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Abstract 
Objective: To measure the effectiveness of an advertising campaign, three 
parameters of mixed media used in the campaign, the impact of the campaign 
on the purchase intention of customers and the impact of the campaign on the 
special value of the brand are considered. Each of these parameters includes 
several parameters, and the ranking and knowledge of the position of each of 
these parameters can help us in better managing advertising campaigns and 
making the spent costs more effective. The multiplicity of traditional media 
and the emergence of new media have made optimal budget management and 
the effectiveness of advertising in the media a big challenge. The current 
research was conducted based on the concern in Iran's banking system 
regarding the lack of a practical model for designing an effective media 
sphere with maximum impact on the two important components of customers' 
purchase intention and brand value. 
Method: The purpose of the research is applied, and in terms of data 
collection, it is descriptive-survey. For the descriptive part, the method of 
library study and review of sources and scientific articles was used, and for 
the survey part, a questionnaire was designed and distributed to a selected 
sample of the researched community. The research started by conducting 
library studies and based on the identified components and measures, a 
questionnaire with 37 questions based on the Likert scale was compiled and 
randomly distributed among 384 customers of Saman Bank. The data 
extracted from the questionnaires were analyzed with Spss and Lisrel 
software and using the technique of factor analysis and structural equation 
modeling. For the validity of the questionnaire, while using the standard 
questionnaires in similar researches, the necessary checks were carried out 
by supervisors and experts in the field of media. To measure the reliability of 
the questionnaire, in this research, Cronbach's alpha coefficient was 
calculated using Spss software and the number was 0.865, which indicated 
the high reliability of the questionnaire. 
Findings: The findings of the research show that social networks have the 
highest rank and social responsibilities have the lowest rank among the 
desired media of Saman Bank customers. Also, the parameters of brand 
awareness, perception quality, brand association and brand loyalty are more 
important in the minds of Saman customers. Also, among Saman's customers, 
primary purchase intention is a higher priority than secondary purchase. 
Results: The results of the research show that customers' purchase intention 
and special brand value are two important and effective parameters in the 
selection and classification process of media in advertising campaigns. 
Considering the changes in the use of media among people, especially with 
the emergence of new media such as the Internet, websites and social 
networks, it is necessary for banks to improve the effectiveness of advertising 
budgets with the attitude of simultaneously influencing the purchase intention 
of customers and promoting the special value of the brand, in the preparation 
of advertising campaigns. Review the layout of your media portfolio and pay 
special attention to new media. 
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