DITIONAL MEDIA

Ali Sanaei Mehr!

Fecha de presentacion: octubre, 2019, Fecha de Aceptacidn: noviembre, 2019,

Fecha de publicacidn: enero, 2020

THE ROLE OF SEPAH BANK ADVERTISEMENT PATTERNS IN WEB SPACE AND TRA-

EL PAPEL DE LOS PATRONES DE PUBLICIDAD DE SEPAH BANK EN EL
ESPACIO WEB Y LOS MEDIOS TRADICIONALES

E-mail: alisanaeimehr529 @ gmail.com

ORCID: https://orcid.org/0000-0002-8513-8169

Ali Geranmayeh Pour!

E-mail: ali_phd1970 @yahoo.com
ORCID: https://orcid.org/0000-0002-7637-571X

Ali Jafari’

E-mail: jafari.communication @ gmail.com
ORCID: https://orcid.org/0000-0003-3884-0307

Shahnaz Hashemi?

E-mail: shahnaz_hashemi@yahoo.com

ORCID: https://orcid.org/0000-0002-9142-8912

' Department of Communication Sciences. Ardabil Branch. Islamic Azad University. Iran.
2 Department of Communications and participations. Educational Research and Planning
Organization. Ministry of Education. Iran.

Suggested citation (APA, seventh edition)

Mehr, A. S., Pour, A. G., Jafari, A., & Hashem, S. (2020). The role of Sepah Bank advertisement patterns in web space
and traditional media. Revista Conrado, 16(72), 254-261.

ABSTRACT

The main objective of this research is studying the role of
Sepah Bank advertisement patterns in web space and tra-
ditional media to make customers’ trust. The methodolo-
gy of this research is surveying. The statistical population
of this research is all customers of Sepah bank in Tehran
city that 412 people were finally selected as the sample
by Cochran formula and mixed sampling method. The
findings of the research show that increasing attention,
making interest, and stimulating desire, and moving cus-
tomers to use services of Sepah bank in web and traditio-
nal space will increase customers’ trust. Moreover, custo-
mers’ attraction caused by advertisement in the traditional
space has a significant effect on their trust in comparison
to the advertisement in web space. It is noticed based on
the findings that advertisement in old media such as ra-
dio, TV, and papers was more effective on customers’ trust
of Sepah bank than modern media such as virtual space
and social networks.

Keywords:

Advertisement, traditional media, web space, trust,

customer.

RESUMEN

El objetivo principal de esta investigacion es estudiar el
papel de los patrones publicitarios de Sepah Bank en el
espacio web y los medios tradicionales para hacer que
los clientes confien. La metodologia de esta investigacion
es la topografia. La poblacion estadistica de esta inves-
tigacion es todos los clientes del banco Sepah en la ciu-
dad de Teheran, donde finalmente se selecciond a 412
personas como muestra mediante la férmula de Cochran
y el método de muestreo mixto. Los resultados de la in-
vestigacion muestran que aumentar la atencion, generar
interés y estimular el deseo, y hacer que los clientes uti-
licen los servicios del banco Sepah en la web y en el es-
pacio tradicional aumentara la confianza de los clientes.
Ademas, la atraccion de los clientes causada por la pu-
blicidad en el espacio tradicional tiene un efecto signifi-
cativo en su confianza en comparacion con la publicidad
en el espacio web. Segun los resultados, se observéd que
la publicidad en los medios de comunicacion antiguos,
como la radio, la television y los periddicos, era mas efec-
tiva en la confianza de los clientes en el banco Sepah que
los medios modernos, como el espacio virtual y las redes
sociales.

Palabras clave:

Publicidad, medios tradicionales, espacio web, confian-
za, cliente.
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INTRODUCTION

Advertisement and informing in business has changed to
an inseparable part of economic units today as the survi-
val of each business somehow depends on the success
or failure of its informing, marketing, market-making, and
advertisement activities. Advertisement means planning
and its conception. It means any matter at any time with
any media and method must be introduced to the addres-
sees to gain the maximum effectiveness.

Today business environment is associated with the incre-
asing complexity, rapid changes, and unexpected de-
velopments of the markets. Selecting target marts is the
basis of gaining rank for the agency to provide customers’
needs and the agency’s goals. Effective promotion adver-
tising is a set of measures that organizations take to com-
municate with their target segments in the target market
and to influence them to better position their products and
services.

Therefore, they play an important role to develop mar-
keting policies of the company such as the relationship
with customers, introducing new products, modifying, and
changing the customers’ minds about the company and
its trademark. Therefore, all promotion-mixed elements
must be adjusted and agreed with the other elements of
the marketing plan of agency in addition to coordination
with each other and varied needs of the selected market
goals by the agency.

Customers’ maintenance needs an adaptation of pro-
ducts to their needs and expectations which necessitates
the full conception of customers’ needs and decisions to
continue the coordination and relationship between the
organization and customer. The point to note is that attrac-
ting new customers is considered as the middle stage in
the marketing process, and marketing makes sense in the
form of attracting, retaining, and enhancing customer re-
lationships. Thus, expansion and improvement of relation-
ships with predictor customers and gaining their trust is
an important goal of marketing which not to be neglected.

Various studies show that the service-provider organiza-
tions pay less attention to the advertisement then the pro-
ductive organizations due to the unique characteristics of
service which is intangibility. Effective promotional adver-
tising in the financial services sector, particularly banking
services, is so determinant because these types of ser-
vices are intangible products and signifying them is so
difficult. It is to be noticed that most banks provide similar
products.

Banks’ services are rarely unique and are easily copied
by rivals. Moreover, many people can'’t find a difference in
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different bank services and most of them are unaware of
existed financial services. In the country’s banking sector,
the use of traditional methods and patterns is still wides-
pread in most marketing and advertising activities despite
its relatively long history in a way that lack of expertise,
lack of use in advertising research, ignorance of the ne-
eds of banking network customers, lack of attention to the
element of creativity in advertising, and lack of distinction
in advertising activities are the most significant weaknes-
ses of state banking advertisement according to the ex-
perts’ idea in this field.

Banks of Iran face a big problem to attract customers
and their deposits because of the incremental number of
banks and providing nearly similar services. Thus, banks
must have proper planning to provide their advertisement
to maintain their share or increase their share in this com-
petitive space.

Sepah bank, as the first Iranian bank, started its activi-
ty in place of several stores in 1925, 4, May with cash
of 3,883,950 Rls, and the first branch was established
in Rasht in 1925, 14, May. Now, Sepah Bank as one of
the most important financial and economic institutions in
the country with about 1,700 branches has been able to
attract wandering public funds and lead it to productive
economic activities in pursuit of economic goals with an
effective and desirable corporation over 90 years (nearly
a century) of experience. In addition, this bank has a spe-
cial status in providing banking services at the interna-
tional level by making banking units in countries such as
Germany, ltaly, and France similar to England Sepah in-
ternational bank. The most important activities of Sepah
bank in international level include opening all types of de-
posit account, foreign exchange affairs, opening letters of
credit, imparting letters of credit, covering letters of credit,
approving letters of credit, Issuing currency guarantees,
etc. (Banksepah.ir)

The most important capital of a bank is customers’ trust
caused by the bank’s trustworthiness and prudence in
the proper and wise use of their funds. One important as-
pect of trustworthiness is its contagious feature for other
people. In other words, when people see their acquain-
tances as well as their trustees in a particular bank, they
also want to trust that bank and join that bank’s customer
circle. The opposite side of this trust is possible. When
acquaintances, as well as trustees of a bank, are deprived
of trust, other relatives also have doubts about trusting that
bank (Khansari & Ghelich, 2015). Fame, credit, and name
of banks make and maintain a positive mentality toward
them. Trust is an important factor in user perception from
advertisements. Thus, trust is an important factor to study
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advertisement because there is a permanent tendency for
consumers for destroying trust in the advertisement.

Banks advertisements such as various banking servi-
ces include facilities and loans, the introduction of new
capabilities of the e-banking system, encouragement to
deposit such as long-term investment or Qard al-Hasan
which cover citizens day and night. According to the cen-
tral bank announcement, Ansar bank, Ghavamin, Hekmat
I[ranian, Mehr Eqtesad, and Kosar credit institution will
merge into Sepah bank as one more effective and more
efficient banking unit to provide better services to police
force families and public with aim of centralizing their abi-
lities and capacities.

The heads of the three branches of the High Economic
Coordination Council conferred special powers to the
head of the central bank to reform the banking system
in 2018, October, 13. Therefore, Sepah bank will be the
greatest Iranian bank whose marketing and customers’ at-
traction will be twice important by this act. It is found out by
focusing on the background of Sepah bank that this has
always tried to influence its addressees through adverti-
sement. However, this question occurs to mind whether
this advertisement will always win and cause customers’
trust? Hence, the main question of this research is what
role banking advertisement plays in web and traditional
space to bring customers’ trust?

The obtained results from this research can help mana-
gers and authorities of the bank to obtain an estimation of
the effectiveness of each traditional and modern pattern
to attract customers’ trust. Furthermore, this research will
investigate the opportunities and challenges of adverti-
sement in web and traditional space as well as suggest
applied policies to use each media more efficiently.

DEVELOPMENT

Most banks have to offer similar services. The only different
thing may be the difference in the introduction of attraction
and differences in the advertisement. Therefore, aware-
ness of them indicates the specific role and place of ad-
vertisement effectiveness evaluation (Sanaei, Mohamamd
Shafiei, & Amini Velashani, 2015).

The effective advertisement attracts addressees, makes
memories, motivates their buying reaction, and evokes in-
tuition. The results of these evaluations identify the advan-
tages and disadvantages of advertisements. Advertisers
and marketers are always interested to determine the
effect of their advertisements on their target customers.
Actually, they incrementally try to improve the effective-
ness of their advertisements. In this way, varied models
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have been introduced to evaluate the effectiveness of
advertisements.

AIDA model identifies the perceptional steps passed by
a person during buying or taking a service process. This
model provides a purchase path passed by buyers in
each step to help them decide the target purchase. Today,
it is no longer just a matter of a mere relationship between
the buyer and the company, because mass media deve-
lops this relationship to obtain the various aspects of AIDA
by the added data by the other customers through the
associations and social networks. In the media debate, it
is very important to consider the differences between in-
ternational and local media. The used tools and media for
both cases are similar but the difference is the user con-
tent and objectives in the local and international media
which is due to the caused cultural difference from local
differences. AIDA model explains the basic and elemen-
tary steps of sale which have been permanently applied
in history. AIDA is the abbreviation form of the terms: at-
tention, interest, desire, and action that are the logical pro-
cess for the decision to buy. The problem in each step of
sale is caused by a failure in one of these 4 parts.

Empirical background

Sedaghat (2014), studied the effectiveness of TV ads in
Mellat bank. The sample volume was determined 380
that increased to 400 people for easiness in selection.
The questionnaire of this research was researcher-made
whose first and second parts were attributed to TV ads
of Mellat bank and 4 steps of AIDA model effectiveness,
respectively. The obtained results show that TV ads of
Mellat bank were effective on 4 steps of attraction, inter-
est, the desire of using products, and moving them to use
the bank products. Moreover, the other findings of this re-
search showed that gender and occupation are not effec-
tive for the effectiveness of Mellat bank TV ads.

Moreover, based on statistical findings, age and educa-
tion have a reverse relationship with the effectiveness of
Mellat bank TV ads. In addition, Sabbar & Hiyan (2015),
concluded in research besides investigating the relevant
factors to the addressees’ trust in modern and traditional
media that there are significant relationships between me-
dia, media content, and features of addresses to trust on
media.

Based on the type of media, people rely on specialized
journals in these areas for medical and economic informa-
tion rather than their dedicated programs on television or
their pages in newspapers and the internet. In addition,
results about the content type showed that when it co-
mes to medical matters, people have the least trust on the
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internet. However, the maximum amount of mistrust was
related to television media when it turns to economic is-
sues. In addition, a significant relationship was shown bet-
ween the addressees’ psychological characteristics and
their trust in media. Furthermore, Khurani & Mahdavinia
(2015), concluded in a research about the TV advertise-
ment of Sepah bank and attracting banking resources that
there is a significant relationship between TV ads and its
aspects (including logical-explanatory, emotional-sensa-
tional, and logical-emotional ads) and attracting banking
resources. The higher the level of television advertising is
the greater the tendency to use banking services.

Hamdi (2016), studied the role of Saderat bank TV ads on
Tehran citizens’ use of e-banking services. His research
was surveying and the tool was a questionnaire. 343
people were selected as a sample by random sampling
method among Saderat bank branches in district 4 of
Tehran who used e-banking services. The obtained results
from this research showed a positive view of the sample
about TV ads. The main hypothesis of this research with
the issue of the relationship between TV ads and the use
of e-banking services was significant.

There is a correlation between knowledge, attitude, beha-
vior, and use of e-banking services by samples. Moreover,
Amini & Rahmani (2016), studied the role marketing and
advertisement strategy of Sepah bank on customers’ sa-
tisfaction. Research findings show that Sepah bank ads
influence customers’ satisfaction and attracting customers
and their attention (purchase) has the maximum effect on
customers’ satisfaction with Sepah bank. Furthermore,
the relationship-based marketing strategy of Sepah bank
influences customers’ satisfaction with Sepah bank, and
supervision on information interaction has the maximum
effect on customers’ satisfaction with Sepah bank.

Among the foreign research, Denis et al. research can be
cited which studied the effectiveness of banking ads on
the internet. In this research, the problem of evaluating
banking ads’ effectiveness on the internet was studied
both theoretically and practically, and the conceptual fra-
mework of online advertisement was analyzed using di-
fferent advertising methods. Particularly, the action focu-
ses on analyzing traditional advertising methods (such as
banner, text message, etc.). Particular attention has been
paid to the economic and psychological impact of adver-
tising. Various methods and approaches have been con-
sidered to evaluate ads effectiveness, their advantages,
and disadvantage, in addition, their use in the financial
field is definite. Database components serve to determine
the economic productivity of advertisements. The applied
tool to evaluate the effectiveness of the online ads of ba-
king services and products is examined. The practical
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recommendations have been developed to improve the
effectiveness of the online advertising evaluation mecha-
nism in the bank.

AIDA model was used in this research to evaluate the me-
dia advertisement effect in the banking system on custo-
mers’ trust which is the most effective scientific model to
evaluate the media advertisement which is shown in figure
1, as a conceptual model.
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Figure 1. Conceptual model.

The used methodology in this research is surveying. The
questionnaire was used to evaluate the research issue.
Therefore, related books and articles to added advertising
are first collected, refined, and screened and then trans-
lated using reputable scientific resources and foreign
scientific and research journals. Furthermore, the essen-
tial data about the existed condition of using the traditional
and modern media was extracted for advertisement and
various items were collected and coded using various re-
sources and relative familiarity with active companies and
specialized teams in the advertisement field. These items
are directly related to the main questions of research. After
that, the items were distributed among several active ex-
perts and communication professors in the advertisement
field, the problems of items were extracted, and the ques-
tionnaire was modified by this feedback, and the essential
editions have been made.

The obtained results from studying the credit of research
items based on pre-test sample with a volume of 30
members using Cronbach’s alpha coefficient has shown
that Cronbach’s alpha coefficient is higher than 0.78
that showed the validity of research items in variables
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assessment is confirmed. The statistical population of this
research is all Sepah bank customers from 220 branches
of this bank in 22 districts of Tehran. The essential sam-
ple volume for this research was calculated 384 by the
Cochran formula. In addition, the essential sample volume
for a population with 100000 members is equal or higher
than 384. 412 out of 450 distributed questionnaires were
finally analyzed to reduce the non-answer error.

The sampling method in this research was mixed (a simple
random and a multistage clustering method). The method
is that first the branches of Sepah bank in Tehran are divi-
ded into five geographical areas from north, south, west,
east, and center and then from each region one branch
of Sepah Bank is randomly selected and then customers
from each branch were selected using systematic sam-
pling. Findings were analyzed using spss software (22) in
two descriptive and inferential levels.

Findings

According to demographic data, 53.6% and 46.4% of par-
ticipants were male and female, respectively. In addition,
24.5% were older than 55, 23.5% were 45-55, 19.9% were
25-35, 19.7% are 18-25, and 12.4% are 35-45 years old.
Moreover, the mean age of participants was about 42.

Findings of table 1 show that 52.2% of the participant
had a diploma, 15.3% has bachelor, 15.3% had MSc/
MA, 13.6% had associated degree, and 3.6% had ph.d.
Based on table 1, 36.4% of participants had a self-emplo-
yed business, 15% were private employees, 13.8% were
governmental employees, and 13.3% were workers. |t
means most participants had the self-employed business.
It indicates that most customers of Sepah bank with more
interaction had a non-governmental job. In this regard, a
triple number of self-employed businesses to governmen-
tal job customers show the commercialization of Sepah
bank and having more resources in the state banking in-
dustry. On the other hand and based on data of table 1,
58.9%, from whole participants got familiar with Sepah
bank by TV and radio, 20.4% by internet advertisements
and social networks, 19.2% through environmental ads,
and 6.6% through newspaper and magazines ads.

Table 1. Characteristics of participants.

Demographic factors Frequency | Percentage
female 191 46.4
Gender
Male 221 53.6
258 |

18-25 81 19.7
25-35 82 19.9
age 35-45 51 12.4
45-55 97 235
Older than 55 101 245
diploma 215 522
Associated degree | 56 13.6
Education BA/S 63 15.3
MSc/MA 63 15.3
Ph.D. 15 36
government’s
employee 57 188
private company
employee 62 150
engineering /
technical 19 46
Occupation educational / 29 70
cultural ’
Worker/services 55 13.3
student 27 6.6
Self-employed 1
business 50 364
others 13 3.2
Radio and TV ads 222 539
Qutdoor advertis-
ing (bilboard) 9 192
Way of famil-
iarity to bank News and maga- o7 66
zines ads
Interpet and social 84 20.4
media ads

Inferential findings

Kurtosis and skewness indexes were used to test the
normality of variables before inferential analysis and hy-
potheses tests. When the absolute value of kurtosis and
skewness is in (-3, 3) interval, the researcher can confirm
that research variables have a normal distribution. Based
on the provided values in table 2, the absolute values of
skewness and kurtosis is in (-3, 3) interval. This shows the
research variables are normal. Thus, the Pearson correla-
tion coefficient was used to study the significant relations-
hip between research variables.
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Table 2. Descriptive statistics of research variables.

. Fre- . Skew- .
Variable quency min max ness kurtosis
Taking attraction
(traditional) 412 10 50 -7 -6
Taking attraction
(web) 412 1.0 4.7 -8 0
Makin interest
(traditional) 412 1047 -4 -8
Makin interest 412 15 50 -6 D
(web)
Tendency stimu-
lation (traditional) 412 10 50 -5 -/
Tendency stimu-
lation (web) 412 1.2 50 -6 0
Use of services 412 10 50 2 10
(traditional) ’ ’ ' ’
Useofservices | 445 10 |50 18 30
(web)
Trust (traditional) 412 1.0 50 0 -1.0
Trust (web) 412 1.0 50 -3 -4
Testing hypotheses

First hypothesis: there is a significant relationship between
attracting customers’ attention by Sepah bank ads in the
traditional and web spaces and their trust.

Pearson correlation coefficient test was used to test the
relationship between attracting customers’ attention by
Sepah bank ads in the traditional and web spaces and
their trust. According to the offered results in table 3, the
Pearson correlation coefficient between attracting custo-
mers’ attention by Sepah bank ads in the traditional and
web spaces are 0.57 and 0.31 with sig. level of 0.000 and
0.000, respectively. Since the sig. level is lower than 0.01,
the first hypothesis is confirmed with 99% significance and
1% error. The value of the correlation coefficient shows the
direct relationship between these two variables. Although
attracting customers’ attention by advertisement in the tra-
ditional space influence on customers’ trust more than an
advertisement in web space, statistical findings show the
increasing this attraction in the traditional and web spaces
will increase customers’ trust and vice versa. Therefore,
the first hypothesis is confirmed.
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Table 3. Pearson correlation coefficient test between at-
tracting customers’ attention caused by Sepah bank ad-
vertisement in the traditional and web spaces on custo-
mers’ trust.

Trust

Pearson value Sig. level
Attracting attention
in traditional space 0.57 0.000
Attracting attention
in web space 031 0.000

Second hypothesis: there is a significant relationship bet-
ween making customers’ interest by Sepah bank ads in
the traditional and web spaces and their trust.

According to the offered results in table 4, the Pearson co-
rrelation coefficient between making customers’ interest
by Sepah bank ads in the traditional and web spaces are
0.61 and 0.38 with sig. level of 0.000 and 0.000, respec-
tively. Since the sig. level is lower than 0.01, the second
hypothesis is confirmed with 99% significance and 1%
error. The value of the correlation coefficient shows the
direct relationship between these two variables. Although
making customers’ interest by advertisement in the tradi-
tional space influence on customers’ trust more than an
advertisement in web space, statistical findings show the
increasing this interest in the traditional and web spaces
will increase customers’ trust and vice versa. Therefore,
the second hypothesis is confirmed.

Table 4. Pearson correlation coefficient test between ma-
king customers’ interest caused by Sepah bank adverti-
sement in the traditional and web spaces on customers’
trust.

Trust
Pearson value Sig. level
ﬁ;tlrzggré% attention in traditio- 0.61 0.000
ﬁg;i%tmg attention in web 038 0.000

Third hypothesis: there is a significant relationship bet-
ween stimulating customers’ desire by Sepah bank ads in
the traditional and web spaces and their trust.

According to the offered results in table 5, the Pearson
correlation coefficient between making customers’ inter-
est by Sepah bank ads in the traditional and web spa-
ces are 0.66 and 0.39 with sig. level of 0.000 and 0.000,
respectively. Since the sig. level is lower than 0.01, the
third hypothesis is confirmed with 99% significance and
1% error. The value of the correlation coefficient shows the
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direct relationship between these two variables. Although
stimulating customers’ desire by advertisement in the tra-
ditional space influence on customers’ trust more than an
advertisement in web space, statistical findings show the
stimulating customers’ desire in the traditional and web
spaces will increase customers’ trust and vice versa.
Therefore, the third hypothesis is confirmed.

Table 5. Pearson correlation coefficient test between sti-
mulating customers’ desire caused by Sepah bank adver-
tisement in the traditional and web spaces on customers’
trust.

Trust
Pearson value Sig. level
Attracting attention in traditional
space 0.66 0.000
Attracting attention in web space 0.39 0.000

Fourth hypothesis: there is a significant relationship bet-
ween moving customers’ 1o use services of Sepah bank
ads in the traditional and web spaces and their trust.

According to the offered results in table 6, the Pearson
correlation coefficient between moving customers’ to use
services of Sepah bank ads in the traditional and web spa-
ces are 0.51 and 0.35 with sig. level of 0.000 and 0.000,
respectively. Since the sig. level is lower than 0.01, the
fourth hypothesis is confirmed with 99% significance and
1% error. The value of the correlation coefficient shows the
direct relationship between these two variables. Although
moving customers’ to use services of advertisement in the
traditional space influence customers’ trust more than an
advertisement in web space, statistical findings show the
moving customers’ to use services in the traditional and
web spaces will increase customers’ trust and vice versa.
Therefore, the fourth hypothesis is confirmed.

Table 6. Pearson correlation coefficient test between mo-
ving customers’ to use services caused by Sepah bank
advertisement in the traditional and web spaces on cus-
tomers’ trust.

Trust

Pearson value Sig. level
Attracting attention in traditional 0.51 0.000
space
Attracting attention in web space | 0.35 0.000

The competitive, dynamic, and sophisticated banking en-
vironment in Iran has made banks to intend incrementally
to customer-basis in their strategies. As a result, commu-
nication, competitiveness, and customer-basis concepts
have associated today together. Advertisements play
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a role as the mixed element of marketing to protect and
survive organizational by introducing services and goods.
Meanwhile, services have distinctive features than goods
by which the advertisements are significantly important to
inform the service addresses.

According to the inferential findings, increasing Sepah
bank ads in traditional and we space will increase cus-
tomers’ trust and vice versa. However, advertisement in
the traditional space influences customers’ trust more
than it in web space. Thus, customers are influenced
more by Sepah bank advertisements in traditional media
than new media. Moreover, the statistical data showed
that attracting customers; attention in the traditional and
web spaces will increase customers’ trust and vice versa.
However, attracting customers’ attention in the traditional
space influences more than the web space on customers’
trust. Therefore, Sepah bank customers pay more atten-
tion to the ads in traditional than new media. In addition,
the statistical findings show by 99% significance that in-
creasing customers’ interest in ads of the traditional and
web spaces will increase customers’ trust and vice versa.
Therefore, Sepah bank customers show more interest in
the ads in traditional than new media. Furthermore, the
statistical findings show by 99% significance that stimu-
lating customers’ desire by ads of the traditional and web
spaces will increase customers’ trust and vice versa.
However, stimulating customers’ desire in the traditional
space influences more than the web space on customers’
trust. Therefore, Sepah bank customers have more desire
for ads in traditional than new media.

In addition, the statistical findings show by 99% significan-
ce that moving customers’ to use Sepah bank services by
ads of the traditional and web spaces will increase custo-
mers’ trust and vice versa. However, moving customers’ to
use Sepah bank services by ads in the traditional space
influences more than the web space on customers’ trust.
Therefore, Sepah bank customers use more services in
the ads in traditional than new media.

The advertisement has a dual effect including the commu-
nicational and sale effects. The first to the third hypothe-
ses in this research studied the communicational effect
that Sepah bank ads in the traditional media showed hig-
her rank about attraction, interest, desire, and stimulation
than modern media based on the obtained results from
statistical analysis. Moreover, the fourth hypothesis stu-
died the sale effect, and statistical analysis showed that
Sepah bank ads influence traditional media more than the
new ones on attracting customers and their trust. Thus, it
can be stated based on research findings that advertise-
ments in traditional media such as TV and radio influen-
ce on attracting customers and their trust more than the
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modern media. Hence, it can be claimed based on fin-
dings that Sepah bank ads influence more on customers’
trust through traditional media such as TV, radio, papers,
and environmental ads than media based on virtual spa-
ce, social networks, etc.

CONCLUSIONS

First, the traditional media must be focused on a higher
share in adjusting the advertising plans than then internet
according to priority determination of the effective adver-
tising media based on AIDA model and since the environ-
mental advertisements and radio has the maximum posi-
tive effect on Sepah bank customers’ trust. It should be
noted that planning executives should not be overlooked
in the media with less priority when planning for corporate
advertising, because the internet may be less prioritized
for lack of investment and proper planning.

In addition, since ads creativity in all media can be an im-
portant factor to accept Sepah bank ads, it is suggested
to invest and focus in this field, more invention, and crea-
tivity to attract the most customers’ attention. Furthermore,
since on one hand the proper tie to show ads, persistence
and continuity of advertising, create a positive mental ima-
ge of the bank’s service to the target audience and custo-
mers, and repeat advertising has a high impact on attrac-
ting customers, and on the other hand, traditional media
such as TV explains a high proportion of the effectiveness
of Sepah Banks ads, it is suggested bank shows its ads
at night time or in popular television series or as a sub-
title during popular television shows, and popular sports
programs to attract most customers’ attention. Moreover,
banks should have ads in all periods because not having
highlighted advertisements make customers forget their
strong mentality about bank services. In other words, cus-
tomers should have always exposed to advertisements to
get familiar with the new products and services. Therefore,
banks ads quantity can be increased by a combination of
virtual and traditional media.
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