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ABSTRACT

The banking sector has always been high information intensive over the years. This has brought the use of
Information technology (IT) as a necessity for data storage, modification and retrieval. Information
systems (IS) use the provided infrastructure of IT to leverage advantages of IT and to solve many issues
that relates to information acquisition. To these end most financial institutions has been using different
types of information systems to gain competitive advantage. One of such system is the Marketing
information system (MKIS). The purpose of this study is to explore the role of MKIS in the performance
of banking sector in Jordan, an emerging modern Arab economy in the Middle East. The present study
modifies the technology acceptance model and the organization effectiveness (organization theory) and

applies it to usage of MKIS in the Jordanian banks.

With the use of MKIS, banks can make notable savings, increase their customer base, increase sales
growth and effectively acquire market and customer information. The availability of this information will
assist the banks to improve customer service and invariable win the trust of customers and increase
customers’ patronage. Quite a number of the banks in Jordan make use of information system. But there
is no empirical study yet on the use of MKIS in Jordan, neither are there literatures on the role to which
MKIS to the performance of the banks. Therefore, a combination of TAM model and organization
effectiveness models were used to investigate the influence of MKIS on bank performance. The result of
this study which stands as contribution, as it was revealed that there are positive relations to bank
performance as hypothesized. The positive association between combination among all independent
variables (ease of use, usefulness, attitude, market procedural improvement, employee support, customer

knowledge and market responsiveness) were supported.

Keywords: marketing information system, bank performance, Jordan bank.
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CHAPTER ONE

INTRODUCTION

1. PREAMBLE

The credit system has undergone a process of reformation and restructuring, this include the
organization and the orientation level. The banking system has been taking active part in this
procedure. The innovation of policies, mergers and acquisitions, changes in organizational
structures, globalization of products and services phenomena are some of the examples present
on the changes in the banking industry globally. Banks performs functions and duties that are
very crucial to a countries economical growth and development. The banking services have
metamorphosed from an early emphasis primarily demand deposits and savings accounts and
short term loans into a much wider range of deposit and loan services. In order to operate in
dynamic environments, it is of importance for banks to intensify their approaches towards
services qualities and innovative marketing strategies in an attempt to increase sales volume,

market share and ultimately their profits. One of the strategies that that has been notices for
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