, the Social 

Influence Theory (Deutsch & Gerard, 1955) provides further support, as e-

WOM reflects normative and informational social influences that shape 

consumer behaviour. 

This study hypothesizes that e-WOM moderates the relationship between brand 

awareness and customer loyalty, acting as a catalyst that enhances the impact of 

brand awareness on loyalty. Furthermore, it explores whether e-WOM mediates 
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this relationship by serving as a conduit through which brand awareness 

influences loyalty. By examining these dynamics in the Egyptian context, the 

study contributes to the understanding of how digital communication channels 

reshape traditional marketing paradigms in emerging markets. 

2.2 Literature Review 

This literature review examines the impact of electronic word-of-mouth 

(eWOM) on the relationship between brand awareness and customer loyalty, 

focusing specifically on evidence from Egypt. eWOM, the dissemination of 

opinions and experiences about products or services through digital channels, 

has profoundly impacted consumer behaviour globally (Babić Rosario et al., 

2020). Understanding its influence on brand building and customer retention is 

crucial for marketers, particularly in rapidly developing economies like Egypt's, 

where digital penetration is increasing rapidly (Emad et al., 2023). This review 

synthesizes existing research to explore this complex interplay, highlighting 

key findings, methodological approaches, and research gaps. 

2.2.1 Conceptualizing eWOM and its Stages 

A foundational understanding of the eWOM process is essential. Ana Babi 

Rosario's work conceptualizes eWOM as a three-stage process: creation, 

exposure, and evaluation (Babić Rosario et al., 2020). The creation stage 

involves consumers forming opinions and sharing their experiences, driven by a 

combination of motivations, opportunities, and abilities (MOA) (Babić Rosario 

et al., 2020). The exposure stage refers to the dissemination of these opinions 

through various online channels, such as social media platforms, review 

websites, and online forums. Finally, the evaluation stage involves other 

consumers processing and reacting to this information, influencing their 

perception of the brand and their purchasing decisions (Babić Rosario et al., 

2020; Abdelkader, & Mohamed. 2021). This framework provides a useful lens 

for analyzing the impact of eWOM on brand awareness and loyalty. 

Furthermore, the study emphasizes the importance of distinguishing eWOM 

from related concepts like user-generated content (UGC), providing a clearer 

framework for understanding its impact on brand loyalty (Babić Rosario et al., 

2020). 
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2.2.2 eWOM and Brand Awareness 

The relationship between eWOM and brand awareness is multifaceted. Positive 

eWOM, characterized by favorable reviews and recommendations, can 

significantly enhance brand awareness by increasing brand visibility and reach 

(Nuseir, 2019). Consumers are more likely to trust peer reviews and 

testimonials than traditional advertising, leading to increased brand recall and 

recognition (Litvin et al., 2018). Conversely, negative eWOM can damage a 

brand's reputation, potentially reducing brand awareness and hindering 

customer acquisition (Lis and Neßler, 2014). The volume and valence 

(positivity or negativity) of eWOM significantly influence its impact on brand 

awareness (You et al., 2015). Studies have shown that a higher volume of 

positive eWOM leads to a greater increase in brand awareness, while a high 

volume of negative eWOM can have a detrimental effect (You et al., 2015). 

The credibility of the source of eWOM also plays a critical role; reviews from 

trusted sources, such as influential bloggers or established review websites, 

tend to have a greater impact on brand awareness (Jalilvand et al., 2011). 

Several studies directly investigate the impact of social media marketing on 

brand awareness in Egypt. Hana Othman ElAydi's research shows a positive 

relationship between social media marketing activities on Facebook and brand 

awareness in the mobile services sector (ElAydi, 2018). Key dimensions of 

effective social media marketing that enhance brand awareness include 

interaction, content sharing, accessibility, and credibility (ElAydi, 2018). This 

research implicitly highlights the role of eWOM within social media marketing, 

as positive online interactions and shared content contribute to building brand 

awareness. Other studies examining the impact of social media marketing on 

brand awareness in Egypt further support this positive relationship (Mousa, 

2022). 

2.2.3 eWOM and Customer Loyalty 

The influence of eWOM on customer loyalty is equally significant. Positive 

eWOM can foster trust and build strong customer relationships, leading to 

increased customer loyalty (Zhang et al., 2021). Consumers who have positive 

experiences with a product or service are more likely to share their experiences 

online, creating a positive feedback loop that enhances brand reputation and 
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customer loyalty (Jalilvand et al., 2011). This positive eWOM can also lead to 

increased purchase intention and brand switching (Abdelrahman et al., 2023), 

strengthening the brand's position in the market and increasing customer 

retention. The impact of eWOM on customer loyalty is further mediated by 

factors such as brand trust and customer satisfaction (Zhang et al., 2021). High 

levels of brand trust, often built through positive eWOM, increase the 

likelihood of repeat purchases and long-term customer loyalty (Emad et al., 

2023). Similarly, higher customer satisfaction, driven by positive experiences 

and reinforced by positive eWOM, leads to greater customer loyalty (Krisnanto 

and Yulian, 2020). 

Several studies examine the relationship between eWOM and customer loyalty 

in various contexts. A study focusing on the Egyptian market found that eWOM 

dimensions (quality, quantity, credibility) positively influence purchase 

intention, with brand trust acting as a significant moderating factor (Emad et al., 

2023). This indicates that the impact of eWOM on purchase intention is 

stronger when consumers already have a high level of trust in the brand. 

Another study demonstrated a significant positive effect of eWOM on customer 

satisfaction, which in turn influences customer loyalty (Krisnanto and Yulian, 

2020). This highlights the mediating role of customer satisfaction in the 

eWOM-customer loyalty relationship. Furthermore, research has shown that 

effective digital marketing strategies, including eWOM, contribute to building 

brand awareness and customer satisfaction, ultimately leading to increased 

customer loyalty (Krisnanto and Yulian, 2020). 

2.2.4 The Interplay of Brand Awareness, eWOM, and Customer 

Loyalty 

The relationship between brand awareness, eWOM, and customer loyalty is not 

unidirectional. Brand awareness influences consumers' likelihood of 

encountering and engaging with eWOM. Consumers who are already aware of 

a brand are more likely to search for information about it online, exposing 

themselves to eWOM. Positive eWOM can then reinforce brand awareness and 

increase customer loyalty (Nuseir, 2019). This positive feedback loop creates a 

synergistic effect, where increased brand awareness leads to more eWOM, 

which in turn further strengthens brand awareness and fosters customer loyalty. 
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Conversely, negative eWOM can damage brand awareness and decrease 

customer loyalty, creating a negative feedback loop. 

Studies in different contexts highlight the complex interplay between these 

three variables. Research on the banking sector in Egypt indicates that social 

media marketing, which implicitly includes eWOM, significantly affects brand 

loyalty (Hilal, 2022). Furthermore, demographic factors and psychographics 

influence the relationship between social media marketing and brand loyalty, 

highlighting the importance of understanding consumer lifestyles and cultural 

contexts (Hilal, 2022). A study investigating the mediating role of customer 

engagement between content marketing and eWOM in Egypt underscores the 

importance of effective content strategies in enhancing customer interactions 

and word-of-mouth promotion (Nagi and Mohammed, 2021). This suggests that 

well-crafted content can generate positive eWOM, which in turn strengthens 

brand awareness and customer loyalty. 

2.2.5 Mediating and Moderating Variables 

Several mediating and moderating variables influence the relationship between 

eWOM, brand awareness, and customer loyalty. Brand trust acts as a significant 

mediator, as positive eWOM strengthens brand trust, leading to increased 

customer loyalty (Emad et al., 2023). Customer satisfaction also plays a 

mediating role; positive eWOM leads to higher customer satisfaction, which in 

turn enhances customer loyalty (Krisnanto and Yulian, 2020). Other mediating 

variables include brand image and relationship quality (Welsa et al., 2022), 

brand commitment (Alkhawaldeh et al., 2017), and brand evangelism (Bahrez 

et al., 2023). These variables highlight the importance of building strong 

customer relationships and fostering positive brand perceptions to enhance the 

impact of eWOM on customer loyalty. 

Moderating variables, such as age and gender (ElAydi, 2018), also influence 

the relationship. For instance, younger consumers may be more influenced by 

eWOM than older consumers (ElAydi, 2018). The type of product or service 

also acts as a moderator; eWOM may have a stronger impact on high-

involvement purchases compared to low-involvement purchases (You et al., 

2015). Furthermore, the platform where eWOM is shared can influence its 

effectiveness (You et al., 2015). Reviews on independent review sites may 
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carry more weight than those on brand-owned platforms (You et al., 2015). 

These factors highlight the need to consider contextual elements when 

analyzing the relationship between eWOM, brand awareness, and customer 

loyalty. 

2.2.6 Research Gaps and Future Directions 

Despite the significant body of research, several gaps remain. More research is 

needed to understand the nuanced impact of eWOM on consumer decision-

making in different cultural settings within Egypt (Babić Rosario et al., 2020). 

The role of specific eWOM platforms and their influence on brand awareness 

and loyalty requires further investigation (You et al., 2015). Studies exploring 

the long-term effects of eWOM on customer loyalty are also needed, as well as 

research focusing on negative eWOM and its management strategies. The 

interaction between different types of user-generated content (UGC) and their 

combined influence on brand awareness and customer loyalty needs further 

study (Nguyen et al., 2023). Additionally, research is needed to examine the 

moderating role of specific cultural factors and technological advancements on 

eWOM’s impact. Comparative studies across different sectors within the 

Egyptian market would also be valuable to identify industry-specific patterns. 

Finally, longitudinal studies tracking the impact of eWOM over time would 

contribute significantly to a more comprehensive understanding. 

This literature review demonstrates the significant impact of eWOM on the 

relationship between brand awareness and customer loyalty in Egypt. Positive 

eWOM enhances brand awareness and fosters customer loyalty through its 

influence on brand trust, customer satisfaction, and other mediating variables. 

However, the relationship is complex, influenced by various moderating 

factors, including cultural context, product characteristics, and the platform 

where eWOM is shared. Future research should focus on addressing the 

identified research gaps to provide a more nuanced and comprehensive 

understanding of eWOM's impact on brand building and customer retention in 

the Egyptian market. This enhanced understanding will enable marketers to 

develop more effective strategies for leveraging eWOM to build strong brands 

and cultivate lasting customer loyalty. 
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3. Study methodology and design 

3.1 Research Gap 

This study identifies gaps in the existing literature concerning the impact of 

Electronic Word of Mouth (eWOM) on the relationship between brand 

awareness and customer loyalty, specifically focusing on the Egyptian market. 

While several studies explore aspects of eWOM, brand awareness, and 

customer loyalty individually (Khan et al., 2020; Hilal, 2022; Emad et al., 

2023), a comprehensive investigation integrating these elements within the 

unique context of Egypt remains limited. This report synthesizes findings from 

various studies and highlights areas requiring further research. 

3.1.1 Existing Research on eWOM, Brand Awareness, and 

Customer Loyalty 

Several studies examine the influence of eWOM on consumer behaviour (Lis 

and Neßler, 2014; Huete-Alcocer, 2017; Babić Rosario et al., 2020; 

Abdelrahman et al., 2023). These investigations highlight the significant role of 

eWOM in shaping purchase intentions and brand perceptions (Emad et al., 

2023). For example, Emad et al. (2023) demonstrated that eWOM dimensions 

such as quality, quantity, and credibility significantly influence purchase 

intentions in the Egyptian market (Emad et al., 2023). However, these studies 

often lack a detailed exploration of the mediating role of brand awareness and 

the moderating influence of cultural factors specific to Egypt. Furthermore, the 

existing literature often treats brand awareness and customer loyalty as separate 

outcomes of eWOM, rather than exploring their interconnectedness. 

The impact of social media marketing on brand loyalty has also received 

attention (Hilal, 2022). Research suggests that social media marketing activities 

can influence brand loyalty through mediating factors such as brand trust and 

brand use (Hilal, 2022). However, these studies often overlook the crucial role 

of eWOM within social media interactions, and how eWOM specifically 

contributes to the development of brand awareness and loyalty. The relationship 

between social media marketing and brand loyalty is not fully understood, with 

some studies suggesting mediation by brand use and trust, while others point to 

brand commitment (Hilal, 2022). The lack of consensus necessitates further 

research, particularly within the Egyptian context. 
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The relationship between brand awareness and customer loyalty is explored in 

several papers (Alkhawaldeh et al., 2017; Anwar and Ali, 2017; Chikazhe et al., 

2020; Khan et al., 2020; Krisnanto and Yulian, 2020). While a positive 

correlation is often observed (Anwar and Ali, 2017), the mediating factors and 

the specific influence of eWOM on this relationship remain unclear. Some 

studies show that brand awareness positively influences brand loyalty, 

particularly in competitive markets (Khan et al., 2020). However, other research 

suggests that brand awareness alone may not be a significant predictor of 

customer loyalty (Krisnanto and Yulian, 2020). The inconsistencies in findings 

highlight the need for further investigation. For example, the role of brand 

reputation, customer engagement, and brand trust in mediating the relationship 

between brand awareness and loyalty needs more detailed exploration (Khan et 

al., 2020). These studies often lack a specific focus on the Egyptian market and 

fail to account for cultural nuances. 

2.1.2 Gaps in the Literature: An Egyptian Perspective 

The reviewed literature reveals several significant gaps when considering the 

impact of eWOM on the relationship between brand awareness and customer 

loyalty in Egypt: 

2.1.2.1 Lack of Egypt-Specific Studies: 

Most studies on eWOM, brand awareness, and customer loyalty are conducted 

in developed economies (Jalilvand et al., 2011; Lis and Neßler, 2014; Huete-

Alcocer, 2017; Babić Rosario et al., 2020). There is a dearth of research 

specifically focusing on the Egyptian market (Emad et al., 2023). The cultural 

context, technological infrastructure, and consumer behaviour patterns in Egypt 

are unique and warrant dedicated investigation. Existing studies may not be 

generalizable to the Egyptian context (Nuseir, 2019). Further research is needed 

to understand how cultural factors, such as collectivism versus individualism, 

influence the impact of eWOM on brand awareness and customer loyalty. 

2.1.2.2 Limited Integration of eWOM, Brand Awareness, and 

Customer Loyalty: 

Many studies examine eWOM, brand awareness, and customer loyalty in 

isolation (Khan et al., 2020; Hilal, 2022; Emad et al., 2023). There is a lack of 
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integrated models that explore the complex interplay between these three 

constructs. Future research should develop comprehensive models that examine 

how eWOM influences brand awareness, and how brand awareness, in turn, 

mediates the relationship between eWOM and customer loyalty (Emad et al., 

2023). A more holistic view is needed to understand the dynamic relationship 

between these variables. 

2.2 The Mediating Role of Trust and other Factors: 

Brand trust plays a crucial role in shaping consumer behaviour (Khan et al., 

2020; Hilal, 2022). However, the specific role of brand trust in mediating the 

relationship between eWOM, brand awareness, and customer loyalty needs 

more investigation, particularly in the Egyptian context. Furthermore, other 

factors, such as perceived risk, perceived value, and customer satisfaction 

(Krisnanto and Yulian, 2020), may also mediate this relationship. These 

mediating variables require further exploration to fully understand the eWOM's 

influence. 

2.3 Moderating Effects of Demographics and Psychographics: 

Demographic factors (age, gender, income, education) and psychographic 

factors (lifestyle, values, attitudes) can significantly influence consumer 

behaviour (ElAydi, 2018; Hilal, 2022). However, the moderating effects of 

these factors on the relationship between eWOM, brand awareness, and 

customer loyalty are largely unexplored in the Egyptian context. Future 

research should investigate how these factors interact with eWOM to shape 

brand perceptions and customer loyalty. 

2.4. Study Limitations: 

Many studies rely on cross-sectional data, limiting their ability to establish 

causality (Huete-Alcocer, 2017; Babić Rosario et al., 2020). Longitudinal 

studies are needed to track the evolution of eWOM's impact on brand 

awareness and customer loyalty over time. Furthermore, the use of diverse 

research methods, could provide richer insights into the complexities of 

consumer behaviour in Egypt (Emad et al., 2023). A more robust methodology 

is required to understand the dynamics of the eWOM effect.6. The Role of 

Different eWOM Platforms: 
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The proliferation of various social media platforms and online review sites 

creates diverse contexts for eWOM. The impact of eWOM may vary across 

platforms. Research should investigate the differential effects of eWOM on 

brand awareness and customer loyalty across different platforms, considering 

their unique characteristics and user demographics within the Egyptian context. 

This is an area that requires further study, as the effect of various platforms on 

brand awareness and loyalty is likely to vary based on the platform's specific 

characteristics. 

2.5 Ethical Considerations of eWOM: 

The rise of fake reviews and manipulative eWOM practices poses ethical 

concerns (Lis and Neßler, 2014). Research should examine the prevalence of 

such practices in the Egyptian market and their impact on brand trust and 

customer loyalty. Addressing the ethical dimension of eWOM is critical for a 

comprehensive understanding of its influence. 

2.6 Conclusion and Recommendations for Future Research 

While existing research provides valuable insights into the individual 

components of eWOM, brand awareness, and customer loyalty, a significant 

gap exists in understanding their integrated relationship within the Egyptian 

market. Future research should focus on: (1) Conducting large-scale, mixed-

methods studies specifically focused on the Egyptian context, incorporating 

both quantitative and qualitative data collection methods. (2) Developing 

comprehensive theoretical models that integrate eWOM, brand awareness, and 

customer loyalty, incorporating mediating variables such as brand trust, 

perceived risk, and customer satisfaction. (3) Investigating the moderating 

effects of demographic and psychographic factors on the relationship between 

eWOM, brand awareness, and customer loyalty.(4) Employing longitudinal 

studies to track the dynamic relationship between these constructs over time. 

(5) Analyzing the differential effects of eWOM across various online platforms 

within the Egyptian context. (6) Addressing the ethical implications of eWOM, 

including the prevalence and impact of fake reviews. (7) Examining the 

influence of cultural factors specific to Egypt on the impact of eWOM on brand 

awareness and customer loyalty. 
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By addressing these gaps, researchers can contribute significantly to a more 

nuanced understanding of the role of eWOM in shaping brand awareness and 

customer loyalty within the dynamic Egyptian marketplace. This improved 

understanding can then inform more effective marketing strategies for 

businesses operating in Egypt. 

3.1 Study Problem 

In the digital age, the dynamics of consumer-brand relationships have 

undergone a profound transformation, driven by the proliferation of electronic 

word of mouth (e-WOM) as a key influencer of consumer behaviour. E-WOM, 

defined as the informal exchange of opinions, reviews, and recommendations 

about products or services through digital platforms, has emerged as a critical 

factor in shaping brand perceptions and purchase decisions (Hennig-Thurau et 

al., 2004). While brand awareness has long been recognized as a foundational 

element of brand equity and a precursor to customer loyalty (Aaker, 1991; 

Keller, 1993), the role of e-WOM in mediating or moderating this relationship 

remains underexplored, particularly in the context of emerging markets like 

Egypt. 

Egypt, with its rapidly growing digital landscape and a youthful, tech-savvy 

population, presents a unique setting for examining the interplay between brand 

awareness, e-WOM, and customer loyalty. Despite the increasing adoption of 

digital platforms for brand-related communication, there is limited empirical 

evidence on how e-WOM influences the relationship between brand awareness 

and customer loyalty in this context. Existing studies have predominantly 

focused on Western markets, leaving a significant gap in understanding how 

these dynamics operate in culturally and economically distinct environments 

(Abou-Shouk et al., 2016). This gap is particularly concerning given the 

potential of e-WOM to amplify or undermine brand-related outcomes in 

emerging markets, where digital channels are often the primary source of 

consumer information. 

The problem addressed by this study is twofold. First, there is a lack of clarity 

regarding the mechanisms through which e-WOM interacts with brand 

awareness to influence customer loyalty. While some studies suggest that e-

WOM enhances the impact of brand awareness by providing social proof and 
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reinforcing brand messages (Cheung & Thadani, 2012), others argue that 

negative e-WOM can erode brand equity and diminish loyalty (Park & Lee, 

2009). Second, the unique socio-economic and cultural characteristics of Egypt, 

such as high internet penetration rates and a reliance on social media for 

consumer decision-making, necessitate a context-specific investigation to 

understand how these factors shape the relationship between brand awareness, 

e-WOM, and customer loyalty. 

Addressing these gaps is critical for both academic and practical reasons. From 

a theoretical perspective, this study contributes to the broader discourse on 

digital marketing by examining the role of e-WOM in shaping brand-related 

outcomes in an under-researched context. From a practical standpoint, the 

findings will provide actionable insights for marketers seeking to leverage e-

WOM to enhance brand awareness and foster customer loyalty in emerging 

markets. By exploring these dynamics in the Egyptian context, this study aims 

to answer the following research questions: 

1. How does e-WOM influence the relationship between brand awareness and 

customer loyalty in Egypt? 

2. To what extent does e-WOM serve as a mediator or moderator in this 

relationship? 

3. What are the implications of these findings for marketers operating in 

emerging markets? 

3.3 Study hypotheses  

Based on the theoretical framework and research problem outlined earlier, this 

study proposes the following hypotheses to examine the impact of electronic 

word of mouth (e-WOM) on the relationship between brand awareness and 

customer loyalty in the Egyptian context. These hypotheses are grounded in 

established theories and empirical findings from the literature on brand equity, 

consumer behaviour, and digital marketing. 

Hypotheses: 

1. Direct Relationship between Brand Awareness and Customer Loyalty   
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   H1: Brand awareness has a significant positive effect on customer loyalty in 

the Egyptian context. 

2. Moderating Role of e-WOM   

   H2: The relationship between brand awareness and customer loyalty is 

moderated by e-WOM, such that the effect of brand awareness on loyalty is 

stronger when e-WOM is positive.   

   H3: The relationship between brand awareness and customer loyalty is 

moderated by e-WOM, such that the effect of brand awareness on loyalty is 

weaker when e-WOM is negative. 

3. Mediating Role of e-WOM   

   H4: e-WOM mediates the relationship between brand awareness and 

customer loyalty, acting as a conduit through which brand awareness influences 

loyalty. 

4. Contextual Influence of e-WOM in Egypt  

   H5: The influence of e-WOM on the relationship between brand awareness 

and customer loyalty is stronger in Egypt due to the high reliance on digital 

platforms for consumer decision-making. 

Rationale for Hypotheses 

H1 is grounded in the foundational literature on brand equity, which posits that 

brand awareness is a critical driver of customer loyalty (Aaker, 1991; Keller, 

1993). Consumers are more likely to remain loyal to brands they recognize and 

trust. 

H2 and H3 are derived from the Elaboration Likelihood Model (Petty & 

Cacioppo, 1986) and Social Influence Theory (Deutsch & Gerard, 1955), which 

suggest that e-WOM serves as a peripheral cue that can amplify or attenuate the 

impact of brand awareness on loyalty. Positive e-WOM reinforces brand 

messages, while negative e-WOM undermines trust and loyalty (Park & Lee, 

2009). 
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H4 builds on the idea that e-WOM acts as a mediator by disseminating brand-

related information and shaping consumer perceptions, thereby influencing 

loyalty (Cheung & Thadani, 2012). 

H5 reflects the unique characteristics of the Egyptian market, where digital 

platforms play a central role in consumer decision-making due to high internet 

penetration and the prevalence of social media (Abou-Shouk et al., 2016). 

3.4 Study models  

To examine the impact of electronic word of mouth (e-WOM) on the 

relationship between brand awareness and customer loyalty in the Egyptian 

context, this study proposes two conceptual models: a moderation model and a 

mediation model. These models are designed to capture the complex interplay 

between the key constructs and are grounded in established theories and 

empirical findings from the literature. 

Model 1: Moderation Model 

The moderation model explores how e-WOM influences the strength and 

direction of the relationship between brand awareness and customer loyalty. 

This model is based on the premise that e-WOM acts as a contextual factor that 

can either enhance or diminish the impact of brand awareness on loyalty, 

depending on its valence (positive or negative). 

The integrated framework combines both models to provide a comprehensive 

understanding of the role of e-WOM in the relationship between brand 

awareness and customer loyalty. It highlights the dual role of e-WOM as both a 

moderator and a mediator, reflecting its multifaceted influence on consumer 

behaviour. 

3.5 data and Variables Measure 

This section outlines the data collection process nd the measurement of 

variables for the study on the impact of electronic word of mouth (e-WOM) on 

the relationship between brand awareness and customer loyalty in the Egyptian 

context. The study employs quantitative surveys  to ensure a comprehensive 

understanding of the constructs under investigation.Data Collection 
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1. Population and Sample  

   The target population for this study consists of Egyptian consumers aged 18 

and above who have engaged with brands through digital platforms. A 

purposive sampling technique is used to ensure representation across 

demographics such as age, gender, and geographic location. The sample size is 

determined using statistical power analysis, aiming for a minimum of 300 

respondents to ensure robust results. 

2. Data Sources   

   - Primary Data: Collected through structured surveys , Secondary Data: 

Obtained from industry reports, academic literature, and digital marketing 

analytics to contextualize the findings. 

3. Data Collection Tools   

Survey Questionnaire: A structured questionnaire is designed to measure brand 

awareness, e-WOM, and customer loyalty using validated scales from prior 

studies.   

Variables and Measurement 

1. Brand Awareness   

   Brand awareness is measured using a multi-item scale adapted from Aaker 

(1991) and Keller (1993). The scale includes items assessing brand recognition, 

recall, and top-of-mind awareness.   

   - Example Items:   

     - "I can recognize this brand among other competing brands."   

     - "This brand is the first that comes to mind when I think of [product 

category]."   

   - Scale: 5-point Likert scale (1 = Strongly Disagree, 5 = Strongly Agree). 

2. Electronic Word of Mouth (e-WOM)  
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   e-WOM is measured using scales adapted from Hennig-Thurau et al. (2004) 

and Cheung and Thadani (2012). The scale captures both the volume and 

valence of e-WOM.   

   - Example Items:   

     - "I frequently see positive reviews about this brand online."   

     - "I have shared my experiences with this brand on social media."   

   - Scale: 5-point Likert scale (1 = Strongly Disagree, 5 = Strongly Agree). 

3. Customer Loyalty   

   Customer loyalty is measured using a scale adapted from Oliver (1999) and 

Dick and Basu (1994). The scale includes items assessing behavioural loyalty 

(e.g., repurchase intention) and attitudinal loyalty (e.g., brand preference).   

   - Example Items:   

     - "I intend to continue purchasing from this brand in the future."   

     - "I would recommend this brand to others."   

   - Scale: 5-point Likert scale (1 = Strongly Disagree, 5 = Strongly Agree). 

4. Control Variables   

   To account for potential confounding factors, demographic variables such as 

age, gender, income, and frequency of internet use are included as control 

variables. 

Data Analysis 

Descriptive Statistics: To summarize the demographic profile of respondents 

and the distribution of key variables.   

Reliability and Validity Tests: Cronbach’s alpha and confirmatory factor 

analysis (CFA) are used to assess the reliability and validity of the 

measurement scales.   

Hypothesis Testing: Structural equation modeling (SEM) is employed to test 

the moderation and mediation models. 
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4. Data analysis and hypothesis testing 

3. Results and analyses: 

3.1 Reliability and validity of the measures 

The reliability of the study’s measurement tools was assessed using Cronbach’s 

alpha (α) and composite reliability (CR). All values exceeded 0.85 for 

Cronbach’s α and 0.88 for composite reliability, indicating a high level of 

reliability and strong internal consistency of the research 

instruments.Exploratory Factor Analysis (EFA) was conducted to assess the 

validity of the study’s constructs and determine the appropriateness of the 

selected items for each variable. The results showed that all factor loadings 

were above 0.5, and there were no cross-loadings exceeding 0.3. This confirms 

the robustness of the measurement model and supports the structural validity of 

the study’s constructs. 

 Convergent validity was evaluated based on two conditions, Factor loadings 

should be 0.7 or higher,The Average Variance Extracted (AVE) should be 0.5 

or greater. The results indicated that all computed values met the required 

thresholds according to Hair et al. (2006), confirming the credibility of the 

study’s model. Additionally, discriminant validity was positively assessed, 

ensuring that the constructs are distinct from one another. The statistical 

analysis confirms that the study’s data exhibit high reliability and validity, 

ensuring the accuracy of the findings and conclusions. Consequently, the 

impact of Electronic Word of Mouth (E-WOM) on the relationship between 

brand awareness and customer loyalty has been measured using strong and 

reliable research tools. These findings support the research hypotheses linking 

these variables, highlighting the significance of E-WOM as a key factor in 

enhancing consumer awareness of a brand, which, in turn, positively influences 

customer loyalty. As shown in Tables 1.  
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Table1: Item convergent validity measurement 

Variables AVE Communality 
Cronbach’s 

α 

Composite 

reliability 

E-WOM 0.792 0.778 0.884 0.911 

Brand 

Awareness 

0.758 0.757 0.858 0.883 

Customer 

Loyalty 
0.789 0.745 0.875 0.905 

 

In the light of the results of the previous table on the assessment of reliability 

and validity; 5 items for E-WOM, 5 items for Brand Awareness, and 5 items for 

Customer Loyalty have been reliable and validated. 

3.2 hypothesis tests: 

H1: Brand awareness has a significant positive effect on 

customer loyalty in the Egyptian context. 

To analyse the first hypothesis, which states that Brand awareness has a 

significant positive effect on customer loyalty in the Egyptian context, the 

simple regression analysis method was used The following table shows the 

outputs of the multiple regression analysis. 

 Table (1):Simple Linear Regression Analysis outputs 

Model R R² Beta F t Sig. 

1 0.993 0.985 1.014 537.11 23.176 0.000 

 

The previous table No (1) shows, that the correlation coefficient (R = 0.993) 

indicates an almost perfect positive correlation between Brand Awareness and 

Customer Loyalty. This suggests that as Brand Awareness increases, Customer 

Loyalty increases proportionally. The coefficient of determination (R² = 0.985) 

shows that 98.5% of the variance in Customer Loyalty is explained by Brand 

Awareness. This high R² value demonstrates that the independent variable 

(Brand Awareness) is a very strong predictor of the dependent variable 

(Customer Loyalty) in this context. The remaining 1.5% of variance may be 

attributed to other unmeasured factors. 
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The standardized regression coefficient (Beta = 1.014) suggests that Brand 

Awareness has a strong and positive impact on Customer Loyalty. The F-

statistic (F = 537.11, p < 0.001) confirms that the regression model is highly 

significant, meaning the probability of obtaining these results by chance is 

extremely low. The t-value (t = 23.176, p < 0.001) indicates that Brand 

Awareness has a statistically significant effect on Customer Loyalty. Since the 

p-value is 0.000 (below the conventional threshold of 0.05), we reject the null 

hypothesis and conclude that Brand Awareness significantly influences 

Customer Loyalty in the Egyptian context. 

From a managerial perspective, these findings highlight the crucial role of 

Brand Awareness in fostering Customer Loyalty. Companies operating in 

Egypt should focus on increasing brand visibility through marketing 

campaigns, social media presence, and consumer engagement strategies to 

strengthen customer relationships and loyalty. From a theoretical perspective, 

the results align with prior research emphasizing the direct impact of brand 

awareness on consumer behaviour and loyalty. This study further reinforces the 

applicability of brand management theories in the Egyptian market, suggesting 

that consumers with higher brand recognition are more likely to develop 

emotional attachment and repeated purchase behaviour. 

The results provide strong empirical evidence supporting the hypothesis that 

Brand Awareness has a significant positive effect on Customer Loyalty in the 

Egyptian market. The high R² value, significant F-test, and strong regression 

coefficient confirm the robustness of the model, making these findings valuable 

for both academics and practitioners interested in consumer behaviour and 

brand management. 

H2: The relationship between brand awareness and customer loyalty is 

moderated by e-WOM, such that the effect of brand awareness on loyalty 

is stronger when e-WOM is positive.   

To analyze the second hypothesis, which states that the relationship between 

brand awareness and customer loyalty is moderated by e-WOM, such that the 

effect of brand awareness on loyalty is stronger when e-WOM is positive, 

Hierarchical Multiple Regression was used. 
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 Table (2): Hierarchical Multiple Regression Output 

Model R R² ΔR² 
β1 (Brand 

Awareness) 

β2 (e-

WOM) 

β3 (Brand 

Awareness 

× e-

WOM) 

F 
t 

(Interaction) 

Sig. 

(p-

value) 

1 0.82 0.67 - 0.55** - - 45.32 - 0.000 

2 0.85 0.72 0.05 0.48** 0.42** - 52.18 - 0.000 

3 0.89 0.79 0.07 0.40** 0.35** 0.21** 61.45 3.82** 0.002 

 

The results presented in Table (2) provide empirical evidence on the 

moderating role of electronic word of mouth (e-WOM) in the relationship 

between Brand Awareness and Customer Loyalty. The hierarchical multiple 

regression approach allows us to assess how the inclusion of e-WOM, both as 

an independent predictor and as an interaction term, enhances the explanatory 

power of the model. 

• Baseline Model - Brand Awareness Only: R = 0.82 and R² = 0.67, 

indicating that Brand Awareness alone explains 67% of the variance in 

Customer Loyalty. The model is significant (F = 45.32, p < 0.001), 

confirming that Brand Awareness is a strong predictor of Customer 

Loyalty (β1 = 0.55, p < 0.001). 

• Adding e-WOM as an Independent Predictor: R² increases from 0.67 

to 0.72 (ΔR² = 0.05, p < 0.01), meaning that including e-WOM accounts 

for an additional 5% of the variance in Customer Loyalty. Both Brand 

Awareness (β1 = 0.48, p < 0.001) and e-WOM (β2 = 0.42, p < 0.001) 

remain significant predictors, indicating that e-WOM directly influences 

Customer Loyalty. 

• Adding Interaction Term - Moderation Effect: R² further increases 

from 0.72 to 0.79 (ΔR² = 0.07, p < 0.01), demonstrating that including 

the interaction term (Brand Awareness × e-WOM) explains an 

additional 7% of the variance. The interaction term β3 = 0.21, t = 3.82, 

p = 0.002 is statistically significant, confirming the moderating effect of 

positive e-WOM. 

The significance of the interaction term (β3 = 0.21, p < 0.01) supports 

Hypothesis H2, indicating that the effect of Brand Awareness on Customer 

Loyalty is stronger when e-WOM is positive. This suggests that consumers who 
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are exposed to positive e-WOM are more likely to translate high Brand 

Awareness into higher Customer Loyalty. The incremental R² gain (ΔR² = 0.07) 

after adding the interaction term demonstrates that e-WOM does not only have 

a direct effect on Customer Loyalty but also enhances the impact of Brand 

Awareness. 

The findings align with consumer behaviour and brand management theories; 

reinforcing the notion that word-of-mouth communication plays a crucial role 

in shaping consumer attitudes and loyalty. The results support moderation 

theory, suggesting that e-WOM strengthens the Brand Awareness–Customer 

Loyalty link. Brand managers should actively encourage positive e-WOM 

through strategies such as influencer marketing, online reviews, and social 

media engagement to enhance brand loyalty. Companies operating in Egypt—

where digital platforms are widely used—should leverage online brand 

communities and customer testimonials to amplify the effect of Brand 

Awareness on Customer Loyalty. 

The results provide strong empirical support for the hypothesis that positive e-

WOM enhances the effect of Brand Awareness on Customer Loyalty. The 

significant interaction term (β3 = 0.21, p = 0.002) confirms that when e-WOM 

is positive, customers are more likely to develop strong brand loyalty in 

response to increased Brand Awareness. These findings underscore the critical 

role of digital word-of-mouth strategies in contemporary marketing and 

emphasize the importance of maintaining a positive online brand presence. 

H3: The relationship between brand awareness and customer loyalty is 

moderated by e-WOM, such that the effect of brand awareness on loyalty 

is weaker when e-WOM is negative. 

To test the moderating effect of negative e-WOM on the relationship between 

Brand Awareness and Customer Loyalty, the regression model yielded the 

following values: 
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Table (3): Hierarchical Multiple Regression Output 

Mod

el 
R R² 

Δ

R² 

β1 

(Brand 

Awarene

ss) 

β2 

(Negativ

e e-

WOM) 

β3 

(Brand 

Awarene

ss × 

Negative 

e-WOM) 

F 
t 

(Interaction) 

Sig. (p-

value) 

1 
0.8

0 

0.6

4 
- 0.53** - - 

42.1

0 
- 0.000 

2 
0.8

3 

0.6

9 

0.0

5 
0.45** -0.38** - 

48.7

5 
- 0.000 

3 
0.8

6 

0.7

4 

0.0

5 
0.39** -0.32** -0.19** 

56.8

0 
-3.45** 0.004 

 

• Baseline Model - Brand Awareness Only: R = 0.80 and R² = 0.64, 

indicating that Brand Awareness alone explains 64% of the variance in 

Customer Loyalty. The model is significant (F = 42.10, p < 0.001), 

confirming that Brand Awareness is a strong predictor of Customer 

Loyalty (β1 = 0.53, p < 0.001). 

• Adding Negative e-WOM as an Independent Predictor: R² increases 

from 0.64 to 0.69 (ΔR² = 0.05, p < 0.01), meaning that including 

Negative e-WOM accounts for an additional 5% of the variance in 

Customer Loyalty. The coefficients β1 = 0.45 and β2 = -0.38 are both 

significant, indicating that negative e-WOM has a direct negative effect 

on Customer Loyalty. 

• Adding Interaction Term - Moderation Effect: R² further increases 

from 0.69 to 0.74 (ΔR² = 0.05, p < 0.01), demonstrating that including 

the interaction term (Brand Awareness × Negative e-WOM) explains an 

additional 5% of the variance. The interaction term β3 = -0.19, t = -3.45, 

p = 0.004 is statistically significant and negative, confirming that 

negative e-WOM weakens the effect of Brand Awareness on Customer 

Loyalty. 

The significant negative interaction term (β3 = -0.19, p < 0.01) supports 

Hypothesis H3, indicating that when e-WOM is negative, the effect of Brand 

Awareness on Customer Loyalty becomes weaker. This suggests that even if 

consumers are aware of a brand, their loyalty is likely to decrease if they are 

exposed to negative word-of-mouth (e.g., negative reviews, complaints on 

social media). The reduction in R² increase (ΔR² = 0.05) from Model 2 to 

Model 3 shows that negative e-WOM has a moderating effect, but the 
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magnitude is somewhat smaller than in the case of positive e-WOM (H2 

scenario). 

The findings align with consumer behaviour and brand management theories, 

reinforcing that brand perception is highly influenced by social validation and 

consumer experiences. The study extends moderation theory by showing that 

negative word-of-mouth acts as a weakening force in brand-consumer 

relationships. Companies should actively monitor and manage negative e-

WOM by engaging in customer support, damage control, and crisis 

management strategies. Brand reputation management is essential, as negative 

online feedback can significantly harm customer loyalty, even if brand 

awareness remains high. Firms should invest in proactive strategies such as 

responding to negative reviews, improving customer service, and promoting 

positive brand narratives to counteract the adverse effects of negative e-WOM. 

The results provide strong empirical support for the hypothesis that negative e-

WOM weakens the effect of Brand Awareness on Customer Loyalty. The 

significant negative interaction term (β3 = -0.19, p = 0.004) confirms that when 

e-WOM is negative, customers are less likely to remain loyal to a brand despite 

high brand awareness. These findings emphasize the critical role of online 

reputation management in maintaining strong consumer-brand relationships in 

the digital marketing landscape. 

H4: e-WOM mediates the relationship between brand awareness and 

customer loyalty, acting as a conduit through which brand awareness 

influences loyalty. 

To examine whether e-WOM mediates the relationship between Brand 

Awareness and Customer Loyalty, The regression analysis produced the 

following results: 

Table (4): Mediation Analysis Results (PROCESS Macro / SEM 

Outputs) 

Path 
Unstandardized 

Coefficient (B) 

Standard 

Error 

(SE) 

t-value 
Sig. (p-

value) 

Step 1: Direct 

Effect (BA → 
0.68** 0.07 9.71 0.000 



   

 
  

 

(606) 

 م 2025  ابريل     الثانيالجزء  -( 20)العدد   -( 11المجلد )                           مجلة الدراسات التجارية المعاصرة 

Dr/ Yasser El-Tayeb & Dr/ Hossam El Din Mohamed & Dr/ Walid hassan       The  

CL) 

Step 2: Effect 

of BA on e-

WOM (BA → 

e-WOM) 

0.75** 0.06 12.50 0.000 

Step 3: Effect 

of e-WOM on 

CL (e-WOM → 

CL) 

0.58** 0.08 7.25 0.000 

Step 4: Direct 

Effect of BA on 

CL (controlling 

for e-WOM) 

0.30** 0.09 3.33 0.002 

Indirect Effect 

(BA → e-WOM 

→ CL) 

(Bootstrapping) 

0.43** 0.05 - 
95% CI 

[0.31, 0.55] 

BA = Brand Awareness, CL = Customer Loyalty 

p < 0.01 (Significant at 99% Confidence Level) 

• Testing the Direct Effect of Brand Awareness on Customer Loyalty  :

The regression coefficient for Brand Awareness → Customer Loyalty 

(B = 0.68, p = 0.000) is significant, indicating that Brand Awareness 

alone has a strong positive effect on Customer Loyalty. This supports 

H1, but does not yet confirm mediation. 

• Testing the Effect of Brand Awareness on e-WOM: Brand 

Awareness has a significant positive effect on e-WOM (B = 0.75, p = 

0.000), suggesting that customers with higher brand awareness are more 

likely to engage in electronic word-of-mouth discussions. 

• Testing the Effect of e-WOM on Customer Loyalty: e-WOM 

significantly predicts Customer Loyalty (B = 0.58, p = 0.000), meaning 

that consumers who experience strong e-WOM engagement are more 

likely to remain loyal to a brand. 

• Testing the Mediation Effect (Controlling for e-WOM): When e-

WOM is included in the model, the direct effect of Brand Awareness on 

Customer Loyalty decreases from 0.68 to 0.30 but remains significant 

(B = 0.30, p = 0.002). This reduction indicates that part of the impact of 

Brand Awareness on Customer Loyalty is transmitted through e-WOM. 

• Indirect Effect Analysis (Bootstrapping Method): The indirect effect 

of Brand Awareness on Customer Loyalty through e-WOM is 0.43, and 
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the bootstrapped 95% confidence interval [0.31, 0.55] does not include 

zero, confirming full mediation. 

Since both the direct and indirect paths are significant, and the direct effect is 

reduced when e-WOM is included, we confirm partial mediation. This supports 

H4, proving that e-WOM acts as a conduit through which Brand Awareness 

influences Customer Loyalty. The results suggest that brand awareness alone is 

not enough to drive customer loyalty; consumer discussions, reviews, and 

shared experiences through e-WOM play a critical role in solidifying customer 

commitment to a brand. 

The study extends consumer behaviour theories by proving that e-WOM is not 

just a moderator (as in H2 and H3) but also a key mediator in brand-consumer 

relationships. It highlights the importance of digital engagement in shaping 

customer loyalty. Brands should not only focus on awareness campaigns but 

also encourage positive e-WOM through influencer marketing, customer 

reviews, and community engagement. Companies must actively participate in 

online conversations, respond to customer feedback, and foster positive digital 

interactions to enhance brand loyalty. Marketers should implement strategies 

that encourage user-generated content, testimonials, and referrals to strengthen 

the link between brand awareness and customer loyalty. 

The results strongly support H4, confirming that e-WOM mediates the 

relationship between Brand Awareness and Customer Loyalty. The findings 

emphasize the crucial role of digital word-of-mouth in brand marketing 

strategies, reinforcing the need for businesses to actively manage and leverage 

e-WOM to sustain customer loyalty in competitive markets. 

H5: The influence of e-WOM on the relationship between brand awareness 

and customer loyalty is stronger in Egypt due to the high reliance on 

digital platforms for consumer decision-making. 

To examine whether e-WOM has a stronger influence on customer loyalty in 

Egypt compared to other markets, we obtained the following values for the 

Multi-Group SEM analysis. 
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Table (5): Structural Equation Model (SEM) Results for Full Sample 

Path Unstandardized 

Coefficient (B) 

Standardized 

Coefficient 

(β) 

SE t-

value 

Sig. (p-

value) 

Brand 

Awareness 

→ 

Customer 

Loyalty 

0.52** 0.58** 0.07 7.43 0.000 

Brand 

Awareness 

→ e-

WOM 

0.65** 0.73** 0.06 10.83 0.000 

e-WOM 

→ 

Customer 

Loyalty 

0.60** 0.67** 0.08 7.50 0.000 

Note: p < 0.01 (Significant at 99% Confidence Level) 

The Brand Awareness → Customer Loyalty relationship is significant (β = 

0.58, p = 0.000), showing that higher brand awareness leads to greater customer 

loyalty. The Brand Awareness → e-WOM relationship is strong (β = 0.73, p = 

0.000), indicating that brand awareness increases the likelihood of customers 

engaging in e-WOM. The e-WOM → Customer Loyalty relationship is 

significant (β = 0.67, p = 0.000), confirming that e-WOM positively impacts 

customer loyalty. 

Table (6): Multi-Group SEM Results (Egypt vs. Other 

Markets) 

Path Egypt 

(High 

Digital 

Reliance) 

Other 

Markets 

(Low 

Digital 

Reliance) 

Difference 

(Δβ) 

Sig. 

Brand 

Awareness 

→ 

Customer 

Loyalty 

0.45** (β 
= 0.52) 

0.38** (β 
= 0.44) 

0.08 0.042 

Brand 

Awareness 

→ e-

WOM 

0.78** (β 

= 0.81) 

0.56** (β 

= 0.62) 

0.19 0.009 
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e-WOM 

→ 

Customer 

Loyalty 

0.72** (β 

= 0.78) 

0.49** (β 

= 0.55) 

0.23 0.003 

The effect of Brand Awareness on Customer Loyalty is stronger in Egypt (β = 

0.52) compared to other markets (β = 0.44), with a significant difference (Δβ = 

0.08, p = 0.042). The impact of Brand Awareness on e-WOM is significantly 

higher in Egypt (β = 0.81) than in other markets (β = 0.62), with Δβ = 0.19, p = 

0.009. The effect of e-WOM on Customer Loyalty is significantly stronger in 

Egypt (β = 0.78) than in other markets (β = 0.55), with Δβ = 0.23, p = 0.003. 

Table (7): ANOVA Results Comparing Digital Reliance 

Groups 

Factor Sum of 

Squares 

df Mean 

Square 

F-

value 

Sig. (p-

value) 

Between Groups 5.482 1 5.482 16.92 0.000 

Within Groups 12.914 38 0.340 - - 

Total 18.396 39 - - - 

The F-value (16.92, p = 0.000) confirms that the differences in customer loyalty 

based on digital reliance are statistically significant. The findings suggest that 

markets with higher digital engagement (Egypt) show a stronger relationship 

between e-WOM and customer loyalty compared to markets with lower digital 

reliance. 

The results strongly support H5, demonstrating that e-WOM has a stronger 

influence on customer loyalty in Egypt due to the high reliance on digital 

platforms for decision-making. Brand awareness drives e-WOM engagement 

more in Egypt than in other markets (β = 0.81 vs. β = 0.62). The effect of e-

WOM on customer loyalty is stronger in Egypt (β = 0.78 vs. β = 0.55). 

ANOVA confirms that digital reliance significantly impacts customer loyalty. 

This study highlights the role of digital engagement in shaping brand-consumer 

relationships in emerging markets. The findings contribute to the Consumer 

Decision-Making Model by emphasizing the amplified role of e-WOM in high-

digital-reliance markets. Brands in Egypt must prioritize digital engagement 

strategies, including influencer marketing, social media campaigns, and online 
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reviews. Companies should invest in AI-driven sentiment analysis to track and 

manage e-WOM trends in real time. Marketers should segment their audiences 

based on digital reliance and tailor campaigns accordingly. 

The results confirm H5, proving that the impact of e-WOM on customer loyalty 

is significantly stronger in Egypt due to the high reliance on digital platforms. 

This underscores the need for brands operating in Egypt to prioritize digital 

marketing strategies and actively manage online conversations to maximize 

customer loyalty. 

5. Conclusion and recommendations 

5.1 Conclusion 

This study examined the impact of electronic word of mouth (e-WOM) on the 

relationship between brand awareness and customer loyalty in the Egyptian 

context, providing valuable insights into the dynamics of digital marketing in 

an emerging market. The findings underscore the critical role of e-WOM as 

both a moderator and mediator in shaping consumer perceptions and 

behaviours, offering theoretical and practical implications for researchers and 

marketers alike. 

The study confirmed that brand awareness significantly influences customer 

loyalty, consistent with prior literature (Aaker, 1991; Keller, 1993). However, 

the relationship is not static; it is dynamically influenced by e-WOM. Positive 

e-WOM amplifies the impact of brand awareness on loyalty, while negative e-

WOM diminishes it, highlighting the dual-edged nature of digital 

communication (Park & Lee, 2009). Furthermore, e-WOM was found to 

mediate the relationship between brand awareness and loyalty, acting as a 

conduit through which brand-related information is disseminated and 

internalized by consumers (Cheung & Thadani, 2012). 

The Egyptian context, characterized by high digital adoption and a reliance on 

social media for consumer decision-making, adds a unique dimension to these 

findings. The study revealed that e-WOM plays an even more pronounced role 

in shaping brand outcomes in emerging markets, where consumers often rely on 

online reviews and recommendations due to limited access to traditional 

marketing channels (Abou-Shouk et al., 2016). This underscores the importance 
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of leveraging digital platforms to build and sustain brand equity in such 

contexts. 

From a theoretical perspective, this study contributes to the literature by 

integrating the Elaboration Likelihood Model (Petty & Cacioppo, 1986) and 

Social Influence Theory (Deutsch & Gerard, 1955) to explain the mechanisms 

through which e-WOM influences brand-related outcomes. It also extends the 

applicability of these theories to emerging markets, offering a nuanced 

understanding of how cultural and technological factors shape consumer 

behaviour. 

The findings indicate that brand awareness plays a crucial role in predicting 

customer loyalty, demonstrating its significant influence. Statistical tests 

confirm the substantial positive impact of brand awareness on loyalty, 

reinforcing the importance of increasing brand visibility through strategic 

marketing efforts to strengthen customer retention. 

The findings indicate that positive electronic word of mouth (e-WOM) 

enhances the relationship between brand awareness and customer loyalty. When 

positive e-WOM is factored into the model, the strength of this relationship 

increases. The significant interaction effect suggests that customers are more 

likely to remain loyal to a brand when they encounter favorable online 

discussions and reviews. These insights highlight the importance of 

encouraging positive customer feedback and fostering digital engagement to 

improve brand loyalty. 

The results indicate that negative e-WOM weakens the connection between 

brand awareness and customer loyalty. When negative e-WOM is included in 

the analysis, the influence of brand awareness on loyalty diminishes. This 

suggests that even if customers are aware of a brand, their loyalty may decline 

if they are exposed to unfavorable online reviews or negative feedback. These 

findings emphasize the necessity for brands to actively manage their online 

reputation, provide exceptional customer service, and respond swiftly to 

negative comments to mitigate potential damage. 

Mediation analysis demonstrates that e-WOM serves as a partial link between 

brand awareness and customer loyalty. The direct impact of brand awareness on 

customer loyalty is reduced when e-WOM is introduced into the model, 
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indicating that e-WOM plays a crucial role in strengthening this relationship. 

The statistical validation of the indirect effect confirms the significance of e-

WOM as a key factor in shaping consumer behaviour. These findings underline 

the importance of integrating e-WOM strategies into marketing campaigns, 

including influencer partnerships and customer-generated content, to enhance 

brand loyalty. 

The findings indicate that e-WOM has a more significant influence on customer 

loyalty in Egypt compared to other markets, due to a higher reliance on digital 

platforms. The effect of brand awareness on customer loyalty is stronger in 

Egypt than in other regions, and the impact of e-WOM on customer loyalty is 

also notably greater. Additionally, the statistical analysis confirms that digital 

engagement plays a crucial role in shaping customer loyalty in Egypt. These 

findings stress the need for businesses in Egypt to prioritize digital marketing 

strategies, such as leveraging social media, encouraging online reviews, and 

utilizing AI-driven sentiment analysis to manage customer perceptions 

effectively. 

Practically, the findings provide actionable insights for marketers operating in 

Egypt and similar markets. Brands should actively monitor and engage with e-

WOM to enhance their visibility and reputation. Encouraging positive e-WOM 

through exceptional customer experiences and proactive online engagement can 

strengthen brand awareness and foster loyalty. Conversely, addressing negative 

e-WOM promptly and effectively is crucial to mitigating its detrimental effects. 

Despite its contributions, this study has limitations. The reliance on self-

reported data may introduce biases, and the cross-sectional design limits the 

ability to infer causality. Future research could employ longitudinal designs to 

explore the temporal dynamics of e-WOM and its impact on brand outcomes. 

Additionally, comparative studies across different emerging markets could 

provide deeper insights into the role of cultural and economic factors in shaping 

these relationships. 

In conclusion, this study highlights the transformative potential of e-WOM in 

shaping brand-consumer relationships in the digital age. By bridging theory and 

practice, it offers a roadmap for marketers to navigate the complexities of 
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digital marketing in emerging markets, ultimately driving brand success in an 

increasingly interconnected world. 

5.2 Recommendations 

5.2.1 Recommendations for regulatory authorities 

Based on the findings of this study, the following recommendations are 

proposed for regulatory authorities to enhance the impact of electronic word of 

mouth (E-WOM) on brand awareness and customer loyalty, particularly in the 

context of Egypt: 

1. Develop Clear Guidelines for E-WOM Practices: Regulatory authorities 

should establish clear guidelines and ethical standards for E-WOM activities to 

ensure transparency and authenticity. This includes regulating fake reviews, 

paid endorsements, and misleading information on digital platforms (Hennig-

Thurau et al., 2004; Cheung & Thadani, 2012). 

2. Promote Digital Literacy: Authorities should invest in campaigns to educate 

consumers about the importance of critical evaluation of online reviews and the 

potential biases in E-WOM. This will empower consumers to make informed 

decisions (Smith et al., 2007; Litvin et al., 2008). 

3. Encourage Fair Competition: Regulatory bodies should monitor and enforce 

fair competition practices among brands to prevent manipulative E-WOM 

strategies that could harm smaller businesses or mislead consumers (Kotler & 

Keller, 2016). 

4. Strengthen Data Privacy Laws: Given the reliance on digital platforms for E-

WOM, authorities must enforce stringent data privacy laws to protect consumer 

information and build trust in online interactions (Yoo & Donthu, 2001). 

5. Support SMEs in Leveraging E-WOM: Regulatory authorities should 

provide training and resources to small and medium-sized enterprises (SMEs) 

to help them effectively utilize E-WOM for brand awareness and customer 

loyalty (Abdel-Maksoud & Elbanna, 2021). 

6. Monitor Platform Accountability: Authorities should hold digital platforms 

accountable for the content shared on their sites, ensuring that they implement 
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robust mechanisms to detect and remove fraudulent or harmful E-WOM 

(Cheung & Thadani, 2012). 

7. Foster Collaboration with Stakeholders: Regulatory bodies should 

collaborate with industry stakeholders, including businesses, digital platforms, 

and consumer advocacy groups, to create a balanced and effective regulatory 

framework for E-WOM (Ismail & Spinelli, 2012). 

8. Conduct Regular Audits and Assessments: Authorities should periodically 

assess the impact of E-WOM on consumer behaviour and market dynamics to 

update regulations and address emerging challenges (Zeithaml et al., 1996). 

By implementing these recommendations, regulatory authorities can create a 

more trustworthy and effective digital environment that maximizes the positive 

impact of E-WOM on brand awareness and customer loyalty. 

5.2.2 Recommendations for corporates 

Based on the findings of this study, the following recommendations are 

proposed for corporate entities to leverage electronic word of mouth (E-WOM) 

effectively to enhance brand awareness and customer loyalty, particularly in the 

context of Egypt: 

1. Invest in Authentic E-WOM Strategies: Companies should prioritize 

authentic customer engagement over paid or fake reviews, as genuine E-WOM 

has a stronger impact on brand perception and loyalty (Cheung & Thadani, 

2012; Hennig-Thurau et al., 2004). 

2. Leverage Social Media Platforms: Corporations should actively utilize social 

media platforms to encourage positive E-WOM by creating shareable content, 

engaging with customers, and addressing their concerns promptly (Litvin et al., 

2008; Smith et al., 2007). 

3. Monitor and Respond to E-WOM: Businesses should implement tools to 

monitor E-WOM in real-time and respond appropriately to both positive and 

negative feedback. This demonstrates attentiveness and builds trust with 

customers (Abdel-Maksoud & Elbanna, 2021). 
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4. Encourage Customer Advocacy: Companies should incentivize satisfied 

customers to share their experiences online through loyalty programs, referral 

rewards, or exclusive offers (Yoo & Donthu, 2001). 

5. Enhance Brand Consistency: To strengthen brand awareness, corporate 

entities must ensure consistency in their messaging, values, and customer 

experience across all digital and offline channels (Kotler & Keller, 2016). 

6. Focus on Service Quality: Delivering high-quality products and services is 

critical to generating positive E-WOM and fostering customer loyalty (Zeithaml 

et al., 1996). 

7. Collaborate with Influencers: Partnering with credible influencers who align 

with the brand’s values can amplify positive E-WOM and reach a wider 

audience (Ismail & Spinelli, 2012). 

8. Educate Employees on E-WOM Importance: Companies should train 

employees to understand the significance of E-WOM and how their interactions 

with customers can influence online perceptions (Hennig-Thurau et al., 2004). 

By implementing these recommendations, corporate entities can harness the 

power of E-WOM to strengthen brand awareness, build customer loyalty, and 

gain a competitive edge in the Egyptian market. 

5.2.3 Recommendations for consumers   

Based on the findings of this study, the following recommendations are 

proposed for consumers to navigate electronic word of mouth (E-WOM) 

effectively and make informed decisions, particularly in the context of Egypt: 

1. Evaluate E-WOM Critically: Consumers should critically assess online 

reviews and ratings, considering potential biases or fake content, before 

making purchasing decisions (Cheung & Thadani, 2012; Hennig-Thurau et 

al., 2004). 

2. Seek Balanced Perspectives: Rather than relying solely on extreme positive 

or negative reviews, consumers should look for balanced feedback that 

provides a comprehensive view of the product or service (Litvin et al., 

2008). 
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3. Verify Sources of E-WOM: Consumers should prioritize reviews from 

verified purchasers or trusted platforms to ensure the credibility of the 

information (Smith et al., 2007). 

4. Engage in Constructive E-WOM: Consumers are encouraged to share 

honest and constructive feedback about their experiences, as this contributes 

to a more reliable and helpful online community (Abdel-Maksoud & 

Elbanna, 2021). 

5. Be Aware of Influencer Bias: When considering recommendations from 

influencers, consumers should remain aware of potential biases due to 

sponsorships or partnerships (Ismail & Spinelli, 2012). 

6. Use E-WOM as a Supplementary Tool: While E-WOM can be a valuable 

resource, consumers should also consider other factors such as product 

specifications, brand reputation, and personal needs when making decisions 

(Yoo & Donthu, 2001). 

7. Report Suspicious or Fraudulent Reviews: Consumers should report fake or 

misleading reviews to platform administrators to help maintain the integrity 

of E-WOM (Cheung & Thadani, 2012). 

8. Stay Informed About Digital Trends: Consumers should stay updated on 

digital trends and tools that can help them better navigate and interpret E-

WOM, such as review analysis tools or fact-checking platforms (Kotler & 

Keller, 2016). 

By following these recommendations, consumers can make more informed 

decisions, contribute to a trustworthy E-WOM ecosystem, and enhance their 

overall shopping experience. 

5.2.4 Recommendations for future studies 

Based on the findings and limitations of this study, the following 

recommendations are proposed for future research on the impact of electronic 

word of mouth (E-WOM) on brand awareness and customer loyalty, 

particularly in the context of Egypt: 

1. Expand Geographical Scope: Future studies should explore the relationship 

between E-WOM, brand awareness, and customer loyalty in other regions 

or countries to assess the generalizability of the findings (Cheung & 

Thadani, 2012; Hennig-Thurau et al., 2004). 
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2. Investigate Industry-Specific Effects: Researchers should examine how E-

WOM impacts different industries, such as hospitality, retail, or technology, 

to identify industry-specific nuances (Litvin et al., 2008). 

3. Explore Cultural Influences: Future studies could investigate how cultural 

factors influence the perception and effectiveness of E-WOM in shaping 

brand loyalty (Abdel-Maksoud & Elbanna, 2021). 

4. Analyze the Role of Social Media Algorithms: Research should explore 

how social media algorithms amplify or suppress certain types of E-WOM 

and their impact on consumer behaviour (Smith et al., 2007). 

5. Examine the Long-Term Effects of E-WOM: Longitudinal studies are 

needed to understand how E-WOM influences brand awareness and 

customer loyalty over time (Yoo & Donthu, 2001). 

6. Incorporate Mixed-Methods Approaches: Future research should combine 

quantitative and qualitative methods to gain deeper insights into consumer 

motivations and perceptions related to E-WOM (Ismail & Spinelli, 2012). 

7. Study the Impact of Fake Reviews: Researchers should investigate the 

prevalence and impact of fake reviews on consumer trust and decision-

making processes (Cheung & Thadani, 2012). 

8. Explore the Role of Influencers: Future studies could analyze how 

influencer-generated E-WOM differs from consumer-generated E-WOM in 

terms of credibility and impact on brand loyalty (Kotler & Keller, 2016). 

9. Investigate the Role of Emotional Appeals: Research should explore how 

emotional appeals in E-WOM, such as humor or empathy, influence brand 

awareness and loyalty (Zeithaml et al., 1996). 

10. Assess the Impact of Regulatory Interventions: Future studies could 

evaluate the effectiveness of regulatory measures in curbing fake E-WOM 

and promoting ethical practices (Hennig-Thurau et al., 2004). 

By addressing these areas, future research can provide a more comprehensive 

understanding of the dynamics between E-WOM, brand awareness, and 

customer loyalty, contributing to both academic knowledge and practical 

applications. 
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