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Abstract :
 

The aim of the research is to demonstrate the role of integrated marketing strategies 
(advertising, online marketing, personal selling, and direct marketing in attracting capital For 
Syrian private commercial banks 
 The descriptive approach was relied upon, and in order to test the hypotheses, the 
researcher relied on the questionnaire, and used electronic questionnaires with a number of 
members of the research sample, The researcher relied on the Likert quintuple scale in an 
attempt to obtain data related to the impact of integrated marketing strategies as one of the 
dimensions of integrated marketing in attracting capital to primary data in a database that 
was analyzed using SPSS version /20/. 
The researcher reached several conclusions, including: The advertisement used by the bank 
does not meet its objectives in marketing banking services, the bank does not rely on direct 
mail when receiving customer requests, the bank does not have a department for foreign 
investment, and the bank does not participate in global investment projects. 
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Research Problem

The importance of research
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Research Hypotheses
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Foreign studies  
(Batra and  Keller, 2016)

" Integrating Marketing Communications: New Findings, New Lessons, and New Ideas" 
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Theoretical framework for the research 

  .(Blattberg, , 2001)

Pitta, .2006, p156

(Krogh, , 2000
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Case Processing Summary  
 N % 

Cases 
Valid 101 100.0 
Excludeda 0 .0 
Total 101 100.0 

SPSS20
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20.686

0.6

 
Cronbach's Alpha N of Items 

.686 29

SPSS20

 
Cronbach's Alpha N of Items 

.762 4

.759 7

.707 

.862  

.719 8 

SPSS20

0.6

 247P248 

Sig = 

p = 0.000 < 

2.75

3

2.65

2.91
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N 

Mini
mum 

Maxi
mum 

Mea
n 

Std. 
Deviation

Sig 

4 3.23 .974 .000

1 5 2.75 1.033 .000

 3.33 1.078 .000

  .000

5 3.96 1.019 .000

 2 5 3.88 .816 .000

   .959 .000

     .000

     .000

 3.66 .972 .000

 .000

2 5 3.53 1.237 .000

  5 3.45 1.162 .000

2 5 3.71 .887 .000

  5 3.41 1.376 .000

1 5 3.64 1.706 .000

     .000

    .915 .000

    .712 .000

    .789 .000

   2.65 .943 .000

  2.91 .939 .000

  3.12 1.013 .000

   4.12 1.032 .000

  3.64 .782 .000

   2.74 .986 .000

   .000

  .942 .000

  .000

Valid N (listwise)  

SPSS20
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SPSS20
5

0.878

0.6870.671

0.7710.4720.45077.147.2

 

    

  

Pearson Correlation 1 .688** .669** .705** .878** 

Sig. (2-tailed)  .000 .000 .000 .000 

N 101 101 101 101 101 

 

Pearson Correlation .688** 1 .691** .617* .687** 

Sig. (2-tailed) .000  .000 .000 .000 

N 101 101 101 101 101 

Pearson Correlation .669** .691** 1 .670** .671** 

Sig. (2-tailed) .000 .000  .000 .000 

N 101 101 101 101 101 

 

Pearson Correlation .705** .617* .670** 1 .660** 

Sig. (2-tailed) .000 .000 .000  .000 

N 101 101 101 101 101 

 

Pearson Correlation .878** .687** .671** .660** 1 

Sig. (2-tailed) .000 .000 .000 .000  

N 101 101 101 101 101 

**. Correlation is significant at the 0.01 level (2-tailed). 
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Sig = p = 0.000 < 

 

   
Pearson Correlation 1 **931. 

Sig. (2-tailed)  .000 
N 101 101 

Pearson Correlation **931. 1 
Sig. (2-tailed) .000  

N 101 101 

SPSS20
0.931

0.86786.7

Sig= P= 0.000 < a=0.05
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8  IBM SPSS Statistics, 
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9 FDI
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