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ي تقدمها المصارف في جذب تأثز الاعلاوات الرا الاستبٍبٌ إنى يعشفت ٌسعى انببحث فً ِ

,  العملاء لخدمات الصيزفة الالكتزووية

جببت عهى الأسئهت انًحتٕاة فً أٌ َجذ انتعبٌٔ انًطهق ٔانجبد يعُب يٍ خلال الإ َشجٕٔنزنك 

, الاستًبسة

فضم نًٕضٕع انذساست ٔببنتبنً تقذًٌكى نهًعهٕيبث انكبفٍت ٔانذقٍقت سٍؤدي إنى تقٍٍى أحٍث أٌ 

. يسبعذة انببحث فً تحقٍق أْذاف بحثّ ٔانخشٔج بتٕصٍبث فعبنت ٔيُبسبت

يع انعهى أٌ انبٍبَبث انتً ستضٔدَُٔب بٓب يٍ خلال إجبببتكى سٕف تستخذو لأغشاض انبحث 

. انعهًً فقط

 

 

تعاووكم حسه شاكزيه 
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Abstract 

 
The study has focused on the impacts of advertisements to attract clients for 

utilizing e-banking services. The study aims to expose and present the 

relative significance of the advertisements by clients, and the extend of its 

role to provide appropriate and attractive information and to determine the 

advertisements impacts to educate the client and direct his behavior to make 

the decision to deal with the banking services provided by the public and 

private banks. Further, the study aims to disclose clients satisfaction with the 

different advertisements means, and its credibility in providing information 

and to determine the e-banking concept and review the realities of the         

e-banking services provided by the Syrian public and private banks. 

To realize the objectives of this study, we have prepared a questionnaire 

addressed to the marketing employees with banks taken from three public 

banks and nine private banks, and we distributed the questionnaire to the 

marketing employees at those banks and its branches. Another questionnaire 

was prepared and addressed to the public and private banks in Damascus 

city with their different categories and classes through arbitrary sample of 

clients who deal with the branches of the banks included in the sample. The 

number of this sample persons was 300 clients. Study data was analyzed by 

using descriptive statistical methods, such as Person Factor and Simple and 

Multi Linear Inclination Analysis and (T) Test. 

The outcomes of the analysis has provided many conclusions, most 

importantly: the promotional activities provided by the bank play a vital role 

in determining the client decision to deal with the bank. Banking 

advertisements come in the first rank according to the clients and marketing 

employees being one of the most capable promotional mix elements to 

attract clients to the bank and its services. The road advertisements came in 

the second rank followed by T.V advertisements as one of the most capable 

advertisement means to attract the client to the banking services. The 

repetition of the advertisement and its credibility, form and style plays an 

important role to enable it to influence clients. 

The most important recommendations of the study: it is necessary to expand 

and activate providing the banking services for some banks on its websites 

and concentrate on conducting the studies related to clients being the major 

concern of the banks, with the necessity to perform specialized promotional 

management at banks and to conduct a periodical assessment on the 

promotional campaigns and the necessity for banks to work on attracting 

administrative high quality employees experienced in e-banking activities. 
 


