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Abstract 

This study explores the relationship between marketing mix and attracting customersin 

Melat and Refah banks of Golestan Province. This study is a descriptive study in the 

form of survey study and the population of the study was all the customers of Melat 

and Refah banks of Golestan province that is more than 100,000 people in each bank. 

According to Kerjesi and Morgan's table, size of the sample is384 people and simple 

classified random sampling was chosen for sampling from the population. The tools of 

measuring were two questionnaires Instrument consists of two questionnaires that for 

measuring marketing mix and its components, McCarthy questionnaire from the book 

of "Principles of Marketing" by Philip Kotler was used and to measure the attracting 

of customers, "acquisition of customers" book by Moqimiwas used.The used 

questionnaires are standard and havehigh validity. Their reliability according to 

Cronbach's alpha coefficient was obtained equal to 0.844 for marketing mix and equal 

to 0.907 for attracting customers. For data analysis, Excel software, SPSS is used to 

examine hypotheses and the results showed a significant difference between the two 

banks and should be added that the intensity of the relationship between marketing 

mix and attracting customers in the Refahbank ofGolestan Province is more than 

Melat bank of Golestan province. 

Keywords: marketing mix, customer acquisition, product, price, distribution, promote 

sales, Refah and Melat banks. 
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Introduction 

In recent years, researches on identifying the factors that affects on customer 

satisfaction and loyalty has widened.Inmost cases, customer loyalty is critical for the 

success of the organization because usually attracting new customers is more 

expensive than retaining existing customers. In most researches whichhave been done 

by many authors, it is proposed that loyal customers be retained as a competitive asset 

and one of the ways to strengthen it is possible by establishing a relationship of 

sincere, appropriate and strong cooperation relationship between sellers and buyers 

(Sadeghi, 2003) . Peter Drucker (1974) believes that two vital functions of business 

management are Creativity and Marketing.Marketing is a lever that organizations 

satisfaction depends on it.An organization can achieve to success through imitation 

and copying of other products, although it can hardly be successful without having 

effective marketing programs (Toosi et al., 2002). According to Philip Kotler (2001), 

marketing is the human activity in order to satisfy the needs and wants through an 

exchange process. The origin of the marketing is human needs and desires. Man's 

needs and his desire to reach out to themthat are out of him, are called products. The 

product is not necessarily a physical object, but it could be a service to satisfy the 

needs of people, places, organizations, services and ideas.In this regard, the marketing 

mix model is one of the best tools that can be used to create an appropriate strategy in 

marketing management, according to which any of the elements can be considered as 

a controllable variable and based on the target market regulate it (Mullin et al., 1993). 

Marketing mix is one of the important components in making decisions and evaluating 

about marketing of an organization because marketing mix or marketing strategy is a 

combination of necessary elements for planning and execution of marketing 

operations. On the other hand, the elements of marketing mix can be controlled and 

interacted with each other.The decisions about one of them affect the activities of the 

other elements and if the components of marketing mix combine effectively with each 

other, so that coordinate with the consumer needs and with environmental forces in the 

entire selected market, it will resulted to the emergence of a successful marketing 

system (Ketabi, 2005). Marketing mix factors are a collection of controllable elements 

and marketing toolsand organizations and companies by combining these elements, 

form their marketing strategy. According to the definition of"Kotler", marketing mix 

is a set of controllable marketing variables that companies and institutions combine 

themin the target market to create them its requirements response (Coulter and 

Armestang, 2000,70). 

Thus, according to what was said and the division that McCarthy has been done from 

the components of marketing mix, and also in line with the research conducted by 
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Azadnia, the components of marketing mix can be divided into the following 

dimensions: Product, price, distribution and promote sales. In this study we examine 

the variables and answer to this question that whether there isa significant difference 

between marketing mix and attracting customers in Melat and Refah banks of 

Golestan Province?  

Theoretical Foundations of the research 

The concept of Marketing  

In fact, it has philosophical, commercial and customer origin that emphasizes on 

customer satisfaction as the key to achieving organizational goals. This philosophy 

belives that all organizational efforts should be focused on the identification and 

satisfaction of the customer's wants and needs (Belize, 2010). 

Process and performance of the marketing  

There are primarily six marketing performance: 

1. Environmental analysis 

2. Analysis of consumer 

3. Production Design 

4. Pricing (pricing plan) 

5 - Planning ad 

6. Physical distribution planning  

Analysis related to the customer and environment is market research functions that 

prepare tools to assess market potential and identify targets.Product, price, promotion, 

distribution are known as the marketing mix variables (the same refrence). 

Purposes of Marketing  

The goals and issues of marketing are determinants of the company's goals in both 

quantitative (e.g. sales, profits, market shares) and qualitative (e.g. market leadership, 

company formation) notions. They reflect the role of the market in achieving to 

company's broad goals.Usefulness of the goals of marketing should have specific, 

measurable features and represents an effective period of time.These goalsare about 

the exchange and details of the marketing mix variables. 
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Customer types in Marketing 

1. Potential customers: people who are not customers yet but they are the target 

market. 

2. Customers who respond: potential customers who show interest in a product or 

service. 

3. Potential customers: people who currently use the product. 

4. Former customers: these people are not good customers since they are not at the 

sale target for a long time or have tended towards a rival product. 

 

Marketing Mix  

Philip Kotler (1991) believes that marketing mix is a set of marketable variables 

(Tools) that the company combine them aim to respond to the target market.Marketing 

mix contains all the things that company can do to affect the demand for its products 

(Kotler and Armestang, 2000). 

Product (service): service means any act or thing that one side supplyto the other side 

and is essentialy intangible and do not result in ownership of something. (Kotler, 

2003). 

Price: Price is the amount of money paid for a product or service or the value that 

customers exchange for the benefits of owning and using the product or service 

(Rappel, 2003). 

Distribution: distribution and how to distribute and activities of the company that 

makes product or service available to the target customers (Rappel, 2003). 

Promote sale: a set of activities to inform, persuade and influence.In other words, 

activities that communicates between the product or service and its benefits for 

customers and encourage them to buy that its meaning is publicity, personal selling, 

sales promotion and public relations (Roosta, 2002). 

Customer attraction: attraction in the dictionary (Dictionary of Dehkhoda) means to 

encourage, drag towards you.So customersattraction could be called to engage in the 

process to motivate customers to buy more. 

Research background 

Delaziani (2010) in his study titled"measuring customer satisfaction than the elements 

of the marketing mix after-sales service in the industry for commercial vehicles (road 
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transport)" achieved to this results that customers have expressed their dissatisfaction 

to all elements of the marketing mix.Also, the importance of marketing mix elements 

is not the same from the customer perspective.Thus the importance of the product is 

more than other elements and the price factor has higher priority than the distribution 

and promotionelements, while the promotionelement is has the lowest level of 

importance. 

Mirabi (2009) in his research titled"study and determination of the effect of service 

marketing mix elements on customer relationship management (CRM) in the 

insurance industry" achieved to this results that despite to the basic and determinant 

role of insurance industry in the growth of financial markets of the country, the active 

institutions in these markets have not such a coherence and function traditionally that 

cause adverse effects on the process of growth and development of other economic 

sectors. Calculating the potential of the insurance industry of our country compared 

with the average development of developing countries, show that the participation of 

this industry in the capital market potentially could beincreased between 30 and 100 

percent.Due to the potential for the insurance industry in the capital markets, service 

marketing techniquescan be used to improve the country's insurance industry. 

Moqimi (2010) in a research titled "investigating the elements of the marketing mix 

effective in attracting customers in Gymsof Isfahan" achieved to these results that four 

components of the staff, place, product, and equipment have the most effect in gym 

attract customers and marketing of Gyms in Isfahan. Also, the priority in terms of the 

components of the staff, location, equipment, products, processes, price and 

advertising were effective in sports marketing in the gym. It has been observed in the 

level of a = 0.05, there was a significant difference between the views of men and 

women in the components of the product, location, facilities, processes, prices and 

advertising in prioritizing the marketing mix elements effective in attracting customers 

in Gym. 

Azadnia (2012), in a study to investigate the relationship between the characters and 

elements of the marketing mix, and make purchasing decisions showed that 

personality profiles of the customer related to their assessment of the marketing mix 

and buying decisions will affect them.He believes that the result of this study can be 

considered as an ideology in understanding customer behavior sale in Malaysia, so 

that distribution managers and entrepreneurs can effectively use it in their marketing 

strategy. 
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Garden (2012) in his study titled"think again and implement again"about the use of 

marketing mix in social issues achieved to the results that using the 4 P marketing mix 

model has led to obsolete the past approaches and an alternative method is offered for 

social marketing. He suggests that an approach of understanding the relationship 

strategies such as thinking offers a more appropriate approach social marketing 

activities. 

Chan et al (2012) in a study compared the marketing mix of McDonald in India and 

China and their study showed that the marketing strategy of McDonald has adopted a 

different kind of model 4P of marketing mix that its international marketing is based 

on the localization and globalization. 

Conceptual model of the research 

 

Figure 1- Conceptual model of the research 

Hypotheses 

The main hypothesis: there is a significant difference between the marketing mix and 

attracting customers in Melat and Refah banks of Golestan Province. 

Hypothesis 1: there is a significant difference between the product and attract 

customers in Melat and Refah banks of Golestan Province. 

Hypothesis 2: there is a significant difference between the price and attract customers 

in Melat and Refah banks of Golestan Province.  

Hypothesis 3: there is a significant difference between the distribution and attract 

customers in Melat and Refah banks of Golestan Province.  

Hypothesis 4: there is a significant difference between sales promotion and attract 

customers in Melat and Refah banks of Golestan Province.  



International Journal of Research in Management                                                                                        ISSN 2249-5908 

Available online on http://www.rspublication.com/ijrm/ijrm_index.htm             Issue 7, Vol. 5 (August-September  2017) 

©2017 RS Publication, rspublicationhouse@gmail.com Page 18 
 

Methodology 

This research is an applied researchin terms of the goal because the result of the 

research in the population is applicable and also this research is testable in other 

communities.This study is descriptive in terms of method because the research have 

not been manipulated in the descriptive model are analyzed as they are. This study is a 

survey (field) study in terms of data collection, because sampling is done from the 

community.This study is a correlational study in terms of measurement, because the 

relationships between variables are measured.In this study library method was used for 

data collection and theoretical and field methods and information were used for 

purposes andassumptions and information through a standard questionnaire marketing 

mix has 21 questions, i.e. 8 first question related to product variable and questions 9 to 

14 are related to the price variable and questions 15 to 18 are related to the distribution 

variable as well as the questions 19 to 21 are related to the sales promotion variable 

and customer attracting questionnaire has 15 questions and is also collected from 

sources such as books, magazines, the Internet, and journals.In the present study 

inferential statistics T-test using SPSS software is used. 

Results 

The main hypothesis 

There is a significant difference between the marketing mix and attracting customers 

in Melat and Refah Banks of Golestan Province. 

Table 1: t-test between marketing mix and attracting customers 

  Paired Differences 

t df 

Sig. 

(2-tailed) 

  

Mean 

Std. 

Deviation 

Std. Error 

Mean 

95% Confidence Interval 

of the Difference 

  Lower Upper 

 marketing mix 

- attracting 

customers 

.06445 .39024 .01408 .03681 .09210 4.577 767 .000 

 

Using information obtained from the above table, it could be seen that t= 4.577 and the 

obtained significant level of sig= 000/0 (0.000 for MellatBank and 0.000 for 

RefahBank) and comparing it with 0.01 and lower significance level from the above 

amount (0.01 >0.000 and 0.01 > 0.000), we conclude that at the 99% confidence 

interval, the difference between the two variables is confirmed in both banks. 
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The first sub-hypothesis 

There is a significant difference between the product and attracting customers in Melat 

and Refah Banks of Golestan Province. 

Table 2: t-test between the product and attracting customers 

  Paired Differences 

t df 

Sig. 

(2-

tailed

) 

  

Mean 

Std. 

Deviation 

Std. Error 

Mean 

95% Confidence Interval 

of the Difference 

  Lower Upper 

 product - 

attracting 

customers 

-.02919 .52712 .01902 -.0653 .00815 -1.535 767 .125 

 

Using information obtained from the above table, it could be seen that t= -1.535 and 

the obtained significant level of sig= 0.125 and comparing it with 0.05 and higher 

significance level from the above amount (0.05 < 0.125), we conclude that at the 99% 

confidence interval, the difference between the two variables is not confirmed in both 

banks. 

The second sub-hypothesis 

There is a significant difference between price and attracting customers in Melat and 

Refah Banks of Golestan Province. 

      Table 3: t-test between price and attracting customers 

  Paired Differences 

t df 

Sig. 

(2-

tailed) 

  

Mean 

Std. 

Deviation 

Std. Error 

Mean 

95% Confidence Interval of 

the Difference 

  Lower Upper 

 price - 

attracting 

customers 

.11119 .52512 .01895 .07399 .14838 5.868 767 .000 

 

Using information obtained from the above table, it could be seen that t= 5.868 and the 

obtained significant level sig= 000/0 (0.000 for Mellat Bank and 0.000 for Refah 

Bank) and comparing it with 0.01 and lower significance level from the above amount 
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(0.01 > 0.000 and 0.01 > 0.000), we conclude that at the 99% confidence interval, the 

difference between the two variables is not confirmed in both banks. 

The third sub-hypothesis 

There is a significant difference between distribution and attracting customers in Melat 

and Refah Banks of Golestan Province. 

Table 4: t-test between distribution and customer acquisition 

  Paired Differences 

t df 

Sig. 

(2-

tailed) 

  

Mean 

Std. 

Deviation 

Std. Error 

Mean 

95% Confidence 

Interval of the 

Difference 

  Lower Upper 

 distribution - 

attracting 

customers 

.2031

4 

.68121 .02458 .15488 .25139 8.264 767 .000 

 

Using information obtained from the above table, it could be seen that t= 8.264 and the 

obtained significant level sig= 000/0 (0.000 for Mellat Bank and 0.000 for Refah 

Bank) and comparing it with 0.01 and lower significance level from the above amount 

(0.01 > 0.000 and 0.01 > 0.000), we conclude that at the 99% confidence interval, the 

difference between the two variables is not confirmed in both banks. 

The fourth sub-hypothesis 

There is a significant difference between the sales promotion and attracting customers 

in Melat and Refah Banks of Golestan Province. 

Table 5: t-test between sales promotion and attracting customers 

  Paired Differences 

t df 

Sig.  

(2-tailed) 

  

Mean 

Std. 

Deviation 

Std. Error 

Mean 

95% Confidence 

Interval of the 

Difference 

  Lower Upper 

 sales promotion - 

attracting 

customers 

.39791 .72168 .02604 .34679 .44903 15.280 767 .000 
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Using information obtained from the above table, it could be seen that t= 15.280 and 

the obtained significant level sig= 000/0 (0.000 for Mellat Bank and 0.000 for Refah 

Bank) and comparing it with 0.01 and lower significance level from the above amount 

(0.01 > 0.000 and 0.01 > 0.000), we conclude that at the 99% confidence interval, the 

difference between the two variables is not confirmed in both banks. 

Suggestions 

It is suggested that, due to the more impact of these variables relative than other 

variables on attracting customers and also attention to this fact that the product or 

service represents the main activities of any business, a service or product is a full 

clusters of values satisfying customer contains and potential customer value and 

service to its ability to resolve issues need to be estimated.The nature and quality of 

service is not only a function of the capacities of banks, but also basically the idea 

arises from the mind of the customer's product or service. The success of any company 

insupplying servicesdepends on the ability to respond to customer expectations, 

product and service from its competitors. So, bank managers given to the expected 

benefits and performance of customers to competitors, should determine its main 

service features as well as additional set of services. Try to provide some services, 

however small and insignificant that offer service excellence to keep other 

competitors.It is recommended that authorities of Melat and Refahbanks pay attention 

to the fact that price is one of the most important elements of the marketing mix. Many 

customers whether internal or external services,could be attracted through less price. 

Although all other elements of the marketing mix are less important than the price, but 

because of the measurability of price and its fast comparability with similar services 

this element is more important than others. Incustomer-oriented pricing,the first step is 

that customers understand what value they attach to the benefits that the services 

receive?And in the second step, price should be determined so that matches with this 

value.If the customer feels that the proposed price is more than the product or service 

value, he/she will not buy the product, and vice versa.So officials and bank marketers 

must understand the consumer reasons for purchasing the service, set the price based 

on the perception as well as by adding some advantages on its services can encourage 

their customers.Since this variable in both banks have little relationship to attract 

customers, but thisdoes not reduce the role and impact of distribution variable and its 

importance in the marketing mix and bank managersshould emphasize on the 

importance of the location of services supplying and distribution of their services and 

try to enhance the quality of service delivery, and customer satisfaction.Since 

promotion and sales promotion are among communication activities that occur 
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between customer and service provider, managers and officers of banks should be pay 

attention to this fact and try to reduce the communication distance between themselves 

and their customers. Increase the physical distance between them and the customer 

will cause trouble in communicating.Employees and providers who communicate 

directly with customers play an important role in communication and its quality 

because they are recognized by customers as banks and their behavior will have a 

direct impact on customer perceptions from banks.Therefore, employees must have 

good appearance and expression to be able to establish intimate relationship with 

customers.Inrelationship with other clients, such as companies and factories, banks by 

visiting them and introducing and giving information about the services they offer can 

convince customers.The use of advertising can be very effective in attracting 

customers, so bank officials should always consider the elements of advertising and 

ads and use them. 
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