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The Reality of Egyptian Banking Institutions' Use of Google Paid 

Ads: A Case Study of the National Bank of Egypt 

Abstract: 

This study aimed to analyze the content of advertisements provided by the 

National Bank of Egypt, monitor the visual media used in advertisements, and 

monitor the persuasive methods used in advertisements. This study is a 

descriptive study with an inferential nature, as it aims to describe and analyze 

the reality of the use of paid Google ads within the National Bank of Egypt, and 

to analyze the paid search engine advertisements (sponsored ads) used by the 

National Bank of Egypt, whether they are image, text, or video ads. This study 

employed a survey approach in its analytical component to analyze paid ads on 

the Google platform used by the National Bank of Egypt. The study also 

employed a survey approach by examining the types of ads used, whether image 

ads, text ads, or video ads. The study analyzed 12 advertisements from the 

National Bank of Egypt. The results of the study indicated the diversity in the 

use of competitive advantages and strategies of the National Bank of Egypt in 

its advertisements. The results also indicated the ability of the advertisements to 

reach the current or target audience of the National Bank of Egypt through the 

diversity of visual elements in the advertisements, such as images, colors, fonts, 

etc. The results of the study indicated the diversity in the use of both logical and 

emotional persuasion methods in the National Bank of Egypt's advertisements. 

Keywords: banking institutions, Google paid ads, National Bank of Egypt. 
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