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Abstract 
The main objective of this study is to measure the quality level of the Jordanian banking services, and 
to investigate the opinions of the beneficiaries from the quality of Jordanian banking services. 
However, the services of banks are characterized by their importance in various fields (i.e., economic, 
social, and civilization). This study is conducted in the Jordanian banking sector, because this sector 
has a key role in the Jordanian economy. In addition, the challenges are facing banking sector because 
of the openness, and the possibility of foreign banks entry and what consequent competition. 
Keywords: Banking, Services, Commercial Banks, Quality, Jordan.  
 
Introduction 
The banking system in Jordan has witnessed many studies examined the services quality which is 
provided by Jordanian banks in one hand and opinions of the beneficiaries from the quality of these 
services in the other hand. However, banks are making great efforts to deliver their messages to 
customers through various communication methods that guarantee the highest degree of persuasion 
which is based on the provision of high quality services to customers. This is because the customer 
often assesses banks based on the quality of banking services. The problem of this study can be 
summarized by answering the following questions: 

 What are the services and quality standards that are followed by the Jordanian banks? 

 What are the opinions of the beneficiaries from the quality of Jordanian banking services? 
 
The main objective of this study is to investigate the opinions of the beneficiaries from the quality of 
Jordanian banking services, and the possibility of using services between banks as a competitive 
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advantage. The definition for "service" concept is any form of assistance that would make it easier 
for the consumers to achieve their goals. The American marketing association (AMA) defined it as the 
benefits and satisfactions which are offered for sale (Jackson et al., 2003; Choudhury, 2008; Cepeda 
et al., 2015; Kotler et al., 2018). 
 
Theoretical Background 
Marketing concept is dealing with services provided by banks through the essence of service which 
is a group of utilities. Al-Namer et al. (2002) pointed out that the characteristics of banking services 
are delivered as follows: 

i. (i) Intangibility: which means that the bank's success in settling its services, depends on its 
capabilities and skills to explain and clarify the advantages and benefits that offered to the 
customer.  

ii. (ii) Inseparability: banking services are focusing on providing their services in the right place 
and time; therefore, it is necessary that the bank pursues a policy of buying and selling 
because it is considered the best way for banking services marketing.  

iii. (iii) Lack of special identity: for customers, the services offered by banks are similar, because 
the customer is dealing with a particular bank. 

iv. Wide range of services: the banks faces requests and needs of different institutions, whether 
industrial or services, so the bank needs more than a marketing mix to meet the needs of 
various customers sectors. 

v. Geographical dispersion: to achieve a great success for the bank, it should be able to reach 
customers everywhere, so it has to owned integrated subsidiaries that geographically 
dispersed to suit the customers’ needs.  

vi. Growth must be balanced with risk: when banks sell loans, it will be at risk. Therefore it is 
necessary to find a balance between growth and activity and the degree of risk.  

vii. Credit Responsibility: the protection of customers' deposits. 
viii. Higher adapt of marketing system. 

ix. The intensity of work: banking is a high intensity factor, which increases the cost of production 
and affects the price of products.  

x. Fluctuations in demand: fluctuations may occur at the request of certain varieties of services 
for emergency reasons or seasonal conditions such as, the demand for loans for tourism 
projects for agricultural credit in certain reasons. That’s, what resulting a significant pressure 
on the functions of the banking marketing. 

 
Bapat (2014) determined the five factors affecting the marketing of banking services. These factors 
are change in customer behavior; competition; technology innovation; customer relations and 
quality; lack of laws and government interventions. The quality according to the American society for 
quality (ASQ) was defined as the characteristics of a product or service that bear on its ability to satisfy 
stated or implies needs. In addition, quality is considered as a way to support the competition, and 
it's the marketing strategy for banking services maker. So the quality of service is the main objective 
of the bank, because it is considered a critical point for the bank's success or failure (Corneliu, 2013; 
Goyal & Chanda, 2017; Fernandes & Pinto, 2019; Alevriadou, 2016, Wicaksana & Asandimitra (2018) 
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Salleh, Jusoh, Embong, & Mamat (2018). Thus, research has revealed that the high quality services 
are the major cause of achieving profits and minimize costs. 
 
Al-Habil et al. (2017) found that the quality of services has two main elements (i.e., technical quality 
and functional quality). So the department of banking services has three main questions that should 
be asked in order to evaluate its' services. - Did the customer get the requiring service? - How long 
the customer spent time? - Did the customer satisfied with the service? 
 
Methodology and Results Analysis 
This study employs the interview technique for a sample of beneficiaries of banking services to 
determine their opinions about the quality of services at Jordanian banks. However, several questions 
have been asked as the following: 
Q1. Do you deal with banks and take benefits from its services? The answers in Table (1) 

 
Table (1) 

% Frequencies The answer scale 

56.06 841 Yes 

43.94 881 No 

100 264 Total 
 

Q2. Do you deal with the Arab or foreign banks? The answers in Table (2) 
 

Table (2) 
% Frequencies The answer scale 

88.58 163 deal with the Arab banks 

11.41 21 deal with foreign banks 

100 184 Total 
 

It is noted from Table (2) that there is a high turnout for the Jordanians on the Jordanian banks.  
Q3. Do Jordanian banks offering a high quality services as in the foreign banks in the Jordan’s market? 
The answers in Table (3) 

Table (3) 
% Frequencies The answer scale 

14.11 33 Very similar 

25.15 48 similar 

33.74 55 Similar to a certain extent 

17.79 32 unlike 

9.20 81 Not quite similar 

100 163 Total 

 
It is noted from Table (3) that 39.26% of customers believe that the services of Jordanian banks are 
similar or very similar to those provided by foreign banks. While 33.74% of respondents believed that 
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the services are similar to a certain extent. Furthermore, 27% of respondents believed that the 
services of Jordanians banks are not quite similar to those provided by foreign banks.  
 
Q4. Do the Jordanian banks characterized by accuracy in its dealings, and make statements? The 
answers in Table (4) 

Table (4) 
% Frequencies The answer scale 

43.93 61 Very accurate 

19.08 33 accurate 

23.12 44 Accurate to some extent 

9.83 86 Inaccurate 

4.05 6 Not very accurate 

100 173 Total 

 
It is noted from Table (4) that 63.01% of customers believe that the services of Jordan’s banks are 
accurate in its dealings, and make statements, while 13.88% of these banks are inaccurate. 
 
Q1.Do Jordanians banks offer their services on time and care about customers’ needs? 
The answers in Table (5) 

Table (5) 
% Frequencies The answer scale 

63.19 103 Totally agree 

24.54 44 Agree 

9.20 81 Neutral 

1.84 3 disagree 

1.22 3 Totally disagree 

844 813 Total 
 

It is noted from Table (5) that the majority of customers agree that Jordanians banks offer their 
services on time and care about customers needs. 
 
Q6. Do the staff of Jordanians banks are characterized by required skills to provide the banking 
services? The answers in Table (6)  

Table (6) 
% Frequencies The answer scale 

10.43 17 Totally agree 

22.70 37 Agree 

31.90 52 Neutral 

24.54 40 disagree 

10.43 17 Totally disagree 

844 813 Total 
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Table (6) referred to mixed views; where 33.13% believed that the staff of Jordanians banks is 
characterized by the required skills to provide the banking services. While 31.90% take a neutral 
stance. Furthermore, 34.97% confirmed that the staff in these banks does not have the required skills. 
Q7. Does the bank officials characterized by high skills and can easily communicate with customers? 
The answers in Table (7) 

Table (7) 
% Frequencies The answer scale 

10.42 38 Totally agree 

22.70 11 Agree 

31.90 33 Neutral  

24.53 36 Disagree 

10.42 86 Totally disagree 

844 813 Total  

 
 It is noted from Table (7) that most of customers are agree that bank officials characterized by high 
skills and can easily communicate with them. 
 
Q8. Are automatic transfer machines (ATM) providing the necessary services with high quality? The 
answers in Table (8) 

Table (8) 
% Frequencies The answer scale 

14.72 24 Totally agree 

43.55 71 Agree 

30.67 50 Neutral  

11.04 18 Disagree 

0 0 Totally disagree 

844 813 Total  

 
It is noted from Table (8) that 58.27% believed that ATM provides the necessary services with high 
quality. While (11.04%) are disagree. In addition, 30.67% are neutral. 
Q9. Does the bank have subsidiaries in the kingdom which is contributed to provide the services? The 
answers in Table (9) 

Table (9) 
% Frequencies The answer scale 

11.04 18 Totally agree 

54.60 89 Agree 

23.31 38 Neutral  

6.13 10 Disagree 

4.90 8 Totally disagree 

844 813 Total  
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It is noted from Table (9) that most of customers are agree that the bank has subsidiaries in the 
kingdom which is contributed to provide the service, accounted for (65.64%). While 11.03% are 
disagree. 
 
Q10. Does the bank is characterized by a high level of confidentiality in the handling and safety? The 
answers in Table (9) 
 

Table (10) 
% Frequencies The answer scale 

30 46 Totally agree 

62.09 95 Agree 

3.92 6 Neutral 

3.92 6 disagree 

0 0 Totally disagree 

844 153 Total 

 
It is noted from Table (10) that most of customers are agree that the bank is characterized by a high 
level of confidentiality in the handling and safety, accounted for 92.09%.  
 

Conclusions and Recommendations 
The study measures the quality level of the Jordanian banking services, and investigates the opinions 
of the beneficiaries from the quality of Jordanian banking services. However, the main results show 
that Jordanian banking services focuses on quality and offers a high quality of services as in the 
foreign banks in the Jordanian market. In addition, Jordanian banks are characterized by their 
accuracy in dealing and offering their services on time, and caring about customers’ needs. The staff 
of Jordanians banks also is characterized by required skills to provide the banking services. ATM 
provides the necessary services with high quality in the Jordanian banks. Given the mentioned results, 
this study recommends to provide developmental training courses for the staff; in order to improve 
their skills and to get high quality services. 
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