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Abstract :

This research aimed at investigating the relationship
between customer learning and brand trust through mediating
customer involvement with an application to the airlines'
customers in Egypt. Primary data were collected from 350
customers using the online questionnaire via the search engine
Google Drive. The statistical software (PLS-SEM) was
employed to test the hypotheses.

The findings confirmed that there are a direct significant
effect of customer learning dimensions (cognitive dimension &
affective dimension) on customer involvement and brand trust
dimensions (brand reliability & brand intension). Furthermore,
the study also found a direct positive and significant effect of
customer involvement on brand trust dimensions. Finally, there is
an indirect significant effect of customer learning dimensions on
brand trust dimensions through mediating customer involvement.

Keywords: Customer Learning, Brand Trust, Customer
Involvement.
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