Appendix A
Bank Managements' Questionnaire

Dear Sir, Madame
Greetings:
Subject: questionnaire for a study

This study is for “some parameters for measuring advertising efficiency and
effectiveness in the Palestinian banking sector”. It is considered as a requirement to
achieve a PhD degree in business at the Sudan University of Science and Technology,
that the student Mohammad Zedan Salem is doing under the supervision of Dr. Mousa
Hasab Alrasoul.

I will be very pleased if you kindly answer the questions below by putting your
check/cross mark on the space provided.

Your honest opinion in answering the following questions will be much appreciated.
Rest assured that all your answers will be treated confidentially and will only be used
for the purpose of this study.

Thank you very much

The researcher

Part One: Information about Bank

1.1 Name of the bank:

1.2 Establishment year of the bank:




1.3 Number of employees before Al Agsa Intefada (before the year 2000) inside
bank branch:

|:I 1-10 ernployeesl:l 11-20 employeesl:l 21-30 employeﬂ 31-40 employees
|:I 41 employees and above

1.4 Number of employees after Al Agsa Intefada (after the year 2000) inside bank
branch:

D 1-10 employeeD 11-20 employeeJ:I 21-30 employees D 31-40 employees
|:I 41 employees and above
1.5 Monthly bank’s sales before Al Agsa Intiada (before the year 2000):
] Lower than $20000 [_J] 20000-$40000 [_] 41000-$60000
] 61000-$80000 [_] $81000 and above
1.6 Monthly bank’s sales after Al Agsa Intiada (after the year 2000):
D Lower than $20000 D 20000-$40000 D 41000-$60000
] 61000-$80000 [_] $81000 and above
Part Two: Personal Information (Profile of the Respondents)
2.1 Position held:

|:I Owner/manager of bank |:I general manager |:I marketing manager

|:I Public relations manager |:I others. Please specify?

2.2 Number of years in position:

I:I Less than 2 years I:I 2-3 years D 4-5 years I:I above 5 years

2.3 Work experience:

|:I 1-5 years |:I 6-10 years |:I 11-15 years |:I 16-20 years

|:I 21 years and above

2.4 Age:

|:I 21-30 years I:I 31-40 years I:I 41-50 years |:I 51-60 years
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61 years and above

2.5 Gender:

I:I Male I:I female
2.6 Marital status:

|:I Single |:I married |:I divorced
2.7 Educational attainment:
I:I Higher school or lowerl:l Diploma |:I Bachelor I:I Master I:I Ph.D.

2.8 What was your major?

I:I Commerce I:I engineering I:I art I:I science I:I others, please specify? ____

2.9 Have you ever joined a training program in the field of bank advertising?

D Yes D No

2.101If yes, could you differentiate between the two concepts "efficiency and

effectiveness'?

D Yes D No

2.11 Please, define efficiency and define effectiveness?

Part Three: Respondent Evaluation

3.1 What are your bank objectives in your views? (choose what is relevant and put in
order according to importance)

- Sustainability ()

- Sales increase ()

- Profit increase ()

- Employment increase ()

3.2 Which is the best term for describing your relationship with your customers?
- Customers will deal again with the bank. If they do not come back, there will be new
customers ()

- Focusing on offering good services at reasonable prices ()



- Meeting customers’ needs and desires while achieving profit ()
Part Four: External and Internal Environment
To what extent do you agree or disagree with the following Strongly | agree No disagree | Strongly
statements agree opinion disagree

4.1 Bank management need to evaluate its strengths and
weaknesses of each department periodically.

4.2 Bank management need to identify the opportunities and
threats.

4.3 Bank management adapt themselves to the external
environment.

4.4 Bank management review information derived from the
environment continuously.

4.5 Bank management forecast conditions that will exist
within a bank's environment at some future time.

4.6 Bank management take into consideration features of
their demographic environment such as age distribution,
regional variation, and gender for developing advertising
program.

4.7 Technological skills and modern equipment are used
when making advertising decision.

4.8 Bank management take into account its social
environment such as reference groups and family for
developing advertising program.

4.9 Developing bank advertising program depend on
evaluation of Cultural environment such as beliefs, values,
and norms.

4.10 Data and information about economic environment
such as income level of target audience is used for
developing advertising program.

4.11 Developments in political environment such as laws,
and pressure groups is considered when making advertising
decisions.

4.12 Could you please describe the bank's reaction towards changes in competing

banks advertising?
- Nothing ()

- We imitate the competitors in case their advertising succeeds (

)

- Continuous improvement of your advertising effort to sustain market leadership ()

4.13 Which of the following statements are the best for describing banks’ management

reaction towards environmental changes?
- Waiting, observing and then responding ()

- Expectation and adaptation ()




- We try to identify alternative prospective advertising policies and then attempt to
implement one of them ()
- We don not depend on realistic future scenario prediction, but we try to achieve the goal

weset( )

4.14 In which of the following internal factors, there is a strength, a weakness, or both
(strength and weakness)?
- Marketing department

I:I strength I:I weakness I:I both

- Finance department

|:I strength |:I weakness |:I both

- Service department

I:I strength I:I weakness I:I both

- Others, please specify?

4.15 In which of the following external factors, there is an opportunity, a threat, or both
(opportunity and threat)?
- Demographic environment

I:I opportunity I:I threat I:I both

- Technological environment

I:I opportunity I:I threat I:I both

- Social environment
I:I opportunity I:I threat I:I both

- Economic environment

I:I opportunity I:I threat I:I both

- Cultural environment

|:I opportunity |:I threat |:I both

- legal and political environment

|:I opportunity |:I threat |:I both

- Public opinion

|:I opportunity |:I threat |:I both

- Others, please specify?




Part Five: Bank Advertising Objectives

To what extent do you agree or disagree with the following Strongly | agree No disagree | Strongly
statements agree opinion disagree

5.1 There is a need for the advertisers to define the
advertising objectives carefully.

5.2 Bank management puts predetermined specific
advertising objectives

5.3 The objectives are stated in clear, precise, and
measurable terms.

5.4 Bank management set realistic goals and need to be
consistent.

5.5 Advertising objectives cover a specified time period.

5.6 Advertising objectives generate all or some of the
following: attention, be understood, be believed, and be
remembered.

5.7 Advertising objectives change over the course of a
product's life cycle.

5.8 Advertising objectives are considered appropriate criteria
when measuring advertising outcome.

5.9 It is important to start by identifying the target market
and motives for developing a bank advertising program.

5.10 The aim of bank advertising objective is to inform,
persuade, remind, and reinforce advertising message.

5.11 Specialists take part in making important decisions
regarding marketing policies of the bank

5.12 Bank management takes into consideration target
market and marketing mix when setting the advertising
objectives

5.13 From the main advertising objectives that your bank management used is:
(choose what is relevant and put in order according to importance)

- Advertisement about new bank services ()

- To motivate client to repurchase service ()

- To reinforce the present bank services ()

- Improvement of bank image ()

- Development of bank services to keep the present market or increase the present
market ()

- Supply the potential client by data and ideas concerning the characteristics of
main services ()

- Others. Please specify? ()

5.14 The following objectives are commonly used by bank advertising managers
(choose what is relevant and put in order according to importance) and state whether
each of them easily quantifiable?

- Diversification of services () D Quantifiablel:l Non quantifiable




- Increase of sales ()

- Increase of deposits (

)

- Increase of credit facilities ()

- Increase number of clients ()

- Profit Increase ()

- Target market increase (

)

oo

Quantifiable |:I
Quantifiable I:I
Quantifiable I:I
Quantifiable I:I
Quantifiable I:I
Quantifiable D

Non quantifiable

Non quantifiable
Non quantifiable
Non quantifiable

Non quantifiable

Non quantifiable

5.15 What is the specified time period for achieving the predetermined specific
advertising objectives?
D 1-3 months D 4-6 months D 7-9 months D 10-12 months

|:I More than one year

5.16 Which of the following list are the main competitors of your bank? (you can
choose more than one answer)

Bank’s name Bank.of Commercia .Palestine Arab Jerusalem Arz?b. Palesti_ne Palestipe
Palestine 1 bank of investment Islamic developme Palestinian | Internationa Islamic
Palestine bank bank nt and investment 1 bank bank
investment bank
bank

Put the sign (X)

Bank's name Al Agsa Cairo Arab bank Bank of Egyptian Jordan Gulf | Jordan Housing
Islamic Amman Jordan Arab land bank national bank of
bank bank bank bank trade and

finance

Put the sign (X)

Bank's nam Jordan Union bank | The Palestine HSBC bank

a S name Kuwaiti for saving Principal Banking middle east
bank and bank of Corporation
investment | developme
nt and
agricultural
credit
Put the sign (X)

5.17 What is the average length of time the audience is exposed to message?

a_

Newspaper:

Number of page
Number of times
Location of advertisement

Magazine:

Number of page
Number of times
Location of advertisement
Color or black and white advertising




c-Television:
]
J

d- Radio:

I:I Less than one minutel:l 1-2 minutesl:l

More than 5 minutes

I:I More than 5 minutes

Less than one minutel:l 1-2 minutesl:l 3-4 rninuteD

3-4 minuteD

4-5 minutes

4-5 minutes

5.18 Locate each of the following services in its appropriate life cycle stage?

Kind of

The stage

services

Introduction

Growth

Maturity

Decline

Deposits

Direct credit
facilities such as
loans

Indirect credit
facilities such as
letter of credit
and letter of
guarantee

ATM machine

Visa card

Credit card

Transfer and
remittance

Travel checks

Manager checks

Call bank

Treasury

Save box

5.19 When did you start offering the following services?

Kind of services

The time

0-6 months

7-12 months

13-18 months

19-24 months

More than 25
months

Deposits




Direct credit
facilities such as
loans

Indirect credit
facilities such as
letter of credit and
letter of guarantee

ATM machine

Visa card

Credit card

Transfer and
remittance

Travel checks

Manager checks

Call bank

Treasury

Save box

Part Six: Advertising Budget Allocation

To what extent do you agree or disagree with the following
statements

Strongly
agree

agree

No
opinion

disagree

Strongly
disagree

6.1 Bank management allocate annual advertising budget

6.2 Bank management consider advertising as investment
rather than expenses

6.3 Bank management take into consideration the market
share when determining advertising budget

6.4 Bank management take into consideration the
importance of competition when determining advertising
budget

6.5 Advertising expenditure can increase sales, even in times
of recession

6.6 Bank management take into account one or more of the
following: the size of bank, kinds of services, the availability
of funds when its budget is determined

6.7 Bank management determine advertising according to
product life cycle.

6.8 It is important to take into account costs, message design
and type of media when bank is setting advertising budget

6.9 Bank management consider advertising should depend
on previous sales

6.10 Bank management use quantitative mathematical
models to facilitate advertising planning, allocating budget,
and media analysis

6.11 Bank management pay advertising agencies according
to quality of services

6.12 Bank management pay advertising agencies according
to quantity of services




6.13 What are the bases —from your point of view- that you depend on when
determining advertising budget? (Choose what is relevant and put in order according

to importance)

- Personal judgment ()

- Percentage of forecasted sales ()

- Percentage of previous sales ()

- Estimate of competitors reactions ()

- Estimate of the bank service characteristics ()
- Estimate of the target sectors ()

- Estimate of the results of marketing researches about the proper base ()
- Others. Please specify? ()
Part Seven: Advertising Message
To what extent do you agree or disagree with the following Strongly | agree No disagree | Strongly
statements agree opinion disagree

7.1 Bank management plan advertising campaigns

7.2 Bank management put alternative advertising messages

7.3 Bank management evaluate alternatives to determine the
proper advertising message

7.4 Bank management take the social responsibility into
consideration when designing advertising messages

7.5 Bank management use local advertising agencies to
create advertising message

7.6 Bank management use international advertising agencies
to create advertising message

7.7 Bank management target advertising campaigns to
clients inside Palestine

7.8 Bank management target advertising campaigns to
clients outside Palestine

7.9 Bank management evaluate results of advertising effort
on target market

7.10 Bank management take into account the creative
characteristics of advertisements

7.11 Creativity is vital for motivating clients, thus will affect
return on investment

7.12 Bank management believe that advertising agencies act
in the best interest of their principal (the bank)

7.13 Bank management pay for advertising agencies in
advance

7.14 Bank management do advertising message design

7.15 "How to convey the message" is vital for bank
management

7.16 Emotional advertising is a way to increase the
involvement

7.17 Bank management take into account the hidden power
of emotive advertising

7.18 Bank management consider rational advertising as
better than emotional advertising
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7.19 Bank management use attention, interest, desire, and
action to help guide message planning

7.20 Which of the following terms should be taken into consideration while

planning and implementing your advertising message? (choose what is relevant

and put in order according to importance)
- Credibility ()

- Memorability ()

- Personal involvement ()

- Likability ()

- Category feelings ()

- Brand presence ()

- Partner quality ()

- Novelty ()

Please, fill in the blanks in the questions below?

7.21 Dollars spent on the advertising campaign annually
7.22 The average duration per year of advertising campaign
7.23 Experience of the people who plan, execute, and evaluate the advertising

campaign (in years)

7.24 Number of (larger) words on the last advertisement

7.25 Number of concepts presented on the last advertisement

7.26 The area of graphics display in magazines and/or newspapers
7.27 Number of emotional words on the last advertisement
7.28 Number of rational words on the last advertisement

7.29 The average number of bank annual advertisements in advertising media

Part Eight: Advertising Media

To what extent do you agree or disagree with the following
statements

Strongly
agree

agree

No
opinion

disagree

Strongly
disagree

8.1 Bank management determine the size of target group and
their characteristics in advertisements

8.2 The time factor is vital when executing the advertising
program by bank management

8.3 Because of alternative media availability, comparison of
media selection is a simple task

8.4 Bank management decide on advertising budget before
advertising media selection

8.5 Bank managers are aware of the need to study: reach,
frequency, and impact before media selection

8.6 Bank management considered that knowing the media
habits of clients is essential for deciding among alternatives

8.7 Cost of media is essential for deciding on media
selection

8.8 Bank management use a single advertising media for all
clients
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8.9 When new clients enter the market, it is necessary to
continue advertising effort

8.10 Which is the advertising medium that your bank management use by percentage?
(Choose what is relevant and put in order according to importance) (Distribute 100%
among the following media)

Advertisement on

Advertising Personal | Newspapers | Magazines | Radio | TV | Internet | Poster | Other. Please
Media Relation specify

Percentage (%)

8.11 From your point of view, what is the importance of the following bases that bank
management depend on when choosing proper advertising medium?

Importance Degree

Choosing Base Vfrry High Average Low Very
High Low

Characteristics of bank services
Knowledge and experience of bank staff
Size of advertising budget allocation
Nature of target market and target people
Results of marketing researches on proper advertising
medium
Benefiting from foreign banks experience
Others. Please specify?

Please, fill in the blanks in the questions below?

8.12 Dollars spent on buying media annually

8.13 The average number of clients that bank wants to reach annually

8.14 The time of advertising of your bank is:

Media The time
Morning Noon Evening
TV
Radio
Media The time
Daily Weekly Monthly

Newspapers

Magazines

Part Nine: The Evaluation

To what extent do you agree or disagree with the following Strongly | agree No disagree | Strongly
statements agree opinion disagree

9.1 Bank management evaluate results of bank advertising
efforts
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9.2 Bank management allocate special percentage of
advertising budget to evaluation

9.3 Bank management evaluate advertising message on
sample of target group

9.4 Bank management evaluate advertising message during
advertising campaigns execution

9.5 Bank management evaluate effect of advertisement on
the target group after completing advertising campaigns

9.6 Bank management need to know the short term effect of
advertising

9.7 Bank management need to know the long term effect of
advertising

9.8 The following are of significant interest to advertisers of banking

services

Strongly
agree

agree

No

opinion

disagree

Strongly
disagree

The use of technological advances

Kinds of machines and equipment used

Design of work and methods and techniques of advertising
work

Ability to work that acquired from learning, training, and
practical experience

Motivation to work and desire to do this work through
physical and social conditions surrounding work

9.9 From the tools you use in measuring the impact of advertisement: (choose what is

relevant and put in order according to importance)
- Increasing sales size ()

- Increasing market share ()
- Increasing profits ()

- Others. Please specify? ()

9.10 Which of the following reasons —from your point of view- affect results of bank

advertising? (Choose what is relevant and put in order according to importance)

- Lack of financial resources ()

- Unavailability of qualified expertise inside the bank ()
- Unavailability of qualified expertise outside the bank ()

- Non-existence of realistic and scientific plan of bank advertisement (
- Lack of clarity in bank advertising objectives and activities (

)

)

- Bank management lack of faith in positive results of advertising efforts (

- Others. Please specify? ()

Please, fill in the blanks in the questions below?

9.11 Dollars spent on evaluation of the advertising campaign annually

9.12 Number of used methods for measuring advertising results

13
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Thank You Very Much

2>l gzl all ouns

14



ao_yizoll/ o yizoll 26 2l /o0l

1o 9 analo ansu
ol camd oluiwl g gingall

oMl adles ¢ 551sS oansdl Hulrall o awly Wl ol I3 g
5 15] w9 oSl &z il callainS U5 o " alanld (9 (28 el
oo fAa)l o) poi LzgleiSil o polall Olrgull azols - Jlashl

J_g.w)“ w.l.? ._Mu_g.o/_)_g.\s.).” g_9|).w| CARS -JJ.)_9 ,oJLuJ ul.).u
B (_\_.ul.u d.xo u| Cu> A9 ul.uuuw a.l.x.w| UJ.S'— cuL?yl.: p)S.n.” J.ob

& lasleal ol ,aLng e Ll ano ls quyl az )l xaisi el

nas le ezl

o>l goz,ll alll o

Lidl e wloglao 1oV s 5l

:lil ol 1.1

el aiw 1.2

(22000 Ji5) nas¥l aolasl b gualbgall 3ac 1.3

40-31 [Jabsgo 30-21 [JJole 20-11 [ Juabgs 1- 1q:|

999 lod albgo 41
(22000 Ju8) uadVl diolaiil xey ualbgall sac 1
40-31 Dﬂ.'as.o 30-21 [ JJole 20-11 [ Jelbgse 1- 1q:l

(52000 Ji5) crad¥l aolinl Jib 4, sgand] hidl wlamo 1
$60000-41000 HOOOO-ZOOOO HZOOOO 0 JBI:I

15



)..SL9 81000% 61000-80000%
(2000 Ju8) uadVl aislaiil a2 & | bl wleps 15

$60000-41000 0000-20000 QZOOOO O Js[:l
5iSle 81000% 0 000 80000$D

aold JMs juxo B v e FDIJJMJI [jujly,\o/_uuq
S
: rlidl 8 Jasdl @lgim 228
aiw 5 oo ST a )54 [ 3-2 DwZqusD
Sl 6l Slgin 2as .

21 Go i [Jiw 20-16 Dw1511DM106DM15D

all 2.4
[ [Jw 60-51 [ Jaw 50-41 [ Jiw 40-31 [ Jaiw 21-3C_]

daw 61 o

Lpmuzs

raxs loiz Yl AQ| 2.6

sl ] el ] o]

p.;lx;.l _?.l.uLo
olgiS> [Jumzl [aw,sl [:|J3|,|Wyl:|

¢.).)u.>-J.La.9L)al,5).>| |:I PS—J&D u|.)||:I qmml:l oJLzal:I
T sd el OV Jo 8 Jid (po w2 ol caisil o 2.9

O e~
sus)o.n“u)lﬁwosb_f@o}@.mouuqs)a.M&hMJQ ‘o..su|.)| .10

y .
Sadleall s 5 05 laSll s ol Toe 12011

amoduis wloglas (bl s 2l

orazoll o tedldl s adl

oo ST izl Say) TS89 a0 Sl o o (a5 lai 4575 g0 3.1
(il go aul5]

() al oYl -

() elewall 55k -

() ebVlsol; -

() alasdl 5oL -

16



2o Usladll L8 isy b awe) JiasVl adl wlls)l o sl 3.2

vl

) 232 03l Il OsSaw Laslas iy o) O] s sl puiad] s5lessw 09131 -
(

() cuwlio s g 8342 wlors pyais (e juS,all -

axm, Ll g adsladl aiudl tml I s 5=l

P IPY PR reiPe
$Slso | 39190

[P

S350

6'.',

tad Wl doxl (sle

s IST Caniall g 5all bolas puad i

ool g & liadl o yall 49 20l <l

au> )| addl go il

aloysxall a5l o 8395 ladl wlogleall i

9 Gazxiaw il g lall suidl dadasy i
o

a9 Egardl andl godlo L Lac VT ums oL
ade Y| mol | uolai

SGul 8 o] 65629 g axmslosall ol
oL

alsla)l Jio aucLoiz ¥l aindl H)Lie Y sz i
awdle)

sl s Lo 8 parall SMEYT ol o]
Y g ol vl i

Jio aoLadVl ail ¢ wloglzall 5 UL
oMY moli o polaid Saginuall j9g0>

audl 9 gl HLaeVl sy il
ode YL sls=i,

oo 19 ool SUMeY! 6 jusill ol il Lolwl ooy slo )1 4.12

S ponsliall Jus

( Jeguw -

() oxlin poii ai o g aide] gl dlo (9 pusliall 1,10 -

()

ol L panll g9 83, oy 8 Jiad¥l adWl wllsll oo sl 4.13

17

Satull b sl



() alriwdls adlpall o, UauYl -
() plsWls gdsdl -
ole Jasll a5 o 5 dlaizall dsliiuall o gy luwd| (e o8zl -

() kbs| guax
() 2 Lo Saimni) omans o) 5 spuitl] sl smini Y -

bl of 895 bolas il o puin, &Vl auls 1ol atll Jolgsll o 51 4.14
S(chsio g 555 bolas) aml lagiam: go oYl 5l Canio

Saswtid] 6,515 -

o [] womio [ ] 098[ ]

a6 -

o [] e ] 655 (]

e loazdl 8,50 -

oI [] oo [ ] 855 ]

$o0> dbiad o syl -

sl azlio o, il b iz, aVl axz )l ainll Jolgsll o (sl 4.15
Hwlarg 5 a>lio 009) Jandl lagian, o iVl 5l wlrags
) a*sl)..csmt_:ll ainll -
Y - Ey}ﬁ“ wlD
= QLwyl @ll-j
SVl xxgi [Jas lie duo 8
O 2285 9
u E—_)Il,a@yl z@_ul-:l

oYl [ 2e [Jarbio a9
l:dlysiW|9ld:+Iww| o.ud|l-:l
oIl [ e oo aas
u . Pwlﬁull-:'
oYl (] >>& i>lis 40,9
$o0> dLasd o «su>l -

9 uaall QMeVI Whaal 1 guolal s 2l

e 2 | SV | sslse | 39050 auJLJl | _”.QJ.C« g"'”[ga&).ol.o

oo | $9lso 2
62y

18

aylizs aude Yl pgolanl gilzall Sy ol azl> Jla 5.1
Lo 83330 aude| loal lidl b)) giai 5.2
bl abls g 8oa=0 g daxiolg LIlawl clidl 6,15] giai 5.3




&l 5 i Sl dull &b g 5.4

83330 dxio j 6,19 andeYl 9yl Jasi 5.5

Ol woliw¥l 1 (WYl o $ 5 gl raz aude Yl laaYl gox 5.6
9sS3ill a8 55 ol sanggin 0sSs

soxdl 8L 6,90 9 btz Loy VY] Blonl i 5.7

@l 30 pwbid) cuwlio [ lzo OMeYI Olanl iz 5.8
ol VI

wailos 5 oxgimal]l Gomdl iz Jidl 6,10] podi 5.9
s ool ONEY] ol uglas aic

00 a8 poall ol uSaill 5 e syl U5V iz, 5.10
oMe Yl Colawl

aolgdl o, Lall 3561 3if Gromaxio Il ui] i 5.11
i) aiy i) | Lo b b aslsioll

il JLu..Cy| O ;9).34»14” 03.»&” Dsy 69y SJL&:512
oNe Yl Llaal giog

oSa) Slg 05058 il andeYl eManll apusi | 1Yl o 5.13
(caiill o &) opo ,iST Lus|
( )éy,pdés)nod.opu&uu.cw -
() aoaxdl shiv dagleo cale il x> -
() 0923l dorsall adlall 438 pnall ol Al s 15,0 -
of Wl Gouddl (ole alndlnall ad panll loxsdl duoii o i -
() anl;
aoxsdl Ul joy ailriadl 15891 o ULl o yoll 0o il g -
() aws I
T3> dLad o wsy5l -

0Sas) Jidl (58 Sagunid] s lgosrimy &l slanYl o sl 5.14
Salggun amwld So agio sl 9 ¢(w,J| go wl>] oo ST, Las|

awld Say Y DLSuS«u ( )ULO.)JL”&s.u-

awld Sy Y ) wlawa]l 85l -
awld Soy Y ﬁ;juim ) &logdl ox> 8oL -
awld Sy Y LauyIUW|O)LJ-
cuwhsus.my )93La£J|.)A.§«o.)LU-

awlid Soy [jmusw [j( ) bVl soly -
awld HSay Y a-uD.,)Su l‘_"l ) gl Bgudl 804 -

awde )l ol Gubxid 83axall dyio I 8,08l lawgio 9b b 5.15
NPT ST N |

19




oo ST [Joe 12-10 Wi 9-7 Wi 6-4 Wi 13 )

sl 5Say) Sad Jass 3l i) Gomui | goandliall @d o 5.16

(o] (o ST
i Ll owasll ey ) i Ll iy Lidl pawl
|| ol | sl | samill | oMYl | Lleswdl | sl | oslasals
Al | el | islauadall Jwyl ol | idaalall | idaudall
i
(X) aoMall gio
Ll o el i oo el il iy iy Lidl ol
| ._,J.wl cd=dl 5 o)lasll epril 60 Lall wwadyl
1 oYl S ol olas o)l
| i p2ll
(X) aoMsll gao
HSBC &l ey Ll NER RO Jqu Lindl pawl
il 5ol il | g oW iVl
baw¥l | lis | sawill | limwdl | Sl
A= oleYI
N
(X) aoMall gso
ool lgsd 0980 il dio 8 i8ll Jglo lawgio 50 Lo 5.17
SandeYl alw ) o 20 C9xgimall
b=l -1
CLZQJQJI‘Q.QJ 3
ob.:;“))&
oMYl aolus -
Mol -2
CJ|)_QJ|.)A.§—
oMYl a>lus
semwl g ganl oMl ol pslo OMe] -
st 6-5 4-3 2-1 S Jlmc
o sk — 6 s 4 55 2- _,“..)J‘L“Ob ..
es Oeds @2t o0
: c\.CbW -
oo S| P> 6-5 55 4-3 9> 2-1 > o Jasl
T LF Mg 3+ s 6
Sadlll oloaxl s>95 dnaxl 8L 6,95 J=lro (o >0 sl (29 5.18
al> ,oll aoxxdl ggi
arlgdl | gosiaidl | goidl | asladl
]
oo il Jio b puislall <o dugunil]
o whlaieYl Jio 6 uiliall it o Yiguui]
Y S]]

20



Sl uall

o S |l

CJ)ISCJ.))S

65,1501 o 6oLl &Y lgn]

dg> Lo | o Sl

ol oS

bW Ll

aiy jd|

ayapaxll oLl

Tad Wl wlossd] yais lidl Ia sio 5.19

car9 gill aocxxll ggs

oo S|
25

19-24

13-18 | 7-12

D o

o)l

Jio 6 i lad | e Muganid |
o9 il

Jio 6 0 badl i Mgl
VSl g wlolaze

S Ol uall

oS 1 )l

CJJ[SCJ.))S

55,150l 5 & oLall Ylg=ll

o> Lowd | o Suad |

ol oS

Sl Ll

aiy |

x| oLLY

oMe M asauaroll aijlgall 1guslull s sl

$Slso | 39190

[ PEHT]

sV | sdlse

$3lgo

ROV

Wl Jomd] ol oSiadlgo oo b

oMW a9 dijlgo 2oy Jidl 8,)15] pgai 6.1

wio i8] 4alSs ail e oMYl LIl il 6,00] law 6.2

2o 2 eV sy adgund| awaxdl Sidl s,l5] 3506 6.3
oMVl & jlgo

2o 2i6 LaeY] us dwnndliall dvadl Jdl 6,05] 550 6.4
oYl & jlgo

o iz wlaall 3 Ol Say OXeY! sle BlaiY] 6.5

21




soLaidY] g5 )1 wlsg]

I o ST STzl eI e 2L o,bl 51 6.6

doxll 8Lz 890 cuws OV & jlgo il 6J|)J 2 6.7

S g ridlw )| promi aalSill 359 aronl Jln 6.8
oMY a jlg0 auami xis LLie Yl s andeY] aluwsll

e daiss ol e oleVl & jlgo ol Ll 6l juizi 6.9
asy bud| o lewsll

loulnss Jaguud dawioly) dawaS ziles Slidl 6,D5] poiows 6.10
iz lindl Llwyll Jd= g vdijleall japazi (oMY

Sloadl 839> e OV SYS) il 6,10] go 6.11
YIS o)1 0 lgoris (il

loxdl araS cows oYl SYBo) il 6,10] go 6.12
Yol 03n lgoris il

s 28 anle slaieYl e s3l-pS s dgzg (ro-uwluwdl on Lo 6.13

foMledl & jlgo

() (Boadl lalxils o )92 § Jsimall juxall 6 05) uazuiv b -

( )4.9_9_94.oj|u|)|)4y|wm3.uow -
() aolodl wlsimdl ©lrno o dgio dums -
( )uwh.oﬂalx.mtouubdwl&)u.n.m -

() ais oleoll a8 pmall doaxdl paslos e sl uaasll -

() asrgimall wlelnall (ale el poadl -

() cowliall GulwIl Js> Srsaid]l oz @l ole sl uaaill -

T3> dlad go...s>l -

asMe Yl allw )l taslul s 521

P
$9lse

6 Dy

A SLY] solse [ dle rad Wl Joxdl (e oS

$dlse &2

a e Y| eMasdl il 6,

il allw U Ll 628 giogr il

apde Yl alw Jl aaxd Lladl didl

aMe YT &l Jl suiws cle il

LT (pumy e loiz V1 agsanall 359 &

o) audall OV &Yy Lidl 6,12

a
o) el OV Yy didl 6l

J5 1> ade Yl sgexl Ll 6,15] az

22



5 ande Yl sezll lidl 6,15] aze

e age Yl alluw JI 5l sae il s,
92

e Lulz] sl sMos)l juexi) pgo <5

adiis podi MY wYg ol il 6,
6 adl O] oL

o Sy oMY Yo il 5.

audNe Yl allw J prosais Lidl 6

Ll 6,1 ogo Jlgw "alluw I 5

5 Y5l 6oL ) ady b ablall OMs

wab el MW aaxall sgall il 6

oo Jiasl wMasl oMe Yl lidl 6

(&)
o it )l asioll oLuYl il 6,0
Mo Yl alluw Jl bdasi (28 8

siis g Jadasi sie Hlie Yl gan il sk adWl palaall go sl 7.20

(cwi il go o] oo LiST HLis| oSay) Taude Yl alw I
() credibility L94,3.,@.JJ| aw o] -
() memorability Hluwidl pas -
() personal involvement (suazuid| b, gill -
() likeability dau=olly > -

() category feelings ssiall jezinl ol wluz)l -
() brand presence & 550l asllall -

() partner quality s>¢=Jl -
() novelty o> s i -

rad Wl aliwdl e syl sl

SooY Y90l Lgiw aMe¥l oMaxll (le o9 paall ghall 7.21

Lgiw asMe¥l Mozl asio )l 610)l Luwgio 7.22

oudill o il ladaxidl Hgogsy (Ml Huaaxioll & 4> 7.23

(aiadl) apdeYl Mozl
Aidl ay o6 O] 3T o8 ,m8)] wlalSIl 52 7.24

J.u.” a .ols L)}LC|)>| 9\9 0)9.?3.n.]| p.ubLn.o“ ase 7.25

23



9 3Ll 9l/s wMzall (8 diog sall poww I g JISuY] a>luo 7.26

il & pl8 OMe] ol

Aidl 4 b6 Y] 3T b asibole)l wlalSIl 52 7.27
il pls oMo 5T o avMasdl oSl 3xc 7.28

aalizall apMe Yl Lilwsll (o8 L) aygiadl LMYl 528 lawsio 7.29

anMe Yl abuwgll 1oolidl s 52l

$Slgo

B iy

$9lso

'-..SIJ Y

$3lso

62y

radWl Jozll sle oS

.xLC«Lg.,a.fLa}_ga_éa.giuLo“aiéﬂ,o.z?éh;“i
aude )l

0o WY golisll 3uais sic pgo Jolo

ot 0553 aalinall adeYl Jlusll
ilguw dago drwlioll aydeYl alpwgll L

szl Lis oMe Yl aijlg0 oliw 18 il

aJ

Joooll 1aml,a) az 1, Lae Y pum il
apde M| abpwoll ,Lizl LS

S5V a9 0 Mol hle a8 1m0 ol Ludl i
i liadl g aalixall auMedl Jilwg

olin JLall 510Y dage audeYl dluwsll &
agde Ml

ol oMo 6ol aude] alows <Ll 6,12

iz Jld 0S5 «deml) 227 sYat J
el o

scoxxiamal ] &l andedl Lbwsll oo aliws JS plaziuwl sae Lo 8.10
(Wl oloasdl cle %100 ¢ 505) Tavgioll amill o5l

=9 oMel:

--;SPi

saloll

>Vl

(& &

Jo

<Yl

wlaMall
sl

ASDR

aluwgll

< VI
au M

ol

L=l
oM 2

a

iaJl
a9

%

el oty il ad Wl puawIl drodl 4255 -5 i dg29 po-d Lo 8.11
Sanwliall Moyl abuwoll JLis| lele

W gio

iz axai

i o PRSI

24



ais ol 49 paoll doas

Wl >, lsall s O ox

o9 xgimoll 9 Bagimall §s

alowgll Jo> (§sganidl

$oa> las

rad Wl aliwYl Gle &Yl sl

Lgiw doxximal] asMe¥l Lilwgll sl (ole g panall alall 8.12

(LYsaJL)

Lgiw asd] Jgosll Lidl 2 s3] sMasll 35 lowwgio 8.13

aMe Yl Lilwgll o JS (8 il asazims s3] oMYl cudgi Lo 8.14

PN

alawgll

sluwo

Lelo

Lluo

Oy alidl

aclsyl

alawgll

6 -

SN0 9§

N

eV

onnttill 2wl s 52

S350

°

»E s
$Slgo

&350

620y

radWl Jozll (sle oS

NI & l50 (ro disso do Ll 6]

ains e aude Yl adlw JI opsi, slidl

: i92¢i
e sl e Al JT ity il

aL

aiall e oMV T bty il

25



—auWe Yl alosdl slgul
S0l ypad Ll s a8 yz0) Jull 6

MW sanll aus Ll a8 yza) Al 6

2T T o ] Ganl s adl LT le pSiadlye oo b 9.8
9l 109 o)l Slosl Jlxo (s8 (puilzoll

6 olain)l iz o) 9iSi| ploziwl

dox3xiansal| O lisSlall ¢ 6 g2V ausos

oMYl J e 09 §lall s cudlwdl 5 Josll prai

s el bl o 83951 il 9 Jasdl (als & yxall
audasll &l

Solall Mo o Jasll (9 s )l  Josll aumslall
Josll dasxall axclaiz ¥l g ansulall

oSes) 1l 5,10] o) OMeYl il pwlis (29 asrziamall lgaVl (o 9.9
(il o &l2] go ST L |

() olwall oz -

() adgull aaxll 6oL -

( )CLlJyIO.)LIJ -

() %o dLad yo.. .5).>| -

oMYl @l le i -pS Jlai dgzg (o &l Ll o 1 9.10
(i il o wls] o ST HLis| Seu) S aSuo)
() adldl wlaaxadl & leS pac -
() clidl I3 alngall apmindl oluxll yolei prs -
() didl o, albgoll a il oluxll Jslss e -
( )g»S).ao.n“ull&wcuLo& d.».o.Lf—dJa.?&ao_gfox(« -
( ua);a.njlull&y|daw|9;9|m| T 9w09 PXS -
() wMeYl segmall anludl wlidl Ll 6,0] olosl pos -
o0 bS50 s3] Olawl -
(las

TaJ Wl il e &Y sls

Yol Lo asdedl eMaxll puds (ole 39 panll ahall 9.11
SVl

oM il pwlia) ool @ dall 53¢ 9.12

PSislas a1,

26



Appendix B
Advertising Agency Questionnaire

Dear Sir, Madame
Greetings:
Subject: questionnaire for a study

This study is for “some parameters for measuring advertising efficiency and
effectiveness in the Palestinian banking sector”. It is considered as a requirement to
achieve a PhD degree in business at the Sudan University of Science and Technology,
that the student Mohammad Zedan Salem is doing under the supervision of Dr. Mousa
Hasab Alrasoul.

I will be very pleased if you kindly answer the questions below by putting your
check/cross mark on the space provided.

Your honest opinion in answering the following questions will be much appreciated.
Rest assured that all your answers will be treated confidentially and will only be used
for the purpose of this study.

Thank you very much
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The researcher

Part One: Information about Agency

1.4 Name of the agency:

1.5 Establishment year of the agency:

1.6 Number of the present employees:
1.7 Number of bank advertisements the agency executes every year:
Part Two: Personal Information (Profile of the Respondents)

2.12  Position held:

2.13  Number of years in position:
D Less than 2 years D 2-3 years D 4-5 years D above 5 years
2.14  Work experience:
] 1-5years [_] 6-10years [ ] 11-15years [_] 16-20 years
|:I 21 years and above
2.15 Age:
|:I 21-30 years I:I 31-40 years I:I 41-50 years I:I 51-60 years
|:I 61 years and above

2.16 Gender:

|:I Male |:I female
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2.17 Marital status:

|:I Single |:I married |:I divorced
2.18 Educational attainment:

I:I Higher school or lowerl:l Diploma I:I Bachelor I:I Master I:I Ph.D.

2.19 What was your major?

I:I Commerce I:I engineering I:I art I:I science I:I others, please specify? ____

Part Three: External and Internal Environment

To what extent do you agree or disagree with the following Strongly | agree No disagree | Strongly
statements agree opinion disagree

3.1 Our agency should evaluate strengths and weaknesses of

each bank periodically.

3.2 Our agency should identify the opportunities and threats.

3.3 Our agency adapts themselves to the external
environment.

3.4 Our agency reviews information derived from the
environment continuously.

3.5 Our agency forecast conditions that will exist within a
bank's environment at some future time.

Part Four: Bank Advertising Objectives

To what extent do you agree or disagree with the following Strongly | agree No disagree | Strongly
statements agree opinion disagree

4.1 Our agency helps bank management in defining the
advertising objectives carefully.

4.2 Our agency helps bank management in defining target
market and motives.

4.3 In general, most of bank advertising objectives are stated
in clear, precise, and measurable terms.

4.4 Our agency thinks that bank management set realistic
goals and need to be consistent.

4.5 Advertising objectives cover a specified time period.

4.6 Our agency takes competition into consideration

Part Five: Advertising Budget Allocation

To what extent do you agree or disagree with the following Strongly | agree No disagree | Strongly
statements agree opinion disagree

5.1 Our agency participates with bank management in
determining annual advertising budget
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5.2 Bank management pay reasonable fees for advertising
agency to do their work well

5.3 Bank management pay advertising agencies according to
quality of services

5.4 Bank management pay advertising agencies according to
quantity of services

5.5 Both quality and quantity are being considered in
determining advertising fees

Part Six: Advertising Message

To what extent do you agree or disagree with the following
statements

Strongly
agree

agree

No
opinion

disagree

Strongly
disagree

6.1 Our agency plans and executes advertising campaigns

6.2 Creativity is vital for motivating clients, thus will affect
return on investment

6.3 Bank management pay for advertising agencies in
advance

6.4 Our agency designs advertising message

6.5 "How to convey the message" is the core of our
advertising effort

6.6 Emotional advertising is a way to increase customer's
involvement

6.7 Our agency considers rational advertising to be more
better than emotional advertising

6.8 As an advertising agency we use concepts such as
attention, interest, desire, and action to help guide message
planning

Part Seven: Advertising Media

To what extent do you agree or disagree with the following
statements

Strongly
agree

agree

No
opinion

disagree

Strongly
disagree

7.1 Our agency chooses the advertising media

7.2 The time factor is vital when executing our advertising
program

7.3 Due to availability of a number of media, comparison
before selection is difficult task

7.4 Our agency selects advertising media according to
advertising budget

7.5 Cost of media is most essential in deciding on media
selection

7.6 Advertising agency uses a single advertising media for
all clients
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Part Eight: The Evaluation

To what extent do you agree or disagree with the following
statements

Strongly
agree

agree

No
opinion

disagree

Strongly
disagree

8.1 Our agency evaluates results of bank advertising efforts

8.2 Our agency allocates special percentage of advertising
budget to evaluation of campaign result

8.3 Our agency evaluates advertising message on sample of
target group

8.4 Our agency evaluates advertising message during our
campaigns execution

8.5 Our agency evaluates effect of advertisement on our
target group after completing advertising campaigns

8.6 Our agency needs to know the short term effect of an
advertising campaign

8.7 Our agency needs to know the long term effect of an
advertising campaign

Thank You Very Much

szl ozl alll g,

ao_yizoll/ o yizoll

31

16 dand 1/ ol |




1 9 analo ansu
wole camd gluwiawl (g gungoll

L)}LC)” quLng oslaS p.n.u.mJ )ulx.n.” Ua.xa muul).) qu uxz.\“ B ;9).3;
6,15] 9 o934z > Jui) callainS s 5 " palanld (9 (23 puaall
somo felall as pgi; LzolgiSill g polall lrgumll dsols - JlacVl

Jow ]l cuns uwge LSl L] e s o pllw ol

B @Lu d.x»a u| Cau> a9 ul.u.u.uw d.l.u.ul ,_,J.C cul?yl.: P)S.Jl Jol.:
Slogleall L plall go .05, Lis| axe cale (oYl a5l smins ]
uob.f—yw PML)JSIQ.OL' Ay J.oL&u»Lg.n.LC—JM»,_,u“

AT IO P | IS |

s.a:laJl

oMeVl allSg e wloglo 1 gVl s 1=l
alSs)l awl 1.1

oGl puabbgall sas 1.3
Lo aSo)l osas il awd paad| LY 5ac lowgio 1.4

anosuis wloglo 1 mlidl s 2l
Fstudo o | ool 2.4
: ralSodl 9 Josll wlgiw dac 2.5
aiw 5 e iST d]54 [P 32 w2 oo Js[]
radSdl 6 usdl wlgiw dac 2.6
21 o LiSl D"‘“’2016 DW1511D““106[:|W151:|

,MJ|24

[ [Jw 60-51 [ Jaw 50-41 [ Jiiw 40-31 [ Jiiw 21-3C_]

aiw 61 o

quinll 2.5

FRART| QJ; )SEZ 12
sl ] e[ ][]

32



5 Lo
_ Soam Alias o szl [ psde ] ol [ awsin[ ] s, []

puleill soiwo  2.13
obsiS>  [imzlo [ JhuysllS l:IJ-9|s|ue»>yl:|
§ Lowazs

2.14

axz, Ll g anls Il azadl :ed W s 52l

] i LI 550 T 3 Wl Jomd] le pSiadlgo sae Lo
| iy JST camiall 5 o5all Lolas pasins OYe YT allS o 3.1
S92
5 &> liall o sall a9,m0 e YT &Il Jows 3. 2
iz, Bl il go MY &S, alolis 3.3
il o 6395 o)l wloglrall OV A a5 3.4
8 Saminn il Do lall gl dxlass oMYl Sy pods 3.5
Ll 51> Jedsall
9 pooll QMeVI Whaal el )l s 2]
Gsl);.:« d_qf;j sLY | slse L?,il_‘i a‘JLL” I ”ul; gls.o ‘SJ.DLO
| i e Jgidl 6,1] 628 batos oMY AlSy poss 4.1
alin asdeYl Lol
Sondl iy 0 il 6,10] oMVl &Sy acluw 4.2
] I giwnoll
0555 axd paall aMeY] BnYl alaso ple JSuiu 4.3
owbill aLl8 § 83320 ¢ axiols
d.uy.gl g_9|.)..ib| o -J_g.uJI o_)|.)| u| uBLCW 4.“5_9 2w 4.4
aub_g 4.;.0.;.0.7
830 din ) b0 apded] lanYl s 4.5
Lie] as amsliall MY ASs 350 4.6
OMe M dsmazall aijlgoll iguolal s sl
PR RS Wl Jomd] ol oSiadlgo 5o b
| augiw 4 lgn oz Jidl 6,1 oMedl Sy I, L 5.1
, ode M
oLall OMeYT aSo) adls Jlgol go Joidl 6,15 pois 5.2
loxdl 8397 s OV SYBo) didl 6,15 g5 5.3
Yol 030 lgoris il
lor] dxaS oz XY Yo Aidl 61| go 5.4

33




Yol 00 lgosis il

2o e Hlie Yl pum wloaxll aucgi g aunS 3555 5.5
oMVl AlSe) soladl Jlaall

asMe Yl allwJl tguobdl s 521

st [ SLY] olsa [ 59lsa rad Wl Joxll (e oSiadlgo s20 bo

§9lgo 2

Joill asde¥l oMozl MYl AlSy sbis g lakas 6.1

ol Lzl sl Mol jraxi ogo £ 5> glaY] 6.2
laiiwY] e 3l Jazo

i JSoin MY Y So) il 6,15] zoa 6.3

Mo Y| Al J| peoais oMYl &Sy pois 6.4

ki s 29> 9 pgo Jlgaw "allw Jl dai aS™ 6.5
e Y agll

claiil 5 £Yg 5oL ab b raboll O] iz 6.6
Ul

o Jiad] adasll X o oMYl Sy iss 6.7
ciboladl oMY

o it )l sasioll LYl ONeY Sy pazins 6.8
asMe Y alluw | boglasi (o8 656 bual) Suaiill

anMeVl aluwsll tasludl s 5l

26| SLY | sslse | s9lse rad Ul ol e 0Sia9lg0 so0 Lo

B9lg0 82y

i liod | aMe Y] alowsll oMYl &Sy lisw 7.1

oo wMeY| moli ! 3usis sic ogo Jole cudgill juin, 7.2
eyl WlSy Jib

auloc 0955 caalizall ande Yl Llwgll 1997 s 7.3
isr0 dogo dswlioll adeYl aluwg)l Lzl o aliolaoll

o s liadl ande Yl alwgll oMYl alSy Uz 7.4
MM dmaxall @ ;lgall

apde Yl alpwsll ) Lisl

Ll groz) 8a2lg apde| aluwg oMYl &Sy paxiuui 7.6

pasdill 1 polill &l
T = LV sole| oolea tad Wl ozl (ale oS

0—9|9-° u9-9|9-° 62w
d9gall @l pusi dudoss oMY

82 .-..

MY @ 5lg0 o dume dms ONY] Al

34



e aude Yl alw Jl pusiy oMe Yl &

&9 2giamnol|

Ll auMe Yl allw Jl aniin oMeYI ¢
apde |

asall e oMeYl il andin, OMeYI
aude Ml aloxll slgiil

Saall juad il sxe a9 ,2a) OV &
apde

wle el sy Jldl a9 20l OYeY] &

[

eSiglns Guusd 1,86

Appendix C
Clients' Questionnaire

Dear Sir, Madame
Greetings:
Subject: questionnaire for a study
This study is for “some parameters for measuring advertising efficiency and

effectiveness in the Palestinian banking sector”. It is considered as a requirement to
achieve a PhD degree in business at the Sudan University of Science and Technology,
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that the student Mohammad Zedan Salem is doing under the supervision of Dr. Mousa
Hasab Alrasoul.
I will be very pleased if you kindly answer the questions below by putting your
check/cross mark on the space provided.
Your honest opinion in answering the following questions will be much appreciated.
Rest assured that all your answers will be treated confidentially and will only be used
for the purpose of this study.

Thank you very much

The researcher

Part One: Personal Information
1.1 Age:

D Less than 30 years I:I 31-40 years I:I 41-50 years I:I 51-60 years I:I 61
years

and more
1.2 Gender:
|:I Male |:I Female
1.3 My job is:
I:I Public sector employee I:I Private sector employee
I:I Unemployed I:I businessmanl:l labor D others, please specify

1.4 Educational attainment:

I:I High school or lower |:IDiplorna ﬂ;lIelor Dter
I:I Ph.D.
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1.5 The period of the present dealing with my bank:
D Less than one year D 1-3 years D 4 years and more
1.6 The average number of times I visit my bank every month:
|:I one time |:I two timesD three times |:I four times |:I five times and more
1.7 I deal with:
D One bank D two banks D three banks and more
1.8 My account(s) in bank is (you can choose more than one answer):
D Current account D saving account D time deposit D loans
I:I Overdraft I:I letter of credit or letter of guarantee

1.9 The advertising message affects your purchase decision making? (give percentage such as
7%, 20%, ...etc.)

1.10 Which of the following services you are used? And when you start using it?

Kind of services Put sign (X) for the The period
services you are used | in (months)

Deposits

Direct credit facilities such as loans
Indirect credit facilities such as letter of credit and
letter of guarantee

ATM machine

Visa card

Credit card

Transfer and remittance

Travel checks

Manager checks

Call bank

Treasury

Save box

Part Two: Questions Related to Bank Advertising Message
How do I feel about the following?

2.1 I think that the content of bank advertising message was:

|:I Very gooD gO(J-__I sz_.I po<L__I very poor
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2.2 1 think that the time of bank advertising message was:

|:I Very goodD good |:I fair |:I poor |:I very poor

2.3 1 think that bank advertisement was honest after I started dealing with the
bank.

|:I Strongly agree |:I agree |:I no opinion |:I disagree |:I strongly disagree
2.4 1 think that the present bank advertising campaigns are:

|:I Very good |:I good |:I fair |:I poor |:I very poor

2.5 I remember the last three bank advertisements?

I:I Yes I:I no

2.6 I was elected by the bank management to evaluate advertising message to

determine the range of advertising message efforts.

|:I Yes D no

2.7 I think that the advertising message contains one or more of the following
elements.... (You can choose more than one answer)

Attraction ()

Attention ()

Influence ()

Persuasion ()

Motivation ()

Provocation ()

Part Three: Questions Related to Bank Advertising Media:
How do I feel about the following?
3.1 1 think that advertising media used by the bank were:

|:I Very good D good D fair |:I poor |:I very poor

3.2 In general, I think that there is a positive effect of proper advertising media on
the potential client.

I:I Strongly agree I:I agree I:I no opinion I:I disagree I:I strongly disagree

3.3 How did I come to know about the bank I deal with? (You can choose more than
one answer)

|| “ Advertisement on
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Advertising Newspapers | Magazines | Radio | TV | Internet | Poster | Personal | Other, please
media relation specify
Put the sign (X)

3.4 What is the proper advertising media that I prefer to read or hear or watch

advertisement through it by percentage? (You can choose more than one answer)

(Distribute 100% among the following media)

Advertisement on

Advertising Newspapers | Magazines | Radio | TV | Internet | Poster | Personal | Other, please
media relation specify

Percentage (%)

3.5 What are the reasons that persuaded me for making my above choice among the

media? (Choose and put in order according to importance)

- Good design ()

- Satisfaction of my wants and needs (
- Simplicity ()

- Proper timing ()

)

- Others, please specify? ()

3.6 Put the following media in descending order according to your watching, reading,

and listening habits?

- Newspapers ()

- Magazines ()

-Radio ()

-TV( )

- Internet ()

- Poster ()

- Personal relation ()

- Other, please specify? ()

Thank You Very Much
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Appendix D
Questions List of Structured Interviews

1- Is there a marketing department or marketing manager inside the bank
(bank branch)?
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2- If there is no marketing department or marketing manager inside the
bank, who undertakes by marketing job?

3- What is the percentage of annual sales that bank management allocates
for advertising?
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