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Abstract: The current research aims to demonstrate the mediating role of 

customer's experience in enhancing the relationship between banking services 

provided to the customer's Pleasure in light of environmental variables. The 

research problem examined the influential relationship between banking services 

and customer's Pleasure in the presence of the mediating variable customer's 

experience. A number of hypotheses were formulated, including that there is a 

correlation with Significant statistical significance between the main and 

mediating research variables. The research sample was (50) permanent 

customers in banks in the city of Mosul. The research used the descriptive 

analytical method. The research reached a number of conclusions, including that 

customer experience has a major role in strengthening the relationship between 

banking services and customer pleasure, and integrated banking services would 

Achieve a customer's Pleasure by meeting his needs and desires.  
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INTRODUCTION 
Importance of Research 

The importance of the research stems from the 

importance of the service topics, as banking services are 

an inevitable necessity for the continuity of banking 

activity and the consolidation of the bank’s relationship 

with customers. Customers, through their life and 

commercial experiences search for services that meet 

their needs and desires and thus satisfy them and make 

them loyal to the bank in order to achieve pleasure. 

Therefore, banks must intensify from its service efforts 

towards its customers and working with all its material 

and non-material resources in order to achieve this thing. 

We also note the importance of research in its nature 

because it combines three important variables in the 

practical life of customers. The customer’s experience 

and expertise in choosing the bank according to the 

services it provides is a priority for achieving pleasure 

and continuing his banking activities, and vice versa, the 

customer searches for another bank through a new 

experience in order to achieve his needs and desires, 

especially There are many options available in light of 

the development of banking services and their provision 

in an easy and rapid manner in light of the existing 

competitive environment. 

 

 

Research problem 

Our main research problem is to uncover the 

influential relationship between the Customer's 

experience, banking service, and customer delight. 

Through the customer’s experience of the services 

provided by banking organizations, the customer learns 

about the nature of those services, their quality, and the 

ease of meeting them. This would be reflected in 

achieving its satisfaction, gaining its loyalty, and making 

it happy in a way that enables the bank to overcome its 

competitors in the sector in which it operates in order to 

achieve its set.  

 

Thus, the research problem can be formulated in the 

following question: 

1. Is there an impact on the services provided by 

banks in achieving customer pleasure? 

2. Is there an impact on the Customer's experience 

in achieving customer pleasure? 

 

Objective of Research 

After identifying the research problem and its 

importance, the researchers came up with a statement of 

a set of goals that they wish to achieve: 

1. Learn about the concepts of Customer 

experience, service, and customer Pleasure. 

2. Reaching the influential relationship between 

the research variables. 

https://www.easpublisher.com/
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3. Reaching practical results. 

4. Reaching conclusions based on the results 

achieved 

 

Community and its Sample research 

The research population was represented by the 

number of banks operating in the city of Mosul, and as 

for the research sample, we are selected the branches of 

Al-Rafidain Banks in the city of Mosul. 

Hypothetical research model 

The following figure shows the hypothetical 

research scheme between each of the mediating variables 

(Customer's Experience), the independent variable 

(Banking services), and the dependent variable 

(Customer Pleasure), as it is noted that there is a direct 

and indirect influential relationship between the 

independent and dependent variables. 

 

 
 

Hypothesis Research Scheme 

After developing a hypothetical research plan, 

the researchers were able to formulate three main 

hypotheses as follows: 

1. There is a significant correlation between 

customer's experience and banking services. 

2. There is a significant correlation between 

customer's experience and customer pleasure. 

3. There is a significant impact the banking 

services in achieving customer's experience. 

4. There is a significant impact of the banking 

services in achieving customer pleasure. 

5. There is a significant impact of the customer's 

experience in achieving customer pleasure. 

 

Statistics tools 

We are used a number of statistical tools and 

methods, which consisted of extracting coefficients of R2 

values, t-values, and f-values to demonstrate the strength 

of the influence of the independent variable on the 

dependent variable in the presence of the mediating 

variable. 

 

Theoretical Framework 

Concept of Banks Service  

(Mualla, 2007) indicated that it is the result of 

the interaction between the customer and the bank, which 

consists of a group of tangible and intangible factors 

through which the customer’s financial needs are 

satisfied, while (Al-Jayashi, 2010) explained that it is a 

reciprocal relationship between the bank and the 

customer, as it is Through it, the customer’s needs are 

satisfied to ensure the continuity of his relationship with 

the bank. We believe that they are activities, benefits, or 

satisfactions that the bank provides to its customers. 

They are by their nature intangible and their sale does not 

result in a transfer of ownership. Their production and 

provision may or may not be linked to a tangible material 

product. 

 

Characteristics (Dimensions) of Banking Services  

There are a set of characteristics that can be 

clarified through the following (Sanji, 2015): 

1) Intangible products are a basic feature that 

characterizes services in general, and this 

characteristic lies in the fact that the services 

provided in banks cannot be touched, carried, or 

stored by the customer. 

2)  The characteristic shows that banking services 

are produced and consumed directly. They do 

not appear and cannot be sold or benefited from 

except when the customer is present or requests 

them. However, this is not the rule at the present 

time, or the customer may not know about the 

reality of this service, which necessitates the 

matter in Request facts and information 

sufficient to give a clear picture of the banking 

service. 

3) Indivisibility of the service: The banking 

service, like other services, is characterized by 
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indivisibility, as it is supposed to be exploited 

or implemented in an integrated manner without 

deficiency in any party to achieve temporal and 

spatial benefits. 

4) The Services cannot be stored or transferred: 

The services are consumed as soon as the 

customer obtains them. They are instantaneous 

and cannot be stored, as in airline reservation 

services, hotel room reservation services, and 

money transfer services in banks. They also 

cannot be transferred from one location to 

another, as the customer is ready to pay. The 

amount for obtaining the service. 

 

Types of Banking services  

The great development witnessed by the 

banking sector has cast a shadow over the services it 

provides Banks, these services varied between traditional 

and modern electronic ones, and the most important 

traditional services can be referred to as follows (Kharis 

et al., 2012) (Mukhtar, 2005): 

1) It provides various types of loans, whether short 

or long-term, and it is considered the best way 

to finance projects. 

2) Guarantees and documentary credits. 

3) Buying and selling securities and providing 

various advisory services. 

4) Opening the promotion of shares and managing 

their subscription. 

5) Follow up on economic conditions and present 

a set of proposals, including encouraging 

investment operations and developing exports 

and savings. 

 

Modern banking services include the following (Cox, 

2004) (Ismail, 2007):  

a) Magnetic plastic cards, which are prepaid cards 

that are charged with certain amounts of money 

and are of several types, such as smart cards, 

credit cards, and others.  

b) Automated teller machines. Through this 

service, banks reduce the various administrative 

services related to customers and meet their 

needs during holidays and events. 

c) Internet banking is one of the latest banking 

systems that relies on the Internet and its 

various technologies. 

 

Concept of Customer's Experience  

The concept of customer experience dates back 

to the 1980s, which was proposed by researchers 

(Hollebeek et al., 2020)). Its concept was formulated as 

“those events that involve individuals in a personal way,” 

and that the physical, intellectual, and emotional 

involvement of each customer is related to the 

experience. It is also noted that experience It appears in 

customers when they gain knowledge and a sense of it, 

and thus we see the emphasis on the subjective nature of 

the Customer's experience as an experiential approach 

related to the customer’s behavior.  

The concept of customer's experience drew the 

attention of researchers to interest in it, especially in the 

late nineties, specifically in the year 1997, when a 

number of researchers at Harvard University published a 

basic book titled (The Service Profit Chain), meaning the 

transition from the service economy to the experience 

economy. The customer wants to have... Increased 

experience as a result of the events he experiences during 

the shopping process. Satisfactory products are no longer 

sufficient for him. Rather, he prefers to participate in the 

marketing process in a personal way (Pine, 2020). This 

means that what customers desire is not only products 

and their diversity and multiple forms. Rather, they are 

increasing and satisfying experiences (Khan, et al., 

2020).  

 

Customer's experience can be defined as “the 

process of creating value for the customer through 

developing a regular plan and implementing it 

accurately, which results in evidence that combines 

products and customer behavior (Molinillo, et al., 2020), 

while (Sundstrom & Kashyap, 2016) define Customer's 

experience Customer's experience is “a process in which 

the entire Customer's experience of products and 

organization is managed strategically.” 

 

(Pei, et al., 2020) also believes that customer's 

experience means “the personal and internal reaction in 

direct and indirect communication and communication 

processes between the customer and the organization, as 

well as other aspects and services provided by the 

organization.” As for (Bascur & Rusu, 2020), they define 

it as "A personal concept that depends on each individual 

and his experiences through dealing with stores and the 

market or while purchasing products over different 

periods of time." 

 

Other researchers believe that there is still a 

vague understanding of the concept of Customer's 

experience, despite the presentation of customer's 

experience management as a recovery process, or a 

strategic approach and an ongoing process aimed at 

achieving a sustainable competitive advantage for the 

organization by integrating emotional and relational 

experience and managing the organization’s touch points 

effectively (Pekovic & Rolland, 2020). While (Atiyeh, 

2018) defines it as “A type of knowledge management 

which works to manage customer relationships as it 

represents one of the organization’s assets.” This means 

that it aims to create a base of the organization’s current 

customers and work to achieve their satisfaction, gain 

their loyalty, and retain them, as they are the ones who 

defend the organization’s products and its brand. 

 

In this context, we see that customer's 

experience and its management is a marketing and 

strategic approach that can be described as a permanent 

process that seeks to achieve competitive advantage by 

integrating rational experiences with emotional 

experiences. As for, (Patel & Patel, 2020), they define 
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Customer's experience as “how to perform the service in 

a way that is consistent with the customer’s services and 

meets his needs and desires in an appropriate manner.” 

As for (Zaho & Deng, 2020) they see it as “the feeling of 

customers in the shopping process that is affected by the 

retailer’s services, the shopping environment, and the 

price and quality of the product.” 

 

Thus, we see that customer's experience is “an 

internal, personal reaction in the process of direct and 

indirect communication between the customer and the 

organization and includes a set of physical, emotional, 

and spiritual experiences for the customer when 

interacting with products and brands”. Customer's 

experience also increases the organization's 

performance, capabilities, and competitive capabilities 

through customers' participation in innovation and 

creativity processes (Trejo, et al., 2016).  

 

The organization's support for Customer's 

experience works to eliminate the traditional differences 

between goods and services, due to its focus on the value 

of customers and the benefits derived from consumption, 

which arise from customer groups, the voice of 

customers, and the spoken word, and this would reflect 

the difficulty of measuring experience from one 

customer to another, and here. The complexity lies in the 

measurement (Havir, 2016). 

 

Dimensions of Customer's Experience 

The researchers agreed, according to (Dutta & 

Abrol, 2017), (Liu & Jo, 2020), that the dimensions of 

Customer's experience lie in the following: 

1. Sensory experience: This means the 

experience that is perceived through the five 

senses (hearing, sight, smell, touch, and taste). 

2. Emotional experience: which is evident 

through paying attention to the customer’s inner 

sensations and feelings, and feeling confident 

and safe while dealing with the organization’s 

products and its brand.  

3. Cognitive experience: which concerns and 

addresses the customer’s mind, with the aim of 

participating in cognitive creativity (Patel & 

Patel, 2020). 

4. Behavioral experience: which reflects the 

customer’s physical behavior and actions 

during shopping operations. It is linked to the 

customer’s lifestyle and the various alternative 

options and products he is exposed to. He works 

to choose what suits his needs and desires 

(Lemon & Verhoef, 2016). 

5. Social experience: This arises through 

attachment to reference groups, a specific 

culture, or a language, which indicates the 

customer’s connection to the broad and 

comprehensive social system such as customs, 

traditions, and lifestyle (Zaho & Deng, 2020).  

 

While the researchers indicated that the 

dimensions of Customer's experience are determined as 

follows: (Obednikovska, et al., 2019), (Asfahani, 2021). 

a) Customer interaction: Customer interaction is 

a cognitive connection that arises between two 

or more individuals through their interaction 

with others to achieve a common goal, as in 

language, feeling, attitudes, and emotion. 

Schutz stated that customer interaction is 

important and necessary and has three types of 

conditions, which are: acceptance, control, and 

emotion. And all customers need to interact 

with the organization, its products, and its 

brand, and from the early stages of starting, 

establishing, or changing, it depends on the 

customers’ market activities and activities, their 

personality, and their relationships with others 

(Chuang, et al., 2012).  

b) Human Resources: As it is known and clear 

that the human resource is today considered a 

strategic resource for the organization, it plays 

an important role in determining the level of 

Customer's experience, which represents the 

creative, innovative and motivating spirit 

towards satisfying customers to accept the 

organization’s products, that is, increasing 

demand and reducing marketing supply. It is 

also known that human resources within the 

organization are internal customers, which is 

known as internal marketing (Ding, et al., 

2021). Thus, the human resource in the 

organization is an effective element in deciding 

to achieve its goals. Through them, challenges 

are overcome, weaknesses and potential threats 

are confronted, and their effects on the 

organization’s products, position, and brand are 

overcome.  

c) The organization’s website: The websites of 

organizations have become tools and means for 

promoting their activities and products, as most 

organizations have websites to communicate 

with their current customers, and strive to 

attract prospective customers, especially in 

cases of electronic shopping via social media 

platforms and the organization’s official 

websites on the Internet. Which led to increased 

interaction and communication between 

customers, organization and achieved customer 

satisfaction by achieving, the customer’s ability 

to access products easily, effortlessly and in 

record time (Gronholdt, et al., 2015). Therefore, 

marketing strategies today focus on supporting, 

enhancing, and improving websites’ advertising 

content, as they are an outlet for communication 

and attracting customers at low cost and little 

effort. Through websites, communication is 

direct between the customer and the 

organization without the need for 

intermediaries, and this would reduce indirect 

and variable costs. In addition to the 
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organization’s response to customer requests at 

specified times.  

d) The process of providing the electronic 

service: The process of providing the product is 

linked to the customer through displaying it 

through social networking sites or through 

salesmen via video broadcasting of the products 

electronically over the Internet. The process of 

providing the electronic service is a process that 

supports the purchasing decision adopted by the 

customer, as it is a type of Types of self-service 

that require the customer to serve himself, as the 

service is obtained electronically without the 

intervention of working individuals. It is an 

automatic and mutual interaction between 

electronic technologies and customers 

requesting the service. Therefore, it is necessary 

that the design of the electronic service 

provision process be based primarily on 

meeting customers’ needs and desires and 

providing what exceeds their expectations and 

the customer’s experience. Realistic examples 

include fast food restaurant services 

(MacDonald, KFC), and electronic publishing 

of research, articles, magazines, and books, 

such as on Amazon.com. They are flexible 

service sites that employ modern technologies 

that allow content to be displayed clearly and 

easy to use.  

 

(Kotler, 2018) believe that the process of 

providing electronic service achieves high profits for 

organizations, whether through immediate, rapid 

delivery, responding to customer reactions, responding 

to inquiries, or solving problems faced by customers 

regarding the organization’s products.  

 

Concepts of Customer pleasure 

Customer's Pleasure in terms of value can be 

defined as  range of usefulness of a merchandise on the 

basis of customers’ insight of what has been given and 

received. (Zeithaml, 1988). It concerns the interests that 

customers perceive as arising from the utilize of a 

merchandise or service. (Hollebeek, 2010). Taking a cue 

from the traditional theory of utility as suggested by 

(Bentham,1996), the conception of utility can be 

deliberated to be observed wealth or value. Utility was 

primarily existing as the degree of pleasure or pleasure 

sensed by an individual as a portion of the theory of 

utilitarianism recommended by academics (Bentham & 

John, 2011).  

 

Satisfaction of the father, but making the father 

happy is considered a component Distinctive compared 

to the satisfaction of the father, although in general the 

satisfaction of the father is considered to be more than 

expectations. However, making the father pleasure 

requires that the father receive a positive surprise that 

exceeds his expectations. (Magnini, et al., 2011), 

Customer's Pleasure in representing value can be well-

defined as the usefulness of merchandise based on the 

customer's insight into what is given and received 

(Zeithaml, 1988).  

 

Pleasure derivative in this background can take 

both hedonic and utilitarian formulae One of the most 

essential policies for business progression is to choose 

suitable influences that impact on customer's Pleasure 

(Kumar & Pansari, 2017). Surveys display that customer 

satisfaction has received substantial attention from 

investigators over three decades ago. Pleasure refers to 

supreme happiness of Customer's experience, affecting 

their whole satisfaction (Lyubomirsky, et al., 2006; Yi & 

Gong, 2018; Ding, et al., 2021). Customer retention is 

determined by customer's Pleasure anywhere 

merchandises, services and other societal factors play an 

vital role in the business (Yi & Gong, 2018).  

 

Completely of these are the main components 

in the service segment, particularly in the vehicle 

industry, where customers stay in systematic touch with 

workshops for healing and care needs. Customers are 

becoming more ordering with more factors influencing 

customer's Pleasure and business long-term 

sustainability in the rival atmosphere (Lyubomirsky, et 

al., 2006; Nicolao, et al., 2009; Ding, et al., 2021). 

(Lyubomirsky, et al., 2006) enlightened in their research 

that the pleasure of services plays a critical role in 

forming customers' opinions. They noted the linking 

between pleasure and obligation. 

 

(Dehejia et al., 2007) examined the link 

between pleasure and the origin of the company. While 

(Nicolao, et al., 2009) recommended that the pleasure of 

the customer associated to the amount of money spent on 

the experience (Oderlund & Rosengren, 2010) explained 

that the attitude of service employees can influence 

customer satisfaction. 

 

When customers are glad during visits, they 

provide positive feedback and suggest areas for 

upgrading; A unhappy customer can have the opposite 

effect (Thomas & Millar, 2013; Aksoy, et al., 2015) 

made a rigorous experimental study and recognized. 

 

Two faithful groups. i.e., abstraction and 

concrete have a powerful combination. (Shao, 2017) 

driven on influencing factors to enable maintainable 

depletion and customer pleasure.  

 

Dimensions of Customer Pleasure 

Customer pleasure: (Filip, 2009), (Lemon & 

Verhoef, 2016) and (Adday, 2017) although the 

dimensions of Customer's Pleasure are represented by 

the following: 

1) Expectations of customer: A set of beliefs and 

ideas that the customer maintains internally, 

linked to the customer's expectations and 

standards, comes back to me when I need it, to 

give me permission With customer satisfaction, 
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there is a criterion that reflects customer 

satisfaction and through which the strength of 

expectations is determined the customer 

2) Safety: Organizations that seek to Pleasure 

their customers must understand their basic 

human needs the most important of which is 

safety (Ball & Barnes, 2017). Another believes 

that customer's Pleasure lies in saving money A 

safe environment when shopping, as the 

customer has a high desire to feel safe and 

protect his interests When shopping, we also 

hope that these organizations will provide 

guarantees for their products for life as well 

Allowing them to try products with frequent 

thanks enhances their confidence in them 

(Kwong & Yau, 2002), Safety is the feeling that 

drives the customer's emotions towards his 

organization and he needs that in his dealings 

with The organization operates with a high 

level of security, and its data is preserved and 

no one can access it You are exposed to the risk 

of loss or loss, which is reflected in increasing 

his loyalty to the organization and achieving his 

pleasure (Coetzee & Coetzee, 2014). 

3) Organization’s Responsiveness: The rapid 

response dimension refers to the organization's 

ability to deliver the product to the customer 

accurately and reliably at the right time, online 

consumers seem to want the right quality and 

the right quantity and at the right time (Jun & 

Kim, 2004).  

 

The researcher believes that the response. The 

speed has become a source of pleasure and pleasure for 

customers instantly. Winning customers and obtaining 

their loyalty on a permanent basis are essential for the 

sustainability of organizations As well as sustaining its 

competitive advantage and achieving the goal of 

profitability, since the customer is the center of the game, 

in other words He is the one who identifies his needs and 

desires, and then it is the organization’s role to meet 

those needs, but here in The competitive digital era 

depends on who meets the customer's needs with a 

unique and preferred quality It has a quick response that 

precedes competitors in the same industry (Coetzee, et 

al., 2010) Responsiveness also represents the decisive 

and important element in the organization’s process of 

containing its customers, respect their orientations and 

work to meet their current and future expectations.  

 

When the two parties interact, it becomes the 

organization's mission is to continue responding quickly 

to customer preferences in a timely manner. Especially if 

the has negative reactions to its product or any questions 

regarding consuming it. Its producer (Jun & Kim, 2004). 

 

Measuring the correlation between the studied 

variables: 

The correlation coefficient (Pearson 

Correlation) is used to determine the direction, strength, 

and nature of the relationship between any two variables. 

We infer the direction of the relationship in terms of 

whether it is a relationship (direct or inverse) through the 

indication of the value of the correlation coefficient. As 

for the strength of the relationship, we infer this through 

the closeness of the value of the correlation coefficient. 

From the value (±1), since the closer this value is to the 

correct one, this is evidence of the strength of the 

relationship between these two variables. Finally, as for 

the nature of the relationship between any two variables, 

we infer it by observing the probability value (P-value) 

accompanying the value of the correlation coefficient, 

and it indicates Studies indicate that if this value is less 

than (0.05), this is evidence of the significance of the 

relationship between the two variables. 

 

Testing of the hypothesis of the correlation between 

customer experience and banking services. 

 

Table (1): Values of correlation coefficients between customer's experience and banking services 

Correlations 

 Banking Services 

Customer's Experience Pearson Correlation **.652 

P-value .000 

N 50 

 

From observing the results of Table (1), we find 

that there is a direct and significant correlation between 

customer's experience and banking services in terms of 

the value of the correlation coefficient, which appeared 

equal to (0.652), and this correlation is significant based 

on the probability value (P-value), which appeared equal 

to (0.000) which is less than (0.05). 

 

Table (2): Values of correlation coefficients between of customer's experience dimensions and banking services 

Correlations 

Customer's Experience Sensory 

experience 

Emotional 

experience 

Cognitive 

experience 

Behavioral 

experience 

Social 

experience 

Banking 

services 

Pearson Correlation **.611 **.582 **.540 **.271 **.682 

P-value .000 .000 .000 .000 .000 

N 50 50 50 50 50 
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Observing the results of Table (2), we find that 

there is a direct and significant correlation between 

banking services and each dimension of the customer's 

experience, in terms of the value of the correlation 

coefficient, all of which appeared positive. These 

correlations are also significant based on the probability 

value (P-value), which all appeared equal to (0.000), 

which is less than (0.05), and in line with the above, the 

first main hypothesis will be accepted, which states that 

there is a correlation between the customer's experience 

in its dimensions and the banking services provided to 

customers at the macro and micro levels. 

 

Testing the hypothesis of the correlation between 

customer's experience and customer pleasure. 

 

Table (3): Values of correlation coefficients between customer's experience dimension and customer pleasure. 

Correlations 

 Customer Pleasure 

Customer's Experience Pearson Correlation **.766 

Sig. (2-tailed) .000 

N 50 
 

Observing the results of Table (3), we find that 

there is a direct and significant correlation between 

customer's experience and customer pleasure, in terms of 

the correlation coefficient value that appeared equal to 

(0.766), and this correlation is significant based on the 

probability value (P-value) that appeared equal to 

(0.000). which is less than (0.05), and this leads us to say 

that the greater the customer's experience, the greater the 

customer’s pleasure regarding the services provided by 

the organization under investigation. 

 

Table (4): Values of correlation coefficients between of customer's experience dimensions and customer pleasure 

Correlations 

Customer's Experience Sensory 

experience 

Emotional 

experience 

Cognitive 

experience 

Behavioral 

experience 

Social 

experience 

Customer 

pleasure 

Pearson Correlation **.672 **.694 **.690 **.691 **.885 

Sig. (2-tailed) .000 .000 .000 .000 .000 

N 50 50 50 50 50 

 

Observing the results of Table (4), we find that 

there is a direct and significant correlation between each 

dimension of customer's experience and the customer 

pleasure, in terms of the value of the correlation 

coefficient, which appeared equal to (0.670), (0.696), 

(0.693), and (0.693). and (0.883), respectively. This 

correlation is significant based on the probability value 

(P-value), which all appeared to be equal to (0.000), 

which is less than (0.05). Consistent with the above, the 

second main hypothesis is accepted, which states that 

there is a statistically significant correlation. Significant 

relationship between customer's experience and 

customer's Pleasure in the organization under 

investigation. 

 

Testing the hypothesis of the impact the banking 

services in customer's experience 

 

Table (5): The impact of the banking services in customer's experience 

Sig. F df 2R R B beta Model 

.000 128.105 (4.1) (1, 49) 0.762 0.861 0.810 Constant (0.549) 0.843 1 

Dependent variable: a. customer's experience, Predictors: b. (Constant) Banking services 
 

The value of f was (128.105) for the model at a 

level of significance (0.01). This means that there is a 

statistically significant effect of banking services on 

Customer's experience with a degree of confidence 

(99%). The value of (R2) was also (76%). This means 

that banking services are able to explain (76%) of the 

changes that occur in the customer's experience, while 

the remaining percentage (34%) is due to variables not 

included in the model. As for the value of (b), it reached 

(0.810). This means that the availability of banking 

services by one standard deviation unit will increase the 

customer's experience by (84%). Therefore, the 

hypothesis is accepted which states that there is a 

statistically significant effect of services in banking on 

the Customer's experience. 
 

The testing the hypothesis of the impact the banking 

services in customer pleasure 

 

Table (6): The impact of the banking services in customer pleasure 

Sig. F df 2R R B Beta Model 

.000 20.225 (4.1) (1, 49) 0.352 0.585 0.279 Constant (2.457) 0.599 1 

Dependent variable: a. customer's Pleasure, Predictors: b. (Constant) banking services  
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The value of f was (20.225) for the model at a 

level of significance (0.01). This means that there is a 

statistically significant effect of banking services on 

Customer's experience with a degree of confidence 

(99%). The value of (R2) was also (35%). This means 

that banking services are able to explain (35%) of the 

changes that occur in the customer pleasure, while the 

remaining percentage (65%) is due to variables not 

included in the model. As for the value of (b), it reached 

(0.279). This means that the availability of banking 

services by one standard deviation unit will increase the 

customer's Pleasure by (60%). Therefore, the hypothesis 

is accepted which states that there is a statistically 

significant effect of banking services on the customer 

pleasure. 

 

The testing the hypothesis of the impact the 

customer's experience in customer pleasure 

 

Table (7): The impact of the customer's experience in customer pleasure 

Sig. F df 2R R B beta Model 

.000 35.775 

(4.1) 

(1, 49) 0.468 0.690 0.358  

Constant 

(2.250) 

0.685 1 

Dependent variable: a. customer's Pleasure  

Predictors: b. (Constant) customer's experience  

 

The value of f was (35.775) for the model at a 

level of significance (0.01). This means that there is a 

statistically significant effect of customer's experience 

on customer's Pleasure with a degree of confidence 

(99%). The value of (R2) was also (47%). This means 

that customer's experience are able to explain (47%) of 

the changes that occur in the customer's experience, 

while the remaining percentage (53%) is due to variables 

not included in the model. As for the value of (b), it 

reached (0.358). This means that the availability of 

customer's experience by one standard deviation unit will 

increase the customer's experience by (68%). Therefore, 

the hypothesis is accepted which states that there is a 

statistically significant effect of services in banking on 

the Customer's experience. 

 

1. The Consultation 

1- The results of the research showed that there is 

a significant correlation between banking 

services and customer's experience, in terms of 

correlation value (65.2%) at a significant level 

0.000. This is evidence that customer's 

experience contributes effectively to identifying 

banking services provided to customers. 

2- The results of the research showed that there is 

a significant correlation between banking 

services and each dimension of customer's 

experience. It was found that social experience 

had a strong correlation reaching its value 

(68.2%), while behavioral experience had the 

least significant correlation reaching its value 

(27.1%). This indicates that all dimensions of 

Customer's experience came There are 

significant correlations with banking services, 

but they vary in strength and contribution. 

3- The results of the research showed that there is 

a significant correlation between the customer's 

experience and customer pleasure, we can see 

that by the value of correlation between them 

that calculated (76.6%) in a significant (0.000). 

4- The results of the research showed that there is 

a significant correlation between customer's 

Pleasure and each dimension of customer's 

experience. It was found that social experience 

had a strong correlation reaching its value 

(88.5%), while sensory experience had the least 

significant correlation reaching its value 

(67.2%). This indicates that all dimensions of 

Customer's experience came There are 

significant correlations with customer pleasure, 

but they vary in strength and contribution. 

5- It became clear from reading the results that 

there is an impact of the banking services 

provided on the customer’s experience. 

Excellent services affect the customer’s 

cognitive and behavioral accumulation, and this 

in turn gives an incentive to the customer in his 

dealings with the bank with high-quality 

services. This is what is reflected to us by the 

value of R2, which appeared to be significant 

and realistically high (76.2%) and the value of f 

(128.125), It is greater than the table value (4.1). 

6- Through statistical analyzes and reaching 

results, it was shown that banking services 

affect customer pleasure, and this is reflected in 

the value of R2, which amounted to (35.2%) and 

the value of f (20.225), It is greater than the 

table value (4.1) 

7- Through statistical analyzes and reaching 

results, it was shown that customer's experience 

affect customer pleasure, and this is reflected in 

the value of R2, which amounted to (46.8%) and 

the value of f (35.775), It is greater than the 

table value (4.1). 
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