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Abstract

The objective of the present study is to develop and validate a model of artificial intelligence (Al)
technologies in relation to marketing strategies in the Iranian banking industry. This research is applied in
nature and employs a descriptive—analytical methodology. The study adopts a mixed-methods approach,
combining both qualitative and quantitative components. The statistical population for the qualitative
section consisted of 18 academic experts in the fields of commerce, banking sciences, and other related
disciplines, of whom 11 were selected through purposive sampling and theoretical saturation. The
guantitative section was conducted using a researcher-made questionnaire derived from the qualitative
model. After confirming its validity and reliability, the questionnaire was distributed among a randomly
selected sample of 213 individuals from the target population. Data analysis for this section was carried
out using grounded theory. The findings of this segment of the study were categorized into six main
categories and 23 subcategories. The results of this study can assist banks and financial institutions in
enhancing their marketing strategies through the application of Al technologies, thereby improving
customer acquisition and increasing customer satisfaction. The research findings are presented in both
qualitative and quantitative parts: in the qualitative phase, concepts and key points were extracted and
analyzed from interviews, resulting in the identification of 184 codes. These codes were organized into a
checklist used for expert interviews, during which some items were revised or removed. In the axial coding
stage, related concepts were categorized, and overarching titles were determined based on existing
theoretical frameworks.
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Extended Abstract
Introduction
In recent years, the integration of Artificial Intelligence (Al) technologies in the banking industry has
emerged as a critical driver of organizational transformation and marketing strategy innovation. The
evolution of Al applications has shifted the traditional banking paradigm by automating decision-
making processes, enabling customer behavior analysis, improving service personalization, and
enhancing operational efficiency (Singh, 2024; Tauheed et al., 2024). The banking industry, which
once lagged in technological adoption, now finds itself at the forefront of digital transformation,
leveraging Al to maintain competitive advantage and address evolving customer expectations
(Suryathi & Mariani, 2024). This transformation is particularly vital in emerging economies where
customer acquisition, retention, and satisfaction have become key performance indicators for
sustainable growth (Masoudi, 2024; Parsakia & Jafari, 2023).
Al-driven marketing strategies encompass a wide range of tools and applications, from chatbots and
recommendation engines to behavioral analytics and real-time personalization. These tools have
redefined customer engagement by enabling banks to deliver tailored services at scale, thereby
increasing customer loyalty and brand trust (Boustani, 2022; Lee & Chen, 2022). Studies suggest that
Al facilitates predictive analysis of customer needs and behaviors, helping banks to identify
fraudulent transactions, automate compliance checks, and offer customized financial products that
align with the customer's credit profile and investment goals (Keshtgar & Abbaspour, 2022; Rabbani
et al.,, 2023). Furthermore, Al's role in enhancing data security, risk management, and internal
process optimization has made it an indispensable component of modern banking infrastructure
(Ghasemi, 2020; Milojevi¢ & Redzepagic, 2021).
Despite the acknowledged benefits, the integration of Al into banking strategies requires a
conceptual and structural alignment between technological capabilities and marketing frameworks.
The need for a validated model that encapsulates the interplay between Al technologies and
strategic marketing variables is particularly critical for the Iranian banking system, which faces
institutional, regulatory, and technological barriers (Hosseini, 2023; Shahriari, 2023). Previous
research has either focused on the technical aspects of Al in banking or explored marketing
strategies in isolation, leaving a significant gap in understanding how Al can systematically support
and transform marketing practices in a banking context (Pramesworo et al., 2024; Shirali et al., 2023).
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Thus, the current study aims to present and validate a comprehensive Al-based technological model
for improving banking marketing strategies in Iran by adopting a mixed-methods approach.
Methods and Materials

This study followed a mixed-methods design comprising qualitative and quantitative components. In
the qualitative phase, a purposive sampling strategy was used to select 11 academic and
professional experts in the fields of banking and marketing. Semi-structured interviews were
conducted to gather insights on Al applications in marketing strategies. The interviews were
transcribed and analyzed using grounded theory to derive primary concepts and codes, which were
later categorized into core, causal, contextual, intervening, strategic, and consequential
components.

In the quantitative phase, a researcher-made questionnaire was designed based on the qualitative
findings. The questionnaire included two main sections: demographic variables and items related to
the Al-marketing model, assessed using a 5-point Likert scale. A stratified random sampling method
was used to collect data from 213 banking and IT professionals. The reliability of the instrument was
confirmed via Cronbach’s alpha (a = 0.83), and its validity was tested through confirmatory factor
analysis (CFA) using AMOS software. Fit indices such as RMSEA, GFI, CFIl, and NFI were applied
to validate the structural model and assess the alignment between the empirical data and theoretical
constructs.

Findings

The qualitative analysis resulted in the identification of 184 codes, which were consolidated into 23
subcategories and ultimately categorized under six core components: causal conditions, intervening
conditions, contextual conditions, strategic factors, central phenomena, and consequences. The key
elements of the model included digital ethics development, Al-based customer service (e.g.,
chatbots), personalization mechanisms, regulatory compliance, cybersecurity, and predictive
analytics.

The CFA results confirmed the structural integrity of the proposed model. Factor loadings for all
constructs exceeded 0.60, indicating strong convergent validity. Model fit indices also met
acceptable thresholds: RMSEA < 0.08, GFI > 0.90, AGFI > 0.90, CFI > 0.95, and NFI > 0.90 across
all components.

In the structural model testing phase, all hypothesized relationships were found to be statistically
significant. Causal factors (B = 0.425), contextual factors (B = 0.236), and strategic components (3
= 0.140) had direct positive effects on the adoption and success of Al-driven marketing strategies.
Intervening variables such as legal constraints and technological maturity also had a moderate yet
meaningful influence (B = 0.120). Central phenomena—focused on customer data analysis and
segmentation—emerged as the most influential dimension (B = 0.590). The model’s consequences
included improved customer satisfaction, increased profitability, fraud detection, and enhanced
marketing responsiveness (p = 0.361).

Discussion and Conclusion

The findings of this study demonstrate the multifaceted role of Al in transforming marketing strategies
within the Iranian banking industry. The integration of Al technologies does not merely enhance
operational efficiency but fundamentally reshapes how banks understand, interact with, and deliver
value to their customers. The high impact of central phenomena such as customer data analytics
and behavior prediction underscores the importance of a data-driven approach to modern banking.
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These results align with previous studies indicating that Al-enabled customer intelligence plays a
pivotal role in personalizing offerings and increasing client engagement.

Moreover, the significance of strategic components such as automated digital platforms and
innovation capabilities reflects the necessity of a proactive organizational strategy to fully leverage
Al's potential. The model’s inclusion of intervening conditions such as regulatory compliance and
ethical considerations highlights that successful Al integration requires not only technological
infrastructure but also governance mechanisms that ensure transparency, data security, and legal
alignment.

This research contributes to both theory and practice by offering a validated model that bridges the
gap between Al technology and strategic marketing in the banking sector. It extends prior literature
by incorporating a multidimensional framework that captures the dynamic interactions among
internal capabilities, external pressures, and technological enablers. The model can serve as a
roadmap for financial institutions seeking to navigate the complexities of Al adoption in a competitive
market environment.

In conclusion, this study confirms that Al technologies have the potential to revolutionize marketing
strategies in the banking industry through enhanced personalization, customer segmentation,
predictive analytics, and real-time decision-making. However, banks must also address the ethical,
legal, and infrastructural challenges associated with Al implementation. By adopting an integrated,
strategic, and customer-centric approach, banks in Iran and beyond can unlock the full potential of
Al and achieve sustainable competitive advantage.
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