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529 «laaall A3Me Aagbs dulys § Deductive Approach Lzl z il e.\.’z’ud RET)
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ylateg Uguda ealiog byl J) sLiadly el ASCie dulys 4l ol gl
eSO Gagom ) i) g o i) ) anang . liid) 7 il @2 Lele Tl (Lple
dousiudl Baasell pulall (e degamma J] Iobidul &l cilasyd jLasly asg et >
Lol 2lasY) ¥l (o Ao gazme alitieialy cliled! Jolxiy aozg colpaall olial
i paatl] ALLEN @l ) Jeosilly Ayl Calaad agms cnbildl el daglal
dpiziy Byallall Camgy (olaiul @y Cos Auldd Loy dwlys Ll bl 2yl
Slabully Slalsll (alaiwly daxle M o dwlhull Gl SN ange ASCAL
ENPFEAE PSS TSN I E PV B I DR FIVEYORR TP JCALE TN
Aiaj Baly Buslg Bye duhyudl bl coed Coo dpakall Lulhudl gl ausiwly
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robledl oo cnesd ) Dosllall wbiled) eundis

o Al Slalysg daele Gigmy alusiad M e Lole Jpamdl @03 gl S Ll

3 8aebadly clyuld g laull U ol Jeuolidl e Bygdie yuylsy culylll &l it
Ayl (59,89 Calualy S iw dilus

s 3 SILATY) S8 sMee (o Byl a1 Al bl pox o3 ¥ S Liledd)
lengtlly wlidl (oMlitaly SlalASY s of e sute oy Basmills Ll
Ay Age g aizes (3-7)

« s HLasl A4S, 4y Baazlly pae § Lol Gl 4 e Mee pren Aulyudl aoize Jioy
(We) casiyly e LarsU iy uall 38,401 (0581358 ¥ Lasl 45,4 «ilysl o3 las! 45,4
G Lol Gl d e px> il Lgaisg ilayde HLadl Awlyl anize udig
Gl adleas¥l pe Sliall gus] e byl Saatel @3 (09 duze lb] 3929 adeg yima
AST e S > (Snowball Sample) i 8,8 Aige 29 Auly ) g,dat i pzas
plaziuly bl aex @39 (Kirchherr & Charles, 2018) L Js4o ! czmiad! (30 se
orwaall £y sl Jolsdll Jiluy gl e dady @3 Cu> (g AT Glatiwl
3 Hyratall Louiiis sue Juoy du> yumn § aals Blas (e Zouszadls (Facebook)
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a3 LA 9. ulpaal) Lelidd syl Leke cootarel (&1 putalaald Ladg Laslel @38,Le

Ol 3 0@ Ll ramiuell OLzed! e il lylie

Aty sl (5-7)

clite polial sulall e Aegame puolat @3 cAabadl clulydlly Eomdl e Iolezel
Honll ceas ltlly Bonal) Aalio Sldiser Laludly Limm 2l &lly dulyl
oo Sekmy Bhara! o3 LeS  puSially Al Aol J) iomi¥) 26l (ya sl Aol
Cadsiv Aeluall sl cnwss (3 Buclual) Gagudll gavasieg daslell 5Ll
A2 ¥) Al oLl g T — 4S50l Beanerll Allaall olial g V) Iy YE Ayl
¢ — 2Lt Adlall 83ga olud 39 ¥ — 35l Adelanll Wlaall Lolal sgn ¥ — AS5ul
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Bl Sl pite Guled 3 Losseiad ) putslal! (Y) Jon>

oobedll 3giy sue bl aadl
(24 i)
7 (Maxham & Netemeyer, 2002a; | 4S,ud| Zeanjgil| luall Distributive
Smith et al., 1999) Justice
elede (Nadiri, 2016)

3 wlede (Nadiri, 2016) aS)ud | agl ¥ allaad! Distributive
Justice

7 wlede (Nadiri, 2016) aS,ud | adelazt! &Il uadl Distributive
Justice

3 (Thomson et al., 2005) Joadl 5344 Customer Affection

4 (Chowdhury & Swaminathan, L=l dadlad b

2023) Brand Advocacy

Gl Jud=adl milud ladg 2Ll slae] (e 2 yuall

Sl alnill el (6-7)

cMelad| Jd=s Structural Equation modeling (SEM) 2l dalall 73505 muly

oy B laei¥l A b e Calizey Ul gag Ayl ol i o Bydild) peg 8, aLdl
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(PLS-SEM) 45321 (g i tl clan Al A0 I slall 3 s p o] ol il e i3S
Ayl by el (PLS-SEM) e sleie¥! o3 ey bl ]

Al il (8

LIS dalall Ao dies g plaseiwls Sbldl ouds @8 el ( SBMall wyasdd
PLS-SEM oy .SmartPLS 4.0 @L’yﬁ e slaae¥l (PLS-SEM) (s il <lasy b EWSES )
Joseph F. Hair etal., 2019; Kok, ) s Laxa¥lg &yl 531 mglall § alosraddl aila oL s
Yy wlyasll alasial Ll@asde oSas ¥ Gl Bl @lpasll @udt mews L (2017
oo ontd 23 I BLaYL el el Ll auds of 2uadll sda alaseial s
Joall o Lusll 5ol Hlasl wie molipdl Juaddd A€ die pz> d929 Gropall
Ty oeed Lea (sl 5 0 Jlas¥l elntll o2y ¢ Sl it (il
Structural Model ISl z 390l mudiy Measurement Model Assessment Ll
toh Legd I3 (alatul @iy (Assessment

ool 7 3903 ueds (1-8)

Validity Assessment §ual/ s/ (1-1-8)

Lo ool 3udoes § ol 4asld § Lple slare¥! @3 QI e lall 4odio (gte dat=ily
Ssizll Gue e slere¥l @ Cos Basall Slilas clia) @ dal (o Casso o olids
ke Lasd elId (o lyaiul @iy Gireedl Baally pladl Guually

Content Validity ggixll 3ue O
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Ot (AVE) 08 29155 Gliasl Julmill ilisg (3) o8 Joutand Ladgg dunlsd oy maie JSI0.5

Agiin AVE @48 araz oof ) s Les (1 AT (1, 07€)

Lty Guall cdlbasy Jramtll cdlobas (¥) ody Joot

2 Inner Sl oldd) | Jelaa Jolaa ol
VIF ! S| (o) | e
(AVE) ((CrR
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e ek
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Justice
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2 Inner Sl oldd) | Jelas Jolaa Al
VIF ! S| (o) | Jeemdl
(AVE) ((cr
0.750 ! e LAty 48, 4 galsgs Jiw | )7
S Sl anelill.
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affection
0.747 slaws QL yadl ale Sy | CAT
laidl as,4
0.808 G c¥Las¥l a8, a0 59dl jail | CA2
Lexe Jaladl
0.803 Lyl 48,4 e BT | CA3
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0886 | alusiul Jo> dulmy) sl csuxsl | BAT
Loyl A, 4.
0.884 AS, 4 plasiuly o03¥) ool | BA2
L.
0732 | plazial e GMejy S8l amasl | BA3
Lo Jolail a1 ¥ Las¥l 48,
0.727 Jo> Aol iladad ;i psdle | BA4
o lgtdl Bilug e ¥ Las¥l 48, 4
Fle¥l.

Slasy! Sl bl Lidy 2Ll sle] (o uall
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O 13 Las 3axill Geddl Gusall (Fornell & Larcker, 1981) julas adledl dulyudl
& &3 llilly LSRN oy GLAAL Ll Ssbas, duiy JS) AVED aauidl sl
oo ST 8 Lple Jgvamtl @3 @ aball @udll auaz 01 (€) 08y Joudl masse .z 390l
- (Henseler etal., 2014a) 48 s 4odlo " CSIA isgn 03 (09 « gl ol ¥ | @8
Sl LUyl asd o AVE sl el e (ylay Julns g Fornell — Larcker e
SPSCPONEVAER P RAINEWEIE VR IR FYSVIF I ENEPUIRIE
485 AST ISy waiadl b laed 3050 o camy el el o Golal e 3l

&3 AalST1 ol parald Ay (Asdy Las

Fornell-Larcker criterion (¢) 3, Jou>

Al unls | Jeondl Bage laadl laadl laadl ety
4yl ddelaxdl 4l 2l 4ol

0914 Aajgl| alall

0.894 0.288 4l yo¥) alaall

0.731 0.684 0.564 adeladl alaadl

0.853 0.684 0.860 0.324 Jeaall 8390

0.811 0.786 0.519 0.802 0.370 Ll Zodadl s

Slasyl Julmill gilisd Ladg 22 Ll slote] cyo £ pesal

Reliability Assessment <L/ yLis/ (2-1-8)
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ahle md oo oS qpo adtudl o degame e Olanadl Al (oye O
& Asuziall clelbally ahlall of e oSG cldy moie Sin sladind]
o vadiudly Ll e JST gkl s L o Lo

w9 Indicator Reliability - Individual Item Reliability-: ulally ol 5l wls O
(F) ol sy byl lie (30 Byle S0 Aplall uamill e S35
Jssazedl @3 G @uall ez Ciomglyig «dpazetdl cdholas aladeiuly (uliall s9iy @puds
Bsisdl AlSa] ity Lew 0+ Jodll sl pass gl (44T - 1Y) o Lele
(Joseph F. Hair et al., 2019)&ulyull § Losizudl Luslally

Sl Jolas (e sleae¥l @ig:Internal Consistency Reliability (s 1.1 3Lus¥l ol O
e 9lyig . bl ol eazt Cronbach’s alpha (Q0) ¢ Lag,S Lali Jolasg oS L
dxdl s SLaSHA 048 aper iy (4,ATY -4,V 4) O Lele Jgiandl @3 (&1 oud]!
(Joseph Leliall e Lalere¥! oy Alle 2oy J) adia Lo g9 c+,80. > ., V< Jouall
e«a1] (CR) Composite Reliability alaseiw! @3 2ll3 J| 23Ls¥0 F. Hairetal, 2019).
G (CR) oud aa cimglyig (4,000 > 4 V< (0680 Ol ) SlaSAL 1 Blusd
Jauall asdl e SLaSAN od arer i (0.940 -+,Y14) ons Lple Jguasl o3
(Joseph F. Hair etal., 2019).

Common Method Bias 4xiLiJ| 4iryka)| j=i (3-1-8)
dole slus! alusialy aoss «bladl § (CMB) Ailadl isledl) s 5929 puke Glagal
@b dydees @3 Smart-PLS 4.0 alusuly (Joseph F. Hair et al,, 2019) VIF cplall qseias
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0Sa o (U5 205."0.90 (e ST LS o Bl S 131" S CMB oo J) sLal !
Wkl s i pote Cul Lo (4 gl $52ad) 0.90 (o AST 20 il paill oy ¥
Heterotrait-monotrait ratio alasiwl @3 U3 J 48LaYL (5 08, Joix) 2ailadl
O S Gyd 3929 pue ] @ludl cplal Glerad) pue pms o ol (HTMT)
Slldl @ laiadl auad pms 3529 pde S5 Lee oy lilly (0, Sl nSHLAL
Axnoll (HTMT) Zégdins oud oof &us (Henseler et al.,, 2016; Shmueli et al., 2019)
(In'nami & Koizumi, (4) 03, Joaoms il Grneatll Getsall 0ud (30 e (6) 08y Jootmy

2013)
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2yl

Alaaldl

Leayigd!
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4l 2yl

0.718 0.703 Aol

ddelagdl

0.712 0.884 0.395 Jioadl 5390

0.887 0.594 0.850 0.413 Ladlatl ..\.3‘5

4Ll

Gl el bt gy s yupall

Multicollinearity adazt)| Loni)l 1o (4-1-8)

JS!Variance Inflation Factors (VIF) juall gseail) Jolas @ ¢ Ay gl sl
(Jseadl B350 -2delaztl @laall — asl,o¥1 luall — Zeayall Wliall) dulydl ool piaze
&1 Wsall sgamdl asd (29 (V1Y VYV 61T 0),0.V) Jlsall e VIF 2ayd il
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Structural Model Assessment JSi! 7 3 g0l oueds (2-8)
SMartPLS .zaliys aliiiul (PLS-SEM) Lasy ilasyl Julmtll s (2) o8y JSb s
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T390 Gallas sk Ol LIS (50 oy @19 Al dl slgadl (30 7 350l 8092 Aas Do pady
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Model Fit Gs}eﬂl Waidhay/ @slkas dag> O

IS e 3 Alys cad dimis (10 a7 3g0ill Adyllas g9 Ao Do (e Aslys 0y
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"standardized root mean square residual guwlall Al Aol Hdxdl Lwgia” ]
Sl a3y SRMR iy s Wil Aalaill § Sl z39widl g ¢+,-A 5a(SRMR)
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sl e il o IS 3 (il Jalas) R Square @ (555 SmartPLS.4al eiuly
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0.842 0.844 Juanll Baga
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Lpadall B)aall (o patre Sytuma J) ada Lo 529 0.757 J) dyleall Adkall wnls pasd
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8,4l el Wl 2slsdl Average Path Coefficient - APC jludl cdlalas @48 plasiwl
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Mediating customer affection in the relationship between
perceived justice and brand advocacy via social media platforms:
Applied on telecommunications

companies in Egypt.
Dr. Manal Mohamed Ahmed EL Mekebbaty
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Abstract

The ICT strategy supports achieving the goals of Egypt’s Vision 2030 by building a
digital Egypt. The communications and information technology sector in Egypt is
characterized by high growth indicators, recording the highest growth in the
country's sectors for the year 202 \. The current study aims to examine the mediating
role of customer affection in the relationship between perceived justice and brand
advocacy via social media platforms by applying it to telecommunications
companies in Egypt. The study relied on a snowball sample to collect the primary
data needed to test the study hypotheses through an online survey of a sample of
378 telecommunications company customers in Egypt. The data were analysed
using a partial least squares structural equation modelling (PLS-SEM) approach
based on SmartPLS 4.0 software. To determine relationships between variables.
The most important results of the study were the presence of a positive significant
effect of distributive justice and perceived procedural justice on brand advocacy for

customers of telecommunications companies in Egypt, and the non-significant
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relationship between perceived interactive justice and brand advocacy. The results
of the study also indicate that there is a positive moral effect of procedural justice
and perceived interactive justice on the customer affection. There is no significant
effect of perceived distributive justice on customer affection. The results of the study
also indicate that there is a positive significant effect of customer affection on brand
advocacy. And to prove the mediating role of customer affection between procedural
justice, interactive justice, and brand advocacy, where the brand affection variable
partially mediates the relationship between procedural justice and brand advocacy
for customers of telecommunications companies in Egypt, and fully mediates the
relationship ~ between interactive justice and Brand advocacy for
telecommunications company customers in Egypt. Many recommendations,
theoretical and applied contributions, and recommendations for future research
were discussed.

Keywords: Perceived justice, perceived procedural justice, perceived distributive
justice, perceived interactional justice, customer affection, brand advocacy, social

media platforms.
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