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ABSTRACT
Strategic Marketing starts with market research, in which needs and attitudes and competitors' products are assessed and continues through into advertising, promotion, distribution and where applicable Hence the purpose of the study was to The general aim and objective of this research work is to investigate the impact of strategic marketing on firm performance with case study of first bank Nigeria plc.. The study was based on set of hypotheses that Hi: Strategies marketing adopted by organizations has positive impact 	on business performance Ho: Strategies marketing adopted by organizations does not have 	positive impact on business performance.The study concluded that To this end we have come to the conclusion at first bank plc, Ilorin, that the proper and efficient management of an organization that wishes to attain great heights in its pursuit of achieving corporate goals and objectives must bear in mind that the proper management of an organization includes its human resources and that it actually makes the whole difference between a successful organization and an unsuccessful one.
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CHAPTER ONE
INTRODUCTION
1.1	BACKKGROUND TO THE STUDY
	The current globalization market has made companies to see the internationalization of their activities as a way to remain competitive. Strategic Marketing has become important tool globally for any organization to remain in competitive market environment and was stronger. Aremu and Lawal (2012) sees strategy as a pattern of resource allocation decisions made throughout an organization. This encapsulates both desired goals and beliefs about what are acceptable and most critically unacceptable means for achieving them. Aremu and Lawal, (2012) say that strategy implies that the analysis of the market and its environment, customer buying behaviour, competitive activities and the need and capabilities of marketing intermediaries. Strategic Marketing therefore, can be defined as a method by which a firm attempt to reach its target markets. Strategic Marketing starts with market research, in which needs and attitudes and competitors' products are assessed and continues through into advertising, promotion, distribution and where applicable, customer servicing, packaging, sales and distribution. Strategic Marketing must focus on delivering greater value to customers and the firm at a lower cost (Chiliyaet al, 2009). Owomoyelaet al, (2013) also see Strategic Marketing as way of providing a quality product that satisfies customer needs, offering affordable price and engaging in wider distribution and back it up with effective promotion strategy. Strategic Marketing is a vital prerequisite of Industry's ability to strengthen its market share and minimize the impact of the competition. To achieve a set of organizational goals and objectives, companies conceptualize, design, and implement various strategies. These strategies can be corporate, business, or functional. Marketing strategies constitute one of the functional strategies amenable to application by contemporary companies in order to enhance performance. Marketing has been defined and conceptualized in various ways, depending on the author’s background, interest, and education. For example, marketing can be seen as a matrix of business activities organized to plan, produce, price, promote, distribute, and market goods, service, and ideas for the satisfaction of relevant customers and clients.  Strategic Marketing is important for the success of any organization, whether service- or product-oriented. Strategic Marketing is a method by which a firm attempting to reach its target market uses to attract customers. Strategic Marketing starts with market research, in which needs, attitudes and competitor products are assessed and the firms concentrate its limited resources on the greatest opportunities to increase sales and achieve a sustainable competitive advantage (Nymous, 2006). Strategic Marketing must focus on delivering greater value to customers and the firm at a lower cost however quantifying the return on investment from marketing expenditure on activities such as advertising, promotion and distribution is one of the most complex issue facing decision makers. Marketing performance is central to success in today fast moving competitive markets, and measuring marketing performance is critical to managing it effective (Chiliya, 2009). In order to measure Strategic Marketing effectiveness, a business has to break down its marketing function into constituent parts, along with a mechanism through which to analyses the interaction between those parts. By doing this, decision-makers will finally be in a position to relate marketing expenses to shareholder value and to understand how to tie marketing initiatives back into the value created for the company. Decision-makers will be able to understand the internal motives that propel the marketing value of the business. The manipulation of the following marketing variables namely price variation and price promotion, research, advertising, product differentiation, quality, packaging and place will yield in-creased returns for firms.
Marketing strategies in commercial banks serve as the fundamental component of marketing plans designed to fill market needs and reach marketing objective. Strategic Marketing involves careful scanning of the internal and external environments. Internal environmental factors include marketing mix, plus performance analysis and strategic constraints. While external environmental factors include customer analysis, competitive analysis target market analysis as well as evaluation of the element of technological, economic, cultural or political/legal/environment likely to impact, success.
Strategic Marketing in commercial banks in Nigeria is basically designed to direct the flow of banking services profitably to target customers. The need for an effective Strategic Marketing stems from intense competition, not just from bank but other financial organization. Therefore banks strategize there marketing to create customer value as well as to establish customers need and to provide such needs in order to add more value to their service and gain competitive advantage. 
However, there are challenges in measuring marketing strategies in relation to productivity.  Indeed several researchers indicate that there is a gab in this regard (okoh, 2009). It is against this, that the researcher considered the subject matter as a problem worthy of investigation.

1.2	STATEMENT OF THE PROBLEM
	Strategies marketing are dynamic and interactive. They are partially planned as such; most organizations do not adhere strictly to their organization planned strategy sequel to influence of micro and micro environmental factors. As such most organizational component of Strategic Marketing is not inline with the company’s overarching mission hence Strategic Marketing is vague and complex to comprehend. As such implementing strategic marketing plan in most organization becomes a big constraint. This  is evident in the fact that there are challenges in measuring marketing strategies in relation to productivity which several marketing literatures as well as journals have fail to address.  Indeed several researchers indicate that there is gab in this regard (okoh, 2009). It is against this that the researcher sees the subject matter worthy of investigation.  Therefore the study addresses the challenges of measuring Strategic Marketing in relation to productivity which has not been address by previous researches and marketing text in Nigeria.


1.3	RESEARCH QUESTIONS
	The following research question guided this study:
i. What kind of Strategic Marketing does first bank use?
ii. What is the optimal marketing mix used in attaining organizational goal in first bank?
iii. How does the Strategic Marketing of first bank affect its productivity?
iv. Are there threats to the marketing strategies used by first bank?
1.4	OBJECTIVES OF THE STUDY
	The central objective of this study is to examine the impact of strategies marketing on firm performance. Other specific objectives are to:
i. To find out the Strategic Marketing adopted by staff of first bank  Nigeria plc
ii. To determine the optimal marketing mix used in attaining organizational objective
iii. Ascertain how strategies marketing affect productivity
iv. To identify the factors militating against the marketing strategies.
1.5	RESEARCH HYPOTHESIS
	Hi: Strategies marketing adopted by organizations has positive impact 	on business performance 
	Ho: Strategies marketing adopted by organizations does not have 	positive impact on business performance
1.6	SIGNIFICANCE OF THE STUDY
	This study will contribute to existing body of knowledge on the subject matter by showing the relationship between Strategic Marketing and productivity. As such it will be a good reference material to students, scholars and the general public. The study also is beneficial to banking industry, by way of improving their strategic planning especially as they utilize the finding of this study. The study will also serve as a basis for policy formulation to central bank of Nigeria in area of marketing in commercial bank.
	The research will also be beneficial to student’s members of the public and individual who may wish to undertake their own research as it will be a springboard and a basis for further study.
1.7	SCOPE OF THE STUDY
	The study covers the examination of marketing strategies of first bank. In this regards the researcher shall examine the strategic marketing model adopted by first bank as well as the optimal marketing mix used in attaining organizational goal in first bank. The study equally identifies the factors threatening marketing strategies used by banks in Nigeria. The study covers a period of ten years spanning from 2002-2011.
1.8	DEFINITION OF TERMS
Strategic Marketing: This is a method by which a firm attempts to reach its target markets. The rate at which a firm produces and markets its products
Marketing mix: Fours Ps of marketing: price, Promotion, Product and Public relation. 
Marketing: The performance of business activities that direct the flows of goods and services from the manufacturer to the consumer.
Price: Price refers to the monetary values of product.
PLC: Public Limited Company
Product: Anything that can be offered to a market for attention, acquisition, use or consumption that might satisfy a want or need. It includes objects, services, person’s places, organization and ideas.
Service: Is any activity or benefit that one party can offer to another that is essential intangible and does not result in the ownership of anything. Its production may or may not be tied to a physical product.
Consumer value: Is the different between the values the customer’s gains from owing and using a product and the cost of obtaining the product.
Customer satisfaction: The extent to which a product perceived performance matches a buyer’s expectations. If the product does not perceive performance, the buyer is dissatisfied. If performances match or exceed expectations, the buyer is satisfied or delighted.
Manufacturer: The owner of a factory or company that produced goods or services for sale to consumers.
Re-engineering: Re- design of work process
Workflow: Work process or procedures
BPR: This is an acronym for business process re-engineering
BPM: This is an acronym for business process management
Process innovation: Introduction of a new technique in work procedure
Process improvement: This is the incremental, gradual and constant change or innovation in workflow.
TQM: This is acronym for total quality management
















CHAPTER TWO
LITRATURE REVIEW
2.1	INTRODUCTION
	There are numerous definitions of Strategic Marketing in the literature and such definitions reflect different perspectives (Liet al, 2000). However, the consensus is that Strategic Marketing provides the avenue for utilizing the resources of an organization in order to achieve its set goals and objectives. Strategic Marketing is define as in a given market area, the proper allocation of resources to support enterprises to win competitive advantage. Goi (2005) define Strategic Marketing as the set of the marketing tools that firms use to pursue their marketing objectives in the target market; the view which was earlier expressed by (Gronroos, 1999, and Osuagwu, 2006).Therefore, the function of Strategic Marketing is to determine the nature, strength, direction, and interaction between the marketing mix- elements and the environmental factors in a particular situation. According to (owomoyela, et al, 2013), the aim of the development of an organization’sStrategic Marketing development is to establish, build, defend and maintain its competitive advantage. Managerial judgment is important in coping with environmental ambiguity and uncertainty in strategic marketing. Lin (1993) as cited in Long-Yi and Ya – Huei,(2012) proposes that Strategic Marketing can be divided into four ways to research that:
 (1) Dual-oriented Strategic Marketing: using rational and emotional product name, easy to remember, and pricing to take into account the cost of service and quality orientation, psychological factors and competitors‟ prices. 
(2) Rational Strategic Marketing: the use of functional demands of a rational position, consider after-sales service, warranties, delivery and installation attached by the product factors. 
(3) Emotional Strategic Marketing: the emotional appeal to locate, emphasis on physical product shape, color design, the use of emotional product names, and so on memory, attention to product packaging and labeling. 
(4) Maintenance Strategic Marketing: consumers are more concerned about price and quality, it is not suitable to use a lot of marketing techniques, manufacturers can improve product packaging and labeling, give a simple name for remember, consider the quality position and competitor pricing during pricing. Lin (2003) divides Strategic Marketing into four parts that is dual-oriented, rational, emotional and low involvement, different product types with different Strategic Marketing, so the manufacturer’sStrategic Marketing can be divided into five parts which is the choice of target market, product strategy, pricing strategy, channel strategy and Strategic Marketing. He use a total of 29 questions to measure new product Strategic Marketing and seven points Likert scale is used to measure. When the industry lack of competition, the business performance would be better even when companies are not entirely market-driven, the performance will have a more excellent performance (Kohliet al., 2003). Previous studies have established relationships between the marketing strategies and performance (Owomoyelaet al, 2013; Shoham, 2002; Theodosiou&Leonidou, 2003). Leonidou, Katsikeas and Samiee (2002) propose a study in which a meta-analysis was also conducted to evaluate the relationships between the marketing strategies and performance.

2.2	CONCEPTUAL REVIEW
Drucker 2003 Strategic marketing as seen as a process consisting of: analyzing environmental, market competitive and business factors affecting the corporation and its business units, identifying market opportunities and threats and forecasting future trends in business areas of interest for the enterprise , and participating in setting objectives and formulating corporate and business unit strategies. Selecting market target strategies for the product-markets in each business unit, establishing marketing objectives as well as developing, implementing and managing the marketing program positioning strategies in order to meet market target needs”. Hart & Stapleton 2007 a statement in very general terms of how the marketing objective is to be achieved, e.g. acquiring a competitive company, by price reductions, by product improvement, or by intensive advertising. The strategy becomes the basis of the marketing plan" Lambin 2007 “The role of strategic marketing is to lead the firm towards attractive economic opportunities, that is, opportunities that are adapted to its resources and knowhow and offer a potential for growth and profitability”. Jain 1993 “Strategic Marketing is mainly indicated by the marketing 
WORKING PAPER. JM-A1-2006 5 objectives, customer and competitive perspectives and product/market momentum ( i.e. extrapolation of past performance to the future), form the basis of Strategic Marketing”.......... “Strategic Marketing is developed at the business unit level. Within a given environment, Strategic Marketing deals essentially with the interplay of three forces known as the strategic 3 C’s: the Customer, the Competition and the Corporation. A good Strategic Marketing should be characterized by a) clear market definition, b) a good match between corporate strengths and the needs of the market and c) superior performance, relative to the competition, in the key success factors of the business. Strategic Marketing, in terms of these key constituents, must be defined as an endeavour by a corporation to differentiate itself positively from its competitors, using its relative corporate strengths to better satisfy customer needs in a given environmental setting. Based on the interplay of the strategic three C’s, formation of Strategic Marketing requires the following 4 decisions: 
1. Where to compete. (definition of the market). One or various segments… 
2. How to compete, that is, it requires a means for competing .
3. When to compete, that is, it requires timing of market entry.“In its strategic role, marketing focuses on a business’s intentions in a market and the means and timing of realizing those intentions. The strategic role of marketing is quite different from marketing management which deals with developing, implementing and directing programs to achieve designated intentions. To clearly differentiate between marketing management and marketing in its new role , a term -strategic marketing.- has been coined to represent the latter”.
STRATEGIC MARKETING
	The marketing mix strategy is one of main concepts of marketing theory, business environment live in dynamic and Changeable circumstances where it will effect organization situation in a positive or negative way. Through building an right Strategic Marketing by applying fit product, price, promotion, and place strategy to the  right target market and  through  forecasting  or  studying  the  surrounding  environment  to  gain  competitive  advantage  over competitors.(Foxall, 2001  ) In  our study  we  focused  on  marketing  strategy as  being an  indication of  how  each element of the marketing mix will be used to achieve the marketing objectives .also Strategic Marketing consist of the analysis, strategy development, and implementation of activities in: developing a vision about the market of interest to  the  organization,  selecting  market  target  strategies,  setting  objectives,  and  developing,  implementing,  and managing the marketing program positioning strategies designed to meet the value requirements of the customers in each market segment. (Cravens, Percy, 2009).
  
PRODUCT STRATEGY
	Kotler and Armstrong (2006) define a product as anything that can be offered to a market for attention, acquisition, use, or consumption that might satisfy a want or need. They further define a consumer product as the product bought by the final consumer for personal consumption. Consumers buy products frequently, with careful planning, and by comparing brands based on price, quality and style.Borden, (2004) sees a product as about quality, design, features, brand name and sizes. Mohammad et al, (2012) also say that product is the physical appearance of the product, packaging, and labeling Information, which can also influence whether consumers notice a product in-store, examine it, and purchase it. Past researchers have clearly suggested that product influences have a significant impact on business performance (KazemandHeijden, 2006; Kemppainen, Vepsäläinen, andTinnilä, 2008; Ogunmokun and Esther, 2004; Owomoyelaetal, 2013).
PRICING STRATEGY
	Kotler (2007) defines price as a cost of producing, delivering and promoting the product charged by the organization. Zeithaml (1988) is of the view that monetary cost is one of the factors that influence consumer‟s perception of a product‟s value. Price can be stated as the actual or rated value of a valuable product which is up for exchange; some define it as amount of money paid for product (Kotleret al, 2005). In the studies of Colpan,( 2006); Dooleet al., (2006) and Owomoyelaet al, (2013) they establish significant relationship between price and business performance. The price you set for your product or service plays a large role in its marketability. Pricing for products or services that are more commonly available in the market is more elastic, meaning that unit sales will go up or down more responsively in response to price changes (Jones, 2007). 
PROMOTION STRATEGY:Zeithamlet al. (20055) describes promotion as part of specific effort to encourage customers to tell others about their services. According to Duncan (2005), promotion is the key to the market exchange process that communicates with present and potential stakeholders, and the general public.  Every firm or store must cast itself into the role of communicator and promoter. Hakansson (2005) also reports that promotion appears as an issue of how to create an optimal mix of marketing communication tools in order to get a product's message and brand from the producer to the consumer. Borden, (1984) defines promotion as sales promotion, advertising, personal selling, public relations and direct marketing. Kotler, (2007) discovers that Promotions have become a critical factor in the product marketing mix which consists of the specific blend of advertising, personal selling, sales promotion, public relations and direct marketing tools that the company uses to pursue its advertising and marketing objective. Previous researches (Amine and Cavusgil, 2001; Francis and Collins-Dodd, 2004) have established significant relationship between promotion and business performance. 
PLACE STRATEGY: Jones, (2007) defines place as any way that the customer can obtain a product or receive a service. Bowersox and Closs (2006) give distribution as another name for place. According to them, it is the third element of the marketing mix, and it encompasses all decisions and tools which relate to making products and services available to customers. Kotler and Armstrong (2006), also define place or distribution as a set of interdependent organizations involved in the process of making a product available for use or consumption by consumers. Place strategy calls for effective distribution of products among the marketing channels such as the wholesalers or retailers (Berman, 1996). Owomoyela et al, (2013); Amine and Cavusgil, {2001}; and McNaughton,(2002) agree that place has significant effect on business performance. 
PACKAGING STRATEGY: Packaging is a crucial component of the "marketing mix" for a product. It is the "least expensive form of advertising" and is of particular importance at the point of sale, as the package is the manufacturer's last chance to convince the customer to purchase the product (Sajuyigbeet al, 2013). Packaging is a very important Strategic Marketing to glamorize product in order to attract the consumer’s attention. Sometimes packaging is so important that it cost more than the product itself in order to lure the consumers to buy it (Sajuyigbeet al,2013).Olayinka and Aminu (2006) see packaging as all activities of designing and producing the container or wrapper for a product. Kottler (2007) defines packaging as all materials products used for the containment, protection, hard delivery and presentation of goods. Packaging is the protecting products for distribution, storage, sale and use, packaging also refers to the process of design evaluation and production of packages. Packaging can be described as a coordinated system of preparing goods for transport, warehousing information and sell. It is fully integrated into government business, institutional, industry, and personal use (Diana, 2005).Sajuyigbeet al, (2013) point out that packaging is one of the inevitable communication tools that influence buying behavior and enhance business performance.
AFTER SALES SERVICE STRATEGY
	After sales service involves a continuous interaction between the service provider and the customer throughout the post-purchase product life cycle. At the time the product is sold to the customer, this interaction is formalized by a mutually agreed warranty or service contract. Urbaniak, (2001) defines after sales service as those activities that enhance or facilitate the role and use of the product. (Asugman, et al., 1997) also define after sales service as those activities in which a firm engages after purchase of its product that minimize potential problems related to product use, and maximize the value of the consumption experience. Past researchers (Ruben, 2012; Saccani, et al., 2007;;Raddats, 2011; Goffin and New, 2001) agree that after sales service is a Strategic Marketing that enhance and establish strong and long relationship with customers, which in long run lead to customer satisfaction, retention and profitability.

2.3	THEORETICAL REVIEW
CLASSICAL THEORY 
	This is the oldest and still most influential theory of strategy. The theory relies on the rational planning methods and profitability is the supreme goal. Oyedijo, 2004 identified Chandler, 1962, Sloan, 1963 and Ansoff, 1965 as the three men that developed the classical theory. 
They established the key features of the classical in strategy namely; 
1. The attachment to rational analysis; 
2. The separation of strategy concept from strategy execution
3. The commitment to profit maximization.
This theory relies on the rational planning methods and profitability is the supreme goal. 
The classical school believes that strategy should be formal and explicit based on the organization structure for profit maximization. Here, success or failure is determined internally by the existence or non-existence and quality of the strategic issue management activities in an organization (Sloan, 1963)

Evolution and Revolution Theory 
	Darwin, the naturalist, proposed a theory of evolutionary change of biological species. In its most basic form, Darwin’s theory suggested that environmental change forces each species into incremental, but continuous, mutation or transformation. Through such changes, a living entity can adapt to its environment and survive. A species that cannot conform to its environment requirement is doomed eventually becoming extinct. This perspective of evolutionary change has influenced many management thinkers like (Porter, 1985, Kempner and Hewkins, 1968) amonge others. As a result, they believe that organizations are influenced by environment, that environmental change is gradual, requiring Concomitant organizational change; and that effective organizations are those that conform closely to environmental requirements. Firms that cannot or can but do not adapt to gradual external change eventually find themselves outpaced by their competitors and forced out of business.  A different view of environmental change was proposed by certain natural historians and by the economist (Schumpeter, 1950). According to this view, environmental change is not gradual but occurs in revolutionary and abrupt forms. Natural historians in this school of thought believe that species can exist in unaltered form for a lengthy period of time. Then, as a result of a sudden revolutionary environmental change, such as a radical change in policy or emergence of a new superior competitor, old species might be destroyed and novel species created. The resultant species then exist for many decades or centuries until the environment again changes abruptly, promoting the creation of still newer species. In the field of social sciences, (Schumpeter, 1934) proposes that an economic environment is characterized by a relatively long period of stability, punctuated by brief periods of discontinuous and revolutionary change. These revolutions are generated by the advent of new entrepreneurial enterprises with novel technologies. The new industries created by these entrepreneurial ventures destroy existing firms by making them obsolete some views of revolutionary change are more moderate, proposing that at least some of the existing firms would be able to adapt to the abrupt environmental change. These adaptive organizations allow the innovative firms to absorb the costs and risks of creating new products and services and then initiate successful innovations. Even Schumpeter in 1950, changed from his earlier (1934) position by arguing that some existing firms could survive revolutionary change. Survival, he believed, could come reactively through initiating the revolutionary products and services of newer enterprises or proactively by originating new products or services(Schumpeter, 2000)

Segmentation
	Products and services are designed to solve customers' problems or meet their needs. And because not all customers share the same needs, not all will purchase the same product. Market segmentation is the craft of presenting a company's product to segments that want it, can afford it, and know how to access it. Business owners and marketers who identify these segments based on demographics, behaviors and desires can concentrate their marketing efforts on the customers who are most likely to buy. They then can design their marketing mix strategy to attract these consumers, appeal to their needs, and extend the product's profitability.

Marketing Mix
	The idea of a marketing mix is to organize all aspects of the marketing plan around the habits, desires and psychology of the target market. This orientation considers marketing as it applies to the theory of the "4 Ps." The first P is product, and takes into account its design, features and competitors. The second P, price, is a factor that can be adjusted to manage demand, to determine profit margin, and to drive market share. Promotion is the third P. It seeks to find which media to engage in order to make the right people aware of the product's benefits, and which slogans, tag lines and logos will resonate with the target market. Placement, the fourth P, determines where and how potential customers can access the product. Young people may want to browse, buy and pay online. Others may prefer the personal service of a trained salesperson.

Life Cycle
	The product life cycle theory asserts that marketing strategies must evolve along with a product from inception through obsolescence. Early in a product's life, companies should tailor their marketing mix to spark interest and educate potential customers. During the growth phase, the effort shifts to secure a wider audience by building brand loyalty, a stable supply chain, and additional distribution channels as defenses against competitors enter the market. As the market for the product matures, weaker players are driven out, and there is little differentiation among competitors. Marketing should again shift to attempts to steal market share from other producers through incentives to distribution channels, such as cooperative advertising, in-store promotions, and volume discounts.

Alignment
	To be effective, Strategic Marketing must effectively communicate all the features, benefits or psychological frisson the product's purchasers demand. This requires the marketing team to align its strategy with the business's "generic strategy" -- the way it will compete. For example, if a product intends to compete by offering a low-cost alternative to similar products, its Strategic Marketingprobably won't include an unveiling party at the top of the Eiffel Tower. On the other hand, marketing for sports cars will focus on speed, style and sex appeal, downplaying its fundamental use. Even though the car's'\ primary benefit is getting its owner from Point A to Point B, transportation is not the motivating purchasing factor. Therefore, it should not be the primary selling factor.


CHAPTER THREE
METHODOLOGY
3.1	INTRODUCTION
	A Research methodology seeks to put into proper perspectives the subject matter and also enables the Researches proper feasible solutions.
	This chapter aims at understanding the target population of the study, the sample size, Research design, sampler and sampling techniques. Method of data collection, method of data analysis.
3.2	RESEARCH DESIGN
	This project work is aimed at understanding how entrepreneurship as a panacea for employment creation. Using First Bank of Nigeria plc as a case study. Research deign is the framework for executing the study, it is plan of action on how the proposed hypothesis will b verified. It applied the use of questionnaire distributed in the company; this data is to be tested using the chi-square method of analysis.

3.3	POPULATION OF THE STUDY
	According to Aladebe (1993), population can be defined as the set of all possible value or variable in one or more geographical location. J.A. Awolola (business Research methods) (2012) Research population is the total sum of all unit of analysis.
	The population of workers or employees working with First Bank is too large, so am taking portion of subset out of the whole population of 30 workers as sample especially the First Bank of Nigeria plc here in Ilorin.

3.4	SAMPLING TECHNIQUES AND SAMPLE SIZE
	For the purpose of this Research work, the sampling techniques here will be drawing a sample (subset) from the population. The sample size will include (30) workers from the case study.
	This project work shall adopt the use of random sampling. This method all the members have an equal and an independent chance o f being selected.

3.5	METHODS OF DATA COLLECTION
	J.A. Awolola (2012) data collection is the systematic collection of relevant information based on the nature of the problem and formulated hypothesis under investigation. There are basically two method of data collection; for the purpose of this study we shall use both the primary and secondary method of data collection.
Primary data: - J.A. Awolola (2012) primary source are original works of Research or raw data without interpretation or pronouncements that represent an official opinion or position. Primary sources are the authoritative because the information has not been filtered or interpreted by a second party. For the purpose of this Research work, I use, questionnaire, speeches, personal observation

Secondary data: - these are statistical not originally gathered for an immediate study at hand, but some other purpose. This Research work makes use of the following secondary source data, library Research, seminar papers, journals, records, encyclopedias.

3.6	 INSTRUMENT OF DATA COLLECTION 
	The instruction used in the collection of data was an instruction personal interview method the individual is contacted are the manager and some other staff especially from the customer service department. The general manager of the company was also contacted and research instrument is the only device used in measuring or recording data. Development an appropriate instrument is perhaps the most time consuming and important aspects of conducting a study. Some of the sample research tools which are commonly used together data in business research include the following major categories:

a. Questionnaires
b. Interview 
c. Observation 
3.7	METHODS OF DATA ANALYSIS
	For this Research work, the method of data analysis and the statistical procedure adopted in the computation of data is chi-square method to test the data. This will also be used in testing the hypothesis.
3.8	HISTORCAL BACKGROUND OF FIRST BANK NIGERIA PLC
	From humbler beginning in 1984 First Bank of Nigeria plc was founded by sir Alfred jonnes as shipping in the office of elder dumpster and commence puny after absorateit predecessor, the Africa banking cooperation. It was in corporate as a limited liability company name of the bank of British West Africa. It started business with a dialup capital of 12,000 pound sterling. The bank marketed in close cooperation with the colonial government account. The bank has growth rapidly over the years the total assets of 104,030 pound sterling at inception equivalent to 208,060 naira at that time has grow steadily reaching 28million naira in 1960 and 17billion naira in 1992 during the same period the deposit based moved from 88,000 pound sterling equivalent 176000 naira (at that time) to 60000000 in 1960 and then 12billion in 1992 with an initial staff strength of six at inception in 1894 comprising the expatiate and three Africa the workforce has increase presently to over 1000. If new as 280 branches spread over the federation in the city of London. First bank today has the network of branch as in Nigeria the bank as continually respondents to changing marketing environment by review it organization structure managerial approach cooperate entity these begin with archangel of it naira from bank of British west African of bank of Nigeria limited in response to the dictated of the companies decree of 1968 than after active participation of Nigeria in the Managing to become a cooperate policy. The bank also change its name in 1979 and 1919 to first bank Nigeria limited and now first bank Nigeria plc respectively. The owner structure 44.8% and 17.2% held by ministry of finance incorporated behave of the federal government standard change bank and Nigeria public in 1992 when the federal government under its privatilization programmed after the sales of its equity of 44.8% of the Nigeria public today the ownership structure stand at 62% by Nigeria and 38% by standard of chartered of financing its leadership position which begin in 1947 with a long time loan to the colonial government the first bank today has one largest port-folio of the diversified loan in the country rural banking record remain the best credit, for your years consecutively they won first position of the CBN former maxim award. First bank attach much priority to its social responsibilities to the society philanthropist cultured education and sporting event as the bank mart it century in 1994 the board and management radiated themselves to the provision of the best banking services within the parameters of the environment to the benefit customer and shareholders. The bank achievement is its hundred years of existence speak for themselves and confirm it claim as being truly the first in the name historical and performance. 
	The following were the chairman and CEO Board of Directors.
· Chairman Dr Ayoolaobaotundeko
Board of directors 
· Prince Ajibola A. Afonja
· Kehinde Laweson
Executives director/incorpotate banking
· Stephen Olabisi Onasanya F.C.A
Group management director/chief executives
(GMD/CEO)
· Bello Mohammed MeccindoExcutive Director (Retail North)
· Remilekun A. Odulami (Chief Risk officer)
· MrUrem Kalu Luk Eke (Executives director public sector)
· Tunde Hassan Odukale (Non executive director)
· Obafemi Ademola (Non executive)
· MrsIdiatAyomogbia (Non executive director)
· Alhaji MaheyRafindadi Rasheed OFR (Non executive director)
· Mrs Ibukun Abiodun Awosika (Non executive director)
· MrEbenzer Adewale Jolaoso (Non executive director)
· MrsKhadijatAlaoSurab (Non executive director)
· Mr Ambrose Fecse (Non executive director)

















CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1	INTRODUCTION
	The data collected from questionnaire method used, the research use tabular and percentage method of data presentation to represent the data collected. Data analysis The important of data analysis cannot be over emphasized to any research work. Data becomes meaningful only after they are analyzed. Data analysis involve the conversion, information obtain through interviews or questionnaires or other form of data into descriptive statement. In these research works, data analysis was grouped into sections.
Section “A” is concerned with bio data presentation of respondent while section is concerned with the sample percentage presentation to the response to the question in the questionnaire.
4.2	DATA PRESENTATION AND ANALYSIS
SECTION A BIO DATA
TABLE 1: SEX DISTRIBUTION RESPONDENTS
	VARIABLE
	NUMBER
	PERCENTAGE

	Female
	18
	36

	Male
	32
	64

	Total
	50
	100


Source: field survey 2025
	From the above reveals that there are more female respondents than male which the female is 36% while male respondents is 64%.




TABLE 2: MARITAL STATUS OF RESPONDENTS
	VARIABLE
	NUMBER
	PERCENTAGE

	Single
	20
	40

	Married
	25
	50

	Divorced
	5
	10

	Widow
	-
	-

	Total
	50
	100


Source: field survey 2025
	The above table shows that there are more married respondents which are 25 at the rate of 50% while single is 20 at the rate of 40% and also divorce 5 at the rate of 10% respectively
TABLE 3: EDUCATIONAL QUALIFICATION OF RESPONDENTS
	VARIABLE
	NUMBER
	PERCENTAGE

	SSCE
	5
	10

	HND/OND
	15
	30

	BSc / BA
	30
	60

	NCE
	-
	-

	Others
	-
	-

	Total 
	50
	100


Source: field survey 2025
The table above reveals that SSCE is rate 10% while HND/OND respondents is 15 at 30% for Bsc/BA is rated 30 at 60% which equals highest percentage respectively
TABLE 4: YEAR ON OPERATION 
	VARIABLE
	NUMBER
	PERCENTAGE

	5 – 10 years
	20
	40

	11 – 15 years
	15
	30

	16 – 20
	15
	30

	Above 20 years 
	-
	

	Total
	288
	100


Source: field survey 2025
	The above table revealed that 11 – 15 years 15 at the rate 30% while 20 5 – 10 years rate 40% and also 16 – 20 years 15 for 30% respectively
SECTION B
TABLE 5: DOES STRATEGIC MARKETINGTHE PRIME CONCERN IN 
BANKING ENVIROMENT 
	
	Response 
	Percentage (%)

	Agree
	35
	70

	Disagree
	13
	26

	Undecided
	2
	4

	Total
	50
	100


Source: Field Research, 2025
The table shows that many respondents agreed that working capital the prime concern in Banking environment because 35 respondents which represents 70% agree, 13 respondents which is 26% disagree, 2 respondents which represents 4% were undecided respectively. 


TABLE 6: DOES THE EFFICIENCY OF STRATEGIC MARKETINGINDUCES PRODCUTIVITY?
	
	Response 
	Percentage (%)

	Agree
	40
	80

	Disagree
	10
	20

	Undecided
	-
	-

	Total
	50
	100


Source: Field Research, 2025
The table shows that 40 respondents which represent 80% agree, while 10 respondents which represent 20% disagree that product development does not enhance product development respectively. 
TABLE 7: DOES STRATEGIC MARKETINGHAS SIGNIFICANT IMPACT ON FIRST BANK NIGERIA PLC
	
	Response 
	Percentage (%)

	Agree
	35
	70

	Disagree
	10
	20

	Undecided
	5
	10

	Total
	50
	100


Source: Field Research, 2025
The table shows that 35 respondents which represent 70% agree, 10 respondents which represent 20% disagree, while 5 respondents which represent 10% were undecided respectively. 




TABLE 8: DOES INADQUATE STRATEGIC MARKETINGMANAGEMENT INDUCE LIQUIDITY IN AN ORGANIZATION?
	
	Response 
	Percentage (%)

	Agree
	30
	60

	Disagree
	15
	30

	Undecided
	5
	10

	Total
	50
	100


Source: Field Research, 2025
The table shows that 30 respondents which represent 60% agree, 15 respondents which represent 30% disagree, 5 respondents which represents 10% were undecided respectively. 
TABLE 9: DOES THE EFFECT OF STRATEGIC MARKETING AFFECT ORGANIZATION PERFORMANCE?
	
	Response 
	Percentage (%)

	Agree
	30
	60

	Disagree
	20
	40

	Undecided
	-
	-

	Total
	50
	100


Source: Field Research, 2025
The table above shows that 30 respondents which represents 60% agree, 20 respondents which represents 40% disagrees respectively. 
TABLE 10: DOES THE EFFECT OF STRATEGIC MARKETING AFFECT ORGANIZATIONAL GOALS?
	
	Response 
	Percentage (%)

	Agree
	40
	80

	Disagree
	10
	20

	Undecided
	-
	-

	Total
	50
	100


Source: Field Research, 2025
The table above shows that 40 respondents which represents 80% agree, while 10 respondents which represents 20% disagree with the thesis respectively. 
TABLE 11: DOES THE EFFECT OF STRATEGIC MARKETING ENHANCE ORGANIZATIONAL GOALS, GROWTH OR PROFITABILITY?
	
	Response 
	Percentage (%)

	Agree
	45
	90

	Disagree
	3
	6

	Undecided
	2
	4

	Total
	50
	100


Source: Field Research, 2025
The table above shows that 45 respondents which represents 90% agree, 3 respondents which represents 6% disagrees, while 2 respondents which represent 4% were undecided respectively. 

TABLE 12: DOES STRATEGIC MARKETING DEVELOPMENT ENHANCE PRODUCT PERFORMANCE?
	
	Response 
	Percentage (%)

	Agree
	30
	60

	Disagree
	15
	30

	Undecided
	5
	10

	Total
	50
	100


Source: Field Research, 2025
The table above shows that 30 respondents which represents 60% agree, 15 respondents which represents 30% disagrees, and 5 respondents which represent 10% were undecided respectively. 
TABLE 13: DOES STRATEGIES MARKETING AFFECT PRODUCTIVITY 
	
	Response 
	Percentage (%)

	Agree
	45
	90

	Disagree
	5
	10

	Undecided
	--
	--

	Total
	50
	100


Source: Field Research, 2025
The table shows that 45 respondents which represent 90% agree, 5 respondents which represent 10% disagree respectively. 

TABLE 14: DOES STRATEGIES MARKETING ADOPTED BY ORGANIZATIONS HAS POSITIVE IMPACT 	BUSINESS PERFORMANCE
	
	Response 
	Percentage (%)

	Agree
	40
	80

	Disagree
	5
	10

	Undecided
	5
	10

	Total
	50
	100


Source: Field Research, 2025
The table above shows that 40 respondents which represents 80% agree, 5 respondents which represents 10% disagree, 5 respondents which represents 10% are undecided respectively.
TABLE 15: DOES OPTIMAL MARKETING MIX USED IN ATTAINING ORGANIZATIONAL OBJECTIVE
	
	Response 
	Percentage (%)

	Agree
	30
	60

	Disagree
	15
	30

	Undecided
	5
	10

	Total
	50
	100


Source: Field Research, 2025
The table above shows that 30 respondents which represents 60% agree, 15 respondents which represents 30% disagree, 5 respondents which represents 10% are undecided respectively.

HYPOTHESIS TESTING
HO: Strategies marketing adopted by organizations does not has positive impact 	on business performance 
HI: Strategies marketing adopted by organizations has positive impact 	on business performance
TABLE 14 
	
	Response 
	Percentage (%)

	Agree
	40
	80

	Disagree
	5
	10

	Undecided
	5
	10

	Total
	50
	100


	The table above shows that 40 respondents which represents 80% agree, 5 respondents which represents 10% disagree, 5 respondents which represents 10% are undecided respectively.
Chi-square = E (o-e)
		        E
Level of significant 5% 
 = (1-0.05)
 = 0.95
Degree of freedom = 3
(R-1)	(C-1)
(2-1)	(4-1)
1x3
=3
Expected value
1 x 50
4      1
= 72
	O
	E
	O – E
	(O – E)2
	(O – E)2
    E

	40
	12.5
	27.5
	729
	58.32

	5
	12.5
	-7.5
	-49.5
	-3.96

	5
	12.5
	-7.5
	-49.5
	-3.96

	Total
	
	
	
	66.24


Calculated vale = 66.24
Table value = 7.81
Degree of freedom = 3
Decision: we decided to reject null hypothesis (HO) and alternative hypothesis will be accepted (HI) since the calculated value is greater than the calculated value.
HYPOTHESIS TESTING II
HO: optimal marketing mix used in attaining organizationaldoes not has positive impact objective
HI: optimal marketing mix used in attaining organizationalhas positive impact objective



TABLE 15 WAS TESTED 
	
	Response 
	Percentage (%)

	Agree
	30
	60

	Disagree
	15
	30

	Undecided
	5
	10

	Total
	50
	100


The table above shows that 30 respondents which represents 60% agree, 15 respondents which represents 30% disagree, 5 respondents which represents 10% are undecided respectively.
Chi-square = E (o-e)
		        E
Level of significant 5% 
 = (1-0.05)
 = 0.95
Degree of freedom = 3
(R-1)	(C-1)
(2-1)	(4-1)
1x3
=3
Expected value
1 x 50
4      1
= 72

	O
	E
	O – E
	(O – E)2
	(O – E)2
    E

	30
	12.5
	17.5
	306.23
	24.5

	15
	12.5
	2.5
	31.25
	2.5

	5
	12.5
	-7.5
	49.5
	-3.96

	Total
	
	
	
	23.04


Calculated vale = 23.04
Table value = 7.81
Degree of freedom = 3
Decision: we decided to reject null hypothesis (Ho) andalternative hypothesis will be accepted (Hi) since table value is greater than the calculated value 
HYPOTHESIS TESTING III
HO: Strategy marketing has not, positive impact on productivity 
HI: Strategy marketing has positive impact on productivity 
TABLE 13 WAS TESTED 
	
	Response 
	Percentage (%)

	Agree
	45
	90

	Disagree
	5
	10

	Undecided
	--
	--

	Total
	50
	100


The table shows that 45 respondents which represent 90% agree, 5 respondents which represent 10% disagree respectively. 
Chi-square = E (o-e)
		        E
Level of significant 5% 
 = (1-0.05)
 = 0.95
Degree of freedom = 3
(R-1)	(C-1)
(2-1)	(4-1)
1x3
=3
Expected value
1 x 50
4      1
= 72
	O
	E
	O – E
	(O – E)2
	(O – E)2
    E

	45
	12.5
	32.5
	1,056.25
	84.5

	5
	12.5
	-7.5
	49.5
	-3.96

	-
	-
	-
	-
	-

	Total
	
	
	
	80.54


Calculated vale = 80.54
Table value = 7.81
Degree of freedom = 3
Decision: we decided to accept null hypothesis (Ho) and alternative hypothesis will be rejected (Hi). Since calculated value is greater than table
4.3	DISCUSSION OF FINDINGS
	The study was conducted to focus on strategic marketing in the organization to assist in enhancing regarding the organizational development. This study examined opinion of management regarding strategic marketing on organization performance. Based upon the results derived from testing hypotheses, the alternate hypothesis is accepted. HI: Strategies marketing adopted by organizations has positive impact 	on business performance in First bank Nigeria Plc In most of the organizations. However, the authors found and concluded that Strategies marketing adopted by organizations has positive impact organization performanceShould be considered while taking into account any given situation, cultural norms and values. It should be performed for the purpose of well-being. It should not be a day activity or so rather should be followed on continuous basis. 






















CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY OF FINDINGS
The focus of this chapter is to provide the summary and conclusion of the study and to provide recommendations to organizations, individuals, government and the society at large that uses strategic marketing to boost organizational performance. With reference the whole human resources management policies, the researcher was highly impressed to see uniquely packaged policies of employment staff such as health, safety and welfare, policies on remuneration, which particularly was in itself a model policy put in place for fringe benefits. Rewards and compensation, loan allocation and allowances, motivating incentive for the junior workers and a whole of others complied with their disciplinary policies and measures, all these were found to be skillfully and continuously instituted thus bringing about the progress of the organization its yearly performance even while impractical circumstance were occurring to the public sector.   In fact their major interest was their remuneration which was commendable. The researcher was further enlightened of the conventional approach, which was based on the determination of staff salaries the prevailing standard in the payment of workers.

5.2	CONCLUSION
	To this end we have come to the conclusion at first bank plc, Ilorin, that the proper and efficient management of an organization that wishes to attain great heights in its pursuit of achieving corporate goals and objectives must bear in mind that the proper management of an organization includes its human resources and that it actually makes the whole difference between a successful organization and an unsuccessful one. At this juncture, we get to know more about the research work done and it was discovered that there are several lapses in the human resources management policy of the case study.     	
	During the period of the research work it was discovered as a matter of corporate principle that case study does not absorb enough youth corps members for any training whatsoever even though it allows first degree or diploma holders without working experience to apply for vacancies.  This policy was found to be rather unsatisfactory and would like to advise on the contrary that corps members on training be giving a chance to come into the organization and learn more about the practical aspect of their field of study. This will also help the organization to discover outstanding potentials that might be use fill to the organization among the members on training. The second and final observation has to do with the group where the last respondent comes from. It was observed that the group solely comprises of junior workers like the drivers and security officers. The actual fact is that this group is not being given any credence from the management. It exists independently and has no official recognition. To this end, the advice to the management is to upgrade this informal group to a formal state in order to enhance or boost the morale of these junior workers. Even though the management is adequately catering for them, they still need some of recognition by the management. This will also help them to provide a route to channel their complaints and even appreciation to the management at any point in time. 
5.3	RECOMMENDATIONS 
· Therefore the researcher recommends that the management should see to this issue with a critical view to adjusting the present situation. 
· They should also bear in mind that work as well as group recognition is one of the motivational factors needed by employees as prescribed by Maslow is his theory of motivation.
· That should be made is that human resources is a pivotal variable without which all other variables with not function effectively. 
· Human resources are a continuous and inevitable process of every organization whether public or private, it is essential that management should monitor it human resources critically and acknowledge its importance to the overall performance of the organization.
· Management should strengthen its human resources department because this will increase the motivation of the workers and hence improve the organizations productivity. 
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