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Abstract 
This study aimed to investigate the impact of information technology and 

knowledge on marketing strategy, and the impact of interactive relationship between 
information and knowledge on marketing strategy applied in the commercial banks 
operating in Jordan. To achieve these objectives, the study adopted a questionnaire to 
measure the independent variables (information technology, and knowledge), as well as 
the dependent variable (marketing strategy in terms of the targeted market, banking 
marketing mix). 

The population of this study consists of all senior managers in commercial 
banks operating in Jordan, and their number (19) Bank . And it represented the senior 
management in the bank. The questionnaires distributed to (133) as a convenience 
sample. The response rate was about ( 84% ) . 

The study used, a number of statistical techniques, including descriptive 
statistics, multiple regression, and interactive regression to analyze the survey data. The 
findings suowed that there is a statistically significant impact of  information 
technology and knowledge on marketing strategy in commercial banks operating in 
Jordan. They also revealed that there is a statistically significant interaction of 
information technology and knowledge on marketing strategy in commercial banks in 
Jordan. 

The study recommended to benefit from the collected knowledge by banks in 
designing their marketing strategies, as well as to focus on training the personnel in the 
marketing departments in commercial banks on gathering information art about the 
external environment on an ongoing basis, and also the need for providing advanced 
databases to enhance the success of their marketing strategies.  
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