qiniig (550

! Cupe Ugai

Ca e Jo g g 5 p5OL

Slosodls 4 i 8 55 9 10 gl (STl Cwio o (sloix! Sb L Jow o 9 1k

ol b (SIS Wl G g g L) e S caabl Ol STt oSl oand Vb ) i olg ol b

0138 aabls
w3 Sy 100l 1Sl Cmio 3 elezl byl die e 5 (b (VF20) V0 sl 2 Y sl ol 5 o
_ . L) gs“‘i_){ Ser
A=Y dNF ey ke Spoi g hiad o8 (5,8 31 5Losls VP ag i b

_ VLS s G e
VEF g VY 1 K530 SR e ek

VEF LT F il 6

b ol g el Ol (6513885l i (Sm 5 5 (g3l o3l sl S5 b cnlite o latml 15k Sl ablian§ 5 o e OS5 0 5 (b e Ras s ol o
(S N3ESTL 05 O 5t 51 VP L bl it Ldas 5 Goas (SlaamLoan plonil 5 2 s 5 Slosl dteplas anlllae Gy b 51 Laosls s plowil sbvosts & iy (e 5 (S5 055
Slealizal b ool ol 3L aolsl (5 gLl 4 (glians b Wnosls (65T mear 5T 3 5 s plowil diadiln &0 3oy (5,5 6505 3 8 (63T5 8 S 61 il 5 L 3L
o gl s sl S5 sl 8l ol bl 2 s mslsbl 68 5 03 8 O e bl 5 (65 g Sl 1SS Sl e (b s MAXQDA 1l 5
o et SIS o Jas Ol ) 13S0l x> plaz] L)1k () e sk Ol e 3Ll slal 5 (6 e iU Gle Sl (B olis oS ol 0Lt A4S
(et Sliks o ¢ Sals e Loyl 5 Ol gioty (630w )l liml O e 5 ansle 035 i (IS lacawliw dacSay ;¢ e Lol 5 Ol gioay ansler (o350l Lol 5 5 Solads oS
& e S ol 530 Sl dn g 5 ooy 8 ke oSS T8 (65505 31 6, e Jals (ST (glas pualy B o Lalis glain Lol 5 Ol ot ol 5 5 (LS b
Ot 6,185l Cmes 53 elazl L5150 Lnpllss il o7 das o OLES ol 355 oo olezrl o) (U551 5 SOl s anmn 55 (O 2o (651505 21531 O e ladkely
Sl oleamd Sl dn 5 G 5 ST (85 2 58 3 5 (g 308 Szl Rl 53 (6 )laline 1B Ll 5o (STl (s 5l golasl Bl 5 (265 Sy e sl 0sdle

ol SISl Caano ¢3Losls 4 k¢ ela &l (S B P R W L L 1

shaze lis ol HLasl 5 yi> b3 VPO O Gk o 5 >

4 shate dlie ) LI G s BY NG Ol Ol e ool 515T ol (6 55 o O g oy ¢ SLE H5b oy pdn 05,5 .
RGO PR LY

CC BY-NC 4.0 a1 £ b Gillas 13T g s o gty e o] L5 mah.karimizand@iauctb.ac.ir : <, < ey

RS- SIS


http://creativecommons.org/licenses/by-nc/4.0
http://creativecommons.org/licenses/by-nc/4.0

Intelligent Learning and Management Transformation

Designing and Explaining a Social Marketing Model in the Iranian Banking
Industry: A Grounded Theory Approach

Fatemeh Pakravan' Submit Date: 26 October 2025 How to cite: Pakravan, F., Karimizand, M., & Haghshenas Kashani, F.
Mahdi Karimizand'* Revise Date: 31 January 2026 (2026). Designing and Explaining a Social Marketing Model in the Iranian
Farideh Haghshenas Kashani' Accept Date: 07 February 2026 Banking Industry: A Grounded Theory Approach. Intelligent Learning and
Initial Publish: 23 May 2026 Management Transformation, 4(2), 1-20.
Final Publish: 22 June 2026

Abstract

This study aims to design and explain a context-specific and comprehensive social marketing model tailored to the institutional, economic,
and cultural characteristics of the Iranian banking industry. This research adopted a qualitative methodology based on grounded theory.
Data were collected through a systematic review of the relevant literature and in-depth semi-structured interviews with 14 experts in
banking, marketing, and monetary policymaking. Participants were selected using purposive sampling, and data collection continued until
theoretical saturation was achieved. Data analysis was conducted using MAXQDA software following open, axial, and selective coding
procedures, and the final paradigm model was developed based on the Strauss and Corbin framework. The findings indicate that
organizational ethical elements, customer needs assessment, and economic dimensions constitute the core category of social marketing in
the Iranian banking sector. Budget allocation, service quality, and societal economic conditions were identified as causal conditions, while
risks, macro-level policies, traditional social structures, and standardization issues functioned as intervening conditions. Targeted
advertising, culture-building initiatives, and regulatory frameworks were recognized as contextual conditions. Key strategies included the
effective use of advanced technology, a long-term managerial perspective, and the development of effective communication, leading to
outcomes such as increased customer loyalty, bank brand development, enhanced public trust, and improved social welfare. The results
demonstrate that the systematic implementation of social marketing in the banking industry not only generates sustainable economic
benefits for banks but also contributes significantly to strengthening public trust, improving corporate reputation, and promoting long-
term social development.

Keywords: Social marketing; Social banking; Grounded theory; Iranian banking industry

Authors’ Information:

U] oXolel

© 2026 the authors. This is an open access article
under the terms of the CC BY-NC 4.0 License.

mah.karimizand@jauctb.ac.ir

1. Department of Business Management, CT.C., Islamic Azad University, Tehran, Iran


mailto:mah.karimizand@iauctb.ac.ir
mailto:mah.karimizand@iauctb.ac.ir
http://creativecommons.org/licenses/by-nc/4.0
http://creativecommons.org/licenses/by-nc/4.0

s ,oi ol o anl g0 olazal 5 4l 55l ¢ glaml gloe ) > 55 3l SV o L Ol el 53 (651380l Cats ¢ | (glaans 53
LaeSGly o7 Sl 0t o gn Sl s sl 328 5 ¢ Jlo (slaolly oot Eod g 4 Cod gn g JISSI Sl 20131 cOlaiics3
oy 5 oo gne Szed L damn g 53 e S el GISG 5L lten Sk lipi (A Sl Sabauls slasle Olsea bo S
oSl sy eloml sl s (S (61Tl ¢ olomm (15Tl ulsi onalin co sl ol 53 S 13 il 3500 olez]
Llods = an (6315 Lo Sy 5ol 3 Tulby alazel Ol s ) (63 81y (gLl Ol 5oy 5 LIl polae (5513880 Sl 53 (550
.(Moradi et al., 2019; Shahbazi et al., 2020)

Cslas Sk sl el DL g 5 rs b SR L LOT ol S5 48T b1k (e las S sy M elerl SLIL
oW flat s L5l L Ol galal Colual Osls .Ujﬁ.l.:csjng olals .L;L? g‘“—".‘}é-’}éh‘ bl Hs L_s‘“'Jiﬁ ks,
Sy SIS ()15 L5 o o lazrl oLk 6,13l Cario 3 S sl o lazrl (6 dyd s 5 (6555 30 Olia Ly (Jolas LS e
©olg slaylsle glyls )Uf Jb- 55 slaslabl js o5 s &S (gl tlils eSSl Sl Loy i 5 0L R (g, olael W5 )l
.(Mahrokh, 2022; Saeibnia & Esmaeili, 2021) ¢l jls, 55 , Oliz 53 Cuanl jl ¢ ol

S lesls 0L IS Ll (sl ta gy &S or il Jlo O3 5 mbie araind esabamil Ab s 3 oS el (25 (5,153l ol e 1) 53
Abutorabi et al., 2015; ) & ,l5 58 (golasl wi, b Hlslme bl ¢ Jbo dnw 5 0 g2 5 SSL ol 5 Shes (laeSSL Sl s L
5 leml slul @ a5 O (oolaml glas SHIE 5 Jbo b asls e S a5 ol ol L (Fallahi & Abutorabi, 2013
Gadle 53 &S Jilus 6l 0ds slazal ale o Camdi 5 O e 5lS50 ¢ o gas slazel 2alS Ld Sl il 5o o se o SN
.(Ghotbi, 2013; Hasas Yeganeh & Barzegar, 2013) wlas £ 1 5 o Kings ar 55 5550 (Sloss| 5 5 sba

ezl (513Kl ol ol = Jan o jlaze (551380l JaSla b o Kol 0 S 0l gty (olozrl (551383l p pgio cla Ml oyl 4y el 3
Iy SSL 25 S e AW 53,13 AST elaant anm 5 55 &S jlhs 5 (5145 > M (ublis Olaii g3 Bl @ e 5 Y s Sl el
Ebrahimi & Gashtasbi, 2016; Mohammadpour Zarandi & ) das sl el i8S ¢S 4 sobassl b o slg &K )
(golaBl i) 3 g 0 il 5 o olazn] (6,158 gladie i 45T Llesls O 55 Js1s Slals (Tabatabaei Mazdabadi, 2017

(Moradi et al., 2019; Shahbazi et al., 2020) 55 e slal ol Jisl53l 5 O 520 aru 5



(W GadS” (gl ol g 9 5yl 0 g dbliilp- (flazl (6,158l st sl 5 5l (K Olgea SN (g eSSl cals ol 5s
L g h gwtwbeﬁ;prw,;&m@u@yw;mww;éu,untﬁw@;@g‘a‘wuulqu,
&15¢SSL Ol &5 (Eyzadloo & Gholich, 2013, 2015; Talebi & Kiaei, 2012) 1S o 45 1) o gos slezel A5l 5 0 5
Olaiis3 b0l » fga shale S s lowin ol 1 S5 g eSOl olacrl 3 Slas o das oo DL 35 bS5 olezr | S ghms 5 (SO
.(Hasas Yeganeh & Barzegar, 2013) ol 0l jle S (gl 5

laiml glawlay Sb,I5L sl ods J o 5 geiws 55 O jiiie L eSSl Jobws (gloo god ¢ olor! gladSd 5 Jlims sldd i 28 L
Jie OLb s & diadin &y gooty 5 555 ) sma 255l 5 p i ss (olazr (slaply o7 Llesls 1) Ol ol el 4 Jliam s SlbLs )
3 szl dead 5 Ly ds S OLT wji WOl e ,ysby 5 Llg o lazxl Gbalu,y ob 5L &S Llesls OLLS (g3date la jim gl A
2! s> (Elareshi et al., 2023; Pirayesh & Rastegarnia, 2023; Sawhney & Ahuja, 2021) Wit 18 56 SL Sleus
Sy s Ol jen gola) 5 ela] Colal Cgr 3 15 badlab ol (8 1 il 5 oo el y (6,187 5500 O ey ozl 513k o pm sl
(Dalvand et al., 2024) .5

515 e S ) 5 S el e 0T ) S 35 Sl 15058 o5 3 08 A
S Wlosls LS 4S5 5 hiip 13S0l ) 53 batags Wbe sy A8 Ll OL e (51365 (6,8 IS8 3 il b S w25
De ) dides oo 3 5o S513bme 5 sbay 15 0SSL L OUT ey Lol 5 0l e 355 oSSl pelanrl o lab 5 olazrl o s sL231
5 st o (bl il e 51 51 e wlaml obyl5L &8 Sl 0T W e a1 .(Oliveira Santini et al., 2024; Kilig, 2024
>y@u,wu&t)>d boaaly Co pde OMS 5l

eSSl elazarl glacdlod g5l 5 (SOU op 5 Sl 200 53 55 0l 2ie 69 S s 5 b 50 iS5 s 5l el
UL Ol daly w315 o OL e gaind sl S 55 5 olomrl S colezel o olain| 3T 45 das o OLES dal gl L)ls age i
Liao et al., 2024; Shabanlou Dehnavi & Mahrokh, 2022; ) 4S™ Camas b Co 5o 1y 655l b g,k dad 5 slaz|
Flel obsL sladie b 53 0L i slal 5 25Li00s) sl 4 a5 Oy 5 5 sl sl (Yazdani Kachoui et al., 2021
Dl s de

Cio (S35 o 1y §1036 GG G adle 5 o (65158 iy (HIUL Ooman o 5 peplie b oloal (oLoL Lign copl 2 osdle

laml Colas (ol Sl 3l 5 b 3l sl e elaiml s 5w b OISR a8 das o OLES L sla e Cal 03528 (513l



Ly, 2! (Reddy & Prakash, 2025) 1S & sis 1) Jlul Jbo Sleds 1 eslizal 53 0L zée )b, £ ¢ aomata »ET
bl a5 Blal b LeSSL (g 5lalinlyon (12 (53,805 ol p! 4 (olermt SUlas & (el U565 (olarl SbI5L &7 das o DL
R

ol ) s B i Ll clast s eleml S gt 5 SV ¢ elezml (6,1aeSTl slayl oy 4 (s3dnze Dlalllas 45 ST cOl 40 5
Ghotbi, 2013; Mohammadpour ) &les S* 5 a5 | e &y semts slazrl 5 g3lamdl Gladaly b Lijls o sghe nle b b inss
Lty ooy 4 Bdes LESTL 5 ol SboL L das e sla 2ags S5 s 4w 5l .(Zarandi & Tabatabaei Mazdabadi, 2017
Mahrokh, ) wles S a5 0141 3l6 e 53 pagie o2l Gl le 5 13 el 4 S 5 Llastls (oS Sladie G b I s ke
(2022; Mohammadi Tabar et al., 2022; Saeibnia & Esmaeili, 2021

Olomes Ol pl 13Kl Gt 53 (wlazrl SLIL sl (&S dalsd e 5 el (g oo 65 D o7 s o 0L Slod (g
(3l G S5 b e 5 ST s e ol 53 L &lsls 5 ool elamat (IS sl Olejen il o7 (e el
2 ST L oluests & ki 5 S5, (Nikbakht et al., 2024; Shahbazi et al., 2020) 1t 48 S ol 5okl Y
$3,2)8 5 dinaion; (15 5 53,557 oal 3 5L a0 el (5 omlin (5 i1 5 o0 (D8 w2 5 Gm (sl S ol ol S
.(Nikbakht et al., 2024) 5 35 >

S 3 6 s 3 8 B by elarl ol 5 6,laby calazsl G5l 5 elal gboIL 0530 s Caedl & a5 byl 5
G3ESSL o 3 slazxl S Jie s 5 1k 6l slesls ua;;,iwu,uc.tz; R bl o Jo s Slusl 53 3 e
o3l b O p1 (5,156S0L St 55 oleznrl bk (o Jie &0 (s 5 (b 005 ol s (g pcpll by o 5 4 (505 5 O]
e shisls 4 i 5,

by

T @31l 5 033l el Jin sty ol (odd 5 S5 05 0l (3l (58 g Lls e Al b sl el ol ey,
LB dbe o GBa s ge ooy G35 ez S Weshs Ll (bl sl (6555 245 sk elal 4S5 ,55 55 5l eslind
b e 5 sl a8l a5 Gooe slaliae plnil b Sl (sl Sladllas plowil 51 e (5013 0L i 3 o lazr|
5 S axws kol e IS (g s (G IASUS ) eslizad L i J=le 5l Sl ladsie (,.:Al,u S8 US sy sl eslinl

rlelmil e i S 13 6 S5k s ko 3550 kol Je 4 Oy sl 5 B Sl Jol (sladS 5T alo o 3 5 s )y



Flexl Lok Je s Giass ol e 4 o O Em 55 slexl pde 5 Jrash 020 5 615 aiey 0355 SIS (hass

Lol (Sl s o
Sl Ol e 5 A O s als el anels 516530l i 53 elezl LG Jde b Gl ol tasn
L B8 s eyl o b s landls | elarl oLoBL 3l ealy a2 a8 sl 03 S eslital (58 10 SOL OLLLSLS 5 5588
Lk sy5e OB b alias 5V F L culg Lo 5 obinl L8 10 el Ol 5l 5 oy S5 5550 O 1t shie pnad 4 . lazils
uw@krﬁb%@o&,a.ab;)w\dlﬁSuybdjlétu\ww\Y r@\jlw.LMg&ﬁ1mugﬂ§éﬁ&})
Jsdr 3 Jrassy bl 0 slael 5 OB L amliae 44 bgs o oMbl s Oloj aids £ Sla Hsb 4y a-liae a0 S s aals|
g0 L ks,e sla oy OV da bS5l oslinal a0y g5 ol anal> 3l 83 oS e el odaline LB (V)
b el glaosls oL L3 55 5o Jad e SV 53 5 LSS laill U3 Srass b s e GLaOlS (oot b sy SRask

43| t@\«h@@u.)\?‘u)l:lﬁwb &JJTC&?‘ ol J-:Lz:j dﬁj>=;‘j4.~>l.~a.ﬂ rbu‘JD &;ﬁjf (‘L?u‘ \;‘ijs}ﬁj)}:“"‘\f‘dﬁb

sl
OB, SleMbl Y Jgu

3, oipd amliae 33 Cas e BV
| o8 sl /(6 58 0 SOL b )8 slasl g S5 [WRYe
A o 32t SOb Amd s Sl pls g e (6 5 JLao
A o8l sl /(g 58 0 SSL b8 slasl g s JLA
¥ SF o SL pldyls SISl ¢ 5 JLvo
o o SSb A e GMSOL Ll wlii,lS Ju v
12 oL zils slewl /555 0 SOL el S Sl 8 Juo
v o3t SOt SIS (5 555 Ju v
A SF o Sk el el 555 June
4 oy Sb and e SEL e 655 Ju e
Ve 52 g SOb ard ML o e L) el )S Juo
" H Sband ) Sk e e 653 JL YA
VY G5 Sb el s Sl 6 5Ss Ju vy
W S o Sh )l bt anelr (6 585 JLA
VY G5 Sb el s Sl 6 5Ss Juvo

ol s ol SIS oy 5 4Bt 4ad slaalan G b esls (6515 8



Sadlsie oolul s 5L SIS Sl Ianl rass ol 53 el edd bl (OISUS 3y Sl eslinad b Jragly cnl s Jdisa s
sddeslial sl ($NSIS 5 () sme (SIS bt b aog slaalan 5 Jrasly 55 Gle Slodie aalllas 5l izl end

el
Slaaslas w5 A3 atly  (HBSOL o 53 plorl SLOLL ok Sle Sledie asllle 4y Laesls fdowl gay o) al> o 53
el SlolL Jie €1yl 5 Sledbl Lo s 52 5l 4 sbaesls L;)j@.? OF st &S A plomil O o L 4l s Lo
b NS rasn cpl 5o B S S s 550 AS Gbesls (B (SN el e 35 (9013 SSL s 3
o slas sl sl rL;u'lMAXQDA Ol e G b e.,l..iclfa.dl slad 5as 6LL?AJ_I}°.,\..;L§J‘5T@>.- slaesls 550 Jsb s

Llodds oals QL.L; (Y) de;- BE] 417-).5 Ui‘

r,alé.a Y Jsd

a>las V.:AU.» alas el
Y-\ Y culas Y=Y Ol e o2
VSl S sl b sl Seales VTF (S sl 3558 sl

65,5 6108 wlo e LT 3 03 S Lol
V-Y-F-0-V-4-3 s Sl Kan b L AT A A | SRS N BRCIVCT 131 L S P
(el
\Ea% N peams 3l s V=F-A-V N =NV Y Ae 4 sl
VSAF- Y ¥ SPSS et V=51 Cilas
Y-V-A-4-Y =) ool \—F-A Lol ol 3l aly SaS
Y Sl 3 e ol il V=¥ Gl b bas e gl s (6108 wle e
<SS
Y-_ff elen! st -) i o,lS
Y-Y-£-\) ke oSS VY 8 ol @ el O3l
]l
Yo\ ¥ s \-Y-$-1) SIS
Y—f-A-VVY-\ ¥ Sl V-3 OV pams (3l o5 lew
To) ey IEESIPS Y-0-5-\) Slugs bl
Y-¥ oS slacaln Y Ob i 4 (goleassl oy 5line
¥ VRS PR RHEM AR <IN W YoF-A-V e g rie glaanal gt 5 bl oLl
-4 e B, Y-¢ ol (glad
o St i s asl Yo oy Y-y G5 oriSll
O—-F-V-\Y a3y Yof-4-) e\ Y bl dide sl
0-8 gy el SLoL goslspm Y-¥-5-4-\\ Wy yanass

b




=\ s gbaoble Lot Laly, Y-¥-% Gl amals ulal  Slals
5 Sk &, FogoV-A-4-\ )\ ¥ s
F-V-A=) =Y s ol Y G 3 boea
5 Sk el YoV Sl 5
$-1 Foe s ol L3, Yoy B8 05l gL
$-1) Ol e ol dib 4 4y VY SLSSL )i (s,lSSL
Ceslas
1 Ol e lajls plabis FoO-) oY Sig S 5,0
| KRRy 0-F=4=V =AYV F (il ayde) Sles slasds
Gl & Slpl Glsley cole
(pg e
V¥ e s Ol 505,55 s SV -V Y Gl (5 i
\=Y-0-A b cJled O3 uled 4 SoasleS 5l colas
\ CoBlad pde VA=Y AT ¥ s el by
\-v Jlesl 5 5S> slas V-4 b L 5y Sas
Y-¥-4 e bl -4 ey S pslycslig sl coles
(5,5
VY SSL sl Sl Gl 03 g e 4-)-1 Y-y Sl b
\-y K Lol AR AERN Sy
\ Ny 0345 o 1 o3
\-f S gbazal i b Gl s 'Y ol
Y-¥-) ¥ [P TP W Y a4 Ol gz
V-0 e WAt Vs e
YoV-A 0 Sl sl dys LSSl |S) VY a3 o
anlr g e wile 4
Fo¥—5oV-A-) e = VoY 3 3 4maS o b5 oAl
Y-A-\Y-V Y ool V=Y-Y—F-\V -\ Y-\ ¥ slezel
VoYl ek b ey bl oS VYT D)
S ONS Ol e Glual g 53 S > IR SN ERE ST Y alr 53 (Ged g
0¥ &3k ik V=$-4-) )Y i 68wl
0-v sFlearl ok S \-0 Olas & Olas Dl
541\ Y S & oS 3 g 0-F=A=\- Lr ey
FV-A-F-\ Y-\ YoV ¥ Sl ol S sz F-A-4-\+ S A g
\ Sk oS g 7 s el SR R
V=AY anel 054 o 4=\ Gl..v
v Sl 4 & e 58k
v Ao § 5 VeV Ol e il 3l
a-1) ool Y pms Ve o palin il
q Slads kS VY uls,
Wk el LU s gosla s Y-y ooy 33!
sl e
W sl S




Aij.la.s rguﬁl&duﬁoMC‘f@‘duﬁjM¢@‘oMJ@\dbd}iﬁﬁbb)&lﬂé‘jbﬁ%)qﬁJNA.L?-JA)J
LAd glg 25 S sl el

4 gin ¥ —p gin YY S VA (g5 000 A i ¥ Jgur

3 el M olis Juld o Wlodd plulid & pin ¥ 5 g sgho T8 S VA (5 5mn algin 510 s o OLES (1) Jpor oS 5 shailan
a3 s34 aly WSt g 4 sl 0s 5 obie Jold Slsle 31 ol il e s3lasl sl 5 (5 i

g3 S leal UL oS (so,l50 b Jbe 5l 5 Salen ‘(.JLA ol cdlad (anb GO 53 SWSs e (6 i (s e b ailin gy bLS |

|

|

|

|

|

1

|

|

|

|

|

1

|

<Y she alis sl gl Faal slads |
|

sl S ole RVESIPURT-R Y V=F-A=V V=V Y-VY 1
- 1

Clas (B SR |

|

La3ls sl ily (SKaS V=-A i

|

Sl s bl Y—0-5-1) |

|

Solde (5 2 $-11-V-1Y I

|

|

b bl s S v-4 |

ol VoY :

|

e b, V=f-4 :

03,5 S e LT 53 055 Lol (L S g35050 b e 515 Saalen \ :
|

s R N ,

la g_,.:“x.ﬁ uéﬁ WLN \=Y-0-A X

Jles! 5 i s sl v :

|

Aa S anelr 5 6 mie adle & 1y Slesla il GSTL 1 S] FoV-A |
S g f Al 5 G e Ble a ) Slasle & 2 1S |
sk Sk o-\Y |

1

S a3l Ob i 4 (goliassl oy 5lin Y 1
|

S Szl 5 sl plubis Y54y |
|

Geblie il Lasis Yo¥—q-\ o\ Y |

|

Al @ ol (S \Y :

|

S slaanal o b gl pie V=¥ I

1

ool e gas 4-1) |

|

bzl slal VUs o AR 1
|

. - ,

r)).» u.«AlS AR I

- |

S gl pleaxt LLoL sl 0-# I
|

wlr 53 (Gked g (IR MRS SRY Y |

i S e I U PR |

|

oz plem G0 SRl # |

. . 1

S e Sl Yooy ,

|

|

|

|

1

|

|

|

|

|

1

|

|

|

|

|

1

|

|

|



Sk ok s anelr 5 e wile 4 Slsle il o sl 55k s bz b clled 055 iuled s S (IS wle el
(Omblbs Al el (g ple laatalss 5 Lol Ll O 2ie 4 (galatil o slie 05 (g pols Jold (g 20 i Sl
oA YL gt ol Jold (galablslal dil e (ol OV pame 5 (6 e slaanal ot L Oleast Gl ple cand 4 olud Lo 3

el SSL
A gia Y cpgghe \FS OA o dlgia ¥ Uy
oY sie N sl gl Faal slads
sy 3y yanats YoY—Fo0-F-V-A-4—) s )\ -\ YO Y
Skl y ol Lo 6UT>)~' 0-*
ol ois SiPS BESRSP IS V=Y=£-1)
N pamn 3l bl Y=4-)+
Silpe L3 A
S5 Sl Yoy e Yoy
(oalys SOl FaSOL 58)s5lms (5 USSL f-v-1Y
S S AL Y-0-\ e 1Y
Sy b CRPRE ARY Y
s (ETRY
o3 AR
Cocwl \Y
Jor and 53 ol W
Mg s el FoFoV_A-4- VN ¥
NS ol FoFoV_A-4- VN ¥
analr g3l Loyl i @sbasl SU s s s Y- ¥

sy Jold o Wledd plolid Waie ¥ s psgia)? oS OA e Ll (sl das e 0L 1) e Tyl b 0 Lgy e slaaS (F) s
S sl ol ol Goslosm 5 a3 g e (0gr ol Jald s Ail o analr (oLl Lyl 3 5 Oledst LiS
SN 0 ol Jald (550 i 55 o el Sgd 5 o (S A S0 Jold s a0 Dled siS Lo
S5 8 9,lSSL - (esly s ( SSLgeSKL s2)65lre S (8 RSl (gl glad (Y puame (il ilie G w
abasl Lyl 5 ol OO 55 5 plsels EMped 5 nd o o Juld ey i Ul e Sl 5 235 i e (Gl ¢



Wgia ¥ pogha \Y IS V) Salsln Jayl 2 0 g

N e olie ol ol pad slais
K b sl DUl 3t 03 51 e -y
ol 1-0

38l exi b lay gy 5 el oS V-

sl LLobl S 0-v

BB e \

Gl e iy elazt LG L3 ) sTa e 1

LS sl S0 5 sl 31 03,55 S5 V-¥
b SSL 03 g 5 )baml V-¥-\ ¥

ONS O i CGlaal g s &S >~ ¥

Sl e v

anel= 03 (Fw analr 039 V-1Y
Gl 35l OV smmes (3l o5 V-V

Sl a5 7 ol oS Wlodd Lol g ¥ 5 psgia )Y S YN S alstlte Lol 3 (gl das o OLES (0) Jpdr 5 shailen
ol olal bl s oslasme D3 e i 5 L oS g el Ll S 3l S b s, 5 ol

Solw st e Jold (gl Ikl GG o (g3l jtan 5 OIS 0L i Clial Cgr )3 &S > 105 G ole Julo SIS slacul

A ¥ pgia V IS T gl Ll 3 5 I

<N gie plis ol ol Sl glass

dedda Slils Oda anelr bl Slals Y-¥-5
ol bk gl olals YAV -V Y ¥

SR 5 V-FO-F-A-A-) o\ Y

L&, O-F-A-+

Gl Koa Sl Ka b A =Y-T-0-V-4-\+
ol ool g8 Y-V-A-4-) o)

Gl el S50 FV-A-YF\ Y-\ FoN ¥




QL&:.L«SL}AL&AS&\OM&@LJAJ)J:AV)T}WV‘JSYVJ&d;ﬁd\bedaum‘)d‘WJJaj‘JdM.bffdl.ﬁﬁ(?)d).l}

A ¥ pgghe £ ISV Laspal, ¥ Jgr

<Y i ealie sl |l (slaas

LS 5455 S e SINES V=Y=F-))
S5 S (6, SOL a5 Y-0-\ Y

L;—"ij'i"\“’K.’ Q-'L‘J‘*LLSJ{,)‘\-‘LJ-’ 0
bl s glaobele by Laly, 7-

o il 7=

Wl s Ol Y0511

g;:i_)'i"x“ a& chT)S 63})%}&»@6.&‘0.,\‘; L;L.AL.JJ Ajj_aﬂv‘jf‘}éﬂ.ﬂﬁ IS VY Lﬁ)j..hb 6‘f MDL;G OL:\J (V) J}J}-AS))JQ—’LAA

J.ALZ (ﬁﬁ.)\ﬂ ali'v | &ﬁ,_}fﬁ\ 6)\3&.:[4 W)J_})'}) “ 65});& dﬁ LSJ“’l""’ JAL& JAT)LS sz}jj.\gj J.J:LvLjo QU;L;)‘ 9

Agha ¥ pggha VIS Y bakely A Jpor

S

Y e olie b ]l slas
ALY S 8L q

Ob i Al 58l Yoo -\Y

<als) -y

et slazel 53! [P A SRR Y
Olas 4 Olas wlals V=0

S e (GBS gl b F=A-4=»

selenl ol oy il 53l Ny

axw s (gl o feld 4 Wl Ll d,}.m”,@v‘,xs TV ladely (gl das o QLS ) Ladely 4 bgy o (slaas (A) g

tels g a5 5 550 e ol 5 Ob e Rl Bl (g rie SB Ll 105 (g ols Jols olsly il o elal by 5 L

WL e (G e 2BD 5 sal anw s g Olas 4 Olas Slals clezel 2158



JAL«'J‘JJJJM k)'i‘ k;wu\ ;bmr;}] LJJS ;;"J’"" (\)pQ)ﬂM‘)M L;“'i“:‘)lﬁ JJW d‘j‘-;d o €L>u‘ 6\.&6‘)‘&.«\5 Jul.w‘f

g:,wu(o.,\...ﬁ f‘;}ﬁuﬁ)}s‘jud‘ﬂj:.&‘ w‘bb%é}ij\

&Syl _‘-:I.J.'J:_,'
L 23700 e |
o Bl L |
L rs | Ll
welest oyl hts e
LS A
T _ 3 jay da ghelaats v & helEq
ool s ls i u‘_‘ - S
I PR S — - ol :.J_n|_.,|_r
== H | e _,L_..n [P E Sy
Sl k= e
daalz g olazBl bl cgaluesEl ol 'y olezzrl oI5,
i

SIS s 55 ozl b,k el die ) K3

Pl ]

Jeboss 51 ol (slaasily g sbavesls 4 i 3 SGss sle 2 0ol (13Tl oo 3 olazl a3l 83 s im s opl Bl
SN olen () me dphs an Jm & ol GGl 5 Sk Glodiy KL s elann) SLs1L &S 5l Ol S slaesls
Gk ol Sl 5 slaws Lui.e Ll 5 5l Glas sazs J,;L Cod g 3,8 e IS8 (slasl slub 5 (s rie a3l w sl
b o Olnl 15Tl s ol 3k 4 ol OF Wge il nl g oo i olazrl 5 (oLl Sladely 4 asiie (glas aly

358 s 2 gema Sl (6 e canalr L L adaily w30l Sl 08l ol e o S L BLE T S



Wldo i SY e das e LS5 L Sl s elannl bl bl anes (Slesla M ulien o sls 0L iass slaasly
SSL glacles elorrl (o pdy 53 oS cpand (55 OB ot s Sl ialed (slas s, S5l 5 5 (olhes i g 0 slinly ecdlis
3,85 51T 51 i LSS elaanl sy e A8 o 45T &5 Clialyon olazal 5 391 (6550l Sl b ames ol 005
Eyzadloo & Gholich, 2013,) ¢l slaxl ¢ pdicd s 5 U Jpol & Jos Gdiol Jool= o5 30 Sdeel S b
Corgn o olail S gt 5 (gl = SIS & g 55 o oS Lilesls OLas U515 sla s owaeen (2015; Talebi & Kiaei, 2012
ast «plpto .(Hasas Yeganeh & Barzegar, 2013) 5,5 » SO ollas 4 eges szl a8 5 slerrl gl CiniS
el Ol (LI SSL e s elat SRS 5 ool ol 15 51 GBS0 (IS ol dasn opl slaasl

@olasi slarl Ll 1o 5 Sl 5 dbanal 2t ol G35 Ctll Jold a8 55 (5 2 om0 ol lulid (g g A sho (e g3
515 AL gl s Olbb 1 Gres S5 6 s Al i Sl sl bk S des e 0L gl e O s
Obsiie 52,50 5 (ol G S a x5 5 o somais e i oS pla i b el ol 2,80 ol SOl 5 IS slaa S,
oo (Elareshi et al., 2023; Liao et al., 2024) <l suen Loz S a5 U SLo1L clacdld cuibge s 1,
s 3 bl (2 5 Lol ol Julss Sl S0k e 3l Lk 4 e 5 e 45 Ans e OLES Ol 53 skl Slalllas
.(Mahrokh, 2022; Saeibnia & Esmaeili, 2021) .| L

Lol 0o pelal glacJled &5 s jsad OO 5l e Jold | el ololL (ol slash) s (55570 o) 5da
Ll oo 85 A8 o Al ooy (108 wle pu Ol ey 1y olezm) bk 08 st o8 sl 0L Shass onl slaasl «Lils o (55515 5
Sl bl o s Ole e abaily &5 Slalllas b aed (pl 058 s SOL (alal (g5l 5 5 2500 (b mbie S0l o,
(Dalvand et al., 2024; De Oliveira Santini et al., 2024) s,ls jl s les S 25155 1 KL Jbe s Shee 5 (5 2
Ll Sl an s 5 ookl Wiy 53 e (28 15 e iy st 5 LIS (SL plis oS Wlesls OLES Laj2a sy 55 0D mlaw s
(Abutorabi et al., 2015; Fallahi & Abutorabi, 2013) s

ol Sl S ISa 2 e S Jalse Olsieas anals s3latl Loyl 5 (Sl CodS) wama g (e Ll a iy 5
@l onlph e A elel SlLLL e sl bt cbli) s elemr| Slacdled 4 a3 g diad s sy Ldd glulis
Moradi ) ol seas odijls ST LSOl olomrl slaasl oo gn 53 2 pide IS abo w5 Slosle mlin 28 5 &8 Slalllas L

Olged sl 5 Cds (o o KU slag 5l o35 53 o3 9 (Olods CudS pomen (€1 al., 2019; Shahbazi et al., 2020



ol 5 b OSTL L Lo lafasly b &S Ad 7 ke (6 20 Sode a o sl 5 elor] laply JUES) Gl (6 o
(Pirayesh & Rastegarnia, 2023; Sawhney & Ahuja, 2021) cul bl jos lozx! glasile,

53 elel SLoll a8 das e OIS (sl lllinh 5 (amalr 055 e (IS slacibn ala S ) Juls Sadlie Ll ,s
San b slacaslie 5 (galasl (el (o pte Sk el JU o ol xlpe 53lg 5 (ol Wl b 01l (515K
SNl s > (Koa b5 solg Sl il 4 &8 Slalllas L aly cpl iS5 goe |5 SL olazal slacllad oo 51 il 5 e
Mohammadpour Zarandi & Tabatabaei Mazdabadi, 2017; Moradi et ) s> Sl s ctiles S oLl 0l 4l 53 slez]
Sy o 5350 Olbbis golazsl o o s Ll o o slazl lacdles a0 o1l oK 5 amal 31 ise 0550 2w 0350 .(al,, 2019
Dl e 1y plaxl GLoBL s sl 5 Sl

Eb Ll bl el ob5l5L sdins S (s 2 Ol e (0l 580 5 (3L ) i s D) sl Lol 5 i 5o
i A3l sl By slas gy 31 pen 5 Oa amalr ol e b elens] LB 5o i 3 Slagls 48 sls 0l
ool goad (Lilos S 4zl SOL Ol nie (5olsby 5 sbezel a3 53 1y a5l Slsmmn 5 e LS Sl 28 oS s tass b
olss Olgsas (56 cobeam 5 slar| g5leKn b omen (Patrianti et al., 2022; Yazdani Kachoui et al., 2021)
(Ghotbi, 2013) was [l LaSL glacdles sla! 550 Wlg ¢ JaSe

Ol bas paly cpl il (Gige DLl anv ) 5 (delds o e o) T, g5l ) SSo g Joli o.x.;'aclj&;v.ul slas .l
ol ST b alaie gl ) 6 il SO O (Slalons 3 plosl 5 A1 g ke (53 8]y g a3l elone] oLl S Aas s
sils Glsten ol aST elanl glaaal s g 5o Glasle slalen 5 s Lol aig e 28 5 o Sladllas L sl
sl gbale; 5 Jhaws gl sl dltad o oozl oen (Nikbakht et al., 2024; Shahbazi et al., 2020)
{(Elareshi et al., 2023; Sawhney & Ahuja, 2021) &S 35 |5 0L e b 4 g s Joles Ll 5

s elo; olael 5l ns (elaxl sy 5 (L ana ) w(g i ($5136 9 cla..u aw 5l UL sladely (el o
S o b 1 SSL 0Lt by 5 slomrl Sl e Olie alaly S (slo 2 Slsl b cuoiites sladaly Ol s Ol e (5,5
o, Ui, woees .(De Oliveira Santini et al., 2024; Mahrokh, 2022; Saeibnia & Esmaeili, 2021) ¢l joen

Moradi et al., 2019; ) &S o oy 55 Sl 5 O,KES Olgisas [ LSIL oKl Sloslo wibe 515 gy Ol yeay slozs]



5 SSb sl wilis Ol b sy Ll oo plarl oLoI5L 4 A3 o LIS Laasl f sazme > (Reddy & Prakash, 2025
2 e Ol 53 GBSl B a5l a5 LS bl analr elaz] sl

S rdypens 53 paios sdoms L O ot lad 0350 3 pomn 5 (AS Conle Ls g a8 plidl i plas (sl S 55 s b Ry ol
b b0k e gladlBiays o 0aile adynl OIGl ((SL 5 s O 5t o8s  addlls S 5 Grmes Dol s 8
O ot Shoal 5l S s ploil Olaj 55 5528 ol (o3lg 5 s3baasil Laul 15 el oo ol 4l o] jan 4 | Oladicsd
AL 03 OIS S elazl b1

O35l 2550 5538 s GacSil 53 1y gl il Bha e S5 L oS Slagtss S S Sor b okl slagrasy 25die Sl
LS SaS Ol s slael (b5l 5 dde glé 4 Klg o Olaiisd ple 5 LSS Ol i o83 oy o pwimed dans 13 2
23 b a6l gl Gl s Ll e 0 el alie b o 5 (Js sLSCL o slenrl SLoDL ol axdlas
a5l b o5

(o sl Sl Se e s sl Glacdl s dedis (18wl e ( I Jpol (ileansly b als e (SL Ol
Cosl LS s larxrl glaclled 5o Cdlad 5 el (dlol 4 a5 S ol L OIS 0l Sl o |y slet SL5I0L
S slacsle Ol u.<~:aL°.A e s e Ddedids (651365 5 eses slazel (2058 4 Wl e OL e b4y sugs LS

2y el Olejan D pony plaixl 5 eolatl mlie Gis jlaaie o elazrl Sl SSL

QU W 98 &5 5l

L5 5l SLSS 18 08 s 5 oles s ol 3,65 s

&b

5 gy dlin 3L 4 S n bl anlllan plonil o

SHS1 3190

el oys 8 aley gl plawl 5 0L e e (S ol S0l s ol e aleS 5

‘53‘0)45 9 ,;M“

AT o Jla )8 5 S L3 87 alen [l ags ool planil 55 &7 SLuST ales |



Extended Abstract

Introduction

In recent decades, the banking industry has undergone profound transformations driven by technological
advancement, intensified competition, and rising societal expectations regarding ethical conduct and social
responsibility. Banks are no longer perceived solely as financial intermediaries; rather, they are increasingly
evaluated as social institutions whose actions directly affect public trust, social welfare, and sustainable
development. This shift has drawn scholarly attention to concepts such as social banking, ethical banking,
corporate social responsibility, and social marketing as integrated strategic responses to legitimacy challenges
within financial systems (Moradi et al., 2019; Shahbazi et al., 2020).

Social marketing, originally developed to influence socially beneficial behaviors, has recently been extended
to organizational and service contexts, including banking. Unlike conventional marketing approaches that
focus primarily on profitability and market share, social marketing emphasizes the alignment of organizational
objectives with societal values and long-term stakeholder interests. In the banking sector, this approach
provides a framework for balancing economic performance with ethical conduct, transparency, and
responsiveness to social needs (Mahrokh, 2022; Saeibnia & Esmaeili, 2021).

In emerging and transitional economies such as Iran, the role of banks in economic growth, financial stability,
and social development is particularly critical. Empirical studies have shown that the structure and performance
of the banking system are closely linked to national economic outcomes, especially under conditions of state
ownership and regulatory complexity (Abutorabi et al., 2015; Fallahi & Abutorabi, 2013). However,
excessive emphasis on financial indicators without adequate attention to social and ethical dimensions has
contributed to declining public trust and weakened customer loyalty, highlighting the need for socially oriented
banking strategies (Ghotbi, 2013; Hasas Yeganeh & Barzegar, 2013).

Social banking and ethical banking frameworks have been proposed as responses to these challenges,
emphasizing responsible financing, fairness, transparency, and commitment to societal well-being. These
frameworks stress that banks must integrate ethical principles into their governance and operational practices
to maintain legitimacy and sustainable performance (Ebrahimi & Gashtasbi, 2016; Eyzadloo & Gholich,
2015; Mohammadpour Zarandi & Tabatabaei Mazdabadi, 2017). Within this context, social marketing
serves as a practical mechanism through which banks can communicate and operationalize their social
commitments.

The expansion of digital banking and social media has further reshaped bank—customer relationships. Social
media marketing and digital communication platforms enable banks to engage customers more interactively
and to disseminate value-based and socially responsible messages more effectively (Elareshi et al., 2023;

Sawhney & Ahuja, 2021). Recent studies indicate that social marketing initiatives can mediate the relationship




between digital engagement and financial performance, as well as strengthen customer loyalty and brand
sustainability (Dalvand et al., 2024; Pirayesh & Rastegarnia, 2023).

International evidence also supports the strategic importance of social responsibility and social marketing in
banking. Research conducted in diverse contexts, including Turkey and Brazil, demonstrates that CSR
disclosure and socially oriented banking practices positively influence customer attitudes, trust, and long-term
loyalty (De Oliveira Santini et al., 2024; Kili¢, 2024). Furthermore, behavioral studies highlight the role of
social identity, trust, and customer traits in shaping responses to social marketing initiatives (Liao et al., 2024;
Shabanlou Dehnavi & Mahrokh, 2022; Yazdani Kachoui et al., 2021).

Despite growing scholarly interest, the existing literature in Iran remains fragmented. While some studies have
examined social banking models or the outcomes of social marketing using quantitative approaches, few have
explored the underlying processes and contextual dynamics through which social marketing operates in the
Iranian banking system (Nikbakht et al., 2024; Shahbazi et al., 2020). This gap underscores the need for a
qualitative, context-sensitive investigation capable of generating a comprehensive and grounded model of
social marketing tailored to the institutional and cultural realities of Iranian banking.

Methods and Materials

This study adopted a qualitative research design based on grounded theory methodology. The research process
began with an exploratory review of relevant academic literature to sensitize the researchers to key concepts
related to social marketing and banking. Primary data were collected through in-depth, semi-structured
interviews with experts possessing extensive experience in banking management, marketing, and financial
policymaking.

A purposive sampling strategy was employed to ensure that participants had direct knowledge of social, ethical,
or marketing practices within the banking sector. Interviews continued until theoretical saturation was
achieved, resulting in a final sample of fourteen participants. Each interview lasted approximately 60 minutes
and was audio-recorded with participants’ consent.

Data analysis was conducted using qualitative analysis software. The coding process followed the systematic
stages of open coding, axial coding, and selective coding. During open coding, initial concepts were identified
directly from the data. Axial coding involved grouping related concepts into higher-order categories and
specifying relationships among them. Finally, selective coding was used to integrate the categories into a
coherent paradigm model that explains the structure and dynamics of social marketing in the banking industry.
Findings

The findings revealed that social marketing in the Iranian banking industry is structured around three core
categories: organizational ethical elements, customer needs assessment, and economic dimensions.
Organizational ethical elements include honesty, transparency, commitment fulfillment, customer orientation,
and avoidance of symbolic or purely promotional social activities. Customer needs assessment encompasses

understanding customer expectations, social conditions, preferences, and accessibility requirements. Economic



dimensions reflect the perception of social marketing as a long-term investment contributing to financial
sustainability, brand value, and resource growth.

The analysis identified budget allocation, service quality, and societal economic conditions as causal
conditions influencing the implementation of social marketing. Intervening conditions included structural
risks, policy instability, traditional social norms, and challenges related to standardization. Contextual
conditions consisted of targeted advertising, culture-building initiatives, and regulatory frameworks.

Key strategic actions derived from the data were the effective use of modern technology, adoption of a long-
term managerial perspective, and development of effective internal and external communication. These
strategies were associated with outcomes such as increased customer loyalty, enhanced brand development,
improved public trust, and broader social welfare.

Discussion and Conclusion

The results demonstrate that social marketing in banking is not a peripheral or symbolic activity but a
multidimensional strategic process that integrates ethical, social, and economic considerations. The centrality
of organizational ethics highlights the importance of authenticity and consistency between declared values and
actual practices. Without ethical credibility, social marketing initiatives risk being perceived as superficial and
ineffective.

The emphasis on customer needs assessment indicates that successful social marketing requires a deep
understanding of the social and behavioral context of customers. This reinforces the view that banks must
move beyond standardized approaches and design socially responsive strategies tailored to diverse stakeholder
groups.

Importantly, the findings challenge the assumption that social initiatives undermine profitability. Instead,
social marketing emerged as a long-term value-creation mechanism that strengthens brand equity, customer
loyalty, and financial resilience. The identified barriers—such as policy instability and cultural resistance—
suggest that institutional support and managerial commitment are essential for sustaining social marketing
efforts.

In conclusion, the grounded model developed in this study provides a comprehensive framework for
understanding and implementing social marketing in the Iranian banking industry. By integrating ethical
principles, customer orientation, and strategic management, banks can enhance both economic performance

and social legitimacy, contributing to sustainable development and long-term public trust.
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