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Résumeé :

L’E-réputation des entreprises est un sujet d’actualité qui est devenue 1’une des
priorités des managers, en particulier avec le développement remarquable dans
le domaine numérique. C’est un actif intangible qui apporte de nombreux
avantages et profits aux entreprises qui maitrisent sa gestion.

Cette these vise a étudier I’E-réputation des entreprises en analysant ses
antécédents (confiance, engagement, bouche-a-oreille électronique) et ses
conséquences (satisfaction, fidélité).

L’étude a été menée aupres de 295 consommateurs algériens dans le secteur de la
téléphonie mobile.

Les résultats de D’analyse des données a 1’aide de modéles d’équations
structurelles ont confirmé 1’impact positif du bouche-a-oreille électronique,
I’engagement et la confiance sur I’E-réputation qui a son tour a une influence
positive et directe sur la satisfaction des clients et la fidélité.

Mots-clés: E-Réputation, confiance, satisfaction, engagement, fidélité, bouche-a-
oreille électronique.



Abstract:

The electronic reputation of institutions is one of the most important topics of
the most widespread in our time, and has become one of the priorities of
managers, especially with the remarkable development in the digital field, it is
an intangible asset that adds many advantages and profits to institutions if the
latter manages them well.

This thesis aims to study the electronic reputation of institutions of the mobile
Sector by addressing the factors that cause electronic reputation (trust,
engagement, E-WOM) and its consequences (satisfaction, loyalty).

The study was conducted among 295 Algerian consumers. The results of data
analysis using structural equation models confirmed the positive impact of
electronic word of mouth and engagement and trust on electronic reputation which
in turn has a positive and direct influence on customer satisfaction and loyalty.

Keywords: Electronic reputation, trust, satisfaction, loyalty, engagement, e-word
of mouth.
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1 Banque Mondiale, « Internet users (per 100 people) — World », disponible sur
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ales& REPORT _ID=, consultée le 16 mai 2021 a 19 :14.
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! Christophe Asselin et Philippe Duhot, "e-réputation, le livre blanc", disponible sur
http://www.digimind.fr/publications/white-papers/501-reputation-internet-ecoutez-et-analysez-le-buzzdigital.
htm, publié le 12 juin 2008.

2 Chun, R. et Davies, G. (2001), "E-Reputation: The role of mission and vision statements in positioning
strategy", Journal of Brand Management, 8(4-5), 315-333.

3 Castellano, S., & Dutot, V. (2013). "Une analyse de I'e-réputation par analogie ou contraste avec la réputation:
Une approche par les médias sociaux". Revue frangaise du Marketing, (243).
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2 Kochan, T.A. et Rubinstein, S.A. (2000), " Toward a stakeholder theory of the firm: The Saturn partnership",
Organization Science, 11(4), 367-386.

 D’Humieres, P. (1994), "Management de la communication d’entreprise, Eyrolles, Mars.
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6 Boistel, P. (2007), "Le management de la réputation chez Sernam : application du modéle ips", Management &
Avenir, 3(13), 9-25.

7 Bitektine, A. (2011), " Toward a theory of social judgments of organizations : the case of legitimacy, reputation
and status”, Academy of Management Review, 36(1), 151-179.
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Review, 2(1), 16-27.

9 Chernatony (De), L. (1999). "Brand management through narrowing the gap between brand identity and brand
reputation”. Journal of Marketing Management, 15( 1-3), 157-180.
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Business Review, 79( 2), 128-134.
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86(1), 29-41.
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(01 sl
T Sl el g £alSTN S el BN L) 3900 s 1 (01 Jguondt
Estimate S.E. C.R. P Label
ER <--- TRST 396 ,090 4,411 ***
ER <--- EWOM ,196 ,078 2,502 ,012
ER <--- ENG 222 ,0568 3,797 ***
SATS <-- ER 1,172 251 4,678 ***
QULT <-- ER 820 ,212 3,870 ***
RS <--- ER ,646 ,206 3,134 ,002
ENV <--- ER 916 ,233 3,934 ***
WEB <--- ER 975 228 4,273 ***
REMP <--- ER 1,000
LOY <--- SATS ,583 ,277 2,659 ,000
LOY <--- ER 1,410 ,477 2,955 ,003
ewom2 <--- EWOM 1,000
SATSF1 <--- SATS 1,000
SATSF5 <--- SATS 1,129 ,177 6,380 ***
LOY1l <--- LOY 1,000
LOY4 <--- LOY 763,129 5,919 ***
ENG2 <--- ENG 1,000
ENG3 <--- ENG 981 ,143 6,852 ***
TRST1 <--- TRST 1,000
TRST2 <--- TRST 1,226 ,235 5,219 ***
QULT2 <--- QULT 1,000
QULT4 <--- QULT 797 194 4,113 ***
Remp2 <--- REMP 1,000
ENV2 <--- ENV 1,000
ENV3 <--- ENV 754 076 9,937 ***
RS9 <--- RS 1,000
RS11 <--- RS 1,192 ,321 3,715 ***
webl <--- WEB 1,000
web2 <--- WEB ,890 ,078 11,449 ***
web7 <--- WEB ,652 ,067 9,742 ***
ewom5 <--- EWOM 1,208 ,565 2,136 ,033
ENG1 <--- ENG 862 127 6,777 ***
ENV1 <--- ENV , 710 ,071 9,954 ***
LOY3 <--- LOY ,759 101 7,512 ***
Remp4 <--- REMP 723 116 6,241 ***
Rempl <--- REMP 918 ,138 6,663 ***
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(t student C. R Estimate B jué¥l Ltes, S.E ool L PJlozml (s520)

GK‘:GJ‘ CS}QJJ‘ JYRY-S (02) Jj.\zr.‘\
Aedoedl O el g AalSTN Sl il s 8!

Standardized Regression Weights: (Group number 1 - Default model)

Estimate
ER <--- TRST ,585
ER <--- EWOM ,257
ER <--- ENG ,382
SATS <--- ER ,785
QULT <-- ER 441
RS <--- ER ,391
ENV <--- ER 372
WEB <--- ER 411
REMP <--- ER ,567
LOY <--- SATS ,553
LOY <--- ER ,790
ewom2 <--- EWOM ,529
SATSF1 <--- SATS ,593
SATSF5 <--- SATS , 707
LOY1 <--- LOY 744
LOY4 <--- LOY ,604
ENG2 <--- ENG ,638
ENG3 <--- ENG ,692
TRST1 <--- TRST ,576
TRST2 <--- TRST , 754
QULT2 <--- QULT 717
QULT4 <--- QULT ,635
Remp2 <--- REMP ,690
ENV2 <--- ENV ,832
ENV3 <--- ENV ,690
RS9 <--- RS ,612
RS11 <--- RS 173
webl <--- WEB ,868
web2 <--- WEB ,780
web7 <--- WEB ,610
ewoms <--- EWOM ,684
ENG1 <--- ENG ,594
ENV1 <--- ENV ,692
LOY3 <-- LOY ,610
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Estimate
Remp4 <--- REMP 525
Rempl <--- REMP ,623

Covariances: (Group number 1 -

Default model)

Estimate S.E. C.R. P Label
e6l <--> e62 152 053 2,892 ,004
g9 <--> 72 ,013 ,054 ,250 ,802

Correlations: (Group number 1 - Default model)

Estimate

e6l <--> €62
e9 <--> e72

,230
,036

ua\,.ﬂ\ > Ry ﬁu\ﬁJ: (03) Jj.\zJ\

Variances: (Group number 1 - Default model)

Estimate S.E. C.R. P Label
e75 ;398 1,084 4,741 ***
e76 231,117 1,968 ,049
e77 293 ,076 3,873 ***
e8l ,060 ,023 2,642 ,008
e78 115,043 2,672 ,008
e58 ,283 1,066 4,320 ***
e61 ,627 ,086 7,253 ***
€62 , 701 ,103 6,805 ***
e63 ,310 ,094 3,287 ,001
e64 374 111 3,379 ***
e79 231,073 3,154 ,002
e4 ;593 ,118 5,029 ***
e5 ,b52 ,063 8,764 ***
e8 ;381 ,064 5,971 ***
e9 345 ,074 4,641 ***
ell 433 ,051 8,434 ***
el7 ,579 ,072 8,093 ***
el8 417 ,061 6,826 ***
e20 ,589 ,072 8,213 ***
e2l 334 1,084 3,983 ***
e29 439 115 3,807 ***
e3l 436 ,078 5,568 ***
e33 460 ,068 6,794 ***
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Estimate S.E. C.R. P Label
e45 ;361 ,071 5,082 ***
e46 ,508 ,056 9,022 ***
e47 ,610 ,108 5,645 ***
e49 ;351 ,139 2,527 ,012
e53 246,057 4,317 ***
e54 ,384 053 7,232 ***
e56 ;541 051 10,629 ***
e65 ;383 ,160 2,396 ,017
e66 ;544 060 9,007 ***
e7l 445 050 8,973 ***
e72 416 059 7,046 ***
e73 574 1,058 9,931 ***
e74 ;555 ,067 8,298 ***

CMIN
Model NPAR CMIN DF P CMIN/DF
Default model 68 399,465 310 ,000 1,289
Saturated model 378 ,000 0
Independence model 27 2020,330 351 ,000 5,756
RMR, GFI
Model RMR GFI  AGFI PGFI
Default model ,048 ,913 894 749
Saturated model ,000 1,000
Independence model ,145 ,564 530 524
Baseline Comparisons
NFI RFI IFI TLI
Model Deltal rhol Delta2 rho2 CFl
Default model ,802 776 ,948 939 ,946
Saturated model 1,000 1,000 1,000
Independence model ,000 ,000 ,000 ,000 ,000

Parsimony-AdjustedMeasures

Model PRATIO PNFI PCFI
Default model ,883 ,709 836
Saturated model ,000 ,000 ,000
Independence model 1,000 ,000 ,000

359



Salall

NCP

Model

NCP LO 90 HI 90

Default model
Saturated model
Independence model

89,465 42,060 144,998
,000 ,000 ,000
1669,330 1531,718 1814,401

FMIN

Model

FMIN FO LO9 HI90

Default model
Saturated model
Independence model

1,359 304 ,143 493
,000  ,000 ,000 ,000
6,872 5,678 5,210 6,171

RMSEA

Model

RMSEA LO9 HI9% PCLOSE

Default model

,031 ,021  ,040 1,000

Independence model 127 ,122 ,133 ,000
AlIC
Model AIC BCC BIC CAIC

Default model
Saturated model
Independence model

535,465 549,781 786,180 854,180
756,000 835,579 2149,677 2527,677
2074,330 2080,015 2173,879 2200,879

ECVI

Model

ECVI LO9 HI9 MECVI

Default model
Saturated model
Independence model

1,821 1,660 2,010 1,870
2571 2571 2571 2,842
7,056 6,587 7,549 7,075

HOELTER
Model HOELTER HOELTER
.05 .01
Default model 260 273
Independence model 58 61
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Résumé :

L’E-réputation des entreprises est un sujet d’actualité qui est devenue [’une des
priorités des managers, en particulier avec le développement remarquable dans le
domaine numérique. C’est un actif intangible qui apporte de nombreux avantages et
profits aux entreprises qui maitrisent sa gestion.

Cette thése vise a étudier I’E-réputation des entreprises en analysant ses antécédents
(confiance, engagement, bouche-a-oreille électronique) et ses conséquences
(satisfaction, fidélite).

L’¢étude a ét¢ menée aupres de 295 consommateurs algériens dans le secteur de la
téléphonie mobile.

Les résultats de 1’analyse des données a 1’aide de modeles d’équations structurelles ont
confirmé I’impact positif du bouche-a-oreille électronique, 1’engagement et la
confiance sur I’E-réputation qui & son tour a une influence positive et directe sur la
satisfaction des clients et la fidélité.

Mots-clés: E-Réputation, confiance, satisfaction, engagement, fidélité, bouche-a-
oreille électronique.

Abstract:

The electronic reputation of institutions is one of the most important topics of the most
widespread in our time, and has become one of the priorities of managers, especially
with the remarkable development in the digital field, it is an intangible asset that adds
many advantages and profits to institutions if the latter manages them well.

This thesis aims to study the electronic reputation of institutions of the mobile Sector
by addressing the factors that cause electronic reputation (trust, engagement, E-WOM)
and its consequences (satisfaction, loyalty).

The study was conducted among 295 Algerian consumers. The results of data analysis
using structural equation models confirmed the positive impact of electronic word of
mouth and engagement and trust on electronic reputation which in turn has a positive
and direct influence on customer satisfaction and loyalty.

Keywords: Electronic reputation, trust, satisfaction, loyalty, engagement, e-word of
mouth.
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