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Abstract: Electronic banking in Jordan is still in
early stages, thus it may be hindered by some
obstacles and risks. This study aims at
identifying and exploring the essence and the
nature of electronic banking services provided
by Jordanian commercial banks. Moreover, it
attempts to analyze and evaluate the obstacles,
merits, risks and elements for the prosperity of
electronic banking in Jordan.
To achieve the aim of this study the researcher
executed an empirical study (field study)
directed towards the managers and employees of
all commercial banks in Jordan to explore their
ideas regarding electronic banking in Jordan.
The results of the study were analyzed by the
application of the SPSS program to calculate
mean, standard deviation and t-Test at a
significance degree of 5%, and Cronbach’s
Alpha was used to test the degree of reliance for
the questionnaire. The study reached a number
of conclusions, the most important of which
being that despite that electronic banking enjoys
a low degree of risk and a number of merits such
as ease, speed and low cost, there are still a
number of obstacles, such as lack of awareness
and the absence of legislations and the high cost
of internet services, which are considered the
main factors behind the slow spread of
electronic banking in Jordan.
The study concluded with some
recommendations concerning the significance of
the commercial banks’ role in undertaking the
necessary efforts in order to spread the use of
electronic banking among the clients of
commercial banks.
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