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Abstract

This study aimed to identify the impact of smart phone applications
in its dimensions (ease of use, ease of access to customers, speed of
information handling, and response) in improving the marketing
performance with its dimensions (number of customers, number of banking
services, and sales volume) of Jordanian commercial banks. Descriptive
analytical approach used to match study problem and objectives.Study
population covered all Jordanian commercial banks with toal of (13) bank.
The study respondents sample are covered all marketing departments'
employees with total of (409) employee by using the comprehensive survey
method.Electronicall survey tool usedand distributedto the study sample,
and (398) questionnaires were analyzed out of (409) and (11) invalid for
statistical analysis was excluded. The (SPSS) program was used for the

purposes of statistical analysis and testing the study hypotheses.

The study found that there is a positive statistical significant impact
at the level of significance of (0<0.05) for the impact of smart phone
applications in its dimensions(ease of use, ease of access to customers,

speed of dealing with information, and response) in improving the



marketing performance of banking services by its dimensions (number of
customers, number of banking services, and sales volume) in Jordanian
commercial banks, and also found a positiveimpact at the significance level
(0<0.05) of smart phone applications in its combined dimensions on the
dimensions of marketing performance alone, namely the number of
customers, the number of banking services, and the volume of sales at

Jordanian commercial banks.

The study recommended a number of recommendations, and the
most is: Designing special applications for Jordanian commercial banks
with technical advantages in terms of ease of use, ease of access to
customers, and ease of dealing with information that is easy to download
via smart phones of customers to meet the needs of customers at any time
and place in order to improve the marketing performance of banking

services..
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