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CrossMark

With new digital technologies, the consumer decision-making process is a continuous
and interactive activity that requires sellers to adopt a more comprehensive mindset,
and marketers to develop more creative strategies to outperform competitors in a
competitive environment. This study aims to design a model of factors influencing
customers' purchase intent by elucidating the role of electronic word-of-mouth
advertising in Bank Melli Iran. Since the bank's marketers seek to establish profitable
relationships with customers, advancements in technology provide them an
opportunity to offer new services through better understanding and increased
interactions with customers. The research methodology is a mixed-methods approach
with inductive reasoning in the qualitative section and deductive reasoning in the
quantitative section, and it is fundamental in terms of its objective. In the qualitative
section, grounded theory was employed. Data in the qualitative section were obtained
through 14 semi-structured interviews with experts from Bank Melli, including
managers, heads of the bank, and marketers, selected using purposive sampling and
snowball sampling until theoretical saturation was reached. In the quantitative section,
data were collected from 417 customers of selected branches using a researcher-made
questionnaire based on non-probability convenience sampling. To analyze the data,
MAXQDA software was used in the qualitative section, and SPSS23 statistical
software was employed for descriptive statistics, while Smart PLS3 statistical software
was used for inferential statistics through partial least squares structural equation
modeling (PLS-SEM). Using grounded theory, a model of factors influencing
customers' purchase intent was presented. The model includes causal factors,
contextual factors, intervening factors, strategies, and outcomes of purchase intent.
Causal factors encompass quality factors and attitudinal factors; contextual factors
include hardware and software capabilities; and intervening factors influencing
customers' purchase intent consist of structural barriers, contextual barriers, and
behavioral barriers. In the guantitative section, the model was tested in the sample
population. The results indicated that the model has an appropriate fit. Bank Melli
managers and decision-makers can use the findings of this study to develop more
effective marketing communications to attract and retain customers, leading to positive
and effective outcomes for Bank Melli.

Keywords: Purchase Intent, Electronic Word-of-Mouth Advertising, Buying Behavior,
Grounded Theory, Bank Melli
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Introduction

In the digital age, the consumer decision-making process has transformed into a continuous and
interactive activity. This shift necessitates that sellers adopt a comprehensive mindset and marketers
develop creative strategies to outperform competitors in an increasingly competitive environment
(Dobbelstein & Lochner, 2023). The advent of digital technologies and social media has significantly altered
customer behavior and expectations. Social media's interactive nature offers marketers new insights into
customer needs and expectations, which can be leveraged to innovate offerings and personalize customer
experiences (Weismueller et al., 2020). The increasing customer expectations and the presence of numerous
competitors have negatively impacted customer loyalty. Technological advancements have changed
market dynamics, presenting both challenges and opportunities for businesses to engage with customers
(Al-Zyoud, 2021). This study aims to design a model of factors influencing customers' purchase intent by
elucidating the role of electronic word-of-mouth (eWOM) advertising in Bank Melli Iran.

Methods and Materials

This research employs a mixed-methods approach, combining inductive reasoning in the
qualitative section and deductive reasoning in the quantitative section. The study is fundamental in its
objective. The qualitative section utilized grounded theory, gathering data through 14 semi-structured
interviews with Bank Melli experts, including managers, heads of the bank, and marketers. Participants
were selected using purposive sampling and snowball sampling until theoretical saturation was reached.
In the quantitative section, data were collected from 417 customers of selected branches using a
researcher-made questionnaire based on non-probability convenience sampling.

Data analysis in the qualitative section was conducted using MAXQDA software, while SPSS23
was employed for descriptive statistics, and Smart PLS3 was used for inferential statistics through partial
least squares structural equation modeling (PLS-SEM). The qualitative data were analyzed using open,
axial, and selective coding techniques to identify and categorize concepts into a theoretical model.

Findings and Results

The grounded theory analysis revealed a model of factors influencing customers' purchase intent,
encompassing causal factors, contextual factors, intervening factors, strategies, and outcomes. Causal
factors include quality factors (information usefulness, information quality, source trust) and attitudinal
factors (brand image, customer experience, customer satisfaction, brand loyalty, brand trust, brand love,
brand attitude, brand awareness). Contextual factors consist of hardware capabilities (customer-centric
organizational culture) and software capabilities (friendly and relational staff behavior, responsibility, and
responsiveness). Intervening factors were identified as structural barriers (service quality improvement,
bank commitment, proper service delivery), contextual barriers (presence of strong competitors, lack of
adoption of new organizational strategies), and behavioral barriers (lack of customer forgiveness and
compromise, customer dissatisfaction, inappropriate staff behavior, lack of customer trust).

The quantitative analysis confirmed the model's fit, demonstrating significant paths between
various factors. For instance, the path between trust in the source and purchase intent showed a high impact
(B = 0.643). Similarly, customer experience significantly influenced purchase intent (B = 0.613). The
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model fit indices indicated a good fit (GOF = 0.339), suggesting that the model adequately explains the
variance in purchase intent.

Conclusion

The findings underscore the importance of both quality and attitudinal factors in shaping
customers' purchase intent. Quality factors such as information usefulness, quality, and source trust
significantly impact purchase intent. These findings align with previous studies that highlight the
importance of trust and quality information in influencing consumer behavior (Erkan & Evans, 2016; Kajtazi
& Zeqiri, 2020). Attitudinal factors, including customer satisfaction, brand loyalty, and brand awareness,
also play a crucial role in determining purchase intent. This is consistent with prior research emphasizing
the role of customer satisfaction and brand-related attitudes in driving purchase decisions (Chen & Lin,
2019; Yanet al., 2018).

Contextual factors, such as the capabilities of the bank's hardware and software, provide the
necessary infrastructure for facilitating positive customer experiences. The presence of strong competitors
and the bank’'s commitment to service quality are critical in maintaining customer loyalty and trust.
Behavioral barriers, including customer dissatisfaction and lack of trust, highlight the need for banks to
focus on improving service delivery and building stronger relationships with customers.

The study's practical implications suggest that Bank Melli managers and decision-makers can use
these findings to enhance marketing communications and customer relationship strategies. By addressing
the identified quality, attitudinal, and contextual factors, the bank can improve customer satisfaction,
loyalty, and purchase intent. This can lead to positive outcomes such as increased brand preference, repeat
purchases, and overall customer retention.

Future research should consider expanding the sample to include customers from different regions
and other banks to enhance the generalizability of the findings. Additionally, further studies could explore
the impact of emerging technologies and digital marketing strategies on customer behavior and purchase
intent in the banking sector.

In conclusion, the study provides a comprehensive model of factors influencing customers'
purchase intent in the context of Bank Melli Iran. By elucidating the role of eWOM advertising and other
critical factors, the research offers valuable insights for marketers and managers aiming to enhance
customer engagement and loyalty in the digital age.
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