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Objective: This study aimed to design a model for evaluating effective messages in bank television
advertisements based on the perspectives of experts in banking, communication, and management.
Methodology: This applied qualitative study was conducted using a grounded theory approach
based on the coding procedures of Strauss and Corbin. The research population consisted of expert
managers and specialists from the banking sector, as well as university professors and specialists
in communication sciences, management, marketing, and media studies. Participants were selected
through purposive sampling, and data collection continued until theoretical saturation was
achieved. Data were collected through semi-structured interviews. After transcription, the
interviews were analyzed through open, axial, and selective coding. The reliability of the coding
process was assessed using the Kappa coefficient, and qualitative data analysis was performed
using MAXQDA software.

Findings: The qualitative analysis indicated that the model for evaluating effective messages in
bank television advertisements consists of four main dimensions: honesty and fulfillment of
promises, customer awareness, identification of the most effective advertisements from customers’
perspectives, and customer persuasion. During open coding, 110 initial codes were extracted. After
removing repetitive codes and integrating semantically similar concepts, 27 final codes were
classified under the four main dimensions. The Kappa coefficient was 0.823, indicating an excellent
level of agreement in the coding process.

Conclusion: The findings suggest that the effectiveness of bank television advertisements can be
enhanced when advertising messages are designed around trust-building, honesty, informational
transparency, continuous customer awareness, content attractiveness, attention to customer needs,
and value creation. The proposed model provides a practical framework for designing, evaluating,
and improving television advertising messages in the banking industry.
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EXTENDED ABSTRACT
Introduction

Television advertising remains one of the most influential forms of marketing communication
because it integrates visual, auditory, narrative, symbolic, and emotional elements in a way that can shape
audience awareness, attitudes, trust, and behavioral intentions. Although digital media have changed the
advertising ecosystem, television still plays a central role in communicating institutional identity and
service value, particularly in sectors where credibility and public trust are essential. Banking is one such
sector. Bank services are largely intangible, complex, risk-related, and trust-dependent; therefore,
customers often rely on communicated signals, brand image, perceived honesty, service promises, and
prior reputation when evaluating banks and financial services. In this context, television advertising is not
merely a promotional tool for introducing banking products; rather, it is a strategic mechanism for
constructing meaning, strengthening institutional credibility, clarifying service benefits, and persuading
customers to engage with a bank. Recent studies have emphasized that the effectiveness of television
advertising depends on the meaning induced by the message, the compatibility of the message with
consumer expectations, and the capacity of the advertisement to influence consumer behavior through
cognitive and emotional pathways (Soleimanpour & Norouzi, 2024). Similarly, qualitative evidence on
television advertising effectiveness shows that message structure, audience perception, credibility, and
contextual relevance are among the central factors that should be considered when evaluating advertising
outcomes (Shahriyan et al., 2024).

In the banking industry, the effectiveness of advertising is further complicated by the need to align
media messages with real customer experience. A bank may advertise safety, speed, innovation,
accessibility, or customer orientation, but these promises will only be persuasive if customers perceive
consistency between the advertised message and their actual experience across branches, digital platforms,
mobile banking services, and customer support channels. This makes honesty and fulfillment of promises
central elements in the evaluation of bank advertisements. System-based approaches to television
advertising effectiveness also suggest that advertising outcomes emerge from the interaction of multiple
variables, including message content, media exposure, customer interpretation, and behavioral response
(Khorrami & Khadivar, 2024). Furthermore, television advertising can shape not only consumer decisions
but also broader social meanings and identity-related interpretations, as demonstrated in studies of public
service advertising and vernacular discourse (Yulisinta et al., 2023). For banks, this means that advertising
messages must be designed not only to attract attention but also to communicate reliability, social
responsibility, and customer value.

A growing body of research has examined different dimensions of advertising effectiveness across
commercial, social, and banking contexts. Ethical values in television advertising have been shown to
influence customer behavioral intentions, indicating that honesty, responsibility, and moral consistency
are not peripheral issues but core components of persuasive communication (Rahimi et al., 2023).
Television and electronic advertisements have also been found to affect mental images and social
perceptions, demonstrating the capacity of advertising to shape the symbolic representation of individuals,
institutions, and services (Mahmoud et al., 2023). Studies focusing on television advertising and customer
objectification further highlight the need to evaluate advertisements from ethical and relational



perspectives, especially when the audience is positioned merely as a target of persuasion rather than as an
active and respected decision-maker (Hosseini, 2023). In banking, where long-term relationships, trust, and
financial security are essential, effective advertising must therefore be evaluated through a
multidimensional framework that includes credibility, awareness creation, message attractiveness, and
customer persuasion.

Previous studies in banking and marketing provide useful foundations for developing such a
framework. Research on the effectiveness of radio and television advertising media on banking customer
behavior has shown that media selection and message quality can influence customer responses to banking
services (Gholipour & Zangiband, 2023). Moreover, television advertising can stimulate online search
behavior, suggesting that audiences may move from television exposure to digital information-seeking
before making decisions (Liao et al., 2020). This is particularly relevant for banks, because customers
frequently verify information about facilities, interest rates, service conditions, digital banking
applications, and customer experiences after encountering an advertisement. Studies from the customer
viewpoint have also identified multiple factors influencing television advertising effectiveness, including
clarity, attractiveness, trustworthiness, and relevance to customer needs (Karimi Mazraeh Shah & Ghaffari,
2019). In addition, the relationship between television commercial advertising and product selection
suggests that advertising can guide customer choice by shaping preference structures and perceived value
(Tajik Esmaeili & Moradi, 2018). Evidence from Bank Refah also indicates that television advertising can
be effective among broadcasting audiences when the message is appropriately designed and delivered
(Saeidi et al., 2017).

At the same time, the social and psychological consequences of television advertising should not
be overlooked. Television advertisements can influence materialistic orientations and life satisfaction,
showing that advertising messages may affect values and not merely purchase behavior (Belhaj, 2017). In
addition, disclosure of television brand placement has been shown to affect adolescents’ recognition and
interpretation of advertising, indicating that transparency and audience awareness are important in
persuasive media communication (Reijmersdal et al., 2016). Evidence from political communication also
shows that television-based promotional tools can shape audience opinions and decision-making,
confirming the broader persuasive power of televised messages beyond strictly commercial contexts
(Sharifi et al., 2015). Recent developments in banking further strengthen the need for updated advertising
models. Artificial intelligence approaches are increasingly used in banking decision-making and credit
risk management (Elahi et al., 2023), while digital marketing adoption in banks is shaped by technological
factors and organizational readiness (Yimer et al., 2026). Customer perceptions of service quality in retail
banking are also influenced by the physical service environment (Yang & Zhou, 2025), and data-driven
customer segmentation can help banks design more targeted marketing strategies (Yan et al., 2025).
Moreover, positive affect and e-banking services are increasingly relevant to green and gamified banking
experiences (ul Rehman et al., 2025). Taken together, these studies indicate that evaluating effective
television advertising messages in banking requires a qualitative and expert-based model that can integrate
trust, awareness, media strategy, and persuasion. Therefore, the present study aimed to design a model for
evaluating effective messages in bank television advertisements using a qualitative approach.

Methods and Materials

E-ISSN: 3041-8933


https://portal.issn.org/resource/ISSN/3041-8933

m) Esmaeili et al. Dynamic Management and Business Analysis 6:1 (2027) 1-22

This study was applied in terms of purpose and qualitative in terms of method. Because the aim
was to explore the components of effective television advertising messages in the banking sector and to
develop a conceptual model based on expert perspectives, grounded theory was used as the main research
strategy. The research population consisted of expert managers and specialists in the banking network as
well as university professors and specialists in communication sciences, management, marketing, and
media. Participants were selected through purposive sampling, and the inclusion criteria included having
at least a master’s degree and a minimum of ten years of professional experience in banking advertising
or related fields. Sampling continued until theoretical saturation was achieved, meaning that additional
interviews no longer produced substantially new concepts or categories.

Data were collected through semi-structured interviews. The interview process was conducted in
several stages: planning and coordination with participants, introducing the general purpose and subject
of the study, asking interview questions based on the research objectives and previous interviews, and
summarizing and analyzing the interview data. Some interviews were recorded with participants’
permission, while others were documented through note-taking. After the interviews, the data were
transcribed, organized, and analyzed through open, axial, and selective coding. MAXQDA software was
used to support qualitative data analysis. To examine the reliability of the coding process, the Kappa
coefficient was calculated by comparing the researcher’s coding with the coding performed by another
expert. The resulting Kappa coefficient was 0.823, which indicated an excellent level of agreement and
confirmed the reliability of the coding process.

Findings

The qualitative data analysis led to the identification of a multidimensional model for evaluating
effective messages in bank television advertisements. In the open coding stage, 110 initial codes were
extracted from the interviews. These codes were distributed across four preliminary domains: honesty and
fulfillment of promises, customer awareness, the most effective advertisements, and customer persuasion.
Specifically, 25 indicators were initially identified for honesty and fulfillment of promises, 23 indicators
for customer awareness, 31 indicators for the most effective advertisements, and 31 indicators for
customer persuasion. After reviewing the codes, removing repetitions, and merging semantically similar
concepts, 27 final codes remained and were organized under four main dimensions.

The first dimension was honesty and fulfillment of promises. This dimension included seven final
concepts: trust-building, presenting realistic advertisements, customer participation in advertisements,
establishing customer associations, increasing customers’ financial security, paying attention to the
preservation of values in advertisements, and surveying customers about advertisements. This dimension
emphasized the importance of credibility, authenticity, and consistency between advertised claims and
actual banking performance.

The second dimension was customer awareness. This dimension included six final concepts:
improving the mental image of the brand, continuous information provision, updating service
advertisements, diversifying advertisements, developing brand values, and sharing advertising content.
These concepts showed that effective television advertising should increase customers’ knowledge of
banking services, strengthen brand recognition, and provide clear and updated information about service
benefits.



The third dimension was determining the most effective advertisements from customers’
perspectives. This dimension included seven concepts: appropriate timing of advertisement broadcasting,
strategic television advertising, using skilled consultants, producing content suited to customer needs,
providing complete and transparent information in advertisements, structural and content attractiveness of
advertisements, and using official and national symbols. This dimension indicated that advertisement
effectiveness depends not only on the message itself but also on the timing, professional design, symbolic
elements, and compatibility between content and customer expectations.

The fourth dimension was customer persuasion. This dimension included seven final concepts:
perceived usefulness of advertisements, attention to customer demands, value creation for customers,
establishing a customer and advertising knowledge base, improving customer attitudes, using famous and
popular figures in advertisements, and considering the methods used by successful banks to attract
customers. This dimension highlighted the importance of transforming awareness into favorable attitudes
and behavioral tendencies through value-based and customer-oriented communication.

Discussion and Conclusion

The results of this study showed that effective television advertising messages in banking are
formed through the integration of four major dimensions: honesty and fulfillment of promises, customer
awareness, determination of the most effective advertisements from customers’ perspectives, and
customer persuasion. These findings indicate that advertising effectiveness in banking should not be
understood as a simple consequence of message repetition or media exposure. Instead, it is a complex
process in which credibility, clarity, message attractiveness, timing, professional design, and perceived
customer value jointly influence how audiences interpret and respond to advertisements.

The first key implication of the findings is that trust is the foundation of effective banking
advertising. Because banking services are directly connected to financial security and long-term customer
relationships, advertisements must avoid exaggeration and must reflect the real capabilities and
commitments of the bank. Customers are more likely to respond positively to television advertisements
when they perceive the message as honest, transparent, and aligned with actual service experience. The
second implication is that awareness-building remains a core function of television advertising. Banks
must communicate their services in a way that is understandable, updated, and relevant to customer needs.
Television messages can simplify complex financial services and help customers recognize the distinctive
value of a bank.

The third implication is that the effectiveness of television advertising depends heavily on
executional and strategic decisions. Proper broadcast timing, attractive content, skilled message design,
and the use of culturally meaningful symbols can increase audience attention and message retention. The
fourth implication is that persuasion requires more than emotional appeal; it requires perceived usefulness
and value creation. Customers should feel that the advertisement addresses their needs and provides
meaningful information that supports their decision-making. Overall, the proposed model can serve as a
practical framework for banks seeking to design, evaluate, and improve their television advertising
messages. By applying this model, banks can assess whether their advertisements are trustworthy,
informative, strategically delivered, and persuasive. The study concludes that the effectiveness of bank
television advertisements can be enhanced when advertising messages are designed around honesty,
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customer awareness, transparent information, professional media strategy, and genuine value creation for
customers.
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