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Abstract 
The main objective of this study is to identify how the relationship quality 
between consumers and mobile phone companies can influence electronic 
word of mouth. Accordingly, to achieve this research objective, the quantita-
tive approach was adopted, and the needed information was collected by con-
structing a survey questionnaire method addressed to the target participants. 
The quantitative study was conducted, allowing for the collection of evidences 
in the customer provider relationship on client satisfaction, trust, and com-
mitment as connected to electronic word of mouth. A total of 401 respon-
dents completed consumer questionnaires. The results confirmed that, the 
more positive electronic word of mouth present within the consumer rela-
tionship, the more likely other individuals were to acquire services with that 
organization. The level of positive electronic word of mouth was correlated to 
the level of commitment to the brand held by the consumers and the level of 
trust in the company held by the consumers. In addition to that, a significant 
positive relationship exists between customers’ satisfaction and electronic 
word of mouth. In light of these identified results, additional researches are 
necessary in order to more thoroughly explore the consumer business dy-
namic. 
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1. Introduction

With the emergence of social commerce and electronic word-of-mouth, such as 
review websites, consumers can seek out and share information regarding their 
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experiences and their perceptions of products or services. A consumer will con-
vey a positive attitude through e-WOM communication if they perceive that the 
vendor meets their needs. 

Relationship marketing involves understanding and managing rapport be-
tween the consumers and a seller Due to the increasing competition, organiza-
tions today compete to create long-term relationships with their customers by 
ensuring that their products and services can meet customers’ needs. Building a 
quality relationship with consumers is essential for businesses, especially the 
ones that are actively selling products and services online. Relationship dimen-
sions, namely satisfaction, trust and commitment are vital for business success. 

A study by Sheth and Kim (2017) reported that much of online shopping involves 
an emotional component of the customer. Customers are seeking a long-term emo-
tional connection, which goes beyond clicking the buy button. Relationship quality 
can be defined in many ways, such as the way that customers perceive the nature 
of a relationship between businesses and meeting their needs (Myhal, Kang, & 
Murphy, 2008). Relationship quality may depend on many factors, including the 
expertise of the business and the needs of a client; these needs may be unique or 
they may be general. Regardless, the business that will preserve relationships 
through quality is the business that best understands the foundations and prin-
ciples of relationship quality and its impact on marketing. 

This paper examines how relationship quality (satisfaction, trust and com-
mitment) influences through electronic word of mouth in the context of the 
customers of mobile review sites of businesses in the Saudi market. 

Globalization has resulted in incredible opening of markets, with incredible 
potential for expansion, however, Globalization pushes businesses to deal with 
new competitive forces that demand the application of articulated marketing 
strategies for improving customer relations. The concept of word-of-mouth has 
been a powerful tool for spreading product information from customer to cus-
tomer. The concept of word-of-mouth translates into the online world as plat-
forms where customers can share data and thoughts among themselves and with 
the business, which is being discussed, including the wide spreading through so-
cial media communication channels. Electronic word-of-mouth, in combination 
with social commerce, has been used over the years to allow businesses to reach 
their customers and related networks and to influence buying patterns. This 
study aims to examine the effect of relationship quality on positive electronic 
word-of-mouth, with the intent of facilitating best practices for firms in the Sau-
di market. Therefore, the research problem is: how does the relationship quality 
influence positive electronic word of mouth? 

The study is intended to enrich the scientific approach to the growth of busi-
ness, products, services and innovation in Saudi Arabia per the vision of what 
the country can achieve by 2030 (Khan, 2016). By better understanding the na-
ture of the relationship between modern communication technologies and the 
marketing concept of word-of-mouth in the context of customer relationships it 
is hoped that this research contributes to the development of frameworks that 
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enhance the utilization of this capacity. As explained by Clow and Baack (2009), 
studies of the application of new technologies can help to refine the under-
standing of market dynamics, as well as to provide perspectives that enhance the 
transformation of traditional word-of-mouth techniques to modern ones that 
applied to current electronic platforms. Additionally, the research will illustrate 
the importance of electronic word-of-mouth, its applicability in modern settings, 
and its potential in creating positive, satisfactory, trust-building, and committed 
customer relations. Moreover, for best the author knowledge there was no prior 
study has been conducted on this topic in Saudi Arabia. In the current competi-
tive business environment, maintainable and lucrative relationships with buy-
ers/customers are highly accentuated by organizations and customer commit-
ment programs are considered key activities (Dick & Basu, 1994). For this rea-
son, organizations are focusing on distinct management strategies to attract and 
retain customers (Khoshsima, Kiani, Safari, Amari, Shifte, & Vaseei, 2013). 

The concept of word of mouth has been a powerful tool at presenting infor-
mation between customers; word of mouth can be used in the online platforms 
where customers can share data among themselves and with businesses through 
available communication channels. Electronic word of mouth combined with 
social commerce has been used over the years to allow businesses reach custom-
ers and their related networks to influence buying patterns, as well as collabora-
tive decisions made by customers regarding particular products or services. 
Though different researches have been made, this study aims at exploring rela-
tionship quality and customer satisfaction, trust and commitment, as they re-
lated to positive electronic word of mouth. 

2. Literature Review 

The emergence of internet technologies has created the need for additional re-
search on the topic of electronic word-of-mouth. Market researchers such as 
Purnasari and Yuliando (2015) have outlined the importance of using online 
communications to reach customers, as well as for adapting new ways of 
propagating information that can help to build good consumer relationships. 
This is why Web 2.0 technologies are preferred to host platforms as customers 
can receive, share, and review products before committing themselves to their 
sellers. This is an interesting area of research, since it helps to develop quality 
relationships that shape the nature of commitment, trust, and satisfaction of 
customers. 

2.1. Relationship Marketing 

Relationship marketing is a key component in the determination of competi-
tiveness of global industries, small business, and large corporations. Bilgihan and 
Bujisic (2015) stated that if companies want to build better relationships, they 
had to look after the things they were doing to add value in their interactions 
with customers. Having websites that are easily used can help to create better re-
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lationships. According to (Johanesova & Vanova, 2020), relationship marketing 
is a form of marketing that focuses on customer retention and satisfaction. 
Moreover, it specifically focuses on the value of long-term customer relation-
ships. They further argued that, relationship marketing is an aspect of the cus-
tomer relationship management (CRM) that focuses on customer loyalty and 
long-term customer engagement rather than on short-term goals such as cus-
tomer acquisition and individual sales. 

2.2. Relationship Quality 

Relationship quality describes the strength of affiliation between customers and 
sellers that developed through personalized communication (Kang, Oh, & Siva-
das, 2013). According to Niraj et al., (2008), Zargari and Hazraty (2016), cus-
tomers want to feel relaxed, happy, and excited when they make their online 
purchase. Because of this, businesses must have the capacity to create the re-
quired emotional to establish long-term loyalty and commitment towards the 
firm. By its very definition, relationship quality is the strength of interconnec-
tions of sellers and customers. It is the measure of how strong a relationship 
there is between the online retailer and their customers, which predicts contin-
ued buying preferences and patterns and the sustainability of the relationship. 
On the other hand, Guede, Curiel, and Antonovlca (2017), they defined rela-
tionship quality as a multi-dimensional construct formed by trust, satisfaction, 
and commitment and restricted by the customer’s review. They added that, these 
dimensions essential for the process of identifying, establishing, developing and 
maintaining the relations with clients’ customers. 

The literature reviewed provides many definitions to relationship quality (Poom-
duang & Kheokao, 2019) defined relationship quality to the brand as the overall 
evaluation of strength, which is the arise of feeling within the customers minds to-
wards the brand by considering of the strength through the feeling level in the 
consumers’ minds. While Farooqi (2014) reported that, Relationship quality in-
volves trust, feeling of security, and satisfaction. It also involves understanding, 
validation and care, as well as involves a range of positive feelings and emotions 
that may consequently produce a significant impact on the relationship. 

Increasing research in the field of marketing has indicated that relationship 
quality is composed of various dimensions, and coordination of those dimen-
sions can result in satisfied and committed customers. Tsao and Hsieh (2012) 
noted that the essential dimensions included reliability, assurance, empathy, res-
ponsiveness, and satisfaction. These attributes were necessary for the develop-
ment of high quality relationships whose outcomes are trust, commitment, and 
satisfaction among customers. As such, businesses need to work with the aim of 
creating sustainable emotional connections so that can establish long-term rela-
tions that extend beyond a single purchase (Forrester & Maute, 2001). 

Regardless of the rapidly growing literature on relationship quality, there is 
also an increase in ambiguity with respect to the determinants and the nature of 
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relationships. There is still a dire need for critical clarification based on context 
dependence frameworks. This necessitates the development of relationships at 
various levels, such as structural, social, and economical levels. 

It is true that relationship quality can affect how customers perceive business-
es, and influence their probability of making another purchase. The relationship 
quality is important because it reduces the perceived uncertainties that are present 
as a channel to confirm the firm’s integrity. Therefore, with better relationship 
quality, online businesses have a higher probability of engaging in future trans-
actions (Purnasari & Yuliando, 2015). In addition, it is important to realize that 
relationship quality is made of three sub-dimensions, namely; satisfaction, com-
mitment, and trust. 

The Relationship Quality (customer commitment, trust and satisfaction) as-
sesses to creating positive electronic word of mouth that achieving competitive 
excellence to attract customers, encourage communication, and assess consumer 
expectations with an intention of creating quality relations relative to customer 
commitment through positive electronic word of mouth (Frischmann & Gens-
ler, 2011; Park & Kim, 2014). 

Increasing research in the field of marketing has indicated that relationship 
quality is composed of various dimensions, and coordination of those dimen-
sions can result in satisfied and committed customers. Relationships are influ-
enced by a variety of customer experiences, including their perception of the 
quality and availability of the product or service. The aim of a good relationship 
to customers requires ensuring that clients have a good reason to maintain that 
relationship, and to make repurchases, indicating elevated trust and satisfaction, 
Tsao and Hsieh (2012) noted that the essential dimensions included satisfaction, 
trust and commitment. These attributes were necessary for the development of 
high quality relationships whose outcomes are trust, commitment, and satisfac-
tion among customers. As such, businesses need to work with the aim of creat-
ing sustainable emotional connections so that they can establish long-term rela-
tions that extend beyond a single purchase (Forrester & Maute, 2001). Custom-
er-perceived relationship quality has been explored in a business-to-customer 
(B2C) setting using an instrumental single case study design (Myhal et al., 2008). 
The research demonstrates that more than 208 components are critical to cus-
tomers’ relationship quality perceptions (Myhal et al., 2008). Customer rela-
tionships may be difficult to replicate; as such, the quality of relationships an 
organization builds, and the ability of an organization to use the customer’s 
perspective in a business setting, is significant in terms of the contribution that 
relationships make to greater knowledge as a whole, and in terms of gaps in 
knowledge (Myhal et al., 2008). Based on the contexts in which excellent quality 
relations matter, the RQ (relationship quality) should inevitably replace the as-
pect of customer satisfaction and service quality as the primary source of greater 
performance levels (Palmatier, Dante, Grewal, & Evans, 2006). Regardless of the 
rapidly growing literature on relationship quality, there is also an increase in 
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ambiguity with respect to the determinants and the nature of relationships. 
There is still a dire need for critical clarification based on context dependence 
frameworks. This necessitates the development of relationships at various levels, 
such as structural, social, and economical levels. In this case, there are powerful 
social bonds between the clients’ and the managers’ relationships. The bond can 
therefore enhance the core services or products, as well as their impacts on con-
sumer satisfaction, with a perceived stronger value that is stronger compared to 
the economic resources and the company representatives (Haytko, 2004). Cer-
tainly, the relationship managers frequently act as the sole or primary contact 
point for customers, thus posing a noteworthy influence regarding the level of 
quality service delivery (Crosby et al., 1990). The failure or success of any given 
relationship is dependent on the manner that relationship managers behave or 
act, and the level of strength of the social bonds acting between them and sub-
sequent customers. 

Despite this concept, there exists minimal research on the antecedents per-
taining to people-centered inter-organizational relationship quality (Bolton et al, 
2003). Bolton pinpointed his framework using a multi-method research study 
depicting the relationships between restaurants and their close corporate clients. 
This intensive research explored the nature, determinants, and dimensions of 
RQ within an organizational context. Even though some studies in this field 
were advocating for diverse RQ compositions, the primary dimensions that 
proved to be significant encompassed the variables of trust, commitment, and 
satisfaction. This is the reason the approach and the context of the study at hand 
has often resulted in the conceptualization of relationship quality as a mere 
high-order paradigm composed of trust and satisfaction as the two main dimen-
sions (Bolton et al., 2003). 

According to Crosby et al., (1990), trust sets the basis for the ability of relying 
on the salesperson in such a manner that the buyer’s expectations are met. In 
this case, the level of assurance and satisfaction alleged by the buyer with regards 
the future performance of the salesperson is due to the consistent and satisfac-
tory nature of the past performances (Crosby et al., 1990). These are some of the 
elements that are viewed as being equally significant RQ dimensions, coexisting 
without any form of unplanned relationships prevailing between them. It is 
therefore a factor that acts in accordance with several studies identified in the li-
terature as setting a basis on for modeling the core concept of interest, which 
prevails (Parsons, 2002). 

2.3. Trust 

According, Miquel-Romero et al. (2014) building trust is a game of managing 
relationships. Developing good relationships will make it easy for the manage-
ment to improve trust and vice versa. In addition to developing good relations, 
the business may want to new products and services, to show customers’ needs. 
By doing so, the customers will slowly build trust and stick to the business. In 
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addition to that, trust is a concept that plays an important role in social and 
economic interactions. On the other hand, Consumers nowadays participate 
their experiences across various online platforms and rating reviews, received 
from various sources. Thus, if positive reviews are to come through various con-
sistent online platforms and sources, reviews like this have a more persuasive ef-
fect on customer responses for products and services (Shankara, et.al, 2020). 

2.4. Satisfaction 

According to (Rawson, et al., 2013) satisfaction in business is the feeling that 
makes customers happy and eager to come back to the business for more prod-
ucts and services. Miquel-Romero et al. (2014) said that satisfaction is mainly 
achieved through the delivery of unique and high-quality products and services 
that fully meet the needs of the customers. Increased customer experience and 
satisfaction will greatly improve the reputation of the business. 

2.5. Commitment 

This refers to the intention by consumers to maintain a long-term relationship 
with a product or firm due to pricing, quality of products, but also the attach-
ment that forms from the positive relations to the firm and to consumers in their 
social network who provide a positive view of the product or the firm (Datta, 
Foubert, & Van Heerde, 2015). According to (Hechanova & Cementina-Olpoc, 
2013), commitment is the driving force that guides the activities of a business. 
Commitment is a concept with a wide scope, with the most important aspect 
being the business relationship with the customers. Business’ commitment to its 
customers can be seen by the continued improvement of products and services 
to meet their needs in unique ways. 

2.6. Electronic Word-of-Mouth 

Electronic Word of mouth is a form of marketing where customers, rather than 
business intentions, drive interest in a product or service. E-WOM is a relation-
ship based, since it focuses on person-to-person contact as it happens on inter-
net-based platforms (Zhu & Zhang, 2010). With the advancement of technology 
and the emergence of the internet, the word-of-mouth practice that once oc-
curred almost exclusively in person or on the telephone has evolved into the 
more rapid proliferation of e-WOM events. The e-WOM occurs online whereby 
consumers from around the world share their perceptions of the product and the 
experience of purchasing it, including interactive components and quantitative 
ratings and rankings (Zhu & Zhang, 2010). According to Chu and Choi (2011), 
electronic word-of-mouth refers to any positive or negative information made 
by customers regarding a product or an organization in various online plat-
forms. This sharing of information among consumers has had considerable im-
pact on consumer purchasing behavior. Today, consumers are not a passive tar-
get of information, but active communicators who pursue information from 
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other customers about a product while providing their opinion—in an essence, a 
customer-to-customer channel. 

There are many researchers cited in, Bhat & Bhat (2020), have investigated the 
role of social media and e-WOM in creating opportunities for the consumers to 
spread positive word of mouth in the form of product reviews which helps other 
customers in making their purchasing decisions, and develops trust among its 
consumers that result more favorable attitude from consumer towards the 
brand. In addition to that, researchers confirmed that, social media could pro-
vide a rich basis for C2C information thus can have a great influence on con-
sumption decision. Whereas they investigated that, e-WOM, have the power to 
develop destination trust among its consumers and develops visit intension 
among them. Therefore, they conclude that, electronic word of mouth has a sig-
nificant impact on the satisfaction of consumers because it helps in creating dis-
tinctive brand image in the minds of consumers. 

Other researchers such as (Katz et al., 2017; King et al., 2014) described 
EWOM as similar to the traditional offline WOM in that, it is an interactive 
communication process for exchanging experiences and information about prod-
ucts or service. While differing from offline WOM in that, it is based on internet. 
In addition to that, EWOM is generally defined as the act of meeting and sharing 
opinions with each other on the internet and exchanging the ratings for services, 
which provide usability, accessibility, and persistence for information that serve 
unavailable in traditional offline WOM. 

2.7. Evolution of Word-of-Mouth (WOM) to Electronic  
Word-of-Mouth (e-WOM) 

The exchange of information between consumers has a considerable impact on 
the consumer’s behavior, and it is effective in comparison to traditional market-
ing techniques. Electronic word-of-mouth (e-WOM) plays a crucial role in con-
sumer spending decisions in that they will use the information shared to decide 
either to buy a product/service or not. 

With the advancement of technology and the emergence of the internet, word- 
of-mouth has evolved into electronic word-of-mouth. The electronic word-of- 
mouth occurs online whereby consumers from distinct parts of the world share 
and interact regarding various products and services. Today, consumers are not 
a passive target of information; instead, they are active communicators who pur-
sue information from other customers about a product, while providing their 
own opinion. 

Electronic word-of-mouth is different from word-of-mouth in many ways. 
According to (Andreassen & Streukens, 2009) traditional word-of-mouth encom-
passes spoken, one-on-one communication while electronic word-of-mouth is 
not one-on-one, but a passive reading of the message, and active writing of mes-
sages through a computer. Additionally, WOM is erasable due to a lack of proper 
recording, while e-WOM is not perishable since people interact online through 
various platforms such as social networks and blogs, and the message can be 
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stored and retrieved in the future (Chu & Choi, 2011). Interestingly, e-WOM 
does not involve one-on-one communication of the type that takes place online, 
such as email, instant message and Skype, since through e-WOM; the informa-
tion is delivered to a group of people through the platform, and not an individu-
al. 

Furthermore, (Kannan & Li, 2017), stated that, Consumers progress along the 
E-WOM communication process, moving from the E-WOM creation, to expo-
sure, to evaluation stages, acting at times as senders and at other times receivers 
of E-WOM and shifting between these stages and roles in a non-linear way. 
Therefore, E-WOM plays a significant role in Consumer adoption behavior for 
technology-related products and service, E-WOM is positive for deciding wheth-
er or not to adopt relevant technology. 

Such as, they consider credibility and quality as positive eWOM when they 
decide whether or not to adopt a new technology (Shankara et al., 2020). 

2.8. Link between Relationship Quality and e-WOM 

In addition to discussing relationship quality and e-WOM independently, there 
is a need to examine their own relationship in creating sustained customer com-
mitment and loyalty. The link between relationship quality and e-WOM helps to 
define the personalized strategy through customer segmentation. Businesses need 
to establish priorities and values of their customers, hence the need for a com-
munication channel where customers can read, review and share personal expe-
riences. With information collected from electronic word-of-mouth, online busi-
nesses have been able to conduct analysis and informed reflection which helps to 
create a more sustainable customer relationship due to the depth of their market 
understanding (Park & Kim, 2014; Santouridis & Veraki, 2017). Furthermore, 
Akbari, M. et al. (2016) in their research paper, concluded that, the dimensions 
of relationship marketing including trust, commitment, communication, and 
conflict management led to greater customer loyalty, whereas customer loyalty 
had positive impact on word-of-mouth communication. 

Palmatier and fellow researchers (2006) indicated that relationships are easier 
to build with individuals, as opposed to firms. That is, people like to have their 
individual and personal needs taken seriously. When firms are willing to explore 
those needs, and place a focus on defining those needs, this can facilitate creating 
positive connections, and relationships between the customer and the firm 
(Palmatier et al., 2006). As the authors explored in this writing, creating rela-
tionships with firms can also be helpful for companies, but it does not create the 
strong benefit that individual relationships can bring (Palmatier et al., 2006). 

Tsao and Hsieh (2012) write that relationships play a role in helping to influ-
ence electronic word-of-mouth. Specifically, customers will help to spread a com-
pany’s message if they have a feeling of commitment to the company. The find-
ings suggested that just customer satisfaction and trust was not enough to pro-
duce an increase in word-of-mouth (Tsao & Hsieh, 2012). Those factors needed 
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to be converted into commitment in order for companies to see a positive bene-
fit. 

Research from Mullins, Ahearne, Lam, Hall and Boichuk (2014) highlighted 
that electronic word-of-mouth has been an important influence on the kind of 
relationships formed between online businesses and their customers. It has a sig-
nificant effect on how customers perceive online s, brand image, and dimensions 
of functionality. Electronic word-of-mouth facilitates the formation of relations 
that lead to positive levels of trust, commitment, and satisfaction. Also, businesses 
do not have the capacity to form effective relations without optimizing commu-
nication through online platforms, which has become a business standard. 

From the research conducted by Purnasari and Yuliando (2015), with the in-
creased competition in the market, marketers are highly concerned with pleasing 
with customers. Their major focus is to retain customers rather than seeking for 
new ones by maintaining a long-term relationship (Purnasari & Yuliando, 2015). 
Relationship quality is essential to the buyer’s prediction of the future relation-
ship with the salespeople of an organization. Being the major determinant of fu-
ture interactions, its components include customer satisfaction, trust and com-
mitment. Satisfaction has been defined as a situation where customers perceive 
that a product or service, which is delivered, is of high quality, or exceeds their 
expectations. Trust, on the other hand, refers to the confidence that customers 
develop due to the consistency, integrity and reliability of an organization (O’Reilly 
& Marx, 2011). Commitment refers to the relationship between the customers and 
the organization, being the core point of relationship marketing. 

This occurs only when the relationship is regarded beneficial. Customer com-
mitment builds a positive attitude towards an organization, and it is often linked 
to customer satisfaction. Based on research, it is evident that consumer trust and 
satisfaction tends to increase commitment. Customer commitment and trust not 
only affect the real life word-of-mouth, but also drive them online and to spread 
e-WOM. 

According to Purnasari and Yuliando (2015), it is evident that the relationship 
quality between customers and providers plays a key role in the customer’s wil-
lingness to convey positive messages in online communities. Additionally, the 
quality of services offered by a firm has a direct impact on the customer’s satis-
faction, and an indirect impact on their trust. While they found that satisfaction 
and trust do not necessarily result in positive e-WOM communications from 
customers, positive e-WOM communication can only be achieved when satis-
faction transforms into the commitment of the customer to the organization 
(Purnasari & Yuliando, 2015). The research further emphasizes that satisfaction 
has a positive impact on trust; but trust does not lead to e-wom communication 
(Purnasari & Yuliando, 2015). Trust is not automatically correlated to commit-
ment or e-WOM. Regarding e-WOM communication today, factors such as 
customers’ personal characteristics play a significant role. For instance, accord-
ing to their research, the less a materialistic a customer is, the more likely they 
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are to be satisfied and committed. Such individuals often share positive informa-
tion regarding businesses that they have patronized, including sharing online. 
Purnasari and Yuliando, (2015) found that buyer’s satisfaction is not reliable 
with their behavior patterns. Considering this, while building a good relation-
ship with customers is important and ensuring, customer satisfaction is essen-
tial; maintaining customer commitment in today’s competitive world is the key 
decisive factor. 

From a research by Purnasari and Yuliando (2015), it is clear that relationship 
quality influences the way that buyers perceive their service providers, which in 
turn influences their future purchase behaviors. For this reason, relationship 
quality is beneficial, since it minimizes perceived risks linked to the integrity of 
a. With increasing relationship quality, online transactions will also increase 
provided consideration is being paid to the three dimensions, namely satisfac-
tion, trust and commitment. 

2.9. Commitment, Trust, Satisfaction & E-WOM 

Customer satisfaction, trust and commitment provided that the other constructs 
adequate to meet customer expectations is a basic requirement. The continued 
relationship cannot occur if the product or services do not match the customer’s 
expectation of it. Satisfaction is a construct that contains customer evaluations of 
online s or products, which are collected from diverse interactions and transac-
tions over a period of time. To reflect this, satisfaction can be defined as a cogni-
tive and affective relationship formed after transactions. 

Ismagilova, Dwivedi, Slade, and Williams (2017) discuss commitment as another 
product of effective promotion through electronic word-of-mouth. In current 
online transactions, commitment is an enduring desire to maintain the relationship 
between customers and those businesses that they purchase from another impor-
tant construct shapes the direction of quality relationships. This occurs through the 
promotion of product information using electronic word-of-mouth. Commitment 
is a critical variable for measuring relationship quality, though its quality must be 
consistent alongside a willingness to make efforts toward sustaining an effective 
relationship. 

Trust is an essential ingredient in creating a successful relationship to cus-
tomers, particularly when making a transaction over the internet. Trust is the 
willingness to rely on another party in terms of expertise and ability to provide 
services without prior experience. Once trust has been developed, it creates a 
perception of confidence, dependability, reliability, and integrity (Trainor et al., 
2014). Businesses should consider the trust of customers as their core goal to 
build long-term relationships, and electronic word-of-mouth will reflect that 
trust. 

2.10. Satisfaction and e-WOM 

Satisfaction is closely tied to e-WOM in that it is a major element of a long-term 
customer relationship (Yang, 2017). Satisfaction is defined as a situation where 
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customers perceive that a service delivered is of high quality, or even exceeds 
their expectations. 

It is a process of evaluation led by the consumer. Customers evaluate products 
and services based on their expectations. Satisfaction and a positive attitude to-
wards the business can only be achieved if the perceived result meets the buyer’s 
expectation, while dissatisfaction is the result achieved otherwise. The satisfac-
tion and dissatisfaction of customers towards a good or service have a significant 
impact on t future purchase behaviors. 

H1: That customer satisfaction relates positively to positive e-WOM. 
The positive behavioral intentions of customers are linked to positive e-WOM 

(Yang, 2017). If buyers develop a positive attitude towards a product or service, 
they will spread positive e-WOM. For this reason, the organization should focus 
on ensuring the satisfaction of the customer as without it positive e-WOM which 
improves and increases its profitability is not likely. 

2.11. Trust and e-WOM 

There is a direct relationship between trust and e-WOM, with satisfaction and 
commitment stemming from that trust. Fan, Miao, Fang and Lin (2013) rec-
ognize trust as one of the key factors that facilitate online buying. Online buy-
ing relies highly on the apparent risk perceived by the customer, and the de-
gree of satisfaction. This risk can be minimized by trust enhancement. Trust is 
essential since it enables customers to deal with perceived risks, and be in-
volved in trust-linked behaviors with the provider like sharing a personal ex-
perience. 

H2: That customer trust relates positively to positive e-WOM. 
Trust is the willingness to use other people’s experiences in making an in-

formed decision regarding a specific issue without any investigation. When there 
is trust, the reliance, reliability and belief in the integrity of the brand is en-
hanced significantly (Fan et al., 2013). Additionally, trust helps to minimize 
perceived fears and enhance online business since it decreases the customer’s 
perception of fraud, doubts and possible risks (Fan et al., 2013). For these rea-
sons, organizations should focus on creating long term relationships which will 
maximize the positive nature of the e-WOM. 

Often, consumers react differently depending on the level of trust they have 
towards the e-WOM communication. In a situation where a buyer feels that 
there is some level of risk regarding e-WOM information, such as potential fake 
reviews. The customer is likely to try to find out more through additional que-
ries to verify the information (Cheung & Lee, 2012). On the other hand, if the 
perceived risk is low, their willingness to buy the goods or services will be high-
er. 

2.12. Commitment and e-WOM 

Commitment is tied to e-WOM given that products within the same category 

https://doi.org/10.4236/ib.2021.134010


F. M. Issa 
 

 

DOI: 10.4236/ib.2021.134010 167 iBusiness 
 

are not different, but are differentiated based on their branding (Noori et al., 
2016). Brand commitment among customers offers an organization a competi-
tive advantage within its industry. 

H3: That customer commitment relates positively to positive e-WOM. 
The research conducted by Noori and colleagues shows that commitment has 

a positive impact on a buyer’s behavior. Through facilitating trust, an organiza-
tion can develop a successful rapport in their marketing which in turn facilitates 
commitment. Commitment is therefore well supported by the e-WOM commu-
nications which are conveyed by customers through the internet-providing that 
it is positive. The author further emphasizes that commitment is the key steering 
factor of customer. From this research, it is evident that information communi-
cated through e-WOM highly influences customer commitment and more so 
enhances his or her continuous consumption (Noori, Hashim, & Yusof, 2016). 
In today’s highly competitive internet marketing and the emergence of e-WOM, 
commitment plays a critical role in business success since it increases consumer 
purchasing habits and continuous use 

3. Research Methodology 

In this research, relationship quality, composed of customer commitment, trust 
and satisfaction, will be used as the independent variables. Customer positive 
electronic word-of-mouth is marked as a dependent variable. The conceptual 
model will use empirical methods, which allow descriptive features to be trans-
lated into quantifiable metrics that can be evaluated using descriptive statistics. 
In this study, a survey instrument was used, which, provides for the collection of 
primary data from a sample of the population of interest who were mobile 
phone users. This will allow for the identification of the nature of relations 
created though positive electronic word-of-mouth. Secondary research is used to 
explain the theoretical concepts and the proposed linkages between variables. 
Sampling techniques was employed to select the target sample of the study 
(Figure 1). 

3.1. Method of Data Collection 

This study required primary data collected from a sample of the population of 
interest. For this purpose, a survey questionnaire instrument was used. The  
 

 
Figure 1. Research model. 
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questionnaire instrument consisted of two parts. The first part consisted of ques-
tions on demographic and personal information. The demographic characteris-
tics include gender, age, and education level. The second part was the core ques-
tions were each for creating an empirical data point related to each of the main 
variables of the study. This provided a structured method of conceptualizing the 
relationship between e-WOM, and relationship quality through the sub-measures 
of customer commitment, trust, and customer satisfaction (Table 1). 

3.2. Questionnaire Reliability 

The questionnaire method reliability was examined by using Cronbach’s Alpha. 
The results in Table 2, show a Cronbach’s Alpha value reaching 0.894, which 
guarantee a high reliability for the questionnaire instrument.  

3.3. Questionnaire Validity 

The questionnaire method validity measured by using Person’s correlation coef-
ficient to examine the degree of association between each item, and the total 
score of the dimension to which it related. The results presented as in Table 3,  
 
Table 1. The study measurement for each factor and its references. 

REFERENCES Measurement OF EACH FACTOR Factors 

Tsao, W. C., &  
Hsieh, M. T. (2012). 

1) Delighted to have picked the product 
2) Have a favorable opinion of this product 
3) My shopping experiences at this virtual 
store have always been pleasant 
4) Wish more products were like this one 

Satisfaction: 

Tsao, W. C., &  
Hsieh, M. T. (2012). 

1) This product meets with my real needs 
2) The quality of this product is 
3) This product is honestly offered 

Trust 

Jafari, Karimi,  
Forouzandeh, &  
Safahani (2015). 

1) I am willing to put a great deal of effort, by 
beyond what is expected to help the success of 
this brand 
2) I am proud to tell others that are a great brand 
to be part of 
3) It will take very little to cause me to leave this 
brand 

Commitment 

Tsao, W. C., &  
Hsieh, M. T. (2012). 

1) I am willing to let other Internet users 
know that I am a customer of this 
product/company 
2) I am willing to provide more positive 
online information about this product 
available to other Internet users 
3) I am willing to positively discuss this 
product with other people on the Internet 
4) I am willing to share positive information 
about this product with others on the internet 

E-WOM 
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Table 2. Survey questionnaire reliability. 

Dimensions No. of items Cronbach’s alpha 

Customer satisfaction 4 0.835 

Trust 4 0.773 

Commitment 4 0.679 

e-WOM 4 0.897 

Overall reliability 16 0.894 

 
Table 3. Survey questionnaire validity. 

Dimension one:  
Customer satisfaction 

Dimension two:  
Customer trust 

Dimension three: 
Commitment 

Dimension four: 
e-WOM 

Item 
No. 

Correlation 
coefficient 

Item  
No. 

Correlation 
coefficient 

Item  
No. 

Correlation 
coefficient 

Item 
No. 

Correlation 
coefficient 

1 0.887** 5 0.764** 9 0.770** 13 0.783** 

2 0.810** 6 0.790** 10 0.853** 14 0.903** 

3 0.860** 7 0.736** 11 0.739** 15 0.907** 

4 0.730** 8 0.806** 12 0.500** 16 0.911** 

**indicated that correlation coefficient is statistically significant at the (0.01) significant 
level. 
 
reveal that, all the questionnaire items significantly correlated with the dimen-
sion to which is related, meaning all items achieved the purpose of measure-
ment. 

4. Results 

This section is in concern with data analysis, in particularly testing the research- 
underlined hypotheses, which aim to examine the correlation relationship be-
tween the dependent and independent variables conceptualized in the research 
model. To do that, correlation and multiple regression analysis conducted. In 
addition to that, participants of the study described according to gender, age, 
and education level. The results illustrated as in Table 4. 

Table 4, reveal that, in regard to participant distribution according to gender, 
the female comprised the majority by 79.1% while the male just represents 20.9%. 
Indicating that, the females have the highest participation in the current study. 
While participants’ distribution according to age show the majority 64.6% at the 
age level 19 - 30 years, while 20.2% at the age category 31 - 40 years, while under 
18 comprised 9% with few percent for above 40 years. Whereas the distribution 
of participants according to educational level, show that, almost participants ob-
tain bachelor degree 57.1%, higher school and below 23.7%, master 18%, and 
PhD holders represents the lowest >1.2%. 
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Table 4. Participants demographic characteristics.  

Gender Frequency Percent % 

Male 84 20.9 

Female 317 79.1 

Age by years   

Under 18 36 9.0 

19 to 30 259 64.6 

31 to 40 81 20.2 

Above 40 25 6.2 

Highest education level   

Higher school and below 95 23.7 

Bachelor 229 57.1 

Master 72 18.0 

PhD or other 5 1.2 

4.1. Research Hypotheses 

To verify the research hypotheses, two statistical techniques used to do that, Per-
son’s Correlation coefficient and multiple regression analysis were conducted, as 
will be illustrated in the following tables. 

4.1.1. Results of Research Hypothesis One: That Customer Satisfaction  
Relates Positively to Positive e-WOM 

Table 5 reveals that, the value of correlation coefficient between the customer 
satisfaction, and e-WOM, is reaching (0.370) and statistically significant at the 
(0.01) level. This indicates that, there is a significant positive correlation rela-
tionship between customer satisfaction and e-WOM. Meaning that, whenever 
customers were satisfied they provide positive ideas, attitudes towards the prod-
uct or service they consume. Therefore, they will provide positive e-WOM, which 
influence on other customers purchase decision. 

4.1.2. Results of Testing Hypothesis Two: Customer Trust Relates  
Positively to Positive e-WOM 

Table 6, showed that, the value of correlation coefficient between the customer 
trust, and e-WOM, is reaching (0.437) which is statistically significant at the 
(0.01) level. Meaning that, there is a significant and positive correlation rela-
tionship between customer trust and e-WOM. This result indicates that, if com-
panies work to fulfill their customers’ trust that will make customers to say good 
and positive words in favor of their companies’ product and service through so-
cial media sites. Thus, companies can get more benefits as their customer’s size 
will increase due to positive electronic word of mouth. 

4.1.3. Results of Testing Hypothesis Three: Stated That Customer  
Commitment Relates Positively to Positive e-WOM 

The results in Table 7, showed that, the value of correlation coefficient between  
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Table 5. Relationship between customer satisfaction, and e-WOM. 

Variables e-WOM 

Customer satisfaction 
Correlation coefficient P-value 

0.370 0.00** 

**indicated that correlation coefficient is significant at the (0.01) level. 
 
Table 6. Correlation relationship between customer trust and e-WOM. 

Variables e-WOM 

Customer trust 
correlation coefficient P-value 

0.437 0.00** 

**indicated that correlation coefficient is significant at the (0.01) level. 
 
Table 7. Correlation relationship between customer commitment and e-WOM. 

Variables e-WOM 

Customer commitment 
correlation coefficient P-value 

0.548 0.00** 

**indicated that correlation coefficient is significant at the (0.01) level. 
 
customer commitment, and e-WOM, is reaching (0.548) which is statistically 
significant at the (0.01) level. The result confirmed that, when companies com-
mitted to serve their customers with the required products or services, custom-
ers would contribute positively towards their company’s brands. 

4.2. Multiple Regression Analysis 

The aim of multiple regression analysis is to examine how relationship quality 
factors as independent factors influence on Electronic Word of Mouth (EWOM) 
as a dependent variable. The research apply the multiple regression analysis eq-
uation as written: 

1 2 3EWOM b b s b T b C+ + +=  

where, b stand for constant, 1 2 3, ,b b b  stand for coefficient, and S, T, and C de-
noted the independent factors satisfaction, trust, and commitment. 

4.3. The Results Illustrated in Table 8 

Table 8 shows that, the value of F-statistics is equal to (67.844) is statistically 
significant at the (0.01) level, indicating that the multiple regression model is ef-
fective to estimate the change in the electronic word of mouth. In addition to 
that, the coefficient of determination (R2) reaching (0.345) indicates that, the re-
lationship quality factors including (satisfaction, trust, and commitment) ex-
plains around 35% of the changes in EWOM, approximately if other factors re-
main equal. 

The results in Table 8 also reveal that, there is statistically positive correlation  
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Table 8. Results of regression analysis. 

 
Coefficients 

(B) 
Beta 

T-test  
statistics 

P-value F-statistics P-value 

Constant 0.213  0.683 0.50 

67.844 0.00** 
Satisfaction 0.196 0.123 2.315 0.02* 

Trust 0.216 0.144 2.533 0.012* 

Commitment 0.501 0.431 9.05 0.00** 

R = 0.587 R2 = 0.345 Adj.R2 Durbin-Watson = 1.811 

 
relationship between each of the relationship quality factors and the EWOM. 
Meaning that, the relationship quality factors influence positive on customers, 
which make them to provide positive EWOM when reviewing the company’s 
website, which in turn influencing and encourage other users to take a positive 
purchase decision in favor of the company products or services. 

5. Discussion 

The purpose of the current study is to explain how the relationship quality be-
tween consumers and mobile phone companies can influence positive electronic 
word of mouth through the customer. It is necessary to bring the discuss infor-
mation back to the hypotheses set forth within the context of the study.  

The Current study concluded with various findings. Therefore, this section of 
the research paper concentrate to discuss the major findings of the study. Among 
these findings is that, customers have a very high level of satisfaction towards 
their mobile’s phone brands, therefore consumers delighted to have picked their 
mobile’s brand, and they appreciated their experiences while shopping at the 
virtual mobile shopping store. Therefore, the results support that, there is statis-
tically significant and positive relationship between customer satisfaction and 
e-WOM. Meaning that satisfaction of customers generates a positive influence 
on e-WOM. Such an e-WOM, through the interaction of mobile’s phone users 
influences other people on the internet to purchase the same product. The find-
ings is supported by many other researchers, Kimmel & Kitchen (2014), stated 
that, The exchange of information between consumers has a considerable impact 
on the consumer’s behavior, in addition to that, the Electronic word-of-mouth 
(e-WOM) plays a crucial role in consumer spending decisions. On the same way, 
Chu and Choi (2011), argued that, the electronic word-of-mouth refers to any 
positive or negative information made by customers regarding a product or an 
organization in various online platforms. This sharing of information among 
consumers has had considerable impact on consumer purchasing behavior, and 
it has transferred the convincing power from marketers to the consumers. 

With regard to customers trust of their mobile’s phone brands who search the 
companies review site, the results confirmed that most customers have a high 
level of trust of their mobile’s phone companies, therefore, mobile’s brand is 
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highly effective in meeting the customer daily needs, and the mobile’s brand ful-
ly satisfies customers’ expectations. Hence, the research concludes that, there is a 
significant and positive correlation relationship between customer trust and 
e-WOM. Thus, whenever customers trusted their companies’ brands they will 
provide positive e-WOM, which increased other customer’s trust, which in turn 
will have an effect on other brands’ buyers, because consumers believe each oth-
er. Therefore, these results matched with the conclusions provided by various 
researchers such as (Yoo, Kim, & Sanders, 2015; Noori, Hashim, & Yusof, 2016) 
who believed that, e-WOM has proven to be an important foundation of ensur-
ing that customers have high levels of confidence, satisfaction. So, it is possible 
today to find consumers to trust each other, and share their experience in the 
marketing place on online platforms. 

Furthermore, one of the interesting findings of the current study is that cus-
tomers have positive attitudes to be committed to their mobile’s phones brands. 
The most important evidences supporting that, customers perceived that their 
mobile’s brand is the best brand of all possible brands to be part of, and most 
customers were proud to tell other people that their mobile’s brand is a great to 
be part of. Therefore, it is logical; the result proved that, there is a significant and 
positive association between customer’s commitment to their mobile phone 
brands, and the Electronic Word of Mouth (e-WOM). Hence, the influence of 
eWOM, on customers’ commitment was supported and argued in literature by 
many contributors in the area of the study. Mullins [w1], Ahearne, Lam, Hall 
and Boichuk (2014) confirmed that electronic word-of-mouth has been an im-
portant influence on the kind of relationships formed between online businesses 
and their customers; in addition to that, it facilitates the formation of relations 
that lead to positive levels of trust, commitment, and satisfaction. 

6. Recommendations 

The study be recreated using a more evenly disbursed population, as opposed to 
almost 80% female to slightly more than 20% male. The majority of participants 
were within the target consumers range from the purchase of such devices, it is 
believed that there is a possibility that a more equitable gender distribution may 
result in a greater understanding of the consumer population. In light of the 
positive perspectives associated with the electronic word of mouth of products, 
and the influence of the same on the decision of the individual to select a partic-
ular mobile phone or mobile phone provider, it is recommended that these sta-
tistics be provided by the mobile phone companies in Saudi Arabia, it may be 
possible for a mobile phone company within the area to increase its overall mar-
ket share by capitalizing on an effective online word of mouth campaign. 

It is further recommended that, in light of the effect of electronic word of 
mouth on consumer purchasing decisions, that the mobile phone providers in 
the region review their online presence in order to identify potential areas of de-
triment within that online presence that could decrease the probability of a con-
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sumer purchase decision in the company’s favor, and further steps be taken to 
identify and resolve any consumer identified issues in real time, decreasing the 
likelihood of a negative impact on the organization in regards to any future is-
sues arise. 

7. Implication & Conclusion 

The purpose of this paper was to explore critical components of the relationship 
of quality as it pertains to marketing and business in order to answer the identi-
fied research question, specifically, “how does the relationship quality can influ-
ence consumer commitment, trust, and satisfaction based on the positive elec-
tronic word of mouth. The researcher hoped to determine the role that quality 
played in consumer selection of electronics, and the relationship between the 
business offering the electronic product and the marketing of that product, 
based on word of mouth electronic discussions. 

Analysis of the results of the study showed that customer satisfaction related 
positively to positive electronic word of mouth from other consumers. Further-
more, it also reveals that consumer trust related positively to electronic word of 
mouth and that consumer commitment to the brand and positively associated 
with positive electronic word of mouth. As a result, the research question can be 
answered by stating that electronic word of mouth discussions made by prior 
mobile phone consumers play a significant role in the decision of the consumer 
when selecting a new product. It is opinions of others regarding the mobile 
phone that the individual is considering play the largest role in the decision of 
the individual to acquire a new phone, the majority of participants are both sa-
tisfied with the purchase decision and are increasingly likely to remain loyal to 
the brand. 

Thus, each consumer has a strong idea of the type of phone brand that desires 
and has created a method of obtaining additional resources to guarantee the next 
phone to be purchased based on that information. This implies additional con-
sumer research, mobile phone brands could provide better offerings to their 
customer needs, and further increasing the likelihood of acquisition following 
release and leaving the companies with the potential to obtain a greater market 
share. While there is still much additional research to be done with regard to the 
actions and decisions made by consumers regarding their mobile phone acquisi-
tion in Saudi Arabia, the completion of this research study has provided a solid 
foundation from which to base additional research. The identification of the ef-
fects of electronic word of mouth is a strong start in the identification of addi-
tional actions that may be taken in order to increase the influence of a mobile 
phone company on the purchase made by consumers. 

Imitation of the Study 

There were a number of limitations faced this study. One of the most crucial li-
mitation of this research is the sample size that was related to the nature of the 
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study. The study use the convenient sampling for selecting sample, which cannot 
consider as truly representative of the population. So, the researcher only able to 
solicit information from 401 customers of mobile review sites of businesses in 
the Saudi market. Therefore, the study findings may not have a great chance for 
generalizability. In addition to that, time constrain is another limitation of the 
study. 

Future Scope 

Future researchers have the chance to expand the same issue of the study to in-
clude more participants on the level of Saudi Arabia mobile market. The future 
researchers can add more variables in concern to customers such as customers’ 
loyalty to examine how electronic word of mouth influence on customers satis-
faction, loyalty, trust, and commitment to their brands of mobile phones. More 
studies needed in Saudi market, as there is an active market for consuming mo-
bile phones. 
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