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I. Introduction 

The advertising slogan is one of the most important advertising elements of company programs. Promotional 

programs in the banking industry of Iran have become very important in recent years due to the intensification of 

competition. An advertising slogan with an appropriate structure for the bank could attract more attention and 

effectiveness of advertising.Al-Rice, from well-known writers and co-author Jack Trout in a lecture, points to two 

major mistakes made by American banks. The first mistake is trying to show that their bank is the bank of all people 

and different parts of the market, and the second mistake is the promotion of services (Taja, 1993). These two 

mistakes are in the field of propaganda, slogans and propaganda messages, and these two problems are also seen for 

Iranian banks. Banks introduce themselves to the Bank of all strata and sectors of Iran and emphasize more on their 

services. If marketing and advertising managers of banks know what their audience likes in the advertising slogan of 

the bank, they are able to produce distinct advertising slogans and the effectiveness of production and presentation. 

So far, the study of the characteristics necessary for the propaganda slogans of banks in Iran has not been studied, 

and there are few studies in the world in this field. Therefore, considering the role of propaganda slogan in 

informing and creating the brand name and the strategic importance of the banking industry, this research seeks to 

identify with the customers of the banking system that "a good advertising slogan of banking affects the behavior of 

customers of the National Bank of Iran. ? 

 The advertising slogan have been used as a pivotal element in propaganda campaigns for a long time. The purpose 

of the advertising slogan is to facilitate the maintenance of the brand name of the company by the customers and to 

provide information that identifies the brand and places it for it. Since in most cases, which brand is more familiar, it 

is the basis for selection . Creating brand awareness is the first step in the customer's customer loyalty hierarchy, and 

for this reason, for many vendors and sellers, awareness is one of the main promotional goals (Kathler and  Keler, 

2012, p. 504). The motto of propaganda is a key element in advertising campaigns between companies. The main 

purpose of the propaganda slogan is to ease the storage of information in the minds of customers and have a positive 

impact on consumer purchasing behavior. The propaganda slogan is a phrase reminiscent of it and repeatedly 

repeated with the aim of increasing its recall (Wells et al., 1989). Structural and Content Features the proper 

propaganda slogan of the propaganda slogan is a tool for introducing the company and its products into society 

through advertising and promotional purposes. The propaganda slogan must have two important characteristics: 

first, understood and understood by the consumer, and secondly, easily linked to the brand name that it represents 

(Clarke and Stewart, 2007). Foster (2010) introduces ten indicators of an appropriate advertising slogan: Recalling 

the brand name reminder, it represents a key advantage, distinguishing the brand name, reflecting the brand name, 

believability, strategic, competitive, original , Uniqueness (not used by others). The purpose of the advertising 

slogan is to leave the main message of the brand name in the mind of the target customer. It can be concluded that, 

according to Vitter's definition, the proper propaganda slogan should have several features: a particular product or 
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service, it is worth repeating, important for the listener's attention and easily memorized by the listener. The banking 

industry in Iran is one of the few economic sectors in which all its elements have propaganda slogans. The role of 

propaganda slogans in promoting brand awareness and brand image and, finally, the recognition of brand names 

(Kohli et al., 2006).Bush (2007) examines the effects of his own empirical research on advertising attitudes and 

perceptions about consumer brand development. The results of this study showed that propaganda slogans can play 

an important role in supporting and diverting a brand development strategy.Parryworth and Bourdieu (1996) 

provided similar evidence in support of the Bush study and emphasized the role of propaganda slogans in protecting 

or defending the brand development strategy. Advertising slogans, along with the brand name and logo, are the three 

key factors in identifying a brand name, by which they associate the brand with the world around them. Brand 

names and logos are tightly linked to the brand's intrinsic identity. The brand name, in its most basic form, is the 

brand name. For this reason, any change in the brand name will lead to the loss of the entire brand identity. 

Promotional slogans can play an important supporting role in identifying brand names  .Propaganda can and must 

describe something about the product image in order to allow communication with what the brand name represents. 

In this way, advertising slogans help in identifying a brand name. This recognition, in turn, raises awareness of the 

brand name and brand image through recognition, recall, and connectivity. Therefore, advertising slogans as a 

means of obtaining the meaning of a brand name and reconstructing what makes the brand special (Kuhli et al., 

2007).. In this research, considering the importance and necessity of paying attention to the structure of the 

advertising slogans and the effects that these slogans can have on the behavior of customers of the bank, we are 

going to study the relationship between the structural dimensions of television advertising slogans with the trust, 

satisfaction and loyalty of customers from banking services of the melli bank. 

 

II. Method 

The present research is a cross-sectional study in terms of research results. In terms of research purpose, the survey 

is descriptive survey and the type of case study. The statistical population of the present study included all customers 

of National Bank of Tehran 2nd District, 170 of which They are selected as samples. Based on random cluster 

sampling, five branches were selected and customers were randomly selected. The data gathering tool was a 

researcher-made questionnaire with 31 questions. Sixteen questions were related to short, intricate, attractive and 

ease of remembering, and 15 questions about consumer behavior with dimensions of trust, loyalty and satisfaction. 

Validity of the questionnaire was verified by face and content validity based on 5 judgments of the elite. The 

reliability coefficient was calculated by using Cronbach's alpha after the execution of the trial on 30 of the research 

samples and for shortening it was 0.79, 0, attractive 0.83, ease of remembering 0.80, confidence of 0.78,Satisfaction 

0.79, loyalty 0.79 and the whole questionnaire 0.81, therefore, reliability was confirmed. Data were analyzed by 

SPSS software and the findings were presented in descriptive and inferential sections (using Pearson correlation and 

regression tests). 

III. Research Model 

 

 

 

 

 

 

 

 

 

 

 

 

Conceptual model of research based on advertising slogan indicators of Azizi and others (2012) and individual 

factors of buyer behavior behavior of Kotler & Armstrong customers (2008)) 

 

Table 1: Describing customer behavior index 
maximum Minimum Standard deviation mean n  

75 45 7.33 59.91 170 Customer behavior 

25.00 16 2.115 20.92 170 Trust customers 

25 11 3.782 18.43 170 customer commitment 

25 14 2.947 20.33 170 Customer Satisfaction 

74 47 6.23 60.06 170 Advertising slogan structure 

19 11 2.22 14.87 170 Short 

18 10 2.08 13.91 170 Melodious 

19 12 1.82 15.57 170 Attractive 

19 13 1.42 15.70 170 
Ease of remembering 

 

Structural dimension 

1. Short 

2. Melodious 

3.attractive 

4. ease of remembering 

Television 

advertising 

slogan 

Behavior of  

Bank customers 

Trust 

Satisfaction 

Loyalty 
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As the tables in the table show, the average score of customer behavior is 59.91. The average dimensions of 

customer behavior that includes trust, loyalty and satisfaction are 20.92, 18.43 and 20.33, respectively. The slogan 

structure index is 60.06 The advertising slogan structure index consists of four components of short, Melodious, 

engaging and ease of storage, with an average of 14.87, a mean score of 13.91, an attractive 15.57, and an ease of 

remembering 15.70. 

 

Table 2: Correlation of the structural dimension of the television advertising slogan and the trust of the 

customers of the Melli Bank of Iran 
The structural 
dimension of 

television 

advertising 
slogan and 

behavior of 

customers 

The structural 

dimension of 

television advertising 
slogan and loyalty of 

customers 

The structural dimension of 

television advertising slogan 
and customer satisfaction 

The structural dimension of 
the television advertising 

slogan and the trust of the 

customers 

 

.529 .462 .661 .468 Pearson correlation 

.000 .000 .000 .000 P value 

170 170 170 170 N 

 

According to Table 2, the significance level (p = 0.000) is smaller than 0.05. As a result, the results show that with 

the improvement of the structural dimension of the television advertising slogan, the confidence of the customers of 

the melli Bank of Iran increases. By improving the structural dimension of the television advertising slogan, the 

satisfaction of the customers of the National Bank of Iran increases. By improving the structural dimension of the 

TV advertising slogan, loyalty of the customers of the melli Bank of Iran increases. 

 

Table 3: Correlation Between Customer Behavior and Its Components with Structural Dimension 

Components of Television Advertising Slogan Loyalty Customers at the National Bank of Iran 
Ease of 

remembering 

 

Attractive Melodious Short   

.244 .513 .622 .539 
Pearson 

correlation Behavior 

 
.001 .000 .000 .000 P value 

.038 .394 .517 .481 
Pearson 

correlation trust 
 

.627 .000 .000 .000 P value 

.304 .436 .456 .315 
Pearson 

correlation Loyalty 

 
.000 .000 .000 .000 P value 

.345 .468 .673 .616 
Pearson 

correlation 
Satisfaction 

.000 .000 .000 .000 P value 

According to Table 3, the significance level (p = 0.000) is smaller than (0.05). In other words, the findings show that 

there is a direct and significant relationship between the components of shopping behavior and the structural 

components of television advertising slogans. 

 

Table 4: Regression Model: The Effect of TV Advertising Slogans on Customer Behavior 

 
2R P value F square mean df sum of squares  

0.548 .000 59.227 

848.236 8 6785.889 
Regression 
model 

14.322 161 2305.787 residual 

 169 9091.676 Total 

 

According to the contents of Table 4, it is noted that the level of significance is less than 0.05, therefore the 

regression model is meaningful. In the following, the effect of each of the components of the television advertising 

slogans on customer purchasing behavior is given. Also, (R2 =0.548 ) 0.54% of customer behavior changes are 

explained by the components of television advertising slogans. 
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Table 5: The effect of each component of the television advertising slogan on customer behavior of customer 

 

P value t 

standard 
coefficients 

Non-standard coefficients 
 

Beta standard error B 

.090 1.706  4.865 8.302 Constant 

.002 2.566 .051 .298 .168 Short 

.000 6.700 .624 .327 2.192 Melodious 

.018 2.237 0.118 .385 1.476 Attractive 

.004 2.943 .131 .230 1.676 

Ease of 

remembering 

 

 

According to the contents of Table 5, the significance level of all components of TV advertising slogans is less than 

0.05, as a result of which these factors affect customer purchasing behavior. In other words, with an increase of 

0.051 units, the structure of the message is shortened by an increase of 0.624 units of message volume, with an 

increase of 0.118 points, the message's attractiveness and an increase of 0.113 units. The ease with which to store 

the message is the buying behavior of customers of a unit increase. 

 

IV. Discussion and conclusion 

The results showed that there is a direct and significant relationship between the TV advertising slogan structure and 

customer buying behavior of the National Bank of Iran. Aster (2015) also reported that television advertising has the 

most impact on customer buying behavior. The results of Rasoul and Pelangi (2015) research at Mellat and Parsian 

Bank showed that the message style of advertising is effective on customers' behavior, hence this finding is 

consistent with the results of this study. Aghazadeh and Bakhshi Zadeh (2013) also reported that with the 

improvement of advertising slogans, more customers are attracted. Therefore, this finding is in line with the results 

of the present study, and it seems that the special attention to the structure of advertising slogans can be the attitude 

of customers And with their positive attitude, they can provide a basis for trust. Ultimately, this can be achieved by 

satisfying customers and more loyalty to the advertising slogans. The mechanism of advertising effectiveness is such 

that Lee (2014), Nickel And Mitchell (2012), Stewart and Clarke (2014) and Coomorre and Wilson (2013) and 

Graham and Frankinbanger (2012) Nickel and Mitchell (2012) reported that with increased advertising, sales 

volumes and profitability would increase. Also, in terms of advertising structure, ease of storage can affect their 

behavior. According to their research results, Graham and Frankie (2012) reported that advertising has been most 

influenced by the number of advertisements that have been made and the effect is diminished over time, and if they 

are easily delivered to customers, they will be better absorbed. The results of Rasoul and Pelangi (2015) research on 

this issue in Mellat and Parsian Bank showed that both banks, despite the choice of discourse, type of advertisement, 

presentation style, faces and different attractions based on the results of the hypotheses to attract the audience to a 

general purpose They seek to persuade, persuade and ultimately convince more audiences to use the facilities and 

services provided by banks and satisfy their material and spiritual needs. Regarding the mechanism of advertising 

effect on customers, Health and Associates (2014) pointed out that the three main aspects of advertising, 

informative, encouraging, and reminding should have received special attention. Aghazadeh and Bakhshi Zadeh 

(2013) also reported that advertising slogans can attract customers, and the mechanism of this effect can be justified 

in such a way that special attention to the structure of advertising slogans can improve the attitude of the customers 

and provide them with a positive attitude Trust, and ultimately, this can be achieved by satisfying and loyal 

customers more effectively if the bank realizes its advertising slogans. Considering the results of this study showed 

that television advertising slogans affect the behavior of customers of the National Bank of Iran, therefore, the 

special attention of the managers of the bank in offering ads to attract customers is required. It seems that managers 

need to pay more attention to advertising slogans and the structure of advertising slogans. Also, given that the 

research showed that the structure of advertising slogans, namely, short, intangible and attractive, and ease of 

reclamation for Customers, if considered more relevant, will be the key to attracting more customers, and eventually 

the realization of the slogans in action can lead to more satisfaction and more loyalty to customers. According to the 

findings of this study, the structure of advertising slogans has affected the behavior of customers, as well as their 

satisfaction, loyalty and trust. Therefore, it is suggested to the bank's market makers and the bank's agents that 

advertising in the short message components The message's sophistication, the attractiveness of the message, the 

ease of memorizing the message, because the audience will remember the messages of the short and the most 

memorable messages. Also, if these messages are attractive, they pay more attention to it, and this can lead to ease 

of storage of the message, and ultimately, the message audience's attitude to the bank improves, in other words, it is 

better absorbed by the bank, and if the bank can be trusted They will be accountable and able to adhere to what they 

say in practice, customers will be satisfied, and more satisfaction will lead to more customer loyalty. 
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