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Abstract

This paper aims to provide deeper understanding of the current status of MKIS in the Jordanian 
banking industry. More specifically, the study objective is to identify MKIS concept, bank managers’ 
satisfactions, and the major tasks (functions) of MKIS in improving the banking performance  

Methodologically, a qualitative approach using case study method is employed to analyse the data 
generated by purposive selected interviews. Moreover, two- phase analysis is adopted by the study; 
initially each interview will be analysed independently. The second phase is cross interviews analysis 
to show the holistic view of case study analysis. 

The study concludes that MKIS banks mangers do not completely satisfy about the current status of 
MKIS due to lack of system automation and poor coordination among banks departments. However, 
MKIS plays some important roles though its different tasks such as providing the appropriate 
information to its users.  

The study recommends that top management should support and believe in MKIS capabilities for 
developing banks performance. Moreover, effective training programs are needed for MKIS users to 
take advantage of MKIS output. Moreover, matching between MKIS output and its beneficiaries should 
be considered as primary issues. Furthermore, more coordination is needed among MKIS developers 
and analysts, marketing departments, and other department in banks as a foundation and feedback 
for future development of MKIS.  

The study background 

Broadly speaking, companies attempt to find a technique that monitors the marketing environment in 
order to provide decision makers with information they should have to make key marketing decisions. 
This technique is called a marketing information system (MKIS). Marketing information system (MKIS) 
consists of people, equipment and procedures to gather, sort, analyse, evaluate, and distribute 
accurate information in a timely manner that is useful for marketing decision makers (Kotler and 
Armstrong, 2001). 

Many companies are reported to be not fully exploiting the latest information technologies to create 
competitive advantages. Simultaneously, many marketing managers are not satisfied with their MKIS.  
Moreover, there is a need to ascertain the current practice of MKIS in supporting marketing strategic 
function and enhance organisation’s strategic capacity (Xu, 1999). 

To handle the increasing external and internal information flow and to improve its quality, banks need 
to take advantage of the opportunities offered by modern information technology (IT) and information 
systems (IS).There is ample evidence that it is increasingly important for organisations to make 
effective use of IT to support marketing management (Nelson, 1999). 

Marketing information management by means of IT has become one of the most vital elements of 
effective marketing. Marketing information system technology is IT within marketing information. 
Today most financial institutions contain some IT in their marketing information systems (Colgate, 
1998). Information systems have demonstrated the ability to gather, filter, and analyse data and 
subsequently communicate information (Li et al. 2000). Marketing information system (MKIS) is an 
essential tool for translating raw data to useful information (O’Brien et al. 1995).        

Therefore, banking industry publications from 1970 onwards provide little evidence of banks having 
information systems capable of supporting the marketing needs. Simultaneously, other industries have 
had great success in developing effective marketing information systems (Nelson, 1999). 


