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Abstract: 

This study aimed to investigate the effect of the dimensions of digital 

transformation named people, technology, strategy, process, customer on 

employee advocacy for Mansoura University employees. The instrument 

utilized for data collection was the questionnaire. Consequently, 357 usable 

questionnaires were collected from Mansoura University employees with a 

response rate of (89.25%). The study results suggested that digital 

transformation has a significant direct positive effect on employee advocacy. 

Furthermore, people have a significant direct positive effect on employee 

advocacy. Moreover, technology has a significant direct positive effect on 

employee advocacy. Also, strategy has a significant direct positive effect on 

employee advocacy. Additionally, process has a significant direct positive 

effect on employee advocacy. Finally, customer has a significant direct 

positive effect on employee advocacy. Also, theoretical and practical 

implications were presented in addition to future research suggestions. 

Keywords:  Digital Transformation, Employee Advocacy. 
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1. Introduction 

In today's competitive market, digital transformation (DT) has known 

as a new strategy for organisations seeking a competitive advantage. Many 

organisations have implemented digital transformation, with a favourable 

influence on organisation business performance, leading to a rise in 

superiority (Sundaram et al.,2020; Curraj,2018). 

Digital transformation has become an essential objective for higher 

education institutions (HEIs) in the second decade of the twenty-first 

century, and it is a normal and required process for organisations that claim 

to be change leaders and highly competitive in their field (Benavides et 

al.,2020). 

Several authors from the field of business defined digital 

transformation. Among them (Gobble,2018) defined, "Digital 

transformation as the significant restructuring of business operations, 

structures, capabilities, and models in a strategic and prioritised way to 

maximise opportunities and changes brought about by a technological mix 

and to hasten its influence on society." In order to achieve digital 

transformation, businesses must address two key issues: the utilisation of 

technologies in the value chain and changes affecting their people, culture, 

and knowledge. 

Using and integrating new digital technology is one of the biggest 

problems that facing businesses today such as a massive transformation in 

their work design and leadership (Schwarzmüller, et al., 2018; Hess et al., 

2016). Consequently, the way they hire, select and retain employees is 

changing. These modifications can result in several benefits, like enhanced 

effectiveness, entry into new markets, and enhanced reputation or image of 

the brand (Ferreira et al., 2019). 

Employees play important boundary-spanning responsibilities for 

companies by communicating relevant information about the company to 

outsiders (Kim & Rhee, 2011). Employees are frequently seen as reliable and 

dependable sources of knowledge regarding companies (Dortok, 2006; Kim 

& Rhee, 2011). Employees' voluntary knowledge sharing improves 

organisations' image in the marketplace (Kim & Rhee, 2011). Because 

employees interact with external audiences on social media and in person 

about both positive and negative aspects of the company, it is critical for 

organisations to foster relationships that encourage workers to be cheerful 

and talk favourably about their company. This boundary-spanning work 

includes employee advocacy, which is described as an employee's volunteer 

support and defence of a company (Men, 2014). 



3 
 

Based on the above discussion, this research aims to study the 

relationship between digital transformation and employee advocacy for 

Mansoura University employees. Consequently, the researchers are seeking 

to answer the following question: 

• what are the direct effects of digital transformation (People, Technology, 

Strategy, Process, Customer) on employee advocacy? 

2. Literature and Hypotheses Development 

The researcher illustrated each of the study variable’s definitions and   

dimensions as follows : 

2.1. Digital Transformation 

According to Fitzgerald et al. (2014) digital transformation is defined 

as “The utilisation of latest digital technologies including analytics, social 

media, mobile or embedded devices to facilitate major business 

enhancements (like improving consumer experience, optimising process, or 

developing new business models).” Also, Demirkan et al. (2016) defined 

Digital transformation as the major and rapid transformation of a 

corporation's processes, capacities, and models to fully capitalise on the 

changes and opportunities brought about by digital technology and their 

impact on society. 

Additionally, Verina et al. (2019) and Reis et al. (2018) conducted an 

analytical summary of key definitions from multiple sources and came to the 

conclusion that the definitions provided allow digital transformation (DT) to 

be divided into three distinct categories: technological, where digital 

transformation is centred on the use of latest digital technologies like 

embedded devices, analytics, mobile or social media; organisational, where 

digital transformation requires for the development of new business models 

or change organisational processes; and social, where digital transformation 

is affecting every aspect of human life. 

Furthermore, digital transformation enables the enhancement of 

existing products, services, and processes as well as the adoption of new ones 

(Wu et al., 2021) to satisfy the market's fast-changing needs, assuring long-

term development through ongoing innovation (Ulas, 2019; Kim et al., 

2021). 

2.1.1. Dimensions of digital transformation 

The study distinguishes between five dimensions of digital transformation, 

which are: people, technology, strategy, process and customer (Agostino & 

Costantini, 2022; Ivančić et al.,2019; Rossmann, 2018). 
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2.1.1.1) People 

Organizations use methods to acquire individuals with digital skills 

and encourage a culture of knowledge-sharing in the workplace to Create a 

digital culture and get an edge over competitors. (Ivančić et al.,2019). Hence, 

People refers to the existence of workers with relevant capabilities and digital 

skills. This dimension is sometimes referred to as “Human Capital” in digital 

readiness frameworks (Cisco ,2020). 

2.1.1.2) Technology 

Technologies play an important role in assisting firms in converting 

non-digital business processes to digital ones. It is not inaccurate to state that 

digital transformation involves the use of modern technology. (Javadi, 2022). 

Here, technology" refers to how the organisation uses digital technologies 

(such the cloud, artificial intelligence, blockchain or Internet of Things). 

(Agostino & Costantini, 2022). 

2.1.1.3) Strategy 

Plans for achieving continual growth inside an organisation are 

referred to as strategy development. It usually embodies an organization's 

short- and long-term objectives. (Javadi, 2022). Based on this research 

strategy seeks to assess the organization's ability for developing an ongoing 

digital strategy while allocating resources to initiatives aimed at digital 

transformation (Agostino & Costantini, 2022). 

2.1.1.4) Process 

Digital transformation aids in the improvement of business operations, 

fosters a digital mindset, strikes the perfect balance between technology and 

talent, and the digitization of old systems (Javadi, 2022). Processes refer to 

how a company does its tasks (Wade,2015); they are a series of activities that 

a company should perform in order to accomplish a given result 

(Chen,2021). Based on this research process referring to the degree to which 

internal procedures are digitised. 

2.1.1.5) Customer 

Customer behaviour, beliefs, and needs have evolved as a result of the 

digital economy, which has indirectly forced companies to adapt and 

strengthen their techniques for maintaining client loyalty. An organisation 

must respond to consumers' current demands and expectations while also 

being proactive in addressing customers' future requirements, even before 

they are aware of them (Chen et al.,2021). Customer refers to a company's 

ability to contact with a customer via digital channels of interaction before 

and after a service has been accomplished (Coman et al., 2019). 
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2.2 Employee Advocacy 

Although there is little literature on employee advocacy, its current 

meaning is not uniform. As stated by Schweitzer and Lyons (2008), 

"employees' willingness to act as 'part-time marketers' of the organization to 

both potential customers and potential employees" is one definition of 

advocacy that some have applied. 

Tsarenko et al. (2018) defined advocacy as positive word-of-mouth 

behavior among employees recommending and supporting their 

organizations and the products and services, they deliver to external publics 

such as friends, family, acquaintances, and customers (Fullerton, 2011) and 

prospective employees (Schweitzer & Lyons, 2008). According to other 

researchers, employee advocacy entails more than just positive word of 

mouth, it also includes defending a company when it is under attack. 

Therefore, the term "employee advocacy" refers to "a behavioral concept, 

which is the voluntary advocacy or defense of an organization, its goods, or 

its brands by an employee externally" (Men, 2014). Also, employee 

advocacy refers to the willingness of employees to communicate brand 

messages and the company's values on social media platforms (Latvala, 

2017). 

2.3. Hypotheses Formulation 

The relationships between research variables were clarified as shown 

in the following figure (1). 

 Digital transformation and employee advocacy. 

According to Hudson et al. (2015), social media has a tremendous 

impact on feelings and attachments to festival brands, and that social media-

based interactions result in desirable results such as positive word of mouth. 

Furthermore, Kim et al. (2020) confirmed that the perceived performance of 

a smart hotel is essential in generating individuals’ favourable attitudes and 

positive word-of-mouth intentions. 

In addition, Sakka and Ahammad (2020) study contributed the 

theoretical formulation of a new relationship between Social Media 

employee usage with employee wellbeing and employee advocacy. 

Moreover, Jacobsson & Linderoth (2021) who concluded that recently 

graduates do, in fact, have a potentially significant role in the digital 

transformation process. Their main area of participation is in changing senior 

colleagues' perspectives about how work could (or should) be done, which 

has an influence on the circumstances for digital transformation. Depend on 

this, Jacobsson & Linderoth (2021) said that recently graduated students, 

based on their skills and often favourable attitudes towards on technology, 
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serve as ambassadors (another concept of advocacy) for digitalization in the 

organizations. 

Lately, Van et al. (2022) showed a positive interaction between 

students, faculty, and schools with digital transformation; between digital 

transformation and student satisfaction and word of mouth communication; 

between satisfaction with an expression of mouth communication and the 

intention to continue learning online; and between oral communication and 

a student's intention to continue learning online. 

Based on the previous discussion and empirical studies, this study 

assumes the following hypothesis: 

H1: Digital transformation has a significant positive effect on employee 

advocacy. 

This hypothesis is divided into the following sub-hypotheses: 

H1a: People have a significant direct positive effect on employee 

advocacy. 

H1b: Technology has a significant direct positive effect on employee 

advocacy. 

H1c: Strategy has a significant direct positive effect on employee 

advocacy. 

H1d: Process has a significant direct positive effect on employee 

advocacy. 

H1e: Customer has a significant direct positive effect on employee 

advocacy. 

Depending on the previous hypothesis, the study developed the conceptual 

framework that presents in the following figure (1) 
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                    Figure 1. Theoretical framework and hypotheses 

 

3. Research Method  

This part attempts to summarise the research method and sampling concerns 

connected to the population and sample of this study as follows; moreover, 

it includes a description of measures as follows: 

3.1. Samples and Data Collection 

This study adopted deductive approaches using a quantitative research 

method to validate the suggested framework. A convenience sample was 

employed. Moreover, Primary and secondary data were used. Using a 

questionnaire, primary data were gathered from Mansoura University 

employees, while gathered secondary data from public administration in 

Mansoura University. Based on Gray (2009), A questionnaire survey is one 

of the best ways to collect quantitative primary data employed in business 

and management research, particularly explanatory ones. The population in 

this research is 3787 members of Mansoura University employees. 

According to Saunders et al., (2009), considering a margin error 

equals 5% which is the percentage used in social research, a confidence level 

of 95%, and the population size is between 2000 and 5000, then, the required 

sample size ranges from 322 to 357. In general, the questionnaire was sent 

Digital transformation 

                                                                                

 
 
 
 
 

                                                      
              

Employee Advocacy          

People                 

Technology               

Strategy                  

Process               

Customer              
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to 400 employees, but only 357 of them completed it. Finally, the researcher 

received 357 questionnaires, with an 89.25% response rate. There were 357 

questionnaires in all that were statistically valid and had no missing data. 

3.2.  Measures 

The researchers depended on five-point Likert scale with choices 

ranging from "1 = strongly disagree " to "5 = strongly agree" to measure 

study's constructs. 

Digital transformation is classified into five dimensions which are: people, 

technology, strategy, process and customer.18 items are developed to 

measure these constructs (Ivančić et al. (2019); Rossmann (2018) and 

Berghaus & Back ,2016). Employee advocacy is measured by 4 items 

(Phillips et al., 2011). 

4. Data Analysis and Results 

4.1. Description of the Sample 

The results indicated 58.8% (210) respondents are females, and 41.2% 

(147) respondents are males. This reflects the real ratios of males and females 

between employees in Mansoura university. According to employees age, 

45.4% (162) employees are aged from 30 to less than 40 years. 36.1 % (129) 

employees are aged from 40 to less than 50 years. While, 10.1% (36) 

employees are aged less than 30 years, 8.4% (30) employees are aged 50 

years or more. 

In terms of the degree of career, the highest proportion is (Third 

degree) with 149 questionnaires and ratio of 41.7 %, then (second degree) 

with 121 questionnaires and ratio of 33.9%, then (First degree) with 78 

questionnaires and ratio of 21.8% and finally (General manager) with 9 

questionnaires and ratio of 2.5%. 

Finally, according to employee’s years of experience, 47.9% (171) 

employees have an experience ranging from 5 to less than 10 years, followed 

by 32.8% (117) employees have an experience of 10 years or more. 19.3% 

(69) employees have a job experience of less than 5 years. 

4.2. Descriptive Statistics 

The descriptive analysis of the research's data helps to demonstrate the 

relative significance of the study variables and their dimensions, which are 

represented by two variables: digital transformation, which has five 

dimensions, and employee advocacy. 
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 Table (1): Descriptive Analysis of the Study Variables and Dimensions 

Dimensions Measurement 

Item 

 

Mean 
Std. 

Deviation 
Skewness Kurtosis 

people 

Q1 4.09 0.878 -.821 .308 

Q2 3.95 0.845 -.780 .560 

Q3 3.73 0.934 -.681 .245 

people 3.92 .76676 -.825 .775 

Technology 

Q4 3.80 .957 -.760 .508 

Q5 3.88 .977 -.829 .522 

Q6 4.13 .938 -1.239 1.635 

Technology 3.93 .85183 -1.065 1.338 

Strategy 

  Q7 4.02 .927 -1.088 1.281 

  Q8 3.92 .949 -.987 1.022 

  Q9 3.73 .951 -.699 .327 

    Q10 3.76 .918 -.858 .971 

    Q11 3.82 .897 -.977 1.328 

Strategy 3.85 .78116 -1.219 2.106 

Process 

Q12 3.73 .933 -.878 .992 

Q13 3.64 .909 -.575 .497 

Q14 3.69 .995 -.721 .292 

Q15 3.66 .989 -.621 .073 

Process 3.68 .84452 -.740 .478 

Customer 

Q16 3.73 1.026 -.825 .350 

Q17 3.85 .906 -1.011 1.235 

Q18 3.77 .875 -.730 .309 

Employee 
advocacy 

Q19 3.93 .909 -1.219 2.024 

Q20 4.00 .948 -1.273 1.924 

Q21 4.01 .910 -1.107 1.566 

Q22 4.05 .889 -1.138 1.642 

The Dependant variable: 
Employee Advocacy 

3.99 .84603 -1.292 2.161 
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Table (1) shows the means of all items are greater than 3 which means 

tending the respondents to approval, so their answers were (Agree, Strongly 

agree). Consequently, there are no negative responses for all respondents 

about all items. 

4.3. Measurement model 

The measurement model assesses individual item reliability, construct 

reliability, discriminant validity, and convergent validity to ensure internal 

consistency across the study 's constructs. The Researchers used a reflecting 

measurement model statistics in management sciences (Hair et al., 2014). 

Table (2) shows that loadings of all items are greater than 0.50 (p < 0.001). 

Cronbach's alpha and composite reliability values were over 0.70, indicating 

strong internal consistency for the research constructs. The AVE is greater 

than 0.50 for each latent variable. These constructs have consistent levels of 

convergent validity. 

  Table (2): Measurement items loadings, Reliability and Convergent Validity Assessment. 

 Dimensions 

 

Factor Loading and Reliability 

 
Convergent 

Validity 

 
Item 

Code 

 

Factor 

Loading 

 

Cronbach's 

Alpha 

 

AVE 

 
CR 

 

 

  
  
  
  
  
  

D
ig

it
a
l 
tr

a
n

s
fo

rm
a
ti

o
n

 

  

people 

P1 0.859 
.832 .749 .900 P2 0.862 

P3 0.876 

Technology 

T1 0.879 
.868 .791 .919 T2 0.921 

T3 0.868 

strategy 

S1 0.822 

.896 .708 .924 
S2 0.869 

S3 0.878 

S4 0.825 

S5 0.810 

process 

Pr1 0.868 

.905 .779 .934 Pr2 0.874 
Pr3 0.899 
Pr4 0.888 

customer 
C1 0.881 

.896 .828 .935 C2 0.934 
C3 0.914 
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Employee 

advocacy 

 

 

 

 

 

EA1 0.914 

.944 .857 .960 
EA2 0.931 
EA3 0.926 
EA4 0.932 

Source: prepared by the researcher according to statistical analysis. 

Table (3) demonstrates that the square root of average variance 

recovered for each construct exceeds the variance shared with the other 

constructs, indicating discriminant validity (Hair et al., 2014). 

                                                      Table (3) 

Factor Correlation Matrix with Square Root of AVE 

     p T S pr C EA 

P 0.865      

T 0.737 0.890     

S 0.709 0.790 0.841    

pr 0.668 0.722 0.787 0.882   

C 0.626 0.682 0.768 0.750 0.910  

EA  0.575 0.587 0.633 0.569 0.592 0.926 

 

4.4. Hypothesis testing 

Table (4) shows the final results for the study hypotheses. Effect sizes 

(f2) were used to calculate the amount to which the independent factors 

influence the dependent variable. It can be measured using effect size values 

(f2), which can be (0.02, 0.15, and 0.35) for weak, moderate, and strong, 

respectively. Path coefficients ought to be significant. It is assessed using the 

P-value. A P-value of less than 0.05 indicates significance (Huber et al., 

2008). 
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                                                              Table (4) 

                                                           Path Analysis    

H 
Independent 

variable 
dependent 
Variables 

Total effect 
Results Path 

Coefficients 
P-

Value 
Effect 
size 

H1 
Digital 

Transformation 
Employee 
advocacy 

0.334 <0.001 0.227 supported 

         H1a people 

 

e Employee 
advocacy 

0.141 0.003 0.082 accepted 

H1b Technology Employee 
advocacy 

0.092 0.039 0.053 accepted 

H1c strategy Employee 
advocacy 

0.119 0.011 0.078 accepted 

H1d process Employee 
advocacy 

0.130 0.006 0.081 accepted 

H1e customer Employee 
advocacy 

0.133 0.005 0.084 accepted 

   

As shown in table (4), the hypothesis H1 is supported where digital 

Transformation (β= 0.334, P< 0.001; 𝑓2= 0.227), has a direct, positive, and 

significant, effect on employee advocacy. 

The hypothesis H1a is supported as people (β= 0.141, P= 0.003; 𝑓2= 

0.082) have a direct, positive, and significant, effect on employee advocacy. 

The hypothesis H1b is supported as technology (β= 0.092, P= 0.039; 

𝑓2= 0.053) has a direct, positive, and significant, effect on employee 

advocacy. 

The hypothesis H1c is supported as strategy (β= 0.119, P= 0.011; 𝑓2= 

0.078) has a direct, positive, and significant, effect on employee advocacy. 

The hypothesis H1d is supported as process (β= 0.130, P= 0.006; 𝑓2= 

0.081) has a direct, positive, and significant, effect on employee advocacy. 

The hypothesis H1e is supported as customer (β= 0.133, P= 0.005; 

𝑓2= 0.084) has a direct, positive, and significant, effect on employee 

advocacy. 

5. Discussion and Conclusion 

The study findings revealed that digital transformation has a 

significant direct positive impact on employee advocacy. The study results 

agreed with the work of Jacobsson & Linderoth (2021) who concluded that 
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recently graduates do, in fact, have a potentially significant role in the digital 

transformation process. Their main area of participation is in changing senior 

colleagues' perspectives about how work could (or should) be done, which 

has an influence on the circumstances for digital transformation. Depend on 

this, Jacobsson & Linderoth (2021) said that recently graduated students, 

based on their skills and often favourable attitudes towards on technology, 

serve as ambassadors (another concept of advocacy) for digitalization in the 

organizations. 

Similarly, in line with Van et al. (2022) showed a positive interaction 

between students, faculty, and schools with digital transformation; between 

digital transformation and student satisfaction and word of mouth 

communication; between satisfaction with an expression of mouth 

communication and the intention to continue learning online; and between 

oral communication and a student's intention to continue learning online. 

According to Hudson et al. (2015), social media has a tremendous 

impact on feelings and attachments to festival brands, and that social media-

based interactions result in desirable results such as positive word of mouth. 

Similarly, Hanaysha (2021) found that corporate social responsibility and 

social media marketing have a significant positive effect on consumers’ word 

of mouth. Furthermore, Kim et al. (2020) confirmed that the perceived 

performance of a smart hotel is essential in generating individuals’ 

favourable attitudes and positive word-of-mouth intentions. 

The current research aimed to examine the effect of digital 

transformation on employee advocacy in the context of Mansoura university 

employees. Consequently, a model containing these two constructs was built 

based on the extant literature review. Additionally, the research methodology 

employed to test the model are also discussed. The study embraced the 

philosophy of positivism, the deductive approach and the method of 

quantitative analysis, the instrument used for data collection in the study was 

the questionnaire. The questionnaire was directed to university’ employees 

where 357 usable questionnaires were collected with a response rate of 

(89.25%). The measurement model showed an acceptable level of validity 

and reliability. Further, Warp PLS was used to test the research hypotheses. 

Furthermore, the structural model was developed and research hypotheses 

were examined, the results showed that the majority of research hypotheses 

were accepted. 

5.1. Theoretical and practical implications 

The research contributes to the body of knowledge of the existing 

literature of digital transformation, and employee advocacy. It is the first 

study that investigated these study variables in the context of developing 

countries. Firstly, the current research the first study that investigated the 
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direct effect of digital transformation on employee advocacy being the first 

study to explore this relationship type. It outlined implementing digital 

transformation within organizations as an effective strategy for encouraging 

employees to defence and share their ideas or spread favourable word of 

mouth about a company. Lastly, the results of this research opened a window 

for other researchers to conduct researches on both digital transformation and 

employee advocacy. 

This study provides significant practical implications and guidelines 

for policymakers and managers at Mansoura University to get benefited from 

the results of this study. Stemming from the results of the study, Mansoura 

University could encourage employee’s advocacy via implementing suitable 

digital transformation strategy. 

• Universities have to determine general goals and clearly state the digital 

transformation process's direction. Therefore, Mansoura University 

should develop a clear policies, vision, plans, and strategies to support 

comprehensive digital transformation and consider digital transformation 

strategies as the first step and the foundation for successfully 

implementing digital transformation goals. 

• University should communicate such policies, strategies, and visions, as 

well as obtain opinions from internal and external consumers and 

stakeholders regarding engineering of business process. Such strategies 

should regularly be evaluated to adapt to environmental changes.  

• University needs to hire digital transformation experts to integrate their 

corporate strategies with digital transformation. 

• University should strengthen their digital technology infrastructure in 

order to accelerate the digital transformation. That is to say, without these 

infrastructures, university will not implement the digital transformation 

properly. Also, it should be essential to encourage the utilise of new 

digital technology to foster existing business processes. 

• University should also provide training programs for employees on the 

use of specific equipment and technologies, as well as the ability to 

comprehend and operate with the latest technology, get IT expertise. 

because the successful implementation of digital transformation 

processes is heavily dependent on the workforce. These practices can 

increase employee involvement, engage with the company, embrace 

creative practices, and contribute to the organization's digital 

transformation.  
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• Providing a technical support unit for all digital services and apps raised 

concerns, in order to reduce employees' fear of dealing with technological 

issues and foster correct usage, with the following available: 

- Receiving and responding to technical support inquiries.  

- It is necessary to have a performance indicator.  

- Respond to the request based on the performance indicator 

5.2. Limitations and Future Research 

While the present research has some beneficial theoretical and 

practical implications, it also has a few limitations that should be taken into 

account. Firstly, considering time and budget constraints, the present 

research used only a sample of Mansoura University employees. As a result, 

the study suggests that future research should rely on a larger sample size 

from various sectors. 

Second, a questionnaire was employed in this study to provide cross-

sectional data and assess research hypotheses. As a result, there is no 

indication in the research data regarding how the research variables will alter 

over time. It would thus be beneficial for future research to conduct a 

longitudinal study to look at how implementing digital transformation affects 

employee advocacy over time. 

Third, the research utilises a sample from Mansoura University 

(developing country). Thus, future researches may rely on universities in 

developed countries and compare the findings with the present research. 

 Finally, this research has explained that digital transformation has a 

significant influence on employee advocacy from Mansoura university 

employee’s perspective. Future researchers have to orientate their research 

on such variables with another dimension and new fields of application. 
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