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Abstract :
This research paper aims to study the impact of the electronic word of mouth (e-
WOM) on customer loyalty. The study was conducted on a random sample of 132
individuals. An electronic questionnaire was used as a tool for data collection, and
the statistical package (SPSS V 26) program was used to process and test the
study's hypotheses. The results of the research showed that the electronic word of
mouth affects customer loyalty through both positive and negative comments, as
well as the effect of the nature of electronic word of mouth (price, quality and
need) on the intention to buy again.
Keywords:. Electronic Word of Mouth , Customer loyalty.
Jel Classification Codes: M31 ,D01.
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