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Abstract

The objective of this study was to design an innovative advertising model aimed at enhancing customer equity in Qarz-Ol-Hasaneh Mehr Bank of Iran by
identifying the dimensions, conditions, strategies, and outcomes of innovative advertising based on empirical data and expert perspectives. This applied
qualitative study was conducted using grounded theory based on the systematic approach of Strauss and Corbin. The research population included
academic experts, advertising specialists, and bank managers. Purposive and snowball sampling methods were used, and data collection continued until
theoretical saturation was achieved. Data were collected through semi-structured interviews with 12 experts. Data analysis was conducted through three
stages: open coding, axial coding, and selective coding. To enhance credibility and reliability, strategies such as member checking, triangulation, expert
validation, and inter-coder agreement were employed. The findings revealed that “innovative advertising” emerged as the core category resulting from
dynamic interactions among causal conditions, contextual conditions, strategies, and outcomes. Key causal conditions included targeted and data-driven
advertising, direct customer interaction, innovation in banking services, and superior customer experience. Contextual conditions included technological
infrastructure, customer relationship management, data analytics, value-based branding, and information security management. The primary strategies
included ethical commitment, transparency, social responsibility, and continuous improvement of advertising processes. The outcomes of implementing
the model included increased customer satisfaction, enhanced trust, improved customer experience, strengthened brand equity, greater customer loyalty,
and enhanced customer equity. The results also indicated that innovative advertising enhances customer equity indirectly through mechanisms such as
trust-building and improved customer experience. The results demonstrated that innovative advertising in Qarz-Ol-Hasaneh Mehr Bank of Iran functions
as a strategic and value-driven mechanism that plays a critical role in enhancing customer equity. Innovative advertising extends beyond communication
functions and serves as a value creation system that strengthens customer trust, loyalty, and long-term relationships through ethical alignment,
technological integration, and meaningful customer engagement.
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Extended Abstract

Introduction

In today’s highly competitive banking environment, traditional advertising approaches are no longer sufficient
to maintain customer engagement, loyalty, and long-term value. Financial institutions increasingly rely on
innovative advertising strategies to create meaningful relationships with customers and enhance customer
equity. Customer equity refers to the long-term value derived from customer relationships and represents one
of the most critical strategic assets of service organizations, especially banks, where services are intangible
and heavily dependent on trust and perception (Aaker & Joachimsthaler, 2020; Andreassen & Lindestad,
2017). Advertising plays a central role in shaping customer perceptions, attitudes, and emotional connections
with brands, influencing both behavioral intentions and long-term loyalty (Aaker & Stayman, 2018; Belch &
Belch, 2018).

Recent research emphasizes that innovative advertising, characterized by creativity, personalization,
interactivity, and technological integration, significantly enhances customer responses and brand value. Unlike
traditional advertising, which focuses on one-way communication, innovative advertising enables interactive
and personalized engagement, strengthening customer relationships and improving perceived brand value
(Chun & Kim, 2017; Mogaji & Danbury, 2017). Studies have demonstrated that targeted and data-driven
advertising positively affects customer trust and brand loyalty by aligning promotional messages with customer

needs and expectations (Amoako et al., 2020; Bilisbekov et al., 2021). Moreover, digital transformation has



significantly altered advertising dynamics by enabling organizations to leverage artificial intelligence, big data,
and digital platforms to enhance targeting accuracy and customer engagement (Oklander & Kapaunin, 2025;
Pandey, 2025).

In the banking sector, innovative advertising has become particularly important due to increasing customer
expectations for personalized services and meaningful interactions. Modern customers expect financial
institutions to provide not only efficient services but also valuable and relevant communication that reflects
their individual needs and preferences (Kim & Ko, 2020). Advertising strategies that incorporate technological
innovation, ethical values, and customer-centric communication are more effective in strengthening brand
relationships and enhancing customer equity (Haque et al., 2022; Scharf & Fernandes, 2022). Additionally,
digital advertising platforms, visual communication strategies, and targeted messaging play a crucial role in
influencing customer attitudes and improving advertising effectiveness (Papathanasopoulos & Stavrianea,
2025; Raouf Khorasani & Khrazian, 2025).

Despite the increasing importance of innovative advertising in enhancing customer equity, there remains a lack
of comprehensive models that explain how innovative advertising contributes to customer equity in the
banking sector, particularly in Islamic and socially oriented banks. Most existing studies have focused on
isolated variables such as advertising effectiveness or customer satisfaction rather than developing a
comprehensive conceptual model that explains the mechanisms, conditions, and outcomes of innovative
advertising. Therefore, this study aims to design an innovative advertising model to enhance customer equity
in Qarz-Ol-Hasaneh Mehr Bank of Iran using a grounded theory approach, providing a context-specific and
empirically grounded framework.

Methods and Materials

This study employed a qualitative research design based on grounded theory using the systematic approach of
Strauss and Corbin. The purpose of this approach was to explore the dimensions, mechanisms, and outcomes
of innovative advertising from the perspective of banking and advertising experts. The study population
consisted of academic experts, advertising specialists, and senior managers from Qarz-Ol-Hasaneh Mehr Bank
of Iran who possessed extensive knowledge and experience in banking marketing and advertising strategies.
Purposive and snowball sampling methods were used to select participants. Initially, key informants with
relevant expertise were identified, and additional participants were recruited based on recommendations from
initial respondents. Data collection continued until theoretical saturation was reached, meaning that no new
concepts or categories emerged from additional interviews. A total of 12 experts participated in semi-structured
interviews.

Semi-structured interviews were used as the primary data collection method. Interview questions focused on
the concept of innovative advertising, its underlying factors, contextual conditions, strategic implementation,
and its impact on customer equity. Interviews were recorded with participant consent and transcribed verbatim.

Data analysis was conducted using open coding, axial coding, and selective coding. Open coding involved



identifying key concepts and assigning initial codes. Axial coding involved grouping related codes into broader
categories and identifying relationships among them. Selective coding involved integrating the categories into
a unified conceptual model centered around a core category.

To ensure validity and reliability, several measures were implemented, including prolonged engagement with
the data, member checking, peer review, and triangulation. These strategies enhanced the credibility,
dependability, and confirmability of the research findings.

Findings

The findings revealed that innovative advertising emerged as the core category of the model and represented
a strategic and value-driven approach to customer communication. Innovative advertising was defined as a
multidimensional process that integrates technological innovation, customer-centric communication, ethical
transparency, and continuous improvement to create meaningful customer experiences and enhance customer
equity.

Several causal conditions were identified as key drivers of innovative advertising. These included targeted
advertising, data-driven decision-making, personalized communication, and direct interaction with customers.
Participants emphasized that understanding customer needs through data analysis and behavioral insights is
essential for designing effective advertising strategies. The use of advanced technologies such as artificial
intelligence and digital platforms enabled banks to deliver personalized messages and improve customer
engagement.

Another critical causal condition was service innovation and superior customer experience. Participants
reported that innovative banking services, user-friendly digital platforms, and seamless customer experiences
enhanced customer perceptions and reinforced the effectiveness of advertising. The findings indicated that
customer experience itself functions as a form of advertising by influencing customer perceptions and
strengthening trust.

Contextual conditions included technological infrastructure, customer relationship management systems, data
analytics capabilities, and organizational support. These factors provided the necessary foundation for
implementing innovative advertising strategies. Participants emphasized that without adequate technological
infrastructure and organizational support, innovative advertising cannot be effectively implemented.
Strategic actions identified in the study included ethical transparency, social responsibility, and continuous
improvement of advertising strategies. Ethical advertising practices, transparency in communication, and
alignment with customer values were identified as essential components of innovative advertising. Participants
also emphasized the importance of continuous monitoring and evaluation of advertising effectiveness to ensure
long-term success.

The consequences of innovative advertising included increased customer trust, improved customer

satisfaction, enhanced customer loyalty, stronger brand equity, and increased customer equity. Participants

reported that innovative advertising strengthened emotional connections between customers and the bank,



resulting in long-term customer relationships and increased customer lifetime value. The findings indicated
that innovative advertising contributes to customer equity both directly and indirectly through mechanisms
such as trust, satisfaction, and brand loyalty.

Discussion and Conclusion

The findings of this study demonstrate that innovative advertising plays a strategic role in enhancing customer
equity by strengthening customer relationships, improving customer experience, and increasing trust and
loyalty. Innovative advertising goes beyond traditional promotional activities and serves as a value creation
mechanism that integrates technology, customer engagement, and ethical communication. The results indicate
that innovative advertising must be viewed as an organizational capability rather than a standalone marketing
activity.

One of the key insights of this study is that innovative advertising is closely linked to customer experience.
Customer experience serves as both a foundation and an outcome of innovative advertising. Positive customer
experiences reinforce advertising messages and strengthen customer perceptions, while innovative advertising
enhances customer engagement and improves customer experience. This reciprocal relationship highlights the
importance of integrating advertising strategies with customer experience management.

The findings also highlight the importance of technological infrastructure and data analytics in enabling
innovative advertising. Digital technologies allow organizations to personalize advertising messages, improve
targeting accuracy, and enhance customer engagement. Without adequate technological capabilities,
innovative advertising cannot be effectively implemented. Therefore, organizations must invest in
technological infrastructure and data analytics to support innovative advertising strategies.

Ethical transparency and social responsibility were also identified as essential components of innovative
advertising. Customers are more likely to trust organizations that demonstrate ethical behavior and align their
advertising messages with customer values. Ethical advertising strengthens customer trust and enhances brand
credibility, which ultimately contributes to customer equity.

Furthermore, the findings indicate that innovative advertising contributes to long-term organizational
performance by strengthening customer loyalty and increasing customer lifetime value. Customer equity is a
critical determinant of organizational success, and innovative advertising plays a central role in enhancing
customer equity. By strengthening emotional connections and improving customer perceptions, innovative
advertising helps organizations build sustainable competitive advantage.

Overall, this study provides a comprehensive conceptual model of innovative advertising and its role in
enhancing customer equity in the banking sector. The model highlights the dynamic interaction between causal
conditions, contextual factors, strategic actions, and outcomes. Innovative advertising emerges as a strategic
process that integrates technology, customer engagement, ethical communication, and continuous
improvement. The findings provide valuable insights for banking managers and marketing professionals

seeking to enhance customer equity through innovative advertising strategies.
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