Jrard) (pSat Gy ABMal) B Jraad) dagal Japeugll gl
LAY Sy e Jalal BalS] Ul i g
Jsaall (il YLV GlS )d e ae e danlad 4 5o

> shudl taa) L) daaa 3aaf 3 AL Cpin Lada oy pa
Bladl) A< Slas B guste LB 418 - 3y guulll 5 Jlas ) 513 ualaa
5 graiall daala -Jlast 5 )2) P""é ¢ ;\MQ_&M‘ ?‘“‘é —

soadlall

eSa Julail) sale) Wl 55 o Jaandl (pSail yilaall jue 5 pdlaad) il 46 jee Canll Cargin)
s liaiind il aranad o3 Coagll 138 (iail s Jranll dagy Jas 58 die J senall Cilgdl VLAtV cilS 5
Ay Slaan) il dalat o35 Aaild 384 Jalaill Aalluall 28l 53l sae &l Sum el pend
Sl Y aeall GaSai ala) o)) ) Gl Jiasis Warp PLS5 gebin J3a (e Jlaall dilad sl
i3 Ll s S, g bl b Jgenl) g e () IS8 555 (AS 500l 5 kgl 5 L shacl
A0l 3 laall pilia (g gine il 2 ga s o cus (A edalall sale ) Ll e ) 50 Jieall 20
Alia 1 a5 (Julaill sale) U g e ile sheall €aill 805 5 a5 g aie g ol sale ) Ll 3 e

Jaenll gy Japus 58 i 38 80 pe Jaladll Bale) Ll 53 e Jenll (oS alaY 3l pe s

sale) Ll g5 edandl dingy S jaall 3 ylarill ¢ il slaa (i cJoanll (&) dalida cilals
(Sl

Abstract:

This study aims to examine the direct and indirect effect of customer
empowerment on customer delight via re-patronage intentions. Data were collected
from 384 customers of Mobile Service Providers in Egypt. Path analysis is
employed to test the research hypotheses using Warp PLS5. The findings reveal
that the two dimensions of customer empowerment named informational
empowerment and perceived control significantly impacted customer delight
which positively influenced re-patronage intentions. Customer delight significantly
mediated the relationship between customer empowerment and re-patronage
intentions.
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