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This study aims to investigate the impact of justice perception of the employees on three dimensions of employee-based brand equity (EBBE) under the mediating role of psychological contract fulfillment. For this purpose, data have been collected from the employees of the education industry under the convenience sampling technique. In this regard, a survey method was used, and questionnaires were distributed among 420 respondents, out of which 310 questionnaires were received back, and after discarding 32 partially filled questionnaires, useable responses were left (279 observations). Data have been analyzed through structural equation modeling, and the partial least square (PLS)-SEM approach has been used in this regard through the Smart PLS software. Measurement and structural models were assessed, and all the indicators of reliability and validity have been found to be fit. Path estimation indicates that perception of justice promotes brand endorsement and brand allegiance, while the relationship of perception of justice and brand-consistent behavior has not been found statistically significant. Moreover, it has also been found that perception of justice ensures employees that their psychological contract has been met. In addition, psychological contract fulfillment has found a mediating mechanism between the perception of justice and the three dimensions of EBBE.
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INTRODUCTION

Brand equity, or perhaps the value given to a product by the brand, is a major indicator of brand and commercial success and, therefore, is frequently a company’s most valuable asset (Ambler, 2000; Myers, 2003). In contrast, the research acknowledges that this value may be received by a variety of stakeholder groups, the most published scientific studies, and brand equity from customer’s or firm’s perspective (Christodoulides and de Chernatony, 2010; Veloutsou and Guzman, 2017). Employees’ importance in fulfilling any brand promise to various parties (e.g., consumers) is extensively established, especially in the context of services. Employee knowledge and talents, for instance, play a crucial role in the consumers’ brand experience and, as a result, their brand conceptions (de Chernatony and Cottam, 2006). Limited research has been done on how to improve employee-based brand equity (EBBE), such that stakeholders may better execute their responsibilities as endorsers (Helm, 2011; Sirianni et al., 2013; Morokane et al., 2016).

Employees’ perceived added value because of employee-based brand development activities is captured by EBBE (Baumgarth and Schmidt, 2010). Employees’ internalization of the company’s values is a crucial element in internal branding, as continuous execution of the brand promise to consumers is improbable without it (Helm et al., 2016). The success of organizational development depends on internal stakeholders’ synchronization with the company’s values and how this perception equates to brand and/or consumer behaviors (Anbarasan and Sushil, 2018). Customers’ experiences with the brand promise would then remain ineffective without employees’ synchronization with the company’s core values (Helm et al., 2016; Du Preez et al., 2017). Employees’ self-esteem and organizational affiliation are boosted by working for an organization with a good employer brand (Lievens et al., 2007).

By increasing the organization’s trust with workers, consistent implementation of the brand promise sustains strong commitment and high performance among employees and, ultimately, organizational effectiveness (Kashive and Khanna, 2017). Various dimensions of EBBE have been explored in the past but very less attention has been given to the three-dimensional benefits of EBBE, including brand endorsement, brand allegiance, and brand-consistent behavior of employees (Kashive and Khanna, 2017). These dimensions provide core values to branding concepts and should be evaluated for developing brand equity among employees. This is based on external employee marketing/conveyance of the brand to everyone else, or referral, which is seen as a significant part of brand promoting conducts (Shinnar et al., 2004). The willingness of an employee to speak positively about the company (brand) as well as to quickly suggest the company (brand) to anyone is referred to as brand endorsement (Piehler, 2018).

Few studies have supported the notion that workers who seem to have a favorable attitude about their employers are organically driven to engage in meaningful information exchange. Employee involvement has several advantages. Interpersonal advocacy by employees sometimes leads to beneficial organizational productivity, such as reduced recruiting costs, improved job performance, and enhanced pre-employment awareness, all of which influence organizational integration. Employee brand allegiance is related to employees’ future desire to stay with the company (brand). Despite the substantial economic impact of losing competent individuals, this desire is seen as a big choice (Ramlall, 2004). This also aids in the development of important human capital, wherein people are deemed to have skills, expertise, and understanding, which provides economic value for businesses through higher efficiency (Snell and Dean, 1992).

The success of a service brand is exacerbated by the recruitment of efficient personnel who regularly display brand-related activities. This happens because the brand equity claim is continuously executed in an expense-efficient manner. According to studies, an employee’s declaration of the desire to remain employed reflects their understanding of the importance of upholding the brand’s values (Punjaisri and Wilson, 2007). This idea of planned behavior, which claims that the strongest indicator of future actions is the desire to act, exemplifies this future-oriented thinking (Schiffman and Tuncay, 2001). Workers who are comfortable with the workplace environment are more likely to engage in behaviors that go beyond the job’s technically defined standards (Beckett-Camarata, 2003). Brand-consistent behavior, e.g., might be described as an employee’s non-prescribed behavior that is consistent with the organization’s brand values (Burmann et al., 2009).

Another important aspect of product behavior is its voluntary nature, but it is critical for organizational efficiency (Martín-de Castro et al., 2011). This evolves because service organizations are unable to foresee all of the right employee behaviors needed for organizational performance (Deluga, 1994). Burmann and Zeplin (2005) defined brand-consistent behavior, or brand citizenship behavior, as “the crucial (behavioral) ingredient for effective internal brand management.” There are minor variations between brand-related behavior and organizational-related behavior. Equality and fairness in the distribution of appropriate resources, as well as equal and respectful behavior, are social necessities for persons in every circle of acquaintances (Dirks and Ferrin, 2001). A professional social circle is formed by the working environment. Organizational justice has been declared to be one of the most important aspects of organizational practices.

The concept of justice may be defined as people’s and worker’ perceptions of fair and equal treatment. Distributive justice, procedural justice, and interactional justice are the three forms of organizational justice that have been examined (De Cremer, 2005; Chandio et al., 2020). When it comes to resource allocation and distribution justice, an individual is accustomed to compare his or her rewards with those of his or her counterparts and those of people in comparable positions in other organizations; at the very least, he or she wants to be in balance (Greenberg, 1987). Whereas favorable responses to inquiries on the application of processes on him/her and his/her peers are viewed as fairness in procedure execution, negative responses are perceived as partiality. Employees, as members of the professional community, have a right to expect fairness in allocation and processes, as well as to be treated with dignity.

People in the workplace have been shown to compromise on resource distribution and processes but not on interactional justice (Chandio et al., 2020). Interactional justice is a branch of procedural justice that deals with the human aspect of organizational activities, i.e., how management (or those in charge of rewards and resources) treats the victim of injustice (Ahmad, 2018). In recent times, the importance of how a firm treats its employees has experienced an influx of academics. For example, Patterson suggested that businesses be forced to offer a level playing field for all of their employees (Patterson, 2010). Therefore, based on the gap in evaluation of justice perception on EBBE, this framework of research was designed in which justice perception was taken as an independent variable influencing the EBBE.

The psychological contract as a good idea for describing the existing job interactions has a vast literature (Guest, 2004). A psychological contract is described as “individual views about the parameters of an exchange agreement between individuals and their organization, created by the organization.” In a customized labor market where workers tend to have more tailored relationships with their employers, studying the employment relationship via the perspective of the psychological contract is probably well suited. Nevertheless, almost as much as the contents of the agreement are signed directly, the capacity to execute on what has been promised is a critical factor in understanding individual workplace reactions. Organizational culture, organizational citizenship, and turnover intentions are all traditional outcomes connected to psychological contract fulfillment (or lack thereof) (Turnley et al., 2003; Griffin and Sutton, 2004; Sturges et al., 2005).

A few researchers have already explored the mediating impact of psychological contract fulfillment between some factors affecting EBBE (e.g., Deepa and Baral, 2021) but did not evaluate the impact of justice perception on EBBE with psychological contract fulfillment as a helping tool leaving a gap for us to evaluate its mediating link between both. Connecting the ties between perceptions of justice with EBBE, this study focused on evaluating the relationship between justice perception and brand endorsement, brand allegiance, and brand-consistent behaviors. This study also provided information about a mediating role of psychological contract fulfillment between justice perception and EBBE beneficial dimensions, i.e., brand endorsement, brand allegiance, and brand-consistent behaviors.



THEORETICAL FRAMEWORK AND HYPOTHESIS DEVELOPMENT

This research is focused on assessing the impact of justice perception on EBBE benefits, such as brand endorsement, brand allegiance, and brand-consistent behaviors, with the mediation aid of psychological contract fulfillment. Most of the research in the past has shown that these attributes are controlled and paved through different theories, such as social exchange theory (SET), social comparison theory, equity theory, psychological contract theory, signaling theory, and affective events theory (Guerrero and Herrbach, 2008; Badawy and El-Fekey, 2017; Bandyopadhyay and Srivastava, 2021).

In management studies, the signaling theory may make you realize how companies attempt to sway the attitude of their employees. Employees are expected to behave positively by their employers, and their signals serve to elicit this behavior. As a result, signaling theory emphasizes the deliberate delivery of positive words to diverse workers regarding desired organizational characteristics (Connelly et al., 2010). Therefore, the theory could have an impact on the psychological contract fulfillment of the employees.

Perception of justice and fairness have largely been researched in connection with productivity using SET, which looks at different types of human transactions. According to theory, any human interaction is founded on subjective cost–benefit analysis (Aryee et al., 2002). According to the equity theory, employees’ perceptions of unjust labor reward distribution cause stress, which they endeavor to rectify.

In contrast, workers want to limit their losses, thus, they don’t want to lower their in-role productivity because it is directly related to their incentives, and therefore, they tend to employ contextual performance as a reaction to fair/unfair reward distribution (Saleem and Gopinath, 2015). The notion of social comparisons was used to provide a new method. Several essential aspects of the organizational setting, such as organizational justice, performance evaluation, and emotional behavior in the workplace, have been explained using social comparison processes by a few scholars (Spence et al., 2011; Saleem and Gopinath, 2015).

Researchers contend that the SET influenced most of the models used to describe organizational justice and employee behavior. While this theory brought a lot to our comprehension, it still does not describe why workers participate in such behaviors (Goodman and Haisley, 2007; Greenberg et al., 2007; Spence et al., 2011). Festinger established the principle of social comparison as a source of knowledge for self-evaluation in 1954. According to the study by Festinger, the social comparison would be a normal and fundamental human need in which individuals compare their thoughts and talents with those of others, particularly when objective physical criteria are lacking. A practice of pondering about facts around one or more individuals’ tendencies and opinions in connection to one’s ability and opinion is referred to as social comparison (Festinger, 1954; Goodman and Haisley, 2007). The roots of organizational justice and social comparison are evident since justice theory is originally based on the Adams’ equity theory (Adams, 1965), which was inspired by the social comparisons theory (Festinger, 1954).

These views are based on the same hypothesis, which is that people compare things. People compare their inputs and outputs with some referent others who are primarily at the same level to assess the fairness of their outcomes in equity theory, whereas in the social comparisons theory, individuals compare their ability and opinions with others after rating them in different levels (above or below) for self-evaluation, consciousness, and identity (Kim et al., 2015). Social similarities exist in two different directions, namely, upwardly with reference groups who are rated higher than the assessor level, and downwardly with reference groups who are rated lower than the evaluator level (Van Yperen et al., 2006). Individuals’ perceptions of their talents and attitudes are formed as a result of this comparison (Moon et al., 2016). This impression can be either favorable or negative, resulting in a positive or negative emotional state. Individuals’ responses toward perceived justice are influenced by their emotional state (Collie et al., 2002). These theories provided a basis for assessing the relationships of this study.


Association of Perception of Justice With Employee-Based Brand Equity

Justice is a basic principle in businesses, and whether there’s a promotion determination, work assignment, incentive distribution, or another sort of social transaction, issues of fairness will always emerge (Konovsky and Cropanzano, 1991). In the literature, the concepts “justice,” “fairness,” and “equity” have all been used interchangeably. Any event, activity, or decision is assessed as fair or unfair depending on the individual’s views about the choice and his or her value or normative system in relation to all those beliefs. Humans are social beings, and businesses must develop environments that allow people to connect socially (Moorman, 1991; Bies, 2005; Coetzee, 2006; Suliman and Al Kathairi, 2013). Therefore, many types of activities that happen between employees at work have been investigated in the literature. In complaint and service recovery situations, justice theory gives a platform for understanding contentment (Allen et al., 2014).

Distributive, procedural, and interactional justice are the three dimensions of justice. A distributive element is concerned with the perceived justice of results, whereas the procedural element is concerned with the justice of the rules and methods used to generate the consequence. The interpersonal care individuals receive during the dispute resolution mechanism that is the emphasis of the interactional element. Many facets of a service provider’s operations are likely to have an impact on people’s perceptions of interactional fairness (Hazée et al., 2017). Because judgments of the outcome’s justice are more heavily influenced by human emotions, procedural justice is less visible (Zhao et al., 2012). Customers may find it difficult to discern between procedural and interactional justice because many features of both are linked. As a result, for service firms, interactional fairness tends to play a larger role in determining happiness. For instance, whether or not such a store allows an unhappy consumer to describe the situation whether or not the merchant considers that knowledge is both critical components of grievance interaction (Lee et al., 2017).

Customers are less worried about procedural fairness when they have more clear and explicit information about the service provider’s reliability, according to a few studies. Whenever customers believe the supplier can be entrusted to follow fair procedures, they are more sensitive to the fairness of the conclusion. All interactional and distributive fairness have a considerable influence on perceived satisfaction, while procedural justice does not (Akram et al., 2017). Few studies support the notion that workers who seem to have a favorable attitude about their employers are organically driven to engage in meaningful information exchange. Employee involvement has several advantages. Interpersonal advocacy by employees sometimes leads to beneficial organizational productivity, such as reduced recruiting costs, improved job performance, and enhanced pre-employment awareness, all of which influence organizational integration.

Employee brand allegiance is related to employees’ future desire to stay with the company (brand). Despite the substantial economic impact of losing competent individuals, this desire is seen as a big choice (Ramlall, 2004). This also aids in the development of important human capital, wherein people are deemed to have skills, expertise, and understanding, which provides economic value for businesses through higher efficiency (Snell and Dean, 1992). Workers who are comfortable with the workplace environment are more likely to engage in behaviors that go beyond the job’s technically defined standards (Beckett-Camarata, 2003).

For example, brand-consistent behavior might be described as an employee’s non-prescribed behavior that is consistent with the organization’s brand values (Burmann et al., 2009). Burmann et al. (2009) defined the brand-consistent behavior, or brand citizenship behavior, as “the crucial (behavioral) ingredient for effective internal brand management”. There are minor variations between brand-related behavior and organizational-related behavior (Burmann and Zeplin, 2005). It is assumed like this because brands are developed through organizations, and the behaviors of employees toward their organizations lead them to develop the same behaviors for the brand (Brethower et al., 2021).

A lot of consideration in the past has been given to different aspects of customer-based brand equity but very less attention has been given to EBBE so far. The major exploration of perceived organizational justice remained unanswered in the past toward creating EBBE. Therefore, we designed this research, and, in this regard, we proposed the following hypotheses to evaluate the impact of the perception of justice of employees toward creating EBBE (see Figure 1 for conceptual framework).
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FIGURE 1. Conceptual framework.


H1. Perception of justice is associated with brand endorsement.

H2. Perception of justice is associated with brand allegiance.

H3. Perception of justice is associated with brand-consistent behavior.



Mediating Role of Psychological Contract Fulfillment

Levinson was the first to discuss the psychological contract in full in Levinson et al. (1962). Mutual duties exist between the employer and the employee, some of which are explicitly established in the job’s terms and conditions and the employment contract. Expectations concerning job stability, work content, career growth, and less well-defined incentives and perks are also less formal. These expectations make up the psychological contract. Certain aspirations, including salary, vacation pay, and sick pay, are clearly stated and recognized, while others, such as job stability and promotion chances, are simply hinted at.

The psychological contract is founded on reciprocity (it binds both parties) and proportionality (it entails an equal interchange among both stakeholders), as well as the idea of organizational justice. If the company refuses and is unable to fulfill the contract, it may have negative effects on both the individual and the company. As the psychological contract is not well defined or officially recognized, the employer and employee may have quite different ideas about what constitutes a violation (Nimmo, 2018). Both mutual trust and reciprocity are linked to increased performance and progress in the workplace. They are also linked to self-reported indicators of met expectations and intend to work for the same company in the future.

Mutual adherence to the psychological contract does have a favorable impact on the workplace. A variety of harmful behaviors are linked to a violation of the psychological contract. Psychological contract violation was found to lower organizational trust, have fewer collaborative workplace conditions, and have increased absenteeism in a sample of customer service personnel. Employees may regard inconsistencies between an organization’s declared behavioral norms and its actual behavior as a contract breach (Dabos and Rousseau, 2004; Deery et al., 2006).

Several researchers in the past have looked into the relationship of perceived justice and psychological contract fulfillment in which scientists explored the impact of psychological contract fulfillment on organizational justice (Estreder et al., 2019). Psychological contracts are characterized by mutual interaction of perceived commitments and responsibilities that describe the criteria of the workforce relationship between the employer (i.e., inducements, namely, participation in decision-making, working conditions, and employment security) and the employee (i.e., contributions, namely, protecting the company’s image, accepting an internal transfer if necessary, and working overtime or extra hours when required).

The degree to which employees perform psychological contract fulfillment or violation is an important factor to consider when assessing their job relationship. Failing to maintain the commitments made in the psychological contract results in negative work outcomes, such as lower job satisfaction, organizational commitment, in-role competence, and organizational citizenship behaviors, as well as greater desire to quit or attrition (Dabos and Rousseau, 2004; Guest, 2004). Psychological contract fulfillment has given some promising and significant results in some past studies as a mediator (Ashfaq et al., 2018; Saeed, 2020; Bandyopadhyay and Srivastava, 2021; Gulzar et al., 2021). Therefore, we hypothesized that psychological contract fulfillment could also mediate between justice perception and benefits of EBBE, such as brand endorsement, brand allegiance, and brand-consistent behaviors of employees (see Figure 1 for conceptual framework). The hypotheses are as follows.

H4. Psychological contract fulfillment mediates the relationship between perception of justice and brand endorsement.

H5. Psychological contract fulfillment mediates the relationship between perception of justice and brand allegiance.

H6. Psychological contract fulfillment mediates the relationship between perception of justice and brand-consistent behavior.




METHODS


Participants and Procedure

Participants in this study were approached through a cross-sectional research design keeping in view the theoretical orientation of the study. A non-probability sampling technique was followed, and data were obtained through the convenience sampling method. This technique provides ease and access to approach respondents with low time and low-cost benefits. Moreover, this technique was most suitable, as the respondents were from the service sector (i.e., education sector) where the nature of jobs and activities performed by the employees remains almost symmetrical. For this purpose, a sample of 420 respondents was approached in this regard to meet a reasonable and suitable sample size. This sample size was representative of population based on several criteria; for instance, as a general rule of thumb, we need five to ten respondents against each study construct. In contrast, in this study, a total of five study constructs have been operationalized, so a sample of 50 respondents was justified.

Moreover, according to the criteria recommended by Krejcie and Morgan (1970), in a cross-sectional study design, a total of 384 is sufficient. In this regard, 310 questionnaires were received back, and after eliminating the missing and incomplete responses, the sample size left to 278 observations which have been used in the final data analysis. Thus, this study met the sample size requirement sufficiently. Before administrating the questionnaires on large scale, prior permission from the concerned institution head was obtained. Respondents were briefed about the study purpose, nature of the study constructs being investigated, and their informed consent was obtained. Moreover, they were assured about the data anonymity and confidentiality issues. Thus, this technique has helped us to reduce the error in estimation as a result of common method biases (Ng and Feldman, 2013).

As noted in earlier studies that first-line employees are occupied extensively in their duties and it is a chance that they might face time difficulties in reporting the survey items, we used reverse coded items in the questionnaire to restrict the respondents from providing monotonic responses. This technique also helped us to minimize the common method biases (Malhotra et al., 2006). In addition to this, we placed the study constructs at different places in the questionnaire so that respondents could not generate a correlation. Demographic information of the respondents was also obtained. In this regard, male and female participants constitute almost equal parts of the sample, i.e., 56% of male respondents and 44% of female respondents. The majority of the respondents have an age of fewer than 40 years, while only 20% of respondents have an age more than 40 years. Similarly, most of the respondents were married, while a portion of the respondents living single and as a single parent was 30%.



Measures

The independent variable of this study (perception of justice) has been operationalized based on 10 items used by Ghosh et al. (2014). This construct was operationalized based on three dimensions, namely, procedural justice, distribute justice, and interactional justice. Sample items for this scale include, “Have you been able to express your views and feelings during those procedures?” and “Does your supervisor communicate details in a timely manner? The original version of this scale contains 20 items, while keeping in view the theoretical orientation of the study, we have used the most relevant items in this study. Similarly, mediating variable of this study, i.e., psychological contract fulfillment is operationalized based on 12 items scale, developed by Guerrero and Herrbach (2008). Four dimensions were covered by this scale, namely career perspective, job content, relationship with others, and compensation. Originally, this scale covers 15 items, whereas this study conceptualized 12 items and three items for each dimension have been used.

Similarly, the scale for EBBE has been used to measure the three dimensions, namely, brand endorsement, brand-consistent behavior, and brand allegiance. Sample items for these dimensions include, “I say positive things about the organization (brand) I work for, “I plan to be with the organization (brand) I work for, for a while,” and “I demonstrate behaviors that are consistent with the brand promise of the organization I work for.” This scale has previously been used in the literature (King and Grace, 2010; King et al., 2012). The reason to use shortened items/scales is based on the recommendation of Hagtvet and Sipos (2016) to reduce the burden on respondents to work through lengthy complete forms. Moreover, during recent years, the trend to create short forms for construct measures is also increasing.




DATA ANALYSIS AND RESULTS

This study followed a multivariate data analysis model keeping in view the complex nature of study constructs. For this purpose, a structural modeling approach based on partial least square (PLS)-SEM was used, as recommended by Sarstedt et al. (2014). In this scenario, this technique was most suited because theory related to EBBE is under development, and this study was aimed to explain variance in EBBE based on the perception of justice and fulfillment of the psychological contract (Hair et al., 2017).

As recommended by Hair et al. (2017), structural equation modeling should be assessed based on the measurement and structural model. In this regard, the first measurement model was assessed based on reliability and validity. Thus, the first portion of the analysis is related to the assessment of the measurement model which is related to reliability and validity. Initially, the outer loadings of the measurement model were assessed and items with poor outer loadings were dropped from the analysis. In this regard, two items from the construct perception of justice have been dropped due to poor outer loadings. In this regard, a benchmark of 0.708 value for outer loadings was set. Thus, two items from the perception of justice were with weak loadings, and they were dropped. These two items were PJ-7 and PJ-09. Similarly, two items from psychological contract fulfillment were dropped due to poor outer loadings, namely, PF-09 and PF-11.

No item from the construct EBBE was dropped (see Table 1). However, some items were observed with lower outer loadings values, but these were contributing significantly to the model average of variance extracted (AVE) (i.e., AVE was greater than 0.50, sharing more than 50% of the variance in the construct). From the perspective of reliability and validity (see Table 2), all the constructs indicated strong reliability, and it was observed that all constructs have reliability values greater than 0.60, in terms of alpha, composite reliability, and rho-A (see Table 2). Thus, all the indicators have been found statistically fit, indicating a satisfactory level (values larger than the threshold, i.e., >0.60) (Mela and Kopalle, 2002).


TABLE 1. Outer loadings.

[image: Table 1]
 
TABLE 2. Reliability and validity.

[image: Table 2]
As recommended by Fornell and Larcker (1981), discriminant validity was assessed based on the square root of AVE concerning the correlations of the respective construct (Hair et al., 2017). Thus, based on the square root of the AVE of all study constructs, it was observed that the square root of the AVE of all constructs was greater than the correlation value in each row and column (see Table 3; Hair et al., 2011).


TABLE 3. Discriminant validity (Fornell–Larker criteria).

[image: Table 3]
To assess discriminant validity, we have also employed the heterotrait-monotrait ratio of correlation (HTMT) criteria (see Table 4); here, it has been observed that all the ratios among study constructs have been found less than 0.90. For HTMT, two criteria are followed: one is liberal and the other is conservative; for conservative criteria, the value of the HTMT ratio should be less than 0.85, while in the case of liberal criteria, the value of HTMT should be less than 0.90. This study met both of these threshold limits (see Table 4), namely, brand-consistent behavior and brand endorsement, respectively. Overall model fitness was assessed based on F2, and a satisfactory level of effect size has been observed (see Tables 5, 6; Hair et al., 2017). In addition to this, we have also tested predictive relevance that was assessed based on Q2 and was observed greater than zero (see Figure 2), indicating a good predictive relevance of the model (Geisser, 1975).


TABLE 4. Discriminant validity (HTM ratio).
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TABLE 5. R2 and adjusted R2.
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TABLE 6. Effect size.
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FIGURE 2. R2 depiction.


Hypothesis testing has been done based on t and p statistics (see Figure 3 and Table 7), whereas, in this study, mediation was checked based on indirect path significance. The first hypothesis of this study was based on the relationship of perception of justice and brand endorsement. The values of t and p were within the acceptable range (t = 7.295 and p < 0.05) and indicate that this hypothesis is supported (see Table 8); thus, H1 is supported. Empirical findings of this study indicate that perception of justice promotes employees’ sense, and employees perceive that their employer is sincere with them and thus positive feelings are generated among employees. These positive feelings drive employees to advocate positively regarding the employer and they tend to endorse their organization among others. Similarly, the second hypothesis of this study that is related to the perception of justice and brand allegiance was also found statistically significant (t = 6.745 and p < 0.05), and H2 was supported based on empirical evidence (see Figure 4).
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FIGURE 3. Path estimates.



TABLE 7. Path estimation.
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TABLE 8. Hypotheses testing.
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FIGURE 4. Path significance.


In contrast, H3 of this study related to the relationship of perception of justice and brand-consistent behavior has not been found statistically significant, and H3 is not supported because the values of t and p were not within an acceptable range (t = 1.951 and p > 0.05). Moreover, in the case of mediation analysis, indirect paths for H4, H5, and H6 have been found statistically significant which indicates that psychological fulfillment partially mediates the relationship between perception of justice and three dimensions of EBBE. However, this study also employed variance account for (VAF) approach to confirm the nature of the mediation, i.e., either partial or full mediation. For this purpose, an indirect effect of each path was divided through the total effect. In this regard, VAF about the H4 was less than 20% (i.e., 15%) which indicates no mediation, while for the other two paths (i.e., H5 and H6), the value of VAF has been observed as 39% and 43%. Hence, H5 and H6 are supported through the results, while H4 was not found statistically significant.

These findings are supported by the social exchange theory (Blau, 1964). These findings are in alignment with the previous findings that perception of justice has the potency to promote positive behaviors among employees (Sekiguchi, 2007; Bharadwaj, 2014; Erkmen, 2018). Moreover, these findings are in line with the recommendations of McLean Parks et al. (1998) that psychological contract fulfillment is “the idiosyncratic set of reciprocal expectations held by employees concerning their obligations (what they will do for the employer) and their entitlements (what they expect to receive in return).”

Thus, it can be argued that fulfillment of the psychological contract is rooted in the exchange of socioeconomic benefits (Blau, 1964) which comes under the premise of SET (Blau, 1964). In addition, it would be due to the fact that most of the individuals tend to pursue permanent employment as compared with temporary employment (Aronsson and Göransson, 1999), so it might be the reason that there were the employees as most permanent employees. Previous studies have indicated that psychological contract fulfillment results in positive outcomes, such as organizational commitment (Sturges et al., 2005), so findings of these studies are consistent with these studies as the fulfillment of psychological contract can result in EBBE (Morrison and Robinson, 1997; Robinson and Morrison, 2000).



DISCUSSION

This research was based on identifying the impact or association of perception of justice among the employees of the service section with EBBE benefits, such as brand endorsement, brand allegiance, and brand-consistent behaviors of the employees. The topic of workplace justice has carved out a prominent position in the literature. According to several studies, a greater employee sense of justice has a favorable influence on several facets of EBBE (Ghosh et al., 2014). Justice is a basic principle in businesses, and when there is a promotion determination, work assignment, incentive distribution, or other sorts of social transaction, issues of fairness will always emerge (Konovsky and Cropanzano, 1991). Humans are social beings, and businesses must develop environments that allow people to connect socially (Moorman, 1991; Bies, 2005; Coetzee, 2006; Suliman and Al Kathairi, 2013).

The results of this study produced some very promising insights about justice perception and indicated that a sense of justice among the employees of an organization could develop certain behaviors and attitudes which could lead to EBBE which is also an aim of the employer. They could perform better and develop the brand positively. For instance, the first hypothesis of the study indicated that if the perception of justice prevails between employer and employee, then it could lead to the development of the endorser aptitude in the employee. He could be a good endorser, which would certainly improve brand equity. Researchers in the past did not notice such relationships; hence, this study could be a noble contributor in devising the employer and employee relationship based on justice. The other direct relationships of perception of justice among the employers and employees also produced some promising results and indicated that employees’ perception of justice could lead to brand allegiance or brand loyalty.

The employees will not have any trouble while developing loyalty to their brands. The last direct hypothesis was about the perception of justice with brand-consistent behavior which was proved to be insignificant as, psychologically, employees did not feel secure about promoting the brand. Workers who are comfortable with the workplace environment are more likely to engage in behaviors that go beyond the job’s technically defined standards (Beckett-Camarata, 2003). For example, brand-consistent behavior might be described as an employee’s non-prescribed behavior that is consistent with the organization’s brand values (Burmann et al., 2009). There could be some other factors as well, such as fluctuations in the behaviors of the employers, their behaviors with colleagues, and many others. Previously, this aspect was also neglected in the research.

The indirect effects of psychological contract fulfillment were also studied in this research. This indicates that psychological fulfillment mediates the relationship between perception of justice and three dimensions of EBBE benefits among employees. These findings are supported by the SET (Blau, 1964). These findings are in alignment with the previous findings that perception of justice has the potency to promote positive behaviors among employees (Bharadwaj, 2014; Erkmen, 2018). The indirect effects proved that psychological contract fulfillment could aid in the relationships of perception of justice and EBBE benefits, such as brand endorsement, brand allegiance, and brand-consistent behaviors of employees. The results also proved that the direct effects of perception of justice on brand-consistent behaviors could be rectified with the help of psychological contract fulfillment, indicating that if the contract is fulfilled along with the true justice by the employer, then this kind of relationship could be developed.

These results were in accordance with some previous research in which psychological contract fulfillment positively mediated the relationships in different contexts. Failing to maintain the commitments made in the psychological contract results in negative work outcomes, such as lower job satisfaction, organizational commitment, in-role competence, and organizational citizenship behaviors, as well as greater desire to quit or attrition (Dabos and Rousseau, 2004; Guest, 2004). Psychological contract fulfillment has given some promising and significant results in some past studies as a mediator (Ashfaq et al., 2018; Saeed, 2020; Bandyopadhyay and Srivastava, 2021; Gulzar et al., 2021).


Theoretical and Practical Contribution

From a theoretical perspective, this study tends to add important theoretical strings to the body of knowledge by exploring the impact of the perception of justice in the service industry. This study includes that perception of justice promotes EBBE and employees tend to advocate their organization when they perceive that their organization is dealing with them fairly. Similarly, this study finds that it is not necessary that employees show their behavior in terms of brand-consistent behavior when they perceive that their firm is dealing with them with justice (De Cuyper et al., 2009). Another contribution of this study is related to the mediating role of psychological contract fulfillment, and it has been proved that employees perceive that their psychological contract is met when their organization deals with them through justice (Guest and Clinton, 2017). From the practical point of view, this study advocates that managers at the workplace should ensure the prevalence of justice to improve the employees’ perception regarding their psychological contract fulfillment needs so that brand-based equity should be promoted. These findings are consistent with the previous studies (Millward and Brewerton, 2000).



Limitations and Future Directions

This study also has some potential limitations. First, this study has used only service sector employee data for the operationalization of study constructs. Thus, in the future, other study constructs should also be considered. Similarly, collecting a larger sample size in the future could be a good future avenue for the researchers. Adding respondents from multiple sectors can provide deeper insights. Adding more mediating and moderating variables, such as commitment, satisfaction, and leadership styles (Sahu et al., 2017), can provide deeper insights. Previous studies have established that the psychological contract of permanent workers is different from the psychological contract of temporary workers based on the flexible firm model (Atkinson et al., 2004) and human capital theory (Sullivan and Bhagat, 1992).

While this study has not anticipated the difference between permanent and temporary workers, thus, in the future, obtaining the perception of permanent and contractual workers can provide a different array of results, because contractual employees might face difficulties in accessing specific training (Forret and Love, 2008) that in return might limit their chance to excel and get promoted in the long run (Virtanen et al., 2003). Tenure of employment has the potency to shatter the psychological contract fulfillment (Tekleab and Taylor, 2003); thus, in the future, investigating the perception of employees having greater experience in a particular organization can provide more detailed and deeper insights regarding the fulfillment of psychological contract and brand-based equity.




CONCLUSION

Based on empirical findings of this study, it can be concluded that employees perceive that their psychological contract has been met when there is a higher level of justice. This fulfillment of psychological contract further nurtures positive behaviors among the employees, and they tend to advocate positively about their organizations and promote a positive image of the organization by speaking positively about the organization. Moreover, it can also be concluded that organizations should promote the perception of justice at the workplace to trigger positive among employees. Moreover, when individuals perceive that there is a reciprocal balance based on justice, they try to find themselves in more relational obligations as feeling to repay the organizations in response to justice (Blau, 1964) and they might tend to advocate the organization under brand-based equity. Thus, balanced psychological contracts (e.g., fulfilled psychological contracts) create brand-based equity (Shore et al., 2001, 2006). Hence, psychological contracts are fulfilled when there is a match between the obligations and entitlements.
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