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ABSTRACT

Thisarticleexamineshowcustomerengagementinfluencescustomersatisfaction,experience,trust,
andloyaltyinthecontextofmobilebankingaswellastheroleofcustomerexperienceandtrustas
mediatingvariablesincustomerengagementwithcustomersatisfactionandcustomerloyalty.For
thesepurposes,aconceptualframeworkbasedonthecontentanalysisofthepreviousstudieswas
developed.Thedataforthisresearchwerecollectedfrom406customersusingmobilebankingservices
inJordan.Theresponsesareverifiedusingstructuralequationmodelling.Customerengagement
positivelyinfluencescustomertrustandexperience,whiletheimpactofcustomerengagementon
customersatisfactionandloyaltyispartiallymediatedbycustomertrust.Thestudyfindingsmay
aidfutureresearchersintheirquestinunderstandingtheinherentrelationshipsthatliebetweenthe
constructs’questionsandmayprovideaplatformforbankingmanagersintheireffortstoimprove
theironlinebankingcustomerssatisfaction.
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1. INTRodUCTIoN

Inthecurrentdynamicandinteractivebusinessenvironment,‘customerengagement’isreceiving
increasingattentionfrombothbusinesspractitionersandacademics(Brodieetal.,2011).Moreover,
scholarsengagedinstudyingmarketingstrategiesandcustomerbehaviourarefocusingontheconcept
ofcustomerengagement.Forexample,Verhoefetal.(2010)identifycustomerengagementasapriority
topicanddescribetheconceptascustomerbehaviouralmanifestationtowardabrandorfirmbeyond
purchase.Tothisend,Sprottetal.(2009)emphasisethatcustomerengagementplaysakeyrolein
enhancingthequalityofrelationshipbetweenthebrandandconsumerswho,inturn,influencethe
successofthebusiness.Furthermore,customerengagementisastrategicimperativeforgenerating
improvedcorporateperformance,includingsalesgrowthandsuperiorcompetitiveadvantage(Sedley
andPerks,2008).Inaddition,customerengagementhasaclear,direct,andpositiveassociationwith
firmperformance(Mittaletal.,2018).Studieshavepresentedseveralcharacteristicsofcustomer
engagement. Brodie and Hollebeek (2011) highlight that engaged customers exhibit improved
empowerment, connection, emotional bonding, trust, and commitment. Enginkaya et al. (2014)
describecustomerengagementintermsofthreecriticalfeatures:trust,dedication,andreputation.
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Banksseemtobemostinterestedinprovidingcustomerswithmobilebankingservicesinorder
to improveservicesaswellasenhance theireffectivenessandefficiency (Alalwanetal.,2017),
especiallyinJordan.Jordanianbankshavereachedanadvancedstageofusingmoderntechnology
toprovidemobilebankingservicestocustomers(Al-Hawaryetal.,2017),anditcouldbecomean
additionalrevenuesourceforbanks(Chaoualietal.,2017).Furthermore,itisimportantforbanksto
increasecustomersatisfactionandloyaltyinmobilebanking,whichcouldbeachievedbyincreasing
customers’trustintheservice,providinganexcellentexperience,andimplementingagoodstrategy
forcustomerengagement.Whilecustomerengagementhasnotreceivedmuchattentioninthecontext
ofmobilebanking,thisresearchdevelopsaconceptualframeworkandempiricallyexaminescustomer
engagementtoaddresssuchaspectsascustomerengagement,trust,andexperience.Thisframework
alsoexplainstheimpactofcustomerengagementoncustomertrust,experience,satisfaction,and
loyaltyinmobilebanking,inwhichtrustandexperienceareimportant.Afewstudiesexplorethe
relationship between customer engagement, satisfaction, and loyalty, and most survey Western
countries.Therefore,akeycontributionofthisresearchistheevidenceitprovidesonsuchrelationships
indevelopingcountrysetting,particularlythebankingindustry.

AccordingtoAl-Rawashdehetal.(2016),banksplayapivotalroleinaneconomy’soverallgrowth
anddevelopment.Therefore,theyshouldbemanagedproperlytoensurestability,continuity,and
growth(Orabietal.,2016).Effectivebankingmanagementrequiresadequaterevenuefromfinancial
andinvestmentactivitiesandoperations(Zyadat,2016).Theserequirementsdriveastateofintense
competitionandmotivatebankstopursuestrategiestoachievecustomerengagement,satisfaction,
and loyalty.This researchexamines the relationshipbetweencustomerengagement, satisfaction,
andloyaltyinthebankingindustry,focusingonmobilebankingservices.Italsoexplorestheroleof
customerexperienceandtrustasmediatingvariablesintherelationshipbetweencustomerengagement
andcustomersatisfactionandloyalty.

2. BANKING INdUSTRy IN JoRdAN

Acountry’sbankingindustryimproveseconomicstability,enhanceseconomicgrowth,andplaysa
crucialroleintheeconomy.Banksareatthecoreofthemoney-creationprocessandpaymentsystems.
Inaddition,bankcredit isacriticalaspect infinancing investmentandgrowth(Al-Fayoumiand
Abuzayed,2009).Overthepast2decades,theJordanianbankingindustryhaswitnessedconsiderable
developmentsthataremainlyattributabletotheCentralBankofJordan.Inadditiontosupervisory
andregulatoryroles,thelatestglobalfinancialpracticeswereexecutedtodevelopandupgradethe
performanceoftheJordanianbankingindustry.Thebankingindustryplaysakeyroleindriving
Jordan’s economic growth by mobilising national savings and using them to finance productive
economicsectors(Almazari,2014).Akeyrealisationisthatcustomerswhohavethepowertoaffect
operationsarethebackboneoftheactivitiesandbusinessofJordan’sbankingindustry(Al-Qeedet
al.,2017).

Jordan’sbanking systemwas founded in1927.TheBritishBankwas the firstbank to start
operatinginJordan,workingasafiscalagenttothegovernmentowingtotheabsenceofacentralbank
duringthattime.Next,theArabBankopeneditsfirstbranchin1930withheadquartersinJerusalem,
whichmovedtoAmmanin1949.TheBritishBankoftheMiddleEastwasthenextcommercial
banktostartoperationsinJordanin1949andtheJordanNationalBankwasthesecondnational
banktobeestablishedin1956.Twoadditionalcommercialbankswereestablishedin1960,namely,
theBankofJordanandtheCairoAmmanBank.ThegovernmentestablishedtheCentralBankof
Jordanin1964(Aladwan,2015)toregulateandsuperviseJordan’sbankingsystem(Isiketal.,2016).
AccordingtotheCentralbankofJordan,attheendof2017,Jordan’sbankingindustrycomprised
16localcommercialbanks,ofwhich3areIslamicbanks,5areinvestmentbanks,and9areforeign
commercialbanks,ofwhich1isaforeignIslamicbank.Alongsidetechnologicalrevolution,Jordan’s
bankshavereachedanadvancedstageofapplyingmoderntechnologytoprovideonlineandmobile
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