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Abstract:

This research aimed to explore the mediating role of customer participation
in the relation between customer attitude (CA) and customer citizenship
behavior (CCB) of online shopping customers in Egypt. The study's primary
data was collected from customers using a survey approach. A measuring
scale and the respondent's demographic profile were included in the data
collection instrument. In Egypt, the questionnaire has been distributed to
customers aged 18 and up. A total of 390 responses were received, the valid
responses were 370. The proposed theoretical model was evaluated using
partial least squares (PLS) for data analysis. All indicators and values were
collected using SPSS software and Smart PLS 3. The data was evaluated
using PLS-SEM.

The results display that customer attitude has a positive influence on
customer participation. Customer attitude has a direct positive impact on
advocacy and feedback. Customer participation has a positive impact on all
customer citizenship behavior dimensions (Advocacy, Helping, Feedback,
and Tolerance). Customer participation full mediates the relationship
between customer attitude and two dimentions of CCB(help and tolerance),
Customer participation patially mediates the relationship between customer
attitude and both of advocacy and feedback, depending on demographic
variables (gender, age, education, and time). Finally, the findings'
theoretical and practical implications are examined.
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1. Introduction

Customer citizenship behavior (CCB) is a term used to describe the co-
creation of the customer—customer interactions (M. Kim et al., 2020; Zadeh
et al., 2019). Previous studies on positive employee and customer behavior
identified two categories of behaviors (in-role and extra-role). Customer in-
role behaviors take place within the company's defined rules, whereas
customers can choose whether or not to participate in extra-role behaviors.
(Bolton & Saxena-lIyer, 2009; Zadeh et al., 2019). Customer value co-
creation behaviors are defined as customer participation behaviors (CPB)
and customer citizenship behaviors (CCB). For successful value co-creation,
CPB is intra-role and required of the customer (Yi & Gong, 2013). Extra-
role behavior is referred to "helpful, productive activities taken by
consumers that are valued or recognized by the company but are not
necessarily related to the individual's role's enforced or explicit
requirements" (Zadeh et al., 2019).

Customer-customer and customer-firm interactions both exhibit CCB and
CPB. Customers may be sufficient to perform just the required tasks in
services that involve high levels of traditional and/or virtual community
interactions with customers, or they may meet or exceed such activities by
taking non-mandatory, voluntary measures that often result in a unique
experience for the point of focus or new customers. To put it another way,
customers can either fulfill their involuntary output roles or engage in
citizenship activities in addition to their required roles (Zeithaml et al.,
2013).

The enormous advancement of IT has greatly enhanced the types of
customer-company interactions and services offered. By using digital
technology, various services and facilities can be provided without requiring
the physical presence of both employees and customers (Schumann et al.,
2012; Singh & Crisafulli, 2016).

The virtual environment raises challenges that do not arise in the traditional

environment, such as website system fluency, privacy, and security, as well

as transaction procedures, distribution, and customer service system support.

While service failures may not result in direct customer losses, customers

will be affected and lose trust in the websites in this instance. Businesses
-Yed .
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must be creative to attract and retain customers in increasingly competitive
markets. Because of the internet, businesses are discovering new methods to
handle information and better serve their customers. In the United States,
Europe, and Asia, online sales are rising faster than traditional sales, and
this trend is projected to continue. According to Yang et al. (2007), The
online world has arrived as a viable alternative to traditional business. More
than 4.8 billion people are expected to access the internet by 2023, up from
420 million in 2000 and one billion in 2005. 61 percent of the world's
population is online in this developing climate. In 2020, Egypt had 49
million internet users, up from 4.5 million in 2000. International retail e-
commerce revenues were $3.53 trillion in 2019, with revenues expected to
reach $6.54 trillion by 2022 (Aboul-Dahab et al., 2021).

Customer behavior has shifted from physical stores to online markets, and
the shopping environment has fundamentally changed as businesses in
developed countries recognize the power of the internet. In the past few
years in Egypt, e-commerce, or the digital economy, has recorded a
noticeable increase in the total domestic trade, but with the spread of the
Corona pandemic and precautionary measures that include a commitment to
homes, reducing going out, and a fear of direct sales, the proportions of
electronic sales have doubled. Consumer behavior is influenced by a variety
of economic, cultural, physiological, and environmental factors. Consumer
behavior is shifting toward using online markets to meet their needs,
requiring an examination of the factors that affect online customer behavior,
specifically how online customers react and engage. The ongoing growth of
new technology and business models has made studying the behavior of
online customers more complex (Luo et al., 2020; Sorooshian et al., 2013;
Yang et al., 2019).

The customer-firm relationship is currently seen as a two-way relationship,
instead of the one-way communication that prevailed in the past. When
relations are confined to a firm, products or services are presented to
customers who buy these products or services (M. Kim et al., 2020; Yi &
Gong, 2013). Customer citizenship behavior theory (CCB) derives from
organizational citizenship behavior theory. While organizational citizenship
behavior demonstrates employee behaviors towards a firm, it can also be
extended to consumer behaviors, as well as how loyal customers continue to
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help a brand with extra-role and collaborative attitudes (Y. J. Ahn et al.,
2016). Scholars widely consider customers as partial employees in the
organization or part-time employees (Groth, 2005; M. S. Kim et al., 2018;
Zhu et al., 2016). CCB was initially an organizational citizenship behavior
extension, especially the employee's extra role that led to reinforcing the
organization's efficiency (Bove et al., 2009; M. Kim et al., 2020). CCB can
be seen as a willing behavior in the role required of the customer, which
contributes to providing help to the organization and supporting its
functioning. Many studies focused the concept of "customer-to-customer
value co-creation" through consumer participation and citizenship behavior.
It illustrates how co-creative customer-to-customer interactions can be.

Many previous studies focused on studying the role of customer attitude as a
mediating variable in supporting value-co-creation behaviors (customer
participation and customer citizenship behaviors) (Kwon & Namkung,
2022; Zadeh et al., 2019).Many previous studies focused on studying the
role of customer attitude as a mediating variable in supporting many
outcomes (such as green 1mage, philanthropic corporate social
responsibility, cognitive and emotional factors contributing, e-store
familiarization and facilitating conditions), and customer citizenship
behavior (Anaza & Zhao, 2013; Hwang et al., 2019; Hwang & Lyu, 2020a;
van Tonder et al., 2020).Many studies have also focused on the impact of
customer citizenship behaviors on supporting many outcomes (such as
turnover intention, customers’ long-term relationship orientation, and brand
trust) (M. Kim et al., 2020; Revilla-Camacho et al., 2017; Xie et al., 2014).

However, few studies have examined the impact of customer attitude on
customer citizenship behavior, by using customer participation as mediating
variable, This study's objective was to fill this gap.This study made a
practical and theoretical contribution. Essentially, it Furthermore, the
research combines planned behavior theory (TPB), interpersonal influence
theory (IIT), and information processing theory (IPT) to construct a
conceptual model of customer participation and citizenship behavior in
online shopping brands.

Therefore, this study attempted to create a model that investigates customer
citizenship behavior dimensions in the context of online shopping by
examining the relationships between customer attitude(CA), customer
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participation (CP), and citizenship behavior (CCB).The study addresses the
following research questions:

RQ1. How do consumer attitudes influence customer participation (CP), and
citizenship behavior (CCB)?

RQ2.Does customer participation (CP) result in customer citizenship
behavior (CCB)?

The following are the contributions made by answering these research
questions. First, the study variables will be reviewed, and then the
relationship between these variables will be reviewed examining how
customer attitudes toward online shopping brands are related to customer
participation. Second, we investigate how customer attitudes and
participation in online shopping brands influence citizenship behavior. For
firms looking to get the most out of customer engagement, recognizing the
relationship between customer attitude, customer participation (CP), and
customer citizenship behavior is crucial (Auh et al., 2007; Cabiddu et al.,
2014; Vakeel et al., 2018). This line of investigation is also consistent with
recommendations that customers' affective states be taken into account
when it comes to customer participation (CP) and citizenship behavior
(CCB) (Gallan et al., 2013; Hau et al., 2017).

2. Review of the literature and development of hypotheses
The researcher presents the concepts, dimensions of the study variables,
and hypotheses development, which are as follows:

2.1 Customer attitude:

The concept of consumer attitudes is gaining increasing attention in many
diverse fields, including business, sociology, and psychology (Hwang &
Hyun, 2017; Hwang & Lyu, 2020b; Hwang & Ok, 2013). Customers'
attitudes are linked to a customer's appraisal of a service or product.
Customers' attitudes are often shaped as a consequence of the customer's
prior contact with a certain brand. (Alimamy & Al-Imamy, 2021; Sahoo &
S. Pillai, 2017). Both brand attitudes and purchase intentions are directly
related to customer attitudes. (Foroudi, 2019; Mukherjee & Banerjee, 2019).
Furthermore, It has been demonstrated that having a positive attitude
increases brand trust and loyalty. (Kumar & Kaushik, 2018; van der
-y -
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Westhuizen, 2018). Consumer attitudes are defined as feelings about a
certain service or product, and they are a crucial aspect in building effective
competitive strategies (Hwang & Ok, 2013). As a result, businesses are
actively working to enhance consumers' attitudes toward their products.
Several previous studies have shown that customer attitude affects their
behavior (Lin & Lee, 2012; Mukherjee & Banerjee, 2019; Sreejesh et al.,
2016).

The importance of attitude as a predictor of purchase intentions have been
studied in the theory of planned behavior (Alimamy & Al-Imamy, 2021).
Customer attitude has also been discovered to be a factor in customer
satisfaction (Dick & Basu, 1994; Levy & Hino, 2016). This implies that the
first and repeat purchases, as well as perceived value, are all factors to
consider and influenced by customer attitudes (Alimamy & Al-Imamy,
2021; Lewis & Soureli, 2006). Customer attitudes are influenced directly by
experience quality, and when customers have a positive experience with a
provider, they are more likely to have a positive attitude toward the provider
and hence estimate the value to be higher. (Huang & Liu, 2014). The
consistency of virtual reality environments has a positive impact on
customer attitudes and behavior intentions (Lee et al., 2020).

A distinction can be made between the concepts of customer satisfaction
and consumer attitudes, as the two terms are often used as synonymous
terms while having different meanings. Customer satisfaction is a key aspect
in determining a product's or service's performance, and it is determined by
the customer's appraisal of a specific deal or transaction with the product or
service (Hwang & Lyu, 2020b). Customer attitudes are established because
of a comprehensive assessment of a certain product or service, which
reflects a broader evaluation of the product or service. Therefore, customer
attitudes are considered a vital factor in predicting customers' behavioral
intentions toward the product or service. (Hwang & Lyu, 2020b; Voss et al.,
2003).

Consumer attitudes, according to empirical studies, play a significant role in
the formation of outcome variables. Brand preference is positively
influenced by customer attitudes (Hwang & Ok, 2013). Consumer attitudes
toward luxury brands have a significant impact on customer intention,
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which in turn has a positive impact on luxury brand actual usage (Liu et al.,
2021). Consumer attitudes are important in predicting brand attachment,
willingness to pay more, and brand value (Hwang & Hyun, 2017).

2.2 Customer participation

Customer participation is defined as a behavioral term that evaluates the
extent to which customers contribute information sharing, offer suggestions,

engage in decision-making during the delivery process, and co-creation
value.(Chen et al., 2015; Taheri et al., 2017).

Customer participation (CP) behavior is divided into four dimensions:
information sharing, information seeking, personal interaction, and
responsible behavior (Yi & Gong, 2013). Customers must be involved in the
service creation process for it to be successful (Yi & Gong, 2013).
Customers benefit from participation because it enhances the likelihood that
their specific needs will be fulfilled. (Norman & Nyarko, 2021; O’Cass &
Sok, 2015). According to studies, customers can participate in the service
process in various ways. For example, hotels often send out emails to
customers requesting that they check in online before arrival. Customers
must share information with service providers for their requirements to be
fulfilled. (Rebecca Yen et al., 2004; Taheri et al., 2017; Vakeel et al., 2018).

Customers can also take part by inquiring about the services offered. As a
result, the type and level of customer participation throughout service
delivery have an impact on the outcome's perceived value. Customers
contribute to resource creation, both tangible and intangible, that integrates
into their usage process, resulting in value accrual (Vargo & Lusch, 2016).

According to the theory of interpersonal influence, people can have
informational and normative effects on one another. Informational influence
refers to information sharing and information seeking and is defined as "a
tendency to adopt information gained from others as a guide concerning
actuality." Normative influence is described as a tendency to "conform to
another's optimistic expectations" (Deutsch & Gerard, 1955, p. 629). The
normative influence is largely concerned with personal interactions and
appears to be responsible behavior.

A
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2.3 Customer citizenship behavior (CCB)

CCB was realized from both the organizational and consumer perspectives.
Marketing scholars have argued that CCB is a type of co-creation behavior
(Balaji, 2014; Tung et al., 2017). Scholars proposed two forms of co-
creation activities with benefits for customers. Firstly, the behavior of
customer participation (CB), which reflects the necessary in-role behavior
substantial for the effective co-creation of the product, Secondly, CCB
demonstrates voluntary (extra-role) behavior, which gives the company
great value but is not strictly required for achieving value co-creation (Bove
et al., 2009; Woo, 2019). CCB is described as voluntary and discretionary
behavior that is not required for product or service delivery but enhances the
organization's overall services (Groth, 2005). Customers who have a high
degree of CCB act like other employees because their actions are just as
beneficial to the company's growth as employees' are, and they are willing
to contribute to the company's development (Hwang & Lyu, 2020b).

CCB involves general discretionary conduct that improves customer
consideration, brand excitement, brand endorsement, helping behavior, and
self-development (Nyadzayo et al., 2015). CCB refers to supportive,
constructive expressions displayed by customers and recognized and
appreciated by the company, but not directly related to implementable or
specific role requirements of the individual. CCB makes customers patient
with service recovery, allowing the company to recover efficiently (Y. J.
Ahn et al., 2016; Woo, 2019). The study by Zhao et al. (2016) promotes a
CCB theoretical model by examining the social support influencing role,
using customer satisfaction in the online brand communities context (Zhu et
al., 2016). The study results display that informational and emotional
support significantly influence the CCB dimensions (represented in
providing  feedback, helping other customers, and making
recommendations) via customer satisfaction. The results also display that
emotional and informational factors, such as support from other customers
and firms, have various effects on customer satisfaction.

- \Ylo .
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Customers may wish to start sharing their great experiences and values with
other consumers. In addition to good employee treatment, customers share
their comments after they have had positive service interactions, suggest a
company's service to others, support suppliers, and facilitate other customers
getting the service. (Bove et al., 2009; van Doorn et al., 2010). One of the
most significant information that people might utilize to influence their
attitude during service encounters is information gained from other
customers' activities". As a result, CCB refers to the extent to which
consumers observe other customers engaging in citizenship behavior, which
serves as a model for the participants (M. Kim et al., 2020; Yi & Gong,
2013).

Previous research indicates that the behavior of brand citizenship includes a
two-dimensional construction. The first component is the desire to help and
further create brand enthusiasm (Burmann et al., 2009). This is supported by
many researchers. Brand citizenship behavior would be high when we
simultaneously understood all elements (i.e., brand endorsement and brand
enthusiasm). Brand enthusiasm includes taking additional brand-based
initiatives that include engaging in marketing activities by supporters or
charity events, passing on consumers' perceptions that support branding
decisions, and participating in brand-focused activities. Brand endorsement
is correlated with favorable word of mouth (WOM) toward a specific brand,
including brand recommendations among friends, family, or others (M. S.
Kim et al., 2018). Some researchers added a third dimension to brand
citizenship behavior, represented by helping behavior. Helping behavior
involves positive attitudes, helpfulness, empathy, and friendliness toward
both internal and external customers and other franchisees (Nyadzayo et al.,
2015).

The findings of M. Kim et al. (2020) related corporate social responsibility
(ethical, economic, philanthropic, and legal) as having a positive impact on
corporate image and CCB (feedback, help, and recommendation).
Researchers used three dimensions of CCB: recommendations like positive
WOM, feedback voluntarily proposing products or services, and customers'
help (M. Kim et al., 2020).
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Many studies support the three components of CCB (Bove et al., 2009;
Groth, 2005). CCB has also been demonstrated to have a major impact on
the orientation of long-term relationships with firms. Yi and Gong (2013),
distinguished between four dimensions of CCB, representing advocacy,
feedback, tolerance, and helping. The results indicate that two dimensions of
service quality related to intangible or tangible resources are indirectly
affected by CCB by perceived value.

Sub-elements of CCB (Woo, 2019; Yi & Gong, 2013)

Advocacy reflects on customer behavior to recommend the service provider
to others. Positive comments lead to customer loyalty that reinforces the
brand's reputation and service quality, and then these effects are reflected in
the company's market share. Customers' attention to supporting the cause
and advantages of one or more exchange partners is referred to as
"advocacy." Customers can increase the value of exchange parties by
referring them to others (Bettencourt, 1997; Yi & Gong, 2013; Zadeh et al.,
2019). Positive word-of-mouth and social contagion boost new social media
network sign-ups (De Vries et al., 2012; Hsu, 2019).

Feedback refers to the useful information that providers derive from
consumers and use to support the service creation process. Consumers who
have comprehensive experience and wide knowledge of company services
are competent to follow employees' guidance and provide suggestions for
service improvement. Customers can direct and submit feedback to
exchange participants such as companies and other consumers, improving
the process of service delivery and reducing the failure risk (Zadeh et al.,
2019). By expressing their thoughts and critiquing performances, around
56% of online community members are likely to provide feedback and
guidance to others (Whiting & Williams, 2013).

Helping denotes a specific consumer behavior used to support providers
and is considered showing empathy with providers by assisting other users.
(Rosenbaum & Massiah, 2007). Customers' positive and altruistic attitudes
and activities directed toward assisting exchange parties are referred to as
"helping" (Zadeh et al., 2019). In C2C situations, CCB is all about helping
others and gaining help from other consumers. According to social
exchange theory, individuals aim their reciprocal efforts toward the sources
Y-
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of benefits instead of the sources from which they have not received any
advantage. On social media platforms, consumers receive more help from
other customers, where values are largely shaped by C2C interactions, and
thus direct their helpful behavior toward other customers rather than the
company (M. Kim et al., 2020; Yu et al., 2021).

Tolerance refers to assessing the customer's willingness to be patient when
the quality of the service provided does not meet the customer's
expectations, or when the service provider fails to meet the customer's
expectations, which is considered a major cause for creating the switching
behavior. Accordingly, tolerance represents the CCB foundation.

Tolerance refers to a customer's willingness to tolerate when a service fails
to fulfill their expectations (Yi & Gong, 2013; Zadeh et al., 2019).
Customers may feel disappointed for a variety of reasons in both B2C and
C2C engagements. Customers who are unhappy with their services may
complain to the company or other customers, remain with the organization
without expressing their dissatisfaction, or even leave the relation if there is
no tolerance (Poromatikul et al., 2020; Voorhees & Brady, 2005). Tolerant
customers, on the other hand, are more optimistic about service issues and
give the organization more chances to get them right.

2.4 Online shopping brand customer attitudes, participation, and
citizenship behavior

2.4.1 The relation between customer attitude and customer
participation

Ahn et al. (2020) investigate the impact of multidimensional value co-
creation attitudes on customers' co-creation behavior (i.e., participation and
citizenship behavior) toward tourism facilities. According to the findings,
customers' participation and responsive attitudes appear to have a critical
impact on their future behavioral intentions. Furthermore, customers'
participation behaviors mediate the relationship between their responsive
attitude and citizenship behavior in a significant and favorable way. Given
how critically important it is to comprehend and manage the customer
experience (J. Ahn et al., 2020),

HI1: Customer attitude has a positive impact on customer participation.
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2.4.2 The relation between customer attitude(CA) and customer
citizenship behavior (CCB).

Customer attitudes, according to empirical studies, contribute seriously to
influencing the intentions of organizational citizenship behaviors.
Customers that have a positive attitude toward a brand are often more likely
to engage in discretionary and voluntary behaviors (Spector & Fox, 2002).
In various contexts, such as environmentally friendly museums and youth
tourism, consumer attitudes often help to strengthen and promote behavioral
intentions (Han et al., 2018; Han & Hyun, 2017).

CCB can be caused by individual affective attitude (Kwahk et al., 2020;
Williams & Shiaw, 1999), which means that customers with a positive
attitude to a brand are more likely to engage in discretionary behavior, as

consumer attitude is crucial to sustaining and enhancing brand relationship
(Zhang, 2010).

According to (Hwang & Lyu, 2020b) study results, customer attitudes have
a positive influence on the four dimensions of the CCB intentions (i.e.
feedback, advocacy, helping, and tolerance. The study investigate the
relationship between green image and customer citizenship behavior using
consumer attitudes toward an environmentally friendly airline and desire to
take an environmentally friendly airline as mediating variables.

The study of (Hwang et al., 2019), investigate the relationship between
philanthropic corporate social responsibility, consumer attitudes, brand
preference and customer citizenship behavior through the moderating role of
older adult employmen.

consumer attitudes positively affect advocacy and tolerance. when
consumers perceive that a company tries to solve social problems, they are
more likely to have favorable attitudes toward the company.

According to previous findings and the social exchange theory, it is
predicted that customer attitude will contribute to enhancing better
organizational citizenship behaviors online shopping customers.

The following hypotheses are proposed based on the previous arguments:

H2: Customer attitude has a positive impact on customer citizenship
behavior.
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2.4.3 The relationship between customer participation behavior and
customer citizenship behavior (CCB).

The role of social media in the process of value co-creation by encouraging
customer-to-customer (C2C) interaction was examined by Zadeh et al.
(2019). Just a small number of studies have concentrated on the aspects of
value co-creation in online platforms as well as psychological antecedents.
The study used participation behavior and citizenship behavior as
dimensions of customer value in the social media context and
conceptualized customer-customer value co-creation (CCVCC). It also
attempted to look at the antecedents of intent to (CCVCC) using the theory
of planned behavior (TPB), ex-behavior, and the modified role of the break-
even power. The study discovered that TPB components, such as perceived
behavioral control, subjective norm, and attitude as well as past (CCVCC),
are important determinants of intent to use social media (CCVCC).
However, the impact of these antecedents is greater in strong-tie networks
than in weak-tie networks. Attitude has emerged as the most important
predictor of the impact of (CCVCC) on the desire to co-create customer—
customer value (Zadeh et al., 2019).

Customer value co-creation behavior is frequently seen as a critical activity
that companies utilize to maintain a competitive advantage. There is,
however, limited literature evidence about salespeople's involvement in
customer value co-creation practices. Based on social exchange theory and
data from a sample of 224 business-to-business salespeople and their
customers, the study argued that emotional intelligence and empathy are
important determinants of customer engagement, customer citizenship
behavior, and customer loyalty to the salesperson. Furthermore, the data
shows that the ability of a salesperson to notice, interpret, and regulate
emotions influences the co-creation of consumer value (Delpechitre et al.,
2018).

H3: Customer participation has a positive impact on CCB.

-V, o
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2.4.4 The mediating role of customer participation in the relationship
between customer attitude and customer citizenship behaviors.

Customers' participation behaviors in Croatian integrated resorts moderate
the relationship between citizenship behavior and their responsive attitude in
a significant way, according to a study by J. Ahn et al. (2010). In contrast to
product-dominant business logic, service-dominant logic claims that service
is the business core (J. Ahn et al., 2020). Value co-creation implies shared
collaborative actions among customers and integrated resorts through direct
and indirect interactions. Numerous research studies have suggested that the
concept of co-creation can be understood in terms of behavior and attitude,
specifically co-creation attitude and behavior. Customers' co-creation
behavior is predicted by behaviors related to value co-creation attitudes,
such as participation and citizenship (Yi & Gong, 2013).

Brand attitude is related to customer behaviors such as customer
participation and citizenship behavior. the study of (Zadeh et al., 2019)
provided empirical evidence indicating that customer attitudes significantly
affect intentions to perform participation and citizenship behaviors.
According to earlier studies, tourists’ attitudes have a positive effect on
customer participation and citizenship behavior(Rather, 2021; Ray et al.,
2021).

The reasoned action theory (TRA) and the planned behavior theory (TPB)
have been used to describe the importance of consumer attitudes. TRA was
first suggested by Fishbein and Ajzen (1975) to describe an individual's
voluntary behavior. According to this theory, an individual’s behavioral aim
is determined by two factors: their attitude toward the activity and a
subjective norm. The theory of planned behavior (TPB), which is an
improved alternative to the TRA, was developed by Ajzen (1991). Perceived
behavioral regulation was added to TPB to improve the predictability of
behavioral intention. According to the TRA and TPB, people who have a
positive attitude about the activity are more likely to have higher levels of
behavioral intentions. According to the social exchange theory, customers
who have positive attitudes about the brand as a result of the practices of
service providers have self-motivations and willingness to participate and
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provide guidance and advice to service providers, which contributes to
supporting organizational citizenship behaviors.

The following hypotheses are proposed based on the previous arguments:
H4: Customer participation mediates the relationship between CA and CCB

3. Theoretical Model

Based on a review of relevant literature and practical evidence, the study's
theoretical model was constructed. In addition, the suggested model used
the Social Identity Theory (Hennessy & West, 1999), the Planned Behavior
Theory (Bernardus et al., 2020; Kautonen et al., 2015), and the Social
Exchange Theory (Koopman et al., 2015; Priporas et al, 2017) to
conceptualize the relations between customer attitude, customer
participation behavior (CPB), and customer citizenship behavior (CCB) (see
Figure 1).

Customer Advocacy
attitude
toward Customer participation |—> Feed back
online
shopping Helping
customers .
: Tolerance
L e e e e e e 5

Customer Citizenship Behavior
Figure 1. The Study's theoretical model

4. Research Methodology
4.1 Measurement

Previous studies' measurement scales were slightly adjusted and adapted
to fit the current study's environment of online shopping brands. Content
validity was ensured since the assessment scales were derived from prior
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studies. To verify that the questionnaire was understood and that the
questions were clear, we conducted specific procedures. Firstly, the
questions used to measure each variable were adapted to the context of
online shopping. Second, we engaged the services of two academics to
provide feedback on the questionnaire's face and content validity. Third,
we conducted an exploratory study in which we distributed the
questionnaire to a pilot group of 50 participants and assessed the replies
for reliability and validity. According to our findings, Cronbach's alpha
meets the 0.7 cutoff point for each variable.

Customer citizenship behavior (CCB) was assessed using a 12-item
scale (Groth, 2005; Zhu et al., 2016). There were four sub-dimensions in
the sample items (feedback, advocacy, help, and tolerance).

Customer participation behavior was assessed using a five-item scale
(Auh et al., 2019; Yi & Gong, 2013). Five items about customer
attitudes toward online shopping brands were derived (Slunjski et al.,
2020; Tsang et al., 2004). All of the measuring items were determined
using a S-pointLikert scale.

4.2. Data Collection and Sampling.

Data for the study was acquired through a survey approach. A measuring
scale and the respondent's demographic profile were included in the data
collection instrument. In Egypt, the questionnaire has been distributed to
online shopping customers aged 18 and up. Egypt is a suitable environment
for this kind of research. According to Parnell and Hatem (1999), Egyptian
culture has a strong business tradition as well as a way of life that
incorporates Islamic, Arabic, and Middle Eastern elements.

Egypt is distinct from the rest of the Arab world because of its distinctive
culture. According to the Internet World Stats report (2017), internet users
in Egypt had nearly reached 36.5 percent by the end of March 2017.
According to the Internet World Stats report (2021), 71.9 percent of
Egyptians will use the internet by the end of June 2021. According to Egypt
Business Direct (2021), about half of internet users utilize social media for
researching brands.
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In terms of online purchases and mobile commerce, online grocery shopping
is used by 18% of Egyptians. E-commerce accounts for 1.8 percent of
Egypt's GDP. More than half of internet users use e-commerce services,
which range from purchasing products and services to paying bills online.
The most common online purchases are electronics, followed by software,
and the most popular online activities are website services and airline ticket
bookings. According to Pay Fort's State of Payments in the Arab World
report, the average e-shopper spent USD 641 in 2017. By 2020, e-commerce
is expected to reach 2.7 billion USD (Elseidi, 2018).

Due to social media, customers interact and share their experiences with
brands and with each other in new ways. Organizations are increasingly
adopting social media to communicate with customers and offer them brand
information. Brand communities on social media enable a level of
interaction that is difficult to reach through traditional media, making them
a very effective means of acquiring and managing customers. Therefore, the
researcher made the survey list available on the social networking site
Facebook, which is characterized by its wide scope and spread and the ease
of sharing the list compared to other social platforms. When selecting
respondents, a researcher must first establish certain criteria (i.e., purposes).
The respondents must have had some prior experience with online
purchasing. Therefore, the researcher specified a condition for participating
in the questionnaire, which is that the respondent must have previously done

online shopping.

The snowball sample was relied on as one of the non-probability samples as
it is the most appropriate for this study as the conditions of its application fit
with the conditions of the current study (the challenge of precisely

estimating the study population's size—the absence of a certain framework
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for the community) and it is also characterized by the possibility of reaching
the largest number of investigators from the Participants who met the
requirements of the survey (for instance, those who had made at least one
online purchase in the preceding six months) were given the self-reported
questionnaire and asked to complete it. In Egypt, the data was collected

between March 1 and April 22, 2021. In all, 390 surveys were submitted.

The criterion of having purchased at least one item online in the previous 6
months was enforced to stimulate purchasers' evaluations of online sites and
to avoid the potential for determination bias (Aboul-Dahab et al., 2021).
Participants were specifically instructed to link their responses to the
website where they had made their most recent online purchases. The
respondents were online buyers who had purchased a variety of items from
various online merchants (e.g., travel, books, CDs, PCs, apparel). Twenty of
the surveys could not be used in this study because they were either invalid

or incomplete.
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4.3 Research Methodology and Design
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Figure: PLS-SEM results of the structural model

All indicators and values were collected in SPSS software, which was then
converted to CSV format for use with the Smart PLS software (Smart PLS
features a graphical user interface that allows the user to estimate the PLS
route model). It may be found at www.smartpls.com) and can be used to
adapt PLS-SEM path modeling (Figueroa-Garcia et al., 2018; Henseler et
al., 2014).
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4.4 PLS Analyses

PLS was used for data analysis to evaluate the proposed theoretical model.
PLS is a structural equation modeling (SEM) approach for simultaneously
evaluating the structural model (relationships between constructs) and
measurement models (relationships between indicators and their related
constructs).

PLS may also be used with models that have a significant number of
constructs, indicators, and interactions (Khan et al., 2019; Sacristan-Diaz et
al., 2018). There are three main types of sampling models in the context of
SEM:

Common factor models (CFM) (reflective measurement), causal indicator
models (CIM) (formative measurement), and compound models, which can
be estimated in Mode A or Mode B, have an advantage over models based
on covariance. Only indicators are used in this study as reflective
assessments (Figueroa-Garcia et al., 2018; Sarstedt et al., 2016).

5. Results and Data Analysis

With Smart PLS 3, PLS-SEM is adapted to evaluate data; it is a common
method. PLS-SEM is an advanced estimating technique that is beneficial
when the main objective of structural modeling is to describe and forecast
structures (Joe F. Hair et al., 2014; Hoc et al., 2014; Nisar et al., 2021).
Furthermore, it is a flexible model-building approach (J. Hair et al., 2017;
Nisar et al., 2021). PLS-SEM also requires a smaller sample size than other
approaches and does not require that the data be normally distributed. As a
result, we were able to avoid concerns with data normality using this
technique. To estimate loadings, path coefficients, and significant levels, the
PLS algorithm was utilized, accompanied by bootstrapping. The structural
model was reviewed after the measurement model had been assessed.
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5.1 Preliminary Analysis

Following the conclusion of demographic characterization, a preliminary
analytical approach was used to assess for data normality, linearity, and
common method bias (Sarilgan et al., n.d.; Sarker et al., 2021).

5.1.1Data normality

Even though PLS-SEM does not require that the data have a normal
distribution, it is critical to evaluate the normality distribution of the data
when using inferential statistics (Joe F. Hair et al., 2014; Joseph F. Hair et
al., 2019). As a result, the study utilized skewness, kurtosis, and histogram
plots to assess data's normality (Clark & Baccar, 2018; Henseler et al.,
2014). All construct scores were normalized because skewness and kurtosis
values between -2 and +2 are sufficient for demonstrating normal
distribution. The data were normality tested using skewness and kurtosis
values with a (2) threshold (Nisar et al., 2021). For skewness varying
between -0.397 and -1.073 and kurtosis varying between -0.028 and 1.468,
the normal distribution assumption was met in all constructions. Following
that, PLS-SEM was used to conduct further analysis.

5.1.2 Common method bias (CMB)

Because data is collected from a single participant, CMB is a distinct
possibility. The partial least squares (PLS) approach is used to investigate
CMB in the domain of SEM (Kock, 2015; Shah et al., 2020). The whole
concept of collinearity could be used to analyze the method bias in SEM.
The current study used this practical methodology to discover CMB with
the use of variance inflation factors (VIF) generated by a full collinearity
test. VIF values greater than 3.3 suggest that the model may be skewed by
CMB, while values less than 3.3 show that the model is clear of it. All VIF
values for all constructs in this investigation are less than 3.3, showing that
there is no CMB in this study. As a result, CMB was not an issue.
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5.1.3 Demographic Profile of Respondents

Table 1. Respondent demographics

Demographic Variables Item Frequency  Percentage (%)
Gender Male 145 39.2
Female 225 60.8
Age Less than 39 204 551
40-49 86 23.2
50-59 57 15.4
60 and more 23 6.2
Education A Level 2 0.5
High school 19 5.1
Graduate 257 69.5
Postgraduate 92 24.9
times Less than 2 63 17
2 times to low than 4 63 17
4 times to low than 6 76 20.5
6 times to low than 8 129 349
8 times and more 39 10.5

Table 1 shows that of the 370 people who volunteered for the study, 225
(60.8 percent) were female and 145 (39.5 percent) were men. In terms of
age, the majority (55.1%) were under the age of 39, followed by 4049
(23.2%), 50-59 (15.4%), and 60 and up (15.4%). (6.2 percent). In terms of
education, most respondents (69.5 percent) had a bachelor's degree, with
post-graduate degrees coming in second (24.9 percent). Only 0.5 percent of
respondents, on the other hand, did not complete high school. Finally, most
respondents' average online shopping times ranged from 6 to 8 times (34.9
percent). The second-largest group (20.5 percent) was between 4 to 6 times
online buying, while the lowest group was more than 8 times online

shopping.
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5.2 Measurement model assessment

Composite reliability (CR) and Cronbach's alpha (o) were used to evaluate
the reliability test. The numerical simulation results show that a high alpha
value (o) indicates that the components in certain structures have the same
significance and value when explaining the construct (Heo et al., 2015). To
examine internal consistency reliability, the study utilized (CR) and (o).
(CR) was utilized to overcome some of the measurement's inadequacies
(Ali et al., 2018; Joe F. Hair et al., 2012; Shmueli et al., 2019). Raykov
(2007) suggests that the Cronbach alpha is constrained by the hypothesis
that the indicator has the same reliability as the assumption (tau-
equivalence), and efforts to increase it may harm the reliability (Raykov,
2007). Composite reliability, on the other hand, is not deemed tau-
equivalent in terms of reliability. As a result, it's better suited to PLS-SEM,
the priority indicator based on relevant reliability. All of the items in this
investigation (Table 3) fulfill the criteria for constructing a CR greater than
0.70. (Henseler et al., 2014). The Cronbach alpha reported exceeded the
minimum level of 0.60 (Cox et al., 2020; Guo et al., 2020) or 0.70 (King et
al., 2020; Kourmousi et al., 2015; Quittner et al., 2015).

Utilizing loadings, composite reliability (CR), and average variance extract
(AVE), the study examined the measurement model's convergent validity.
Table 3 shows that factor loadings were higher than the suggested value of
0.60. Similarly, all-composite reliability (CR) ratings were higher than the
required value of 0.70. All of the study's constructs had AVE values above
the suggested level of 0.50 (J. Hair et al., 2017; Khan et al., 2019; Sarstedt
et al., 2016; Shmueli et al., 2019).
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Table 3. Measurement items and measurement model analysis ,Construct
Reliability and Validity

Construct I’ | VIF [a | CR AVE

rho A

customer citizenship behavior (Groth, 2005; Zhu et al., 2016)

Feedback 0.873 1 0.922 | 0.798

0.872

Whenever I have a good idea related to
improving the service provided, I can tell the | 0.855 | 1.844
employee about it.

When an employee gives me good service, I can

: 0.922 | 3.113
comment on it.

I inform the employee about the problems I face

i ini i . 2.982
in obtaining the service. 0.901 98

Advocacy

| spread the positive word about the

. 0.747 | 1.136 | 0.702 | 0.832 | 0.623
company and its employees.

0.700

| recommend others deal with this company

. 0.813 | 1.916
and its employees.

| advise my family and friends to use this
business' services. 0.805 | 1.941

Help 0.836 | 0.903 | 0.758

0.864

I advise other customers. 0.927 | 3.111

I help other customers when I find they have 0929 | 1.773
problems.

I instruct other customers on how to use the

. . 0.743 | 1.409
service appropriately.

tolerance 0.868 | 0.918 | 0.790

0.877

I am willing to assume that the service provided
does not meet my expectations or that an 0.886 | 2.474
unexpected failure occurs in the service provided.

I'm ready to be patient and endure when an
employee makes mistakes while providing the 0.894 | 2.499
service.

If | have to wait longer than anticipated to
receive the service, I'm prepared to make 0.886 | 2.005
adjustments.

Customer participation behavior (Auh et al.,

2019; Yi & Gong, 2013) 0.871 | 0.907 | 0.660

0.873

On social networking sites like Twitter
Facebook, LinkedIn, and Instagram. I spend a lot

of time sharing my needs and exchanging 0.773 | 2.685
Opinions with the others
During the service process, I make a lot of effort 0797 | 3.185

to express my personal needs to the employees
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I often make recommendations to the employees 0819 | 2.127

to enhance the quality of the service. ) ]

I participate actively in the service process. 0.861 | 2.576

lam dee.ply interested in de:termlnmg how 0.809 | 1459

the services should be provided.

Customer attitude.(Slunjski et al., 2020; Tsang et 0809 | 0838 | 0726 0.813

al., 2004)

Overall, I consider online shopping brands a 1.449
. 0.779

good thing.

Overall, I like online shopping brands. 0.897 | 2.507

My genpral opinion about online shopping 0875 | 2.233

brands is favorable.

L: Loading, CR: Composite Reliability, AVE: Average Variance Extracted, a:
Cronbach's Alphaa

Discriminant validity

Henseler et al. (2015) offered a new and advanced criterion (HTMT ratio)
for evaluating discriminant validity but accepted that the Fornell-Larcker
criterion was an appropriate way to evaluate discriminant validity. The
discriminant validity of components was estimated by both the Fornell-
Larcker criterion and the HTMT ratio.

The discriminant validity of the heterotrait-monotrait ratio of correlations
can be assessed using an alternate methodology based on the matrix
multitrait-multimethod. HTMT can be used to measure discriminant validity
in two ways: as a criterion or as a statistical test. If the HTMT is greater than
0.85 or 0.90 (Yusoff et al., 2020) for the test criteria, it indicates that
discriminant validity difficulties exist. According to (Henseler et al., 2014),
the second test condition is to compare the null hypothesis (HO: HTMT > 1)
to the alternative hypothesis (H1: HTMT <1), and if the confidence interval
contains the value (1), the discriminant validity difficulties exist. In this
study, the researcher relied on the second test condition. If the confidence
interval doesn't contain the number one, it means there aren't any difficulties
with discriminant validity. Using Fornell and Larcker's (1981) criterion, we
checked into discriminant validity. Discriminant validity was proven
because the correlation coefficients between components were fewer than
the square root of each construct's AVE, as seen in Table 5.
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Table 4. Heterotrait-Monotrait Ratio (HTMT)

Construct ADV ATT C part FEED HELP | TOLE
ADV
ATT 0.466
C part 0.579 0.486
FEED 1.006 0.434 0.508
HELP 0.434 0.360 0.872 0.377
TOLE 0.706 0.392 0.738 0.690 0.637
Customer attitude (ATT), Feedback (FEED), Advocacy (ADV), tolerance (TOLE),
Helping(HELP) and customer participation (C part
Table 5. Fornell-Larcker Criterion
Construct ADV ATT C part FEED HELP TOLE
ADV 0.789
ATT 0.361 0.852
C part 0.472 0.408 0.812
FEED 0.773 0.365 0.448 0.893
HELP 0.334 0.290 0.738 0.316 0.871
TOLE 0.550 0.327 0.659 0.594 0.538 0.889

Customer attitude (ATT), Feedback (FEED), Advocacy (ADV), tolerance (TOLE),
Helping(HELP) and customer participation (C part). The square root of AVE is
represented by the diagonals, and the correlation coefficients are shown below the
diagonal.

The percentages of explained variance (R2 values) for the citizenship
behavior dimensions (advocacy (0.279), feedback (0.324), helping (0.545),
and tolerance (0.460). The value of R2 for endogenous variables is an
estimate of the proposed model's predictive power. The obtained R2 in this
investigation is greater than the effects' medium size, indicating that the
proposed model is valid. To verify the predictive relevance of the suggested
model, the Stone—Geisser nonparametric test was used (J. Ahn et al., 2020;
Ramirez & Palos-Sanchez, 2018).

5.3 Structural model assessment

According to the SEM method, the quality fit of the proposed model is first
checked.Then, the relationships between the stydy variables are tested. The
process of model adaptation is regarded as one of the crucial elements in
establishing the structural equation, which identifies the extent to which the
theoretical model of the study corresponds to the field results.
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5.3.1Model Fit

Researchers suggested considering standardized root mean square residual
(SRMR) and Normed Fit Index (NFI) as indicators to check the model fit
(Henseler et al., 2016), It confirms that the model is correctly specified
because it compares the correlation matrix based on actual observations
with the one expected by the model. While the value of SRMR should not
be greater than 0.08,the NFI value ranges from 0 to 1, the closer the NFI is
to 1, the better fit(J. Hair et al., 2017; Joe F. Hair et al., 2012).The study
model's SRMR value is 0.061 less than 0.08, indicating an adequate fit. also,
the NFI value is almost 0. 957, which indicates a good fit for the study
model.

5.3.2The results of hypothesis testing using SEM method

We examined the structural model after confirming the measurement
model's outcomes. The relevance of path coefficients was first investigated
using a bootstrapping technique with 5000 subsamples (Joseph F. Hair et
al., 2019; Shmueli et al., 2019). Table 5 displays the path coefficients of
direct effects between study variables, and Figure 2 displays the structural
model's outcomes. customer attitude toward online shopping brands has a
positive effect on customer participation behavior (B = 0.408, p < 0.01),
providing support for H1 (customer attitude has a positive impact on
customer participation behavior).Also Customer attitude toward online
shopping brands has a positive direct effect on advocacy and feedback (B =
0.179, p <0.001), (B =0.175, p < 0. 01) but cannot be supported by helping
and tolerance" and " (B = -0.011, p=0.755), (B = 0.047, p=0.235). So H2a
and H2b were supported, but H2c and H2d were rejected. Customer
participation has a positive effect on advocacy, feedback, helping, and
tolerance (B = 0.351, p <0.01; B =0.284, p <0.01;  =0.748, p < 0.01; B =
0.591, p < 0.01), providing support for H3 (Customer participation has a
positive impact on customer citizenship behavior).
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Table 5. Path coefficients of direct effects and hypotheses decisions

Path Direct STDEV | T P 95% BCa CI | Decision
effect Statistics Values

H1:ATTITUDE -> participation 0.408 0.041 7.482 <0.001 | [0.305;0.512] | Supported
H2a: ATTITUDE -> ADVOCACY | 0.179 0.047 3.810 <0.001 | 10.080:0.266] | Supported
H2b: ATTITUDE -> FEEDBACK 0.175 0.058 3.533 <0.00T | 10.068;0.267] | Supported
H2c: ATTITUDE -> HELPING -0.011 0.037 0.312 0.755 [-0.084;0.054] | Rejected
H2d: ATTITUDE -> TOLERANCE | 0.047 0.051 1.190 0.235 [-0.033;0.124] | Rejected
H3a:participation-> ADVOCACY 0.351 0.059 6.981 <0.001 | 10.254;0.454] | Supported
H3b:participation-> FEEDBACK 0.284 0.068 6.088 <0.001 | 10.205;0.379] | Supported
H3c:participation-> HELPING 0.748 0.053 18.543 <0.00T | 10.662;0.825] | Supported
H3d:participation-> TOLERANCE | 0.591 0.070 11.747 <0.00T | 10.489;0.682] | Supported

Standard Deviation (STDEV).

5.3.3 The Mediation effects

As shown in Table (6) Customer participation mediates the relationship
between customer attitude and Advocacy, feedback, helping, tolerance (B =
0.143, p < 0.01; B = 0.116, p < 0.01; B = 0.305, p < 0.01; p = 0.241, p <
0.01) providing support for H4 (Customer participation mediates the
relationship between Customer attitude and customer citizenship behavior
(CCB).

As the mediating variable partially mediates the relationship between the
study's variables if both the direct relationship between the independent and
dependent variables and the indirect relationship are significant at the same
time, This supports the validity of the fourth hypothesis, The results
confirmed the existence of a partial mediation relationship between brand
attitude and both advocacy and feedback. Where, the study proved
significant direct and indirect relationship. That is, the relationship of brand
attitude with advocacy and feedback takes place without the presence of
brand participation

While that variable completely (fully) mediates the relationship between
the same two variables if the direct relationship is not significant and the

- YAo -




Scientific Journal for Financial and Commercial Studies and Research 4(2)1 July 2023

Dr.Manal M.A. EL Mekebbaty

indirect and total relationship is significant, which indicates that the
mediating variable has withdrawn the direct effect and which indicates that
it is the main reason for the existence of the relationship between the
independent and the dependent variable (Huaman-Ramirez & Merunka,
2019; Rather et al., 2019; Song et al., 2012). The results confirmed the
existence of a complete (full) mediating relationship between the brand
attitude and both help and tolerance, as the study proved that the direct
relationship is not significant and the indirect relationship is significant,
meaning that the brand attitude relationship with the help and tolerance is
only through the customer participation

Table 6. Path coefficients for the direct, indirect and total effects
between the study variables

effect T P Decision
Path Direct Indirect | Total

H4a: ATTITUDE -> 0.179 0.143 0.322 | 4.719 0.000 Supported
participation -> ADVOCACY ) Partial Mediation
H4b: ATTITUDE -> 0.175 | 0.116 | 0.291 | 6.626 | (, 5 | Supported
participation -> HELPING ) Full Mediation
H4c: ATTITUDE -> -0.011 10305 | 0294 | 6.177 | oo | Supported
participation -> TOLERANCE ) Full Mediation
H4d: ATTITUDE -> 0.047 0.241 0.288 | 4.105 0.000 Supported
participation -> FEEDBACK ) Partial Mediation

Standard Deviation (STDEV).

6. Discussion and Conclusion
6.1 Discussion

Previous studies in the fields of hospitality, travel, and marketing, have
highlighted the relevance of customer attitude, customer participation, and
customer citizenship behavior (Chan et al., 2010; Norman & Nyarko, 2021;
Taheri et al., 2017). The study's focus was to investigate the relationships
between these three concepts in online shopping brands. Most of our
predictions were confirmed by empirical evidence. Some studies have
looked at the impact of customer participation on customer attitude, such as
Yoo & Armold's (2016) study, which looks at how resources and job
demands interact to influence the development of a confrontational

- YA -



Scientific Journal for Financial and Commercial Studies and Research 4(2)1 July 2023

Dr.Manal M.A. EL Mekebbaty

employee's customer-oriented attitude (COA) and deep vs surface-acting
behaviors. The findings show that job resources (perceived organizational
support and customer participation) might have a positive impact on an
employee's COA by encouraging deep more than surface-acting behaviors.
on the other hand, job stressors, Job demand, perceived crowding, and
perceived job uncertainty have a large and negative impact on such good
interactions. While in the current study, customer attitude was found to be
positively related to customer participation, advocacy, and feedback, which
is consistent with Yoo and Arnold's (2016) study. This result harmonizes
with the study by van Tonder et al. (2020), which discussed cognitive and
emotional factors participating in green customer citizenship behaviors(van
Tonder et al., 2020; Yoo & Arnold, 2016). Where customer Attitude is a
crucial concept in social psychology and a crucial behavior predictor, which
refers to customers' positive or negative feelings about participating in a
specific behavior. Customers' attitudes toward certain behaviors are
influenced by their assessment of those behaviors, that in turn affects their
behavioral intentions.

The study outcomes have a variety of implications. Approaching the study
from the perspective of customer citizenship helped in discovering elements
that may not only increase advocacy but also lead to a customer's
willingness to voluntarily contribute recommendations to the company for
improving its online shopping brands. As a result, these findings enhance the
consumer citizenship understanding in the context of online marketing and
encourage researchers to investigate farther than word-of-mouth
communication strategies to overcome the "online purchase gap."
Customers with similar concerns and objections to online shopping brands
may be able to address them, as well as provide useful input to the company
to help it improve its online marketing. These results are also consistent
with Hwang & Lyu's (2020) study results, which reached Consumer
attitudes regarding environmentally friendly airlines having a substantial
influence on CCB and willingness to use environmentally friendly airlines
(Hwang & Lyu, 2020b). While This result contradicts the van Tonder et al.
(2020) study, which acquired new insight into the cognitive and affective
elements that influence green customer citizenship behavior, as mediated by
general green attitudes and moderated by culture (van Tonder et al., 2020).
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Customer attitude was also found to be positively related to feedback. This
result is proportionate to the results of the Hwang & Lyu (2020) study,
which examines the relationships between the airline industry's green image,
consumer attitudes, desires, and CCB. Consumer attitudes toward
environmentally friendly airlines improve in all four dimensions, according
to Hwang and Lyu (2020). These outcomes are also coherent with those of
the van Tonder et al. (2020) study, which investigated whether a positive
green attitude contributes to green feedback behavior in both the United
States and South Korea (SK) cultures. On the contrary, the study outcomes
were incompatible with the results of the Hwang et al. (2019) study, which
investigated the correlation between philanthropic corporate social
responsibility, customer attitudes, brand preference (Hwang et al., 2019),
and CCB by adopting older adults' employment as a moderator. The
researcher noted this is due to the different ages of the respondents in both
studies. The Hwang et al. (2019) study relied on respondents over the age of
65 by using an offline survey, whereas the current study relied on an online
questionnaire, and most respondents were under the age of 39, with a
percentage of up to 55.1 percent of the total sample. While the percentage of
their age is more than 60, it represents only 6.2% of the total sample.

Customer attitude was found to be unrelated directly to helping. This result
corresponds to Hwang et al. (2019), while this result contrasts with Hwang
& Lyu (2020), where study found consumer attitudes about
environmentally sustainable airlines and a desire to fly assist to improve all
four dimensions of CCB intents, involving feedback, advocacy, helping, and
tolerance, according to the data analysis.

Unlike previous studies, the study outcomes demonstrated, customer attitude
wasn't related directly to tolerance (Hwang et al., 2019; Hwang & Lyu,
2020b).

Customer participation has a positive effect, on CCB. This result corresponds
to (Li et al., 2019). Psychological attachment theory is frequently used by
marketing experts to explain that the emotional bond between a consumer
and a business affects a broad range of activities and behaviors, including
customer evaluations, through mental factors (Hilken et al., 2022; Sohn et
al., 2017). According to organizational commitment theory (Meyer and
Allen, 1997) and psychological attachment theory (Ainsworth and Bell,
1970), emotional connection links the customer or organization employee. It
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causes the consumer to desire to build and sustain a sense of safety in their
relations with an organization over time, indicating emotionally embedded
participation and increased citizenship behavior (Atulkar, 2020; Vredeveld,
2018).

Customer participation mediates the relations between customer
attitude and CCB. This conforms with the results of J. Ahn et al.'s (2020)
objectives to recognize the value co-creation attitude role of integrated
resort customers in their co-creation behavior through implementing
service-dominant logic in the integrated resort setting. Data from (5)
integrated resort sites in Croatia is used to test the study's suggested model.
The relative effect of multidimensional value co-creation attitudes, such as
interaction, knowledge sharing, and responsive attitudes, on customers' co-
creation behavior (i.e., participation and CCB) toward integrated resorts is
investigated using partial least squares structural equation modeling.
According to the findings, customers' involvement and responsive attitudes
appear to have a beneficial impact on their future behavioral intentions.
Furthermore, customers' participation behaviors mediate the relationship
between their responsive attitude and citizenship behavior in a significant
and favorable way.

6.2 Theoretical Implications

The study outcomes revealed that positive customer attitudes about online
shopping will lead to an increase in customer advocacy and feedback. When
customer participation is utilized to support the relationship between
customer attitude and CCB, brand-helping behaviors and tolerance will
increase.

6.3 Practical Implications

In general, the study aimed to provide a better comprehending of the
relations between customer attitude and CCB in e-shopping further to
demonstrate the role of customer participation in strengthening this
relationship in a way that provides innovative and administrative visions for
marketing managers in the e-shopping domain. Based on the study
outcomes, some of the proposals submitted to marketing managers can be
reviewed as follows:

According to the results of the study, customer attitude is a key driver of
customer participation, and then the researcher recommends marketing
managers in companies that rely on e-marketing provide customers with
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mechanisms for participation, especially with the increasing use of the
Internet and various social media such as Facebook and Twitter and Snap
chat.

The importance of the customer's participation in the production and
delivery of the service provided by companies and the extent of the
customer's participation in developing strategies for improving the quality of
services or addressing service problems is increasing. The role of the
customer does not end with the completion of participation in the production
or consumption of the service, but rather extends to judging the level of
service quality. And the presence of positive attitudes among customers
regarding the product or service provided, prompts customers to positively
participate, support, and stimulate positive behavioral intentions towards the
product or service, which is closely related to the previous positive customer
experience. Especially about e-shopping, the researcher also recommends
that e-marketers increase their reliance on customers by motivating them to
propose new services and take their views on new services to be
implemented in the future, especially in light of the crises and successive
challenges facing the field of e-marketing.

The researcher recommends the managers of e-shopping sites create a
database for customers to benefit from their participation in developing
current services, improving their quality level, and exploring new opinions
and suggestions from customers. Additional information that represents
feedback on the expectations, desires, and complaints of customers should
be provided to support their voluntary participation to help existing and
prospective customers to deal with the company's online shopping sites.

Managers of e-shopping sites should be interested in supporting positive
trends toward participation behaviors and customer citizenship behaviors.
Managers of e-shopping sites should devise means that contribute to
motivating customers to participate, building positive attitudes about
shopping sites, and stimulating helping behaviors by offering the company
customer advantages. And discounts if he assists other customers during
online shopping instead of employees, as other customers may need
assistance in behaving in a manner consistent with their expected roles.
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E-shopping site managers must create a culture of interest and adopt the
practices of participation and customer citizenship by holding workshops,
brainstorming sessions, training programs, listening to the customer, good
treatment, and immediate response to customer requests to support the
behaviors of tolerance and striving to make the customer is the marketing
man.

6.4 Suggested future research:

Focusing on the various means through which customer attitudes can be
supported in a way that positively affects the customer’s citizenship
behavior.Using value creation behaviors (customer engagement and
customer citizenship) as a mediating variable with other behavioral
outcomes such as customer loyalty and repurchase intentions.

The current research has been applied to electronic shopping customers, and
the researcher expects that the difference in the field of application can
affect the direct and indirect relations between the current research
variables, so the researcher suggests applying the current study to other
sectors such as traditional marketing channels, the aviation sector, tourism,
education, health, and Banks.
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