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Abstract - The study aimed at investigating the role of customer information system in improving marketing performance of 

Jordanian commercial banks. The study population included marketing managers and managerial employees in Jordanian 

commercial banks amounting (13) banks. Five questionnaires were distributed to each bank. 53 questionnaires valid for 

analysis were collected that is 81.5% of study sample. The results concluded that there is a statistically significant impact 

customer information system in improving marketing performance of Jordanian commercial banks. Moreover, customer 

information system design was the most influential on marketing performance, Which indicates that there is a need to design 

the system that can be employed in marketing in better form. The researcher recommends keeping up with developments in 

customer information systems field, in such a way that commercial banks can increase their efficiency in the use of these 

systems in improving marketing performance. It is also necessary to train employees in commercial banks to deal with 

customer information systems in a way that positively reflected on Bank's marketing performance. 
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I. INTRODUCTION 

 

Information flow process is of great importance to 

organizations the life and work of the institution. In 

today's world, there is a need for accurate and 

adequate information to be obtained in a timely 

manner.  

 

This is not so important. Managers are the result of 

the large amount of data that reach the Department, 

making the process of utilization and organization 

and presentation difficult and exhaustive for the most 

part of the time, which calls for the need to develop 

an organization to manage information and provide 

them in an appropriate and accurate and appropriate 

quantity and timing. (Hashem, 2006) 

 

The development of low-cost computers has led to 

the development of information systems within the 

reach of various administrative levels in large and 

small institutions, encouraging them to use computers 

in a normal manner in various business activities, 

thus contributing to improve the employees 

performance in addition to take right decisions, which 

drives organization performance forward.  

 

Marketing management as one of most important 

departments in the company is not different from that 

rule, where attention was paid to design different 

systems, including customer information system, 

which is concerned with collecting, analyzing, 

extracting, distributing, archiving / purifying 

customer data and helping marketing management to 

achieve its tasks. So the study importance is based on 

the following points:1-This study is an important 

scientific addition in the field of information systems 

used in marketing field.2-It is an attempt to show the 

importance of providing marketing information about 

customers in order to improve marketing performance 

level of Jordanian commercial banks.3. 

 

This study will contribute to develop Jordanian 

commercial banks 'ability to use customer 

information systems to improve their marketing 

performance.4- This study is conducted in light of 

Jordanian commercial banks need to benefit from 

information provided by t customer information 

system in designing their marketing strategies to cope 

with increasing competition in banking market. 

 

Research Hypotheses 

 

 There is no statistically significant impact of 

customer information system in improving 

Jordanian commercial banks marketing 

performance  

 There is no statistically significant impact of 

customer information system content  in  

improving Jordanian commercial banks 

marketing performance  

 There is no statistically significant impact of 

customer information system design in 

improving Jordanian commercial banks 

marketing performance  

 There is no statistically significant impact of 

customer information system ease of use in 

improving Jordanian commercial banks 

marketing performance  
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III. RESEARCH MODEL 

 

 
Source: Research model was developed based on (Hashem,2006) study  (Norfazlina et al. , 2016 ) study 

 

IV. THEORETICAL FRAMEWORK 

 

Information systems play a vital role in management 

of any organization regardless of its   size, purpose, 

industry and its market. Developments in competition 

volume and globalization, as well as increased focus 

on quality, innovation, consumer orientation and 

efficiency combined to increase the focus on of 

information transmission accuracy and speed across 

the world. Information systems have also contributed 

to improving organization's access to this 

information, which reflects its importance for the 

organization. First, the system can generally be 

defined as "a set of interacting elements to achieve a 

goal" (Alter, 1999, P.37).As for information system, 

it has been addressed in many international literature, 

so it can be defined as " a set of procedures by which 

information is collected, operated, stored and 

disseminated to support decision-making and control" 

(Laudon & Laudon, 1988, p5) . From researcher's 

point of view, information system can be defined as 

"a system consisting of a set of parts and procedures 

that interact with one another in order to collect, 

process, store and deliver appropriate data at the 

appropriate time, location and accuracy to the 

decision-making process in the organization and in a 

manner that contributes to the achievement of its 

objectives".Information system is also defined as "a 

system that communicates information to individuals 

and organizations" (Gupta, 2000, p.10).It is worth 

noting the difference between the data and the 

information, since they are different terms and they 

are often misused in their inappropriate 

locations.Gupta (2000, P.14) defined the data as 

"sentences, numbers, graphics, sounds, video, forms 

or any combination thereof", while  he defined 

information  as "data processed and transformed into 

a meaningful and meaningful form of the decision 

making. Data can also be defined as "facts and 

figures that are not used as a result of their large size 

and unprocessed nature" while information is "data 

processed where it becomes meaningful to provide 

the user with something he did not know." (Mcleod & 

Schell, 2004, p.10). It is also necessary to distinguish 

between computer and information systems. The 

computer is the technical basis, materials and 

equipment of modern information system, meaning 

that the computer provides e equipment for storing 

and data processing (Laudon & Laudon, 1988.P.6). 

Current trends in marketing indicate that our society 

is a consumer-oriented economy. Since we are 

constantly looking for ways to satisfy our customers, 

we are trying to collect these information to enable us 

to analyze trends. Since long-term marketing 

principal means that, understanding and meeting 

customers leads to distinct business outcomes "(Zhu 

& Nakata, 2007, p. 187). It is believed that customer 

orientation provides valuable information about 

customer preferences and habits. Organizations can 

gather examples that illustrate the concept of 

customer interest, customer orientation, and rewards 

(Zhu & Nakata, 2007).  Information systems have 

been viewed as a mechanism to assist organizations 

in completing customer intelligence and response 

activities (ie, collecting detailed data on purchasing 

habits, distributing these data through functions to 

analysis market critical attitudes and developing 

feasible marketing plans, which in turn leads us to 

concept of customer information system. 

The Customer Information System (CIS) contains a 

set of customer data that helps employees in 

organizations to make decisions about customers. 

Besides being used as a major store for recording and 

disseminating customer information,. Independent  

states associations  has been able to help organization 

to make careful decisions easily about customers in 

increasing their competitiveness with others 

(Huiping, 2011). 

Customer Information System (CIS) can be defined 

as a system that uses information technology to 

provide consumers with services, data access and 

online processing (Bastek, Tuunanen, & Gardner, 

2008) 

 

It can be used to achieve the following advantages : 

 Reduce costs by taking advantage of data 

provided by databases in achieving and 

activating direct marketing. (Bean, 1997). 
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 Increase revenue by focusing on customers' 

strong preference for products (Bean, 1997) 

 Provide complete information about each 

consumer. (Dawes & Worthington, 1996) 

 Take quick decisions as a result of taking 

advantage of the available information. (Dawes 

& Worthington, 1996( 

 Reduce the excess stock of the product through 

the use of e-mail in addressing customers. 

 Ability to organize information to contribute to 

the achievement of the Organization's objectives 

(Parish, 1998.( 

 Providing the information marketers need when 

using Direct Marketing. (Friedman & Giladi, 

2000(. 

 

V. MARKETING PERFORMANCE 

 

The importance of improving marketing performance 

of any organization is shown , since different 

organizations try to develop their marketing plans and 

strategies in order to achieve competitive advantage 

and improve their marketing performance. 

Organizations are trying to achieve this through 

various means, the most notable is the use of 

technology and information systems to provide the 

data and information that organization needs from the 

targeted market. (Adams & Lamont, 2003) 

 

Thus, it can be said that improvement of marketing 

performance is generated from customers satisfaction 

in better ,faster and cheaper than competing varieties 

and products. This requires the provision of data and 

information on what they need from these items and 

products and  the developments that occur in their 

taste and consumer habits to modify the marketing 

plan based on them (Walker et al., 2002, P .188). 

 

In order to improve marketing performance, the 

organization must identify current or potential 

opportunities through competition analysis that 

includes an assessment of organizations market's 

attractive points, market strengths and weaknesses 

compared to competitors, and then determine the 

basis and scope of competitive advantage by 

analyzing areas of competition and gaining advantage 

in one. (Bennett & Smith, 2002). 

 

Any competitive strategy must take into consideration 

value considerations that can distinguish the company 

from its competitors, as well as the core competences 

that the company can develop in the future. (Dube & 

Renaghan, 1999) 

 

VI. METHODOLOGY OF THE STUDY 

 

The researcher used descriptive analysis method to 

identify the role of the customer information system 

in improving the marketing performance of 

commercial banks in Jordan. He designed the 

questionnaire to measure the study variables and 

distribute them to the sample members. 

 

Population and Sampling 

The study population consists of marketing managers 

and managers in Jordanian commercial banks (13). 

Five questionnaires were distributed to each bank and 

53 valid questionnaires were retrieved, representing 

81.5% of the sample. 

 

Instrument Validity and Reliability 

Instrument  validity  test was made  through 

presenting it to a number of specialists in the field of 

study and making the necessary adjustments 

according to their observations. While instrument 

reliability t was tested by using the Cronbach Alpha 

test where the value of alpha = 0.969 was excellent, 

being higher than the acceptable 0.60 

 

Research sample Characteristics 

Analysis indicate that 71.7% of study sample were 

males which reflects Jordanian commercial banks 

concern in appointing males in senior management 

positions. As for education level 62.3% of study 

sample have bachelor's degree while the rest have 

postgraduates certificates which fits the role and 

nature of sample job. With respect to experience 

75.5% of study sample their practical experience is 

more than 10 years, which reflects positively on 

bank’s activities . 

 

Study Results 

Means and standard deviations were used to describe 

sample's responses for the study variables, It is 

noticed that sample trends are positive for the above 

paragraphs because their means is more than the 

mean of the measurement tool. Since paragraph (3) in 

"Customer Information System Content" dimension 

is the most relevant paragraph in this dimension, with 

a mean of 4.04. While in “Customer Information 

System Design" dimension, paragraph (5) is the most 

important since its mean is 4.08, statement  ( 3) 

ranked  the first with a mean 3.77. 

 

Hypotheses testing 

 

 There is no statistically significant impact of 

customer information system in improving 

marketing performance of Jordanian 

commercial banks 

Multiple regression test was used to test above 

hypothesis, it is found that F calculated  value  

(54.361) is statistically significant at 0.05. This means 

that there is a statistically significant impact of 

customer information system in improving marketing 

performance of Jordanian commercial banks.  
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R value = 0.877 reflects a strong relationship between  

study variables. The independent variables explain 

76.9% of the change in the dependent variable. 

 There is no statistically significant impact on 

the of the customer information system 

content in improving marketing performance 

of Jordanian commercial banks. 

Simple regression test was used to test above 

hypothesis, it is found that T calculated  value  

(10.616) is statistically significant at 0.05. This means 

that there is a statistically significant impact of 

customer information system content in improving 

marketing performance of Jordanian commercial 

banks. R  value = 0.830 reflects a strong relationship 

between  study variables. The independent variables 

explain 68.8% of the change in the dependent 

variable. 

 

 There is no statistically significant impact on 

the of the customer information system design 

in improving marketing performance of 

Jordanian commercial banks. 

Simple regression test was used to test above 

hypothesis, it is found that  T calculated  value  

(12.46) is statistically significant at 0.05. This means 

that there is a statistically significant impact of 

customer information system  design in improving 

marketing performance of Jordanian commercial 

banks. R  value = 0.868 reflects a strong relationship 

between  study variables. The independent variables 

explain 68.8% of the change in the dependent 

variable. 

 

 There is no statistically significant impact on 

the of the customer information system ease of 

use in improving marketing performance of 

Jordanian commercial banks. 

Simple regression test was used to test above 

hypothesis, it is found that   T calculated  value  

(9.384) is statistically significant at 0.05. This means 

that there is a statistically significant impact of 

customer information system  ease of use in 

improving marketing performance of Jordanian 

commercial banks. R  value = 0.796 reflects a strong 

relationship between  study variables. The 

independent variables explain 68.8% of the change in 

the dependent variable. 

 

VII. DISCUSSION OF RESULTS 

 

The study aimed to identify the impact of customer 

information system in improving marketing 

performance of Jordanian commercial banks. The 

study was applied on Jordanian commercial banks. 

The study indicated  that there is a high level of use 

of customer information system in Jordanian 

commercial banks, . This confirms management  high 

awareness of the importance of using its customer 

information system. The results also indicated that 

there is a statistically significant impact of customer 

information system in improving marketing 

performance of Jordanian commercial banks. There is 

also a statistically significant impact of customer 

information system content in improving marketing 

performance of Jordanian commercial banks. There is 

a statistically significant impact of customer 

information system ease of use in improving 

marketing performance of Jordanian commercial 

banks.  Since the impact strength was of high level. 

Moreover, Customers have had the most impact on 

marketing performance, highlighting the need to pay 

attention to system design in a way that can be better 

marketed. Hence, the researcher recommends to keep 

up with developments in the field of customer 

information systems, in a form that  commercial 

banks can increase their efficiency in the use of these 

systems in improving marketing performance. It is 

also necessary to train employees in commercial 

banks to use customer information systems in a way 

that reflects And it is necessary to allocate amounts 

for the development of customer information systems 

used in commercial banks. Through the results of the 

study, the researcher recommends the importance of 

conducting other studies on the subject by applying to 

other service sectors. 
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