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"Yoon, S. & Kim, J. (2000y ." An empirical validation of a loyalty model based on expectation disconfirmation

" Journal of Consumer Marketing , pp. 120- 126.
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Source :Yoon, S. & Kim, J. (2000y " An empirical validation of a loyalty model based on

expectation disconfirmation "op cit ,p125.
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Source : Kuan-Yin Lee et al: “Trust, satisfaction and commitment on loyalty to
international retail service brand”, opcit, PO4.
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source : Ali Kazemi et al :”” Impact of brand identity on customer loyalty and word of

mouth communications,’op cit, POS.

' Ali Kazemi et al ,(2013),” Impact of brand identity on customer loyalty and word of mouth communications,
considering role of customer satisfaction and brand commitment (case study customers of Mellat Bank in
Kermanshahy ©, international journal of Academic research in Economics and Management sciences, vol.2,

No.4, P0S.
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" Benachenhou Sidi Mohammed and BENHABIB Abderrezak (2013y; “Testing customer brand loyalty on a
mobile telephone company in Algeria: Applying the structural equation modeling”, CAGENA-Research
Journal of Management Science;Vol 1.No-3.p30.
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Source :Benachenhou Sidi Mohammed and BENHABIB Abderrezak (2013); “Testing
customer brand loyalty on a mobile telephone company in Algeria: Applying the structural
equation modeling” op.cit,p30.
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v (Emotional value)
Brand loyalty
daald ;Y}S\

Source : Moryam Eskafi et al :”The value of telecom subscribers and customer

relationship management”,p02.

" Moryam Eskafi et al ,2013),:”The value of telecom subscribers and customer relationship management”,

Business Process Management journal, vol19, No4, p02.
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Résume

Notre étude se veut de tester la relation causale et I’impact de la marque sur le
comportement du consommateur algérien, pour cela nous avons opté pour la satisfaction et
la confiance comme variables intermédiaires ,ceci pour aboutir a sa fidélisation.

A cet effet, nous avons selectionner un ensemble de marques d’appareils
électromeénagers tel que (ENIE, LG, SAMSUNG , CONDOR.) ou nous avons pu distribué
des questionnaires a un échantillon de 500 clients a travers la wilaya de Saida.

Les données recueillies ont été analysées a 1’aide de modélisation par les équations
structurelles a travers 1’utilisation du programme statistique " AMOS ".

A I’issue de notre étude, les résultats ont montré 1’existence d’un effet positif et direct de
la valeur de la marque sur le degré de fidélité du consommateur ,et un impact positif et
significatif de 1’identité et de la provenance du produit sur la fidélité du consommateur
avec existence de satisfaction et confiance en tant que deux variables intermédiaires.

Mots clés : la marque, comportement du consommateur, satisfaction, confiance, fidélité.

Abstract

This study aims to test the causal model to know the impact of the trade mark on the
Algerian consumer’s behavior. To do So, consumer’s satisfaction and trust have been
chosen as variables to this relation. Some electrical equipments marks (Condor,
SAMSUNG, ENIE, LG) have been selected, and questionnaires have been filled by 500
consumers living in Saida.

The data were analysed using the programme "AMOS". The obtained results show that
there is a direct positive effect of the trade mark on the consumer’s loyalty, as well as a
large positive effect of the identity and the country of origin of the trade mark having
satisfaction and trust as two variables.

Key words : Trade mark, Consumer’s behavior, Satisfaction, Trust, Loyalty.




