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ABSTRACT
The main task of this study at the beginning of this research work is to analyze the impact of new product development in a competitive financial market. This study shows that financial industries adopt many strategies in winning its customer which ranges from product strategy, promotion strategy, distribution and pricing strategy. The company’s effort in prevailing and succeeding on a dynamic environment is subject to the development of new and innovative product that would confirm with the consumers need and requirement. It is anticipated that this study and the results can be of immense benefit to all firms in financial service. In concluding this work, the researcher would like to say that development of financial products does not exist in isolation but is attributed to many objectives stipulated by the concerned firms.
CHAPTER ONE INTRODUCTION
1.1 BACKGROUND TO THE STUDY
A company’s effort at prevailing among the millions of competitors is surrounded by a number of strategies. This major factor that brought about competition among company is the products, goods and services.
New product development is an important function of business enterprises; this is because products were profitable yesterday may not be profitable today. Furthermore, if the product innovation is successful, the product created through that process is likely to command higher profit margins that mature and dying product. This is because, products innovation creates unique products. They have little or no substitute and they may have little or no competition.
However, product development is expensive, time consuming and risky, majority of new products fail to achieve their commercial goals due to the lack of proper and inadequate strategies. The competition in the market is one of the tasks of the environments that affect company’s activities to give its target market. For this reason, strategies to put in place to suppress these competitors can only be effective if proper competitive analysis is conducted so as to achieve its desired objective. As someone said Supremes excellence (consists of breaking of the enemy’s competitors) resistance without fighting. Thus, product development is one of the strategies that a company can adopt in order to suppress and surpass its competitors so as to achieve its objectives.
Without a doubt product development is embarked upon companies for a number of reasons among which are:
· To counter competitors
· To gain more market and profit
· To increase product varieties
· To help in diversification of risk in another product
1.2 STATEMENT OF THE PROBLEM
While much success can be attributed to product development as a strategy for winning customer’s loyalty in a competitive financial market by various organization and its immense contribution towards the management of marketing programmes the researcher was fascinated to this project work due to the following problems and to suggest viable solution to them.
1.3 AIMS AND OBJECTIVES OF THE STUDY
This work shall be useful for practical purpose which shows the techniques or strategies for winning customers in relation to product development in a competitive financial market.
Other purposes or objectives of the study are:
a. To investigate and find out whether product development has any implication on the performance of organization.
b. To know whether product development serves as an effective strategy for winning customers in a competitive market.
c. To identify the likely problems that confronts an organization on the new product.
d. To propel an intuition as to whether development of new product can serve as an everlasting solution to the problem of competition among companies.
e. To identify the impacts, effects and rationale for developing a new product.
1.4 RESEARCH QUESTIONS
i. What does product development as a strategy tend to achieve in an organization?
ii. What desires can be satisfied through its adoption?
iii. What are the likely factors that do hinder the effective performance of new product?
iv. What attitude does an organization have towards the development of a new product?
v. Of what significance does product development in combating competitors plan?
1.5 SIGNIFICANCE OF THE STUDY
Without a doubt, completion of this work shall be of tremendous advantage for individuals, group of individuals, and corporate organizations among the beneficiaries. Thus, here are the expected recipients to gain from this study:
a. The Researcher: One of the prominent beneficiaries of the study is the researcher as it’s written and completion serves as one of the basic prerequisite or requirement for the award of Higher National Diploma (HND) in marketing. Moreover, once a research is an intellectual engagement, it enriches and widens the knowledge of the research.
b. 	The Case Study: It should be noted however, that the case study for this work is Oceanic Bank Plc, which is one of the companies in financial service industry.
Therefore, Oceanic Bank Plc will find this study very useful as it will give it an insight on the strategies to adopt so as to succeed among millions of competitors in its environment.
c. The Industry: Since the case study of this work is Oceanic Bank Plc, its industry of operation is financial industry (financial industry) on the impact of product development to its survival in the face of the competitors.
d. Sources of Information for Future Research: On product development as a strategy for winning customers in a competitive financial market.
1.6 SCOPE OF THE STUDY
It is worth mentioning however, that the area of coverage or scope of this study be spelt out in a clear term which could be measured under the following premises.
· Industrial Scope: Industrial scope of the study is limited to financial service industry which consists of banks, financial house, mortgage banks, insurance firms among others, for the sake if simplicity to avoid complexity emphasis shall be laid on banks with Oceanic Bank as a focus as one of the bank in the industry.
· 	Geographic Scope: Geographically, the scope of the study is expected to cover the whole Nigeria as a market due to the availability of banks branches on virtually all nooks and corners of the country. But for focus sake, Ilorin metropolis shall be chosen as the area of coverage geographically.
· Theoretical Scope: The scope of this study in relation to theory is on the product development as a strategy for winning customers in a competitive financial market without digression from its major contents of product development and other related concepts.
· Time Scope: The period of coverage for this study shall be measured under two premises
1. Data Availability
2. Period of writing the project for the time of the study both first and second semester of 2009/2010 academic session are considered. In relation to data availability two years data of Oceanic Bank shall be considered which 2005 to 2007 calendar are.
1.7 LIMITATION OF THE STUDY
Virtually all human endeavors are characterized by a number of stumbling block hindrances and set back. The research of this nature is therefore of no exception.
Thus, there are numbers of limiting factors that inhibit the full success of this study. Yet, it is hopeful that the study shall achieve its aims and objectives at the end of the study These limiting factors are:
1. FINANCIAL CONSTRAINTS: Financial barrier stands as a big constraints and limiting factor in this study. This is because a lot of money was required in gathering valuable and relevant data in administering questionnaires for this study. This problem (financial problem) was able to hip in the bud through contributions from family, friends and well wishers.
2. DATA PROBLEM: In gathering relevant and valuable data for this study, the researcher faced a lot of challenges on data accessibility due to the attitude of some respondents. Many descriptions were given to data by organizations, such as “CONFIDENTIAL” “UNTOUCHABLE” “TOP SECRET” “OUT OF BOUND” “PRIVACY” etc. This problem was solved by appealing with a promise of treating the data as confidential.
3. TIME CONSTRAINTS: This limiting factor (time) has a lot of implications on the draw backs of this study due to the limited time available for this study
This is because the academic work is saddled with lectures, assignments and other responsibilities. Despite all the above limiting factors, the researcher is of the view that if proper consideration is well established the research or study will achieve its credibility and objectives.
1.8 HISTORICAL BACKGROUND OF THE CASE STUDY
The bank began operations in 1986. It operates as a universal bank, providing wholesale, retail, corporate, investment and transaction banking services to its customers in the Nigerian market. The bank divides its operations into three major divisions:
(a) Retail Banking
(b) Wholesale Banking and
(c) Treasury & Financial Institutions.
The bank also offers capital markets and investment banking services.
During the fourth quarter of 2011, Ecobank Nigeria acquired 100% of the shareholding in Oceanic Bank, creating the expanded Ecobank Nigeria Plc. As of December 2011, the expanded Ecobank Nigeria controlled total assets valued at approximately US$8.1 billion (NGN: 1.32 trillion), making it one of the five largest banks in Nigeria at the time.
ECO BANK NET WORK
Ecobank Nigeria is a member of Ecobank, the leading independent pan-African bank, headquartered in Lomé, Togo, with affiliates in West Africa, Central Africa and East Africa. Ecobank, which was established in 1985, has grown to a network of over 1,000 branches, employing over 10,000 people, with offices in 29 countries including Benin, Burkina Faso, Burundi, Cameroon, Cape Verde, the Central African Republic, Chad, the Republic of Congo, the Democratic Republic of Congo, Gambia, Ghana, Guinea, Guinea Bissau, the Ivory Coast, Kenya, Liberia, Mali, Malawi, Niger, Nigeria, Rwanda, Sao Tome, Senegal, Sierra Leone, Togo, Uganda and Zambia.
PARENT COMPANY
Eco bank Transnational Inc. (ETI) is the parent company of the Eco bank Group which includes the following specialized subsidiaries:
· Eco bank Development Corporation (EDC)–Lomé, Togo
· EDC Investment Corporation – Abidjan, Ivory Coast
· EDC Investment Corporation – Douala, Cameroon
· EDC Securities Limited – Lagos, Nigeria
· EDC Stockbrokers Limited – Accra, Ghana
· Ecobank Asset Management – Abidjan, Ivory Coast
· e-Process International SA – Lomé, Togo
· ECV Servicios – Praia, Cape Verde
The stock of ETI is traded on three African stock exchanges: the Ghana Stock Exchange (GSE), the Nigerian Stock Exchange (NSE) and the BRVM stock exchange in Abidjan, Ivory Coast.
BRANCH NETWORK
As of December 2011, the expanded Ecobank Nigeria Plc. is projected to have in excess of 600 branches, in all parts of the Federal Republic of Nigeria, following the merger of Oceanic Bank.
1.9 DEFINITION OF KEY TERMS
A Product: This can be defined as a set of tangible and intangible goods that a consumer considers as satisfying their needs and wants.
New products can be classified into three (3) following;
(a) Innovative
(b) Adaptive
(c) Imitative

TYPES OF PRODUCTS CONSUMER
Consumer Product can be divided into two following ways;
(a) Perishable Products
(b) Non – Perishable
INDUSTRIAL
The followings are types of industrial:
(a) Raw Material
(b) Installation
(c) Equipment etc.
New product development is an important function of business enterprises; this is because products that were profitable yesterday may not be profitable today.
1.10 PLAN OF THE STUDY
The chapter of this project deals with Background to the Study, Statement of Problem, Aim and Objectives of the Study, Significance of the Study, Scope of the Study,
Limitation and Constraints of the study, Historical Background of the Study, Definition of Key Terms and Plan of the Study.
Chapter two is all about the Literature Review, The Concept of New Product Development, Types of New Product, Uses of New Product Development, The Meaning of Financial Market, and Characteristics of Financial Market.
Chapter three is really all about the Research Methodology, Research Population and Sampling Population, Research Design or Approach, Data Collection Instruments, Administration of Instruments and Method of Data Analysis.
Chapter four talks about the Data Presentation and Analysis, Brief Historical of Eco Bank Plc, Eco Bank Market and Customer Tends, Reasons for Developing New Products on Eco Bank Plc, Effects of New Product Development on the Bank Customer Trend, Other Factors Affecting Customers behavour to the Bank Products and Constraints to Effective Use of New Product to Win and Retain Customers in the Bank.
While Chapter Five, is all about Summary, Conclusion, Recommendation and References.
CHAPTER TWO
2.0 LITERATURE REVIEW
2.1 THE CONCEPT OF NEW PRODUCT DEVELOPMENT
According to AROMOLE AND EBELOKUN (2003) new product development is any product that consumers treat as an addition to the available choice. However, from the new point of the firm, new product are those products that are new to the company and many include major modification of existing product, duplication of competitors product, acquisition or innovative item, the same management decision are necessary.
It could be seen from this view that new product is an important function of business enterprises; this is because product that were profitable yesterday may not be profitable today. Furthermore, if the product innovation is successful the product created through that process is likely to command high profit margins than mature and dying products.
This is because product innovation creates unique product and they have little or no substitute which they may have little or no competition. They therefore, change substantial price since customers have no basis for comparison. However, product development is expensive, time consuming and risky. Majority of new products fails to achieve commercial success and these failures can cost a firm million of naira says Doughs Foster (1984).
In their own view Micheal J. Etzeltal (1997) “How new product is affected and how it should be marketed.
2.2 TYPES OF NEW PRODUCT
There are numerous types of new products development but we shall focus our attention on three distinct categories of new product.
a. Products that are really innovative: Truly unique products in these categories are real needs that are not being satisfied at the time the product is introduced. For example the innovation in Nigeria banking industry is the introduction of ATM (Automated Teller Machine) that produced the bottle
neck of compulsory visitation to banks branch before withdrawal or deposit could be made.
b. Replacement that are significantly different from existing product in terms of form, function and most important benefits provided e.g. introduction of computer system to reduce the old typewriter.
c. Lucrative product those are new to a particular company but not new to the market. In another situation, a firm may simply wants to capture part of an existing product with a “me Too” product. To maximize company wide sales market of cold and cough remedies routinely introduce lucrative products some of which complicate with a nearly identical product from the same company.
Kotler, (2003) posted that companies that fails to produce new product are putting themselves at great risk. The existing products are vulnerable to changing customers needs and taste, new technology shortened product life cycle and increase domestics and foreign competition most established companies create disruptive technology that are cheaper and more likely to alter the competitive space.
Conversely, Williams J. Stanton (1981) considers the importance of new product development; it is obvious that product innovation is a top management responsibility. Despite this few companies even the best managed and most successful are properly organized for new product development. A recent survey indicates that four out five outstanding firms have problem in this area.
JULIUS ONAH AND M.J. THOMAS (1993) observed product development in relation to its developmental stages or processes. There are certain stages in the development of a new product. However, at each stage or step, management most decides either to move on to the next stage or to abandon the product or sack additional information”. They spelt out that the reason why they need to go through this process is to reduce the risk of product failure. These stages are as followed:
a. Idea Generation: New product development starts with idea generation that could come from consumer, universities company salesman, brain, storming exercise, etc.
b. Idea Screening: Ideas that are generated in the first stage must be evaluated to determine which one warrant further study.
c. Concept Testing: The fact that a product services the screening phase does not mean that it’s newly been marketed. It rather indicates that the product appear to be constant with the resources market condition and product development objectives.
d. Business Analysis: Once the management has developed the project in concept it can evaluate the business attractiveness of the proposal. Management must review the sales, cost and profit project to determine whether they satisfy the company’s objective.
e. Product Development and Testing: When the idea on paper is converted into a physical product and a prototype has been developed, the performance of the product must be examined.
f. Marketing Testing: Here the product is offered for sales I limited geographical area that is representing enough of the total in which product will eventually be sold.
g. Modification Stage: At this stage, design and product factors may have to be adjusted as a result of fast findings. All these points, the management must take a final decision regarding whether to discontinue the product idea modify it or introduce the product.
h. Commercialization: Full scale production and marketing programme are provided and the product is launched. It is the stage where the product is first submitted to the market and thus commenced its lifecycle.
2.3 USES OF NEW PRODUCT DEVELOPMENT
It should be noted however that product development as a strategy for winning customers has it relevance, and interrelatedness. Thus, the uses could be observed by considering the process of developing a product be it in manufacturing or financial industry.
There are certain stages in the development of new product. However, at each stage or step management must decide either to move on to the next stage or abandon the product or seek additional information.
These stages or processes are as followed:
1. Idea Generation:- New product development with idea generation. Idea can come from;
a. Commercial laboratories (Universities, Polytechnic trase contres, colleges of education etc)
b. Consumers through these complains and dissatisfaction with present products.
c. The company’s salesman in the process of analyzing the weakness of the product.
d. Brain storming exercise.
The particular source of data is not so important as the company’s system of stimulating new idea and then acknowledging and reviewing them promptly
2. Idea Screening:- Ideas that are generated in the first stage must be evaluated to determining which ones warrant further study. The purpose of this step is to rate the general desirability of a new product to firm.
That is the concept may be considered way marketable or it may be viewed as inappropriate for a firm that lacks the specific resources needed to produce and market it successfully.
3. Concept Testing:- The fact that a product satisfies rather it only indicates that the products appear to be consistent with the resources market condition and product development objectives.
The purpose of concept testing is to develop a more refined estimate of market acceptance for new product concept to compare competing concepts to determine the most appealing one.
The concept must be tested with an appropriate group of target consumers.
4. Business Analysis: Once the management as developed the product concept, it can be evaluated by the business attractiveness of the proposal. This can be done by:
i. Identifying Product Futures
ii. Estimating market demand and the product profitability
iii. Establishing a programme to develop the product.
iv. Assigning responsibility to further study of the products feasibility.
5. Product Development and Testing: When the idea on paper is converted into a physical product and a prototype has been developed, the performance of the product must be examined product testing provide information on the following:
a. Product shelf life
b. Product ware out rate
c. Problems resulting from the improper usage or consumption.
d. Potential defects that will require replacement
e. Appropriate maintenance schedules
6. Market Testing: Here, the product is offered for sale in limited geographical area that is representative enough of the total in which the product will eventually be sold. The purpose of such market testing is to assess whether the product meet the commercial objectives envisaged in the original developmental proposal or if it is
to be amended as a result of changes taken place in the market place during development.
7. Modification Stage: At the stage designed and production factors may have to be adjusted as a result of test findings. At this point, the management must make the final decision regarding whether to discontinue the product idea, modify it or introduce a product. Specific price and promotion programme needed for the product is also determined at this stage.
8. Commercialization: Full scale production and marketing programs are planned and the product is launched. It is the stage where the product is first submitted to the market and thus commences its lifecycle. In conclusion it could be seen that for any firm to succeed and survive in a competitive market, proper analysis and understanding the above processes is necessary for product development so as to evaluate its relevance.
2.4 THE MEANING OF FINANCIAL MARKET
Initially it is of more importance to understand where the competitors and what market are, separately, before merging the two concepts together.
Financial market, KOTLER AND ARMSTRONG (1987) defined financial market as “a set or actual potential buyer of a product of goods and services”. It is the market as defined by Kotler and Armstrong that services the next level of the company’s marketing environment.
KOTLER (1980) say “a company can choose to operate in one of the five (5) basic types of market outlined as follows:
1. Consumer Market: This is a set of individuals and household that bring product intended for personal consumption.
2. Product Market: This is the set of organization that buy product for the purpose of using them in product process to make profit or achieve other objective.
3. Reseller Market: This is the set of organization that buys product in other to resell them at profitable rate.
4. Government Market: This is the set of government agencies that buy product for the purpose of producing for public utilities and transfer these product to others who need them.
5. International Market: This is the set of higher market found in other countries, this set includes foreign consumers, producers, resellers, and as well as government.
2.5 CHARACTERISTICS OF FINANCIAL MARKET
According to SULLIVAN (1990) he identifies that “competitors are organizations trying to satisfy customers needs and producing products that consumers have seen as being alternative for satisfying their needs. For any market to be regarded as competitive, it must possess the following characteristics or feature:
1. Product Substitute
2. Large Customers
3. High Percentage of Demand
4. Emphasis of Promotion
1. Product Substitute: A product is said to be the sets of both tangible and intangible attribute for contention, acquisition and consumption for people’s satisfaction. In any competitive market the product available always serves as substitute and alternative to any available one e.g. in soft drink industry, coca-cola and 7up are in competitive situation.
2. Large Customer: In any competitive market the consumer rate is always high and cumbersome from this analysis, both present and potential customers are always in large volume and do dictate their patronage and profit of the organization.
3. High Percentage of Demand: Demand is said to be quantity of product that consumer is willing and able to buy at a particular place, time and prices. Therefore, in any competitive market, the percentage of demand is usually high.
4. Emphasis on Promotion: Promotion is the process of creating awareness about the existence of a particular product, goods and services for the purpose of information educating and persuading the public. For any company to survive in any competitive market effective promotion is the answer.
Market followers though having low market share than the leader may be as profitable as or even more profitable than the market leader (Harmermesh, et-al 1978).
The keys to their success are:
1. Constant market segmentation and concentration
2. Effective research and development
3. Profitable Emphasis rather than market share emphasis
4. Strong top management etc.
CHAPTER THREE
3.0 METHODOLOGY
3.1 RESEARCH POPULATION AND SAMPLING POPULATION
CHINSAL (PETER M.) defines population as “any group of people or object which has similar characteristics in any way or the other and which form the subject of the study in a particular survey”.
Also research population implies the total number of people or things or organization in a specific geographical area meant for study.
3.2 POPULATION OF THE STUDY
The study is centralized on product development as a strategy for winning customer in a competitive financial market.
Thus, the population of the study is financial institution on industry which includes commercial bank, mortgage banks, insurance house, financial houses etc. for the purpose of simplicity to avoid any complexity banking sector shall be focused on as the population of this study.
SAMPLES
PETER M. CHSINAL (1981) contributed his view on samples as any number of sampling unit (fewer than aggregate) which is drawn from a population and examined in details.
Sampling is a process of selecting and choosing of small representative or parts, a population with the aim of generating the required data. The conclusions of which are generalized about the whole population.
3.3 SAMPLE OF THE STUDY
For the purpose of this study, the sample is Oceanic Bank Plc which is one of the Banks in the population of banking industries.
Therefore, this sample of Oceanic shall include the staff and customers of the bank for the population of achieving a reliable and dependable conclusion(s).
3.4 RESEARCH DESIGN OR APPROACH
AWOLOLA (1994) defined research design as “the developed design of marketing research product which is the plan developed for testing hypothesis, a plan for collection and processing of information”. He went further that in integral part of research design is the determination of what facts are needed and sources from which these facts will be obtained.
Therefore, for the purpose of this study the sources of data shall be from the two major sources which are:
1. Primary Sources
2. Secondary Sources
PRIMARY SOURCE
The primary source of data for this study shall include the staff and customer of Oceanic Bank Plc for fresh data and the purpose of reliability.
Under this primary sources the methods or instrument used are:
a. Interview Method
b. Questionnaire Method
SECONDARY SOURCE
The secondary data for this study includes published data such as textbooks, information on internet journals, magazines periodicals Oceanic Bank past records, statement and financial account of Oceanic Bank Plc.
3.5 DATA COLLECTION INSTRUMENTS
Research instruments are simply the information aided tools to the research work. The researcher makes use of them to obtain data that are relevant to a particular study at hand and the type of instruments used vary from one subject matter to another, and the intended value or the research finding will cover much on the type of instruments to be used.
For the purpose of obtaining adequate and relevant data for this study, the researcher makes use of the following instruments.
1. Personal interview method
2. Interview by questionnaire method
PERSONAL INTERVIEW
The researcher personally interviewed the marketing and product design and operation managers of Oceanic Bank Plc, in order to gather more information about the product development in their operations, more so, the staff were interviewed briefly on the effect of product development in winning customer in such a tensed competitive market as theirs.
REASONS FOR USING PERSONAL INTERVIEW
The following are the rationales or reasons for using personal interview as information under primary data for obtaining information on the impact of product development and as a strategy for winning customers in a competitive financial market.
1. Possibility of reframing the question when considering the attitude of respondent(s)
2. In order to obtain a reliable data for the study
3. For the purpose of having in-depth knowledge of product development of both the organization and the consumer.
INTERVIEW BY QUESTIONNAIRE
According to HEROLD LUCAS (1970) questionnaires are “the list of questions, addressed to selected individuals who are thought to have been drawn and designed by the researcher”. Respondents are referring to fill the appropriate answer either attitudinal or factual i.e. yes or No.
Under this method, some questions were structured, both for staff of Oceanic Bank Plc, Ilorin branch and some selected customers of the bank (Oceanic) for the purpose of obtaining the required data without being biased.
BENEFITS OF INTERVIEW BY QUESTIONNAIRE
The following are the reasons for the researcher’s adoption of interview and questionnaire method under the primary data source.
a. Because of the possibility of some under-selected information through the bias meant to encounter personal interview method.
b. For the purpose of hasting the speed of expected response to the requested information
c. In order to obtain detailed and reliable information for the study.
3.6 ADMINISTRATION OF INSTRUMENTS
To demonstrate the practical way of which data was eventually collected, the interview started from the higher ranking officers of Oceanic Bank Plc which are the mangers of marketing and product design and development drawn to the operation staff of the bank for the purpose of obtaining relevant information on the side of questionnaire were distributed among members of staff of Oceanic Bank Plc and customers without segregation or segmentation with this questionnaire from valuable information that cannot be gotten from interview were generated.
3.7 METHOD OF DATA ANALYSIS
The study is aimed at investigating the effect of product development as a strategy for winning customers in a competitive financial market in Nigeria with Oceanic Bank Plc as a company of study. Therefore, the intending method of analyzing the data collection for this study through analyzed method of surrounding the instruction and development of new products as an effective strategy for suppressing, surpassing and combating competitors, so as to prevail in such market environment.
CHAPTER FOUR
4.0 DATA PRESENTATION, ANALYSIS AND INTERPRETATION
4.1 BRIEF HISTORY OF ECO BANK PLC
ECO Bank was incorporated on March 6, 1990 as a private limited liability company with one hundred percent (100%) equity ownership by Nigeria Citizen and licensed on April 10, 1990 to carry on commercial banking. The bank commenced business on June12, 1990 at the Water Front Plaza, plot 270, Ozumba Nbadiwe Avenue, Victoria Island Lagos. It was listed on the Nigeria Stock Exchange on June 25, 2004.
Eco Bank International Plc therefore is twenty year old (as at 2010) commercial bank with business offices located in several part of Nigeria. The bank is one of the largest in Nigeria as it is one of those banks that have meet up with the new reform on bank consolidation and recapitalization of twenty five billion naira (25billion). Eco Bank Plc financial year runs from October 1 to September 30 of the subsequent year. Eco Bank impressive performance over the year accounts for the qualifying its customers portfolios which include cooperate organization, high net worth individuals. The federal government and some state government. To enhance response time relationship management unit they have been structured as follows:
1. Corporate Banking Group (CBG)
2. Treasure and Financial Institution Group (TFIG)
3. Retail Bank Group
4. Public Sector Group (PSG)
Staff in each of the sector has a prepared knowledge of the various industries and are therefore able to respond to customers peculiar needs.
4.2 ECO BANK MARKET AND CUSTOMER TRENDS
The important point is to know the customer and in order to know the customer; the company must collect information and store in a customer database and do data base marketing.
Database marketing is the process of building, maintaining and using customer data bases (products, supplies resellers) for the purpose of contacting, transacting and building relationship. A customer’s past purchase demographics (activities interest and opinion) media graphics (preferred media) and other useful information.
In line with what market is in marketing customers of a particular company and product.
This Eco Bank market consists of
a. Businessmen/women
b. Student
c. Civil Servant
d. Retired Civil Servant
To this end, the principle of market segmentation is adopted by Eco Bank Plc by not treating its customers as a whole aggregation. This is done by developing different product for each segment to cater for their needs.
4.3 REASONS FOR DEVELOPING NEW PRODUCTS ON ECO BANK PLC
AROWOMOLE AND EBELOKU (2003) stress that new product development is not embarked upon by organizations vacuum but for the following reasons among others.
1. Desire to grow
2. Competitive reasons
3. Desire to increase sales and profit
4. Desire to improve the organization’s image
5. Optimum use of the company’s resources.
6. Utilitarian reason.
COMPETITIVE REASON
Competitor is one of the task environments that affect business operation, therefore, one of the major reasons for new product development by the companies, Eco Bank, inclusive was to counter, combat or suppress and gain competitive advantage over
competitors.
· Desire to grow: A company places definite limitation on its growth if it concentrates only in a single service. It is therefore better to have new initiative in order to further enhance the growth potentials of the organization.
· Desire to increase sales, patronage/profit. Without doubt one of the prominent reasons why new product are been developed by company is the desire to increase sales through patronage which now go a long way in enhancing the realization of the profitability for the organization.
· Improvement of the organization's image with the introduction   of new product as creativity, the overall and corporate image of the organization could be boosted to the barest minimum
· Optimum use of the company resources by spreading the cost of bank operation over series of innovation it will be possible for such organization to reduce average cost and pass risk on one product to the other.
4.4 EFFECTS OF NEW PRODUCT DEVELOPMENT ON THE BANKS CUSTOMERS TREND
Without doubt, effect of new product development on the bank customer’s trend could be viewed in two ways:
1. Effect on the customers
2. Effect on the company (oceanic bank plc)
EFFECT ON THE CUSTOMERS
New products development has effect on the customer as it caters for;
a. Customers Satisfaction: With the development of new product, customer’s needs and wants are satisfied. This is because; before a product could be produced there is need for research on the needs and teaming of customers.
b. Give room for variety and range of choices with the development of new products, there is opportunity for consumers to compare and contrast among the available choices of product.
EFFECT ON THE ORGANISATION
New product development has the following effect on organization.
1. To increase market share
2. To increase sales volume and profitability
3. It brings about innovation
4. It creates good image for the organization
5. It improves the value of organization offering
6. It increases customers’ patronage leading to high profit.
4.5 OTHER FACTORS AFFECTING CUSTOMERS BEHAVIOUR TO THE BANK PRODUCTS
Customers’ attitude towards the banks product is as a result of both psychological and situational factors.
Psychological factors: there are factors that are within the mind and personal to customer among which are
1. Attitude
2. Beliefs
3. Family
4. Friends
5. Perception
6. Culture
· Culture: A culture is an artifact and symbols being created by man and handed over from one generation to another. Thus, the culture of individual determines purchasing pattern.
· Perception: Can be explained as personal interpretation of which can be explained as personal interpretation of what one sees, hears, smells, feels, tastes. It is the reception of sensory stimuli and conscious or unconscious application of them to form an acceptable interpretation of their meaning.
AGENTS OF SOCIALIZATION
For proper analysis on the factor that affects customer’s behavior, emphasis shall be laid on the agencies of socialization as it determines their purchase which include:
a. Family
b. Pear Friend
c. Mass Media 
d. Radio
e. Television
f. News Paper. etc.
4.6 CONSTRAINTS TO EFFECTIVE USE OF NEW PRODUCT TO WIN AND RETAIN CUSTOMERS IN THE BANK
In fact, new product development by bank could have achieved its overall wins and objectives are not for some stumbling block or constraints towards its effectiveness. Thus, have here the constraints to effective and efficient development of new product by banks.
1. Huge Capital Involvement
2. Difficulty of Identifying the Consumers Needs
Huge Capital Involvement: Virtually all human endeavors are characterized by a number of hindrances new product development therefore is no exception. Among the constraints of new product development is the huge amount of money required from research product development product testing and other ways of enhancing the effectiveness of the product.
Difficulty of Identifying Customers Needs: Human beings are said to be complex beings which are very difficult to understand due to this, identifying their needs is always a problem, because some customers are not ready to diverge or expose their needs.
CHAPTER FIVE
5.0 SUMMARY, CONCLUSION, RECOMMENDATIONS
5.1 SUMMARY OF FINDINGS
The main task of this study at the beginning of this research work is to analyze the impact of new product development in a competitive financial market. This study shows that financial industries adopt many strategies in winning its customer which ranges from product strategy, promotion strategy, distribution and pricing strategy.
The company’s effort in prevailing and succeeding on a dynamic environment is subject to the development of new and innovative product that would confirm with the consumers need and requirement.
It becomes clearer from the study that firms in the financial industry do not embark a product development in vacuum but due to a number of reasons which include:
a. To combat competitors
b. To attract more customers
c. To satisfy the customers need
d. For growth reason.
With all the strategies mentioned above in the preceding chapters, the study reveals that any company that can adopt the strategy and utilize it effectively and efficiently will no doubt win customers loyalty.
5.2 CONCLUSION
It is anticipated that this study and the results can be of immense benefit to all firms in financial service.
In concluding this work, the researcher would like to say that development of financial products does not exist in isolation but is attributed to many objectives stipulated by the concerned firms.
It is obvious from the analysis that, new product development is one of the strategies that firms in financial industry can adopt to gain more market share and to surpass competitors.
It is worth mentioning however, that proper and effective utilization of new product development strategy now enhances that company to achieve the following aims and objectives.
a. Helps in gaining more customers
b. It brings about customers satisfaction profitability
c. Suppression of competitors
d. It enhances more patronage
In conclusion, the researcher of the view that, for any firm in the financial industry to succeed and survives among millions of competitors in the industry effective development of new product is the answer.
5.3 RECOMMENDATIONS
Based on the findings of this research vital and feasible recommendations are essential to alleviate the problems earlier identified. Here are some recommendations after a careful analysis of the findings have been made.
A good system of new product development as a strategy for winning customers in competitive market should be made flexible in order to cater for changing situations.
Having analysed the various strategies available in chapter two for winning customers through product development, the researcher is of opinion that constant review of the product by changing of features (packages and branding, styling) should be put in place as a way of updating and reviewing it to meet up with the current standard and to suit the need of customers.
Finally, new product development should not be taken as priority in financial industry because there other better strategies for gaining customers, such as promotion
strategy, pricing strategy, placing or distributing strategy and proper positioning of the product.
5.4 SUGGESTIONS FOR FURTHER STUDIES
This research work reveals that new product Development as a strategy for winning and retaining customers in a competitive financial market and the significant company overall efficiency. This research work only concentrates on a few selected banks in Nigeria (Eco Bank Nigeria Plc) which probably cannot be applied to other industries or fields.
More studies should be carried out in the following areas of new product for winning and retaining customers
1. How to design new strategy for companies
2. How to retain their existing and encourage new customers for effective patronize.
REFERENCES
Arowomole K.A & Ebeloku A., (2003) Theory and Practice of Modern Marketing, Niger Road Ilorin, Tajudeen Printing Press,Pg.89
Awolola; J.A., (1994); Research Methodology Ilorin, Olad Publishers, Pg.17
Douglas, F., (1984); Marketing Made Simple United Kingdom, Eagle and Clefts Publisher Pg.72
Julius, Onah & Thomas, M.J. (1983); Principles of Marketing China Tim-Sal Publishers Pg.709
Kotler, & Armstrong (1981); Principle and Practice of Modern Marketing London.
Eaglewood Cliffs Pg.105
Kotler P., (2003); Marketing Management. America, Prentice Hall Publication Pg109 Kotler, Philip (1984); Marketing Principles Planning, Implication and Control. European
Prentice Hall pg 605
Oyedele, A.O., (2006): Professional Guide to Marketing of Financial Service Nigeria. Olad Publishers.
Peter, M. C.,  (1981): Marketing Research Techniques and Application. Europe Tinsel Publisher pg109.
Sullivan, O., (1996): Practice of Marketing. Zing Zing Publisher.
William, J. S., (1980): Fundamentals of Marketing United Kingdom. River side Publisher pg 287
image6.png




