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Abstract

The study aimed to design a model for producing effective advertising messages to enhance the efficiency of television
advertising in the banking industry. This research employed a sequential mixed-method approach. In the qualitative phase,
open and semi-structured interviews were conducted with Sepah Bank managers and academic experts in marketing and
banking management until theoretical saturation was achieved with 20 participants. Data were coded and categorized using
MAXQDA through open, axial, and selective coding. In the quantitative phase, 384 customers and visitors of Sepah Bank
branches were selected using the Krejcie-Morgan table. Data were analyzed using SmartPLS, applying confirmatory factor
analysis to assess reliability and validity. The qualitative analysis revealed four key dimensions: honesty and fulfillment of
promises, customer awareness, customer persuasion, and identifying the most effective advertisements. Quantitative results
confirmed significant positive effects of television advertising on all dimensions: customer awareness (3.324), honesty and
fulfilling promises (11.663), customer persuasion (5.279), and determining the most effective advertising (6.303). All
relationships were significant at the 0.05 level, indicating good model fit. Television advertisements of Sepah Bank most
strongly influence honesty and transparency while showing relatively lower effects on direct customer persuasion.
Emphasizing honesty, awareness-building, and content consistency in message design enhances audience trust and loyalty.
The proposed model offers a strategic framework for improving advertising effectiveness in banking and strengthening
customer engagement.

Keywords: Television advertising, television message production, honesty and fulfilling promises, customer awareness,
customer persuasion, effective advertising.
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Extended Abstract

Introduction

In the contemporary competitive environment of the financial and service sectors, effective advertising has
become a strategic necessity for organizational survival and customer retention. Among various
communication tools, television advertising remains one of the most powerful and influential media for
shaping consumer perceptions, attitudes, and behaviors (Saeidi et al., 2017). The banking industry, which is
highly dependent on trust and long-term customer relationships, particularly relies on the credibility and
emotional appeal of its advertising campaigns (Zephaniah, 2020). As consumer expectations rise, the role of
advertising shifts from mere information dissemination to building emotional and cognitive engagement with
the audience (Farooq et al., 2015).

Television advertising, through its visual and auditory appeal, enables organizations to craft persuasive
messages that create awareness, evoke emotions, and drive decision-making (Chudzian, 2014). In banking,
effective advertising not only informs customers about services but also fosters loyalty, satisfaction, and a
sense of trust in the institution (Hosseini, 2023). However, many banks, particularly in developing economies,
have yet to develop scientific and evidence-based models for measuring advertising effectiveness. Most
campaigns rely on experience, intuition, or managerial discretion rather than empirical evaluation (Karimi
Mazraeh Shah & Ghaffari, 2019). This gap in systematic advertising evaluation underscores the need for
comprehensive models that align message design, ethical values, and audience perception.

The evolution of media consumption has further transformed the landscape of television advertising. The
COVID-19 pandemic catalyzed a shift toward narrative-driven and emotionally engaging advertising
strategies, where storytelling and empathy became central components (Sharma & Meena, 2024). These
transformations emphasized that effective advertising in the post-pandemic world requires not only creativity
but also alignment with authenticity and social responsibility (Chiebonam et al., 2023). Consequently, the
design of television messages in the banking industry must integrate honesty, clarity, and cultural resonance
to strengthen customer trust and behavioral intentions (Rahimi et al., 2023).
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A number of studies have investigated the mechanisms and determinants of advertising effectiveness in recent
years. For instance, (Soleimanpour & Norouzi, 2024) emphasized that the degree of meaning induction in
television advertising messages directly affects consumer behavior, while (Shahriyan et al., 2024) identified
honesty, realism, and message alignment as core factors influencing the perceived credibility of
advertisements. Moreover, (Khorrami & Khadivar, 2024) used a system dynamics approach to model the
causal relationships between advertising quality, message content, and viewer satisfaction, concluding that
honest and consistent messages lead to stronger audience persuasion. The integration of these findings suggests
that an effective advertising model for banks should consider four essential dimensions: honesty and
fulfillment of promises, customer awareness, customer persuasion, and identification of the most effective
advertising strategies.

Parallel to traditional television formats, digital and hybrid advertising models have expanded the potential for
message delivery and customer engagement (Mohebbi, 2024). Yet, television remains the most credible and
widely accessible medium, particularly in industries that require strong emotional and ethical associations,
such as banking. Despite growing competition from online channels, studies have confirmed that the perceived
reliability and familiarity of television advertisements continue to influence consumer decision-making
(Mehmood & Ul Sabeeh, 2018). However, in Iran and other similar contexts, the lack of localized, evidence-
based frameworks has limited banks’ ability to assess the true impact of their advertising efforts (Zamani et
al., 2021).

Prior empirical research has also highlighted the broader socio-cultural role of television advertising.
According to (Javadinia, 2024), commercial advertisements influence not only economic behavior but also
urban aesthetics and citizens’ quality of life. Similarly, (Bakouee et al., 2024) found that customer experience
and satisfaction derived from advertising directly enhance word-of-mouth and eWOM marketing in the
banking sector. (Seifollahi & Naghavi, 2023) further revealed that while digital advertising has become
dominant, television remains the second most influential medium in shaping customer perception. Collectively,
these studies underscore the need for integrative models that balance creativity, ethics, and cultural adaptation
in television message production.

At the global level, new frameworks for evaluating banking advertisements have emerged. For example,
(Prodan & Dabija, 2023) adapted the Digital Servuction Model to assess communication efficiency in the
European Central Bank, highlighting the significance of message transparency and perceived reliability in
enhancing public trust. Likewise, (Sama, 2019) argued that emotional resonance and message authenticity are
essential for maintaining consumer confidence and long-term brand loyalty. These findings indicate that banks
must adopt holistic approaches to message design that combine cognitive, affective, and ethical components
to ensure both short-term engagement and sustainable brand equity.

Despite these advances, the Iranian banking industry continues to allocate substantial budgets to television
advertising without comprehensive evaluation mechanisms. Advertising content is often produced by external
agencies with limited empirical grounding, leading to messages that may lack coherence, consistency, or
authenticity (Karimi Mazraeh Shah & Ghaffari, 2019). As a result, many campaigns fail to establish a lasting
impact or measurable behavioral change among viewers. Therefore, developing a scientifically validated
model that integrates both qualitative insights and quantitative validation is critical for enhancing advertising
effectiveness and maximizing the return on marketing investment.

Based on these theoretical and empirical foundations, the present study was conducted to design a model for
producing effective television advertising messages in Sepah Bank, focusing on four key constructs—honesty
and fulfillment of promises, customer awareness, customer persuasion, and identification of the most effective
advertising strategies—within a mixed-method framework.

Methods and Materials
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The study employed a mixed-method design consisting of qualitative and quantitative phases conducted
sequentially. In the qualitative phase, open and semi-structured interviews were conducted with Sepah Bank
managers and academic experts in marketing and banking management. Theoretical saturation was achieved
after 20 interviews. Data were transcribed and analyzed using MAXQDA software through open, axial, and
selective coding procedures. A total of 110 initial codes were extracted and categorized into four major
dimensions and 27 subcategories.

In the quantitative phase, the statistical population comprised customers and visitors of Sepah Bank branches
across one province. Using the Krejcie-Morgan table, 384 participants were randomly selected. A structured
questionnaire with 20 validated items, derived from the qualitative results, was distributed to assess the
dimensions identified. Data were analyzed using SmartPLS software, employing confirmatory factor analysis
(CFA) to evaluate construct validity, reliability, and model fit indices.

Findings

The qualitative phase revealed four main dimensions shaping the effectiveness of television advertising
messages in banking: (1) honesty and fulfillment of promises, (2) customer awareness, (3) customer
persuasion, and (4) identification of the most effective advertisements. The coding process generated 27 final
conceptual indicators.

The quantitative analysis confirmed that all dimensions had statistically significant effects on the overall
effectiveness of Sepah Bank’s television commercials. The results indicated that television advertisements
significantly influenced customer awareness (B = 3.324), honesty and fulfillment of promises (p = 11.663),
customer persuasion (f =5.279), and determination of the most effective advertisements (f = 6.303). The AVE
(Average Variance Extracted) values for all constructs were greater than 0.5, confirming convergent validity,
while composite reliability exceeded 0.8, indicating strong internal consistency.

Further confirmatory factor analysis demonstrated that all t-values were above 1.96, confirming the statistical
significance of all paths in the model. Among the four dimensions, honesty and fulfillment of promises
exhibited the strongest effect, suggesting that message credibility and alignment between promises and actual
services play a decisive role in advertising effectiveness. Conversely, customer persuasion, although
significant, had a relatively lower impact, indicating the need for more creative and emotionally resonant
approaches to message design.

Discussion and Conclusion

The findings of this study emphasize that the effectiveness of television advertising in the banking sector
depends on the integration of ethical transparency, cognitive awareness, and persuasive creativity. The
dominance of the honesty dimension highlights that customers respond most favorably to advertisements that
reflect genuine institutional values and deliver verifiable claims. This aligns with prior studies showing that
the credibility of advertising messages significantly shapes consumer trust, satisfaction, and behavioral
intentions (Hosseini, 2023; Rahimi et al., 2023).

Moreover, the positive influence of awareness indicates that television advertisements remain a vital tool for
informing customers about banking services and shaping brand knowledge. As (Chudzian, 2014) and (Zia,
2016) argue, awareness is the cognitive foundation upon which emotional and behavioral responses are built.
In the context of banking, advertisements that provide clear and concise information help customers make
informed financial decisions while reinforcing their confidence in the institution.

The relatively moderate effect of persuasion underscores a persistent challenge in creating emotionally
engaging and differentiated advertising in the Iranian banking context. Although advertisements convey
essential information, they often lack the emotional or aesthetic depth necessary to fully captivate audiences.
This limitation corresponds with (Sama, 2019) and (Sharma & Meena, 2024), who emphasized that post-
pandemic advertising must blend emotional storytelling with authenticity to achieve long-term engagement.
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Future banking advertisements should therefore adopt narrative-based strategies that emphasize human
connection, empathy, and relevance to customers’ everyday lives.

Furthermore, the results regarding the “most effective advertising” dimension suggest that timing, message
appeal, and contextual fit are crucial determinants of success. As (Khorrami & Khadivar, 2024) and
(Mohebbi, 2024) demonstrated, synchronization between message design and audience context significantly
enhances the recall and persuasiveness of advertisements. This implies that banks should employ data-driven
scheduling, audience segmentation, and multi-channel integration to maximize message exposure and
consistency.

Overall, the study reinforces the need for an evidence-based framework for advertising management in Iranian
banks. By combining qualitative insights with quantitative validation, the proposed model offers a practical
tool for assessing and improving the design of television messages. The study also contributes to the broader
discourse on advertising ethics and customer psychology by highlighting honesty and awareness as central
mediators between communication and behavior.

In conclusion, this research establishes that effective television advertising in banking is not merely a matter
of creativity or visual appeal but a function of integrity, information clarity, and message authenticity. Banks
that align their advertising content with customer expectations and social values can foster greater trust,
satisfaction, and brand loyalty. The proposed model thus serves as both a diagnostic and prescriptive
instrument for optimizing television advertising effectiveness within the banking industry.
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