(283/259) cladiall 2026 4wl 01 12320 20 talaall /Ll a slal) dgaa Alns

do Lewd | O yleud | 4odlat 03.3}." P .:La.ﬁ e 4s,ud 8:3.7.1111313
Volkswagen

dawg prieS Al 451 592 40
The Impact of Perceived Quality on the Dimensions of Customer
Loyalty to the Volkswagen Passenger Car Brand
With Brand Trust as a Mediating Variable
35 alla
35l daal>
hatem.alger03@gmail.com

hatem.noudjoud@univ-alger3.dz

2026/05/15 : Jssall jnls £2026/01/17 12553 s,

paddeiua
slasly Zdally 2a8N Getun e AS,ull Bagadl il wpuss I Al 385501 sia Coug
wvolkswagen 4> Lwd! olylead! 2adal (‘_S,.L«.N £ Yol abladl ¢ ¥oll (g yall £ ¥ 1) g3l £ ¥y
Ale_ (50 A8Mall § AoMally 4521 Jnpasl sgall Hlias | Ayl cilolis LS
Aglas] olgal Bus alusiwly o@bly delxs @3 3,8 278 (o LgSe Lge Ayl o
Sl ly Sbld) Jaloes asy 2SI e¥alally Ao deadl caSeall oladl Jelseddl Cagmgdl Juloead)
Leeal @l Bue ) buals 2yl oilus,d
Al 2580 Sgtum e AS)all Bagxll $98 aili ag2g <
Adlall Yl slal e yilio e 5l alen JShn Lol 35l 5asll 5355 <
fodle (L5 sl e Fodl st e Lulmal Adlally 2211 365 <
£¥9 alay) (e Lodlad 250l Bagaedl LT 50503 3 LS o L Liaiaog 1o Aadlally 2atll ¢35 <
093
CSoladl oYl abalall o ¥sll ¢ § okl e ¥oll AoMlally dathl (4S5l Bagal bl clelsT
D12; M31 : Caclias
Abstract:
The objective of this research is to determine the effect of perceived quality
on brand trust and the dimensions of customer loyalty (cognitive, emotional,

and behavioral loyalty) to the Volkswagen brand, and to reveal the
mediating role of brand trust in the brand-consumer relationship. This study
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included a sample of 278 individuals, several statistical tools were used to
analyze the data: Descriptive statistics, Confirmatory factor analysis CFA,
Structural equation modeling SEM .After analyzing the data and testing the
study hypotheses, we arrived at several important findings, including:

» Perceived quality has a strong positive impact on brand trust;

» Perceived quality has a direct or indirect positive impact on
dimensions of brand loyalty;

» Trust positively influences the Customer loyalty ;

» Brand trust plays a full or partial mediating role in strengthening the
impact of perceived quality on dimensions of brand loyalty.
Keywords: perceived quality; brand trust; Customer Loyalty; cognitive
loyalty; emotional loyalty; behavioral loyalty.
Jel Classification Codes : D12 ; M31
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