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(2) A2 Joa
Jrand) Jal ) Masy Bagal) bl Al

By gal) ARsleadl il yal) oo Ll iy i) ad)
Ashforth & Mael ,1989; Bakker et Adlall  elaly) A Ll
al.,2008 ; Demerouti & Bakker ,2008 4,3l | Identification
; Gonzalez-Roma et al. ,2006
Hollebeek , 2009; Macey &Schneider ,
2008; So et al ., 2014.
Hollebeek,2009; Vivek , 2009 Juai) 5 sl An oLy
; So et al ., 2014 Adlall Jral) Lgmaw A Attention
4l
Harte et al ., 2002 ; Vivek ,2009 A plaiay) g 35y Al oulandl
Macey & Schneider, 2008; 433l dadall o Jral) | Enthusiasm
Patterson et al. , 2006; Salanova
et al., 2005; Schaufeli & Bakker; So et al
. 2014
Hollebeek , 2009; Patterson et al , 2006 cag Gl gl Al uabaiay)
; Salanovaet al. 2005; Salanova , 2006; 5 Bdladdly Syl A Absorption
; So etal., 2014 gl die Jdl) ulaady)
4 jlal) Al
Bijmolt et al., 2010 ; Patterson et al. 2006 | 4iLisal) s jldal) Jeadl)
; van Doorn et al., 2010 s)gw dyalall g 49N | Interaction

; So et al ., 2014; Verhoef et al, 2010.

ta o) Al Adall aa
4l

source :So .K.F , King . C & Sparks B (2014) , "' Customer Engagement with

Tourism Brands : Scale Development and Validation " , Journal of Hospitality &

Tourism Research, 38(3), , 304-329 DOI: 10.1177/1096348012451456
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Abstract :

The M- Banking quality is one of the most modern concepts used in the field
of marketing as one of the forms of Electronic banking. Many studies have
dealt with the concept and dimensions of The M- Banking quality services
and their role in building and supporting customer Engagement.

Therefore objectives of this research are :

(1) Provide a better understanding of the relationship between customers and
the bank. (2) expanding the scope of E-services marketing and knowledge of
the M- Banking quality. (3) Results help financial institutions develop
customer engagement strategies, better serve them, and support their trust in
mobile banking. (4) Know the relationship between the M- Banking quality
service and the customer's relationship with the bank

The dimensions of the M- Banking quality are functional or utilitarian value
(security / privacy - practicity), Hedonic Value (design / aesthetics, sociality
- Enjoyment ), and customer engagement dimensions (Enthusiasm, Attention,
Absorption , Interaction , Identification ) , The study was applied to the
customers of banks in Saudi Arabia and the number of respondents was 352
individuals where the questionnaire was published electronically (Google
drive) and a number of social networking sites (What's App- face book). The
statistical analysis was performed using a coefficient Pearson correlation and
regression analysis method, and The results showed a correlation between the
dimensions (security / privacy, practice, design and aesthetics) as dimensions
of the M- Banking quality service and the customer's relationship with the
bank.

Keywords: M- Banking quality , customer Engagement , utilitarian value ,
security / privacy , practicity, Hedonic Value , design / aesthetics, sociality ,

Enjoyment .
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