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Abstract : This study aims to analyze the impact of electronic word-of-
mouth circulated through social media on building customer loyalty to e-
commerce platforms, while testing the mediating role of both trust and customer
engagement. The study adopted a descriptive analytical approach, and data were
collected through an electronic questionnaire distributed to a sample of (384)
Algerian consumers exposed to eWOM content about Temu platform. Structural
Equation Modeling (PLS-SEM) was used to test hypotheses.

Results showed a significant positive effect of e/WOM on both trust
(B=0.612) and customer engagement (=0.547). Trust and customer engagement
were found to positively influence loyalty. Mediation analysis confirmed that
trust and customer engagement partially mediate the relationship between eWOM
and loyalty.
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