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Abstract :This study aims to identify the range of
Marketing Innovation influence (Innovation on the
individual, procedure, and technology levels) in the
quality of banking service dimensions (Tangibility,
Reliability, Responsiveness, Security and Empathy)
in the Commercial banks of Jordan. A questionnaire
was designed for this purpose and distributed to a
convenient sample of 520 respondents. The simple
and multiple regression was used to test the research
hypotheses.The main findings of the study are:
1.There is a significant impact of the total marketing
innovation on the total dimensions of banking
services quality.
2.There is a significant impact of the marketing
innovation at the individual and procedures level on
the tangibility, reliability, responsiveness and
security. Technology has no significant impact on
those dimensions.
3.There is a significant impact of the marketing
innovation at the individual and technology level as it
is related to empathy. Procedures have no significant
impact in service quality related empathy.
4.The only factor that has a significant impact in all
dimensions of the banking services quality is the
innovation at the individual level.
The study recommended that there is a need to apply
the basis of right selection to the individuals who are
responsible for providing the service and to support
them to perform their duties efficiently when the
client needs the banking services to facilitate the
process of the actual performance of the service by
the bank staff, and to apply the most recent
technology and banking systems for the purpose of
influencing the dimensions of tangibility, reliability,
responsiveness and security for the quality of
banking services..
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