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Abstract

This research aimed at mvestlgatmg the effect of customer mvolvemem an
brend trust with an application to the arrllnes customers in Egypt. Primary data
were collected from 350 customers usr_ng_ the orrllne_ questlonnalre via the
| 'searc_h'_eng.ine Google Dr_i'ire; The statistical ebftWarE'.(PLS—SEM) was employed

o test the _hypotheses.

The ﬂndings confirmed - that there are .a srgnrfrcant effect of customer

mvolvement on brand trust dlmensrons(brand rehabmty & brand |nten‘:|on)

K_eyw_ords:' Customer - involvement,brand  trustbrand reiiabiiity,brand

intention.
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