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Abstract: 

         The purpose of this research is to determine the effect of the electronic word 

of Mouth on building the Associations Brand connection of the Algerian consumer 

towards the Aroma coffee product. To achieve the goal of the study, the researcher 

gathered the necessary information through a questionnaire developed for this 

purpose after being subjected to a stability test. The study was conducted on a soft 

sample that was selected from the study population, and they are consumers of the 

Aroma coffee product at the national level. The sample size for which the study 

was conducted reached 881 individuals out of 1500 individuals. In order to reach 

the target results, a set of statistical methods were used, the most important of 

which are: ANOVA One-Way, correlation coefficients, and multiple simple 

regression through the forward gradient method and the hierarchical method. The 

study found a set of results: 

•  The study shows statistical significance no differences of in the volume of 

electronic word of Mouth activity on the Brand associations of the Aroma brand 

due to their demographic characteristics; 

•  There are statistically significant differences in the degree of Brand associations 

for the brand Aroma on the part of the Algerian consumer, due to its demographic 

characteristics; 

• The presence of a somewhat weak moral Impact for the entirety of the electronic 

word of Mouth elements towards the Brand associations of the Brand study by the 

Algerian consumer. 

Keywords: Electronic Word of Mouth; Brand Associations; Aroma Brand 

Purchase Decision, Algerian consumer. 
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E-Word of Mouth Communication ،

 "Electronic Word of Mouth – E-WOM،"

"E-mail،"
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 M.Wayan Barre (2012): 

 «Le Marketing Viral : L’utilisation du marketing viral et sa portée sur la 

perception des marque » 

 

 

(α≤0.05)

(α≤0.05)

 
( لإدراك المستهلك α≤0.05هنالك إختلافات ذات دلالة إحصائية عند مستوى معنوية )*

 ؛لأعمارهمالجزائري للكلمة المنطوقة الإلكترونية وفقاً 
α≤

α≤
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(α≤0.05)
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(α≤0.05)
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Electronic Word of Mouth – E-WOM ،"

Mark et al (2011) 
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 (Akrimi & Khemakhen, 2012, P02) 
(Brown, Broderick, & Lee,2007, P03)

" (Tucker, 2011, 

P38) ،

Buttle (1998) 

Face to 

Facedirectoralephemeral(A.Buttle, 1998, 

P243) 

Ogut  (2012)  &Cezar

 (Ogut & Cezar, 2012, P981)
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Carl (2006)

 (Yang, Kim-Shyan , & Richard, 2014,P42).

Brown and al (2007

(Akrimi & Khemakhen, 2012,PP02-

03)

 (Pan, 2012,P03) 

 (Zhang, Sheng, & Gengxin, 2015, PP253-

255)
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  (Lerrthaitrakul & Vinai 

, 2014, P143)

 One to One Channel:

 
  One to many Channel:

 
 many to many Channel:

Google and Yahoo.

Interactivity

 many to 

many 
World of mouthو



 مخلوف.  س                                                                    مجلة ميلاف للبحوث والدراسات                

 381                                                                                                                                     2العدد  6المجلد 

Personal activity

 

 (Livtvin, Roland E, & Bing, 2005, P09)
 

Aaker (1991)

Van 

and Janiszewski (2001)

Aaker
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Aroma
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Convenient Sample

Quota Sample
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1.927

0.964

((SPSS. V 25

(α≤0.05)

Pearson Correlation

SIG(α≤0.05)

.

SPSS.V 25

 

α≤
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ANOVA One – Way

(T-Test )

Aroma

 (α≤0.05)

 (T-Test )

SPSS.V 25. 

T(0.068 =Tcal)

(0.945 =(Sig(α≤0.05)

(Aroma

(H1(H0

α≤

Aroma

 (α≤0.05)

 
F(35.155=Fcal)

(0.553 =(Sig(α≤0.05 )

Aroma
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(α≤0.05)

Aroma 
 

 α≤

 
F(29.758=Fcal)
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Aroma

Sig = 

0.00(α≤0.05) ؛

Aroma

Aroma

R =0.0454

Aroma

Sig. (2-tailed) 

0.0000.05(r = 0.434, Sig≤ 

0.05) 
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