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Abstract:

This study aimed to identify the impact of perceived benefits of brand community
on customer engagement, this is an empirical study on customers of the Egyptian
commercial bank’s website on social media platform. The study relied on an online survey
to collect data from customers of the Egyptian commercial bank’s website on social media
platform. The number of valid lists reached 363 lists. The path analysis method was applied
to test the study hypotheses by using the statistical program WarpPLS.6.

The results of the study found that there is a positive moral effect of the dimensions
of the perceived benefits of the brand community (Brand community experience - Self-
esteem - Brand community relationship investment) on cognitive engagement. The results
of the study also found that there was a positive moral effect of the dimensions of the
perceived benefits of the brand community (Brand community experience - Brand
community relationship investment) on emotional engagement. While there is no
significant effect of the self-esteem on emotional engagement, the study also found that
there is a positive significant effect of the dimensions of the perceived benefits of the brand
community (Brand community experience - Self-esteem - Brand community relationship
investment) on behavioral engagement.

Keywords: Perceived Benefits of The Brand Community- Customer Engagement-
The Egyptian Commercial Bank’s website - social media platforms.
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