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ABSTRACT
This study examines the impact of marketing of financial services in Nigerian Deposit Money Banks, with a focus on First Bank of Nigeria Plc in Ilorin. The financial services industry is highly competitive, and effective marketing strategies are essential for banks to attract and retain customers. The study employed a mixed-method approach, using both quantitative and qualitative data to analyze the data obtained from primary and secondary sources. The findings of the study reveal that marketing of financial services has a significant impact on the performance of First Bank of Nigeria Plc in Ilorin, particularly in terms of customer acquisition, customer retention, and revenue growth. The study also identifies several marketing strategies that are effective in the Nigerian banking industry, including product differentiation, customer relationship management, and digital marketing. The study recommends that First Bank of Nigeria Plc in Ilorin should continue to invest in effective marketing strategies to remain competitive in the Nigerian banking industry. The study contributes to the literature on the importance of marketing in the financial services industry, particularly in emerging economies such as Nigeria, where there is a growing demand for financial services.
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CHAPTER ONE
INTRODUCTION
1.1. Background To The Study
In the Nigerian banking sector, marketing plays a critical role, and the importance of marketing cannot be overstated. "Marketing is human actions geared at satisfying needs and wants through an exchange process," according to Kotler (2000) and Giese and Cote (2000). The primary goal of marketing is to discover customers' wants and needs and guarantee that they are met appropriately through exchange procedures. According to Isibor, Ojo, and Ikpefan (2017), growth is a critical and required prerequisite for an organization's development. Thus, marketing is critical to a bank's growth, and it must be implemented by banks in order to sustain market share and profitability over time. This will put a bank at the edge of competition in the banking industry. Adebowale (2020), agrees with the fact that a major cause of increased competition and changes in the marketplace has been the need for banks to become more market-oriented and to engage in marketing activities. Marketing is aimed at meeting the desires of not just the customers but also the bank since the product has to be first of all marketed before it can be patronized by the customers who result in high returns and expansion to the bank.
In this competitive age, a bank, for example, cannot survive without its customers, and to do this, the bank's marketing department must work to implement the essential marketing tactics. Effective marketing can be accomplished by raising client awareness of the bank's products and services and making them available to meet their needs, hence increasing patronage. Customers will be satisfied, and they will remain loyal to the bank as a result of this. Customers are in search of new and more improved products, and companies are forced to produce and supply new products that meet the taste, needs and expectations of the customers (Behzad, Ahmad, Seyed, & Majid 2018).
Marketing is the backbone of any firm because it helps to attract its target clients, resulting in a relationship that allows for exchange. Marketing for banks establishes a connection or relationship between the bank's product and the customer, which means that a bank's product can only be marketed based on the client's perceived value.  Customer oriented approach is widely focused on in marketing rather than on sales-oriented approach because it profits the bank in the long run, by building up customer relationship and loyalty. Sales oriented approach is dangerous to the health of a bank. Trying to persuade a market segment to buy something they do not want is highly costly and sometimes unsuccessful, (Lawal 2018). The bank has a major role in determining the level at which marketing plans and activities are implemented to achieve the necessary aim the firm wishes. The bank's ability to establish an organized marketing system ensures a highly effective implementation of marketing strategy to suit the primary objective of the firm, which is to make profit. The bank has to develop the capacity to produce the goods and services that will meet the needs of the customer and that will be of a great relevance to their daily activities. The bank also should have the ability to adapt to changing needs and wants of the customer. Failure of banks to do so will lead to the loss of potential and existing customers because other banks will come up with newer and better strategies, methods and ways of meeting the customer's needs and wants. We are in a competitive age and the state of the economy requires banks to be on top of their game in order to gain a competitive advantage over all other banks in order to increase their market share.
Banks should also take into account changes in the external environment, such as the technology environment, demographic environment, socio-cultural environment, legal environment, and economic environment, in order to stay informed about current banking trends.
According to Yisa (1998), banks must be constantly updated on changes in their external environment, as well as the opportunities and hazards posed by such changes. Banks are failing these days due to a lack of sensitivity to changing environmental conditions as well as a commitment to providing excellent services that fulfill the expectations of their consumers.  For example, the recapitalization of bank's capital base in 2005 had caused banks like Afribank, Spring Bank, and Bank PHB to be taken over by the Central Bank of Nigeria in 2011 because of their lack of sensitivity to changing environmental factors (legal factor) and poor performance. This has necessitated other banks to take the marketing of their products more seriously. Although banks provide a wide range of services that are familiar to the majority, such as account opening, money deposits, withdrawals, and savings, there are still some product improvements in the banking sector that must be considered. Through its numerous channels, marketing encourages innovation and inventions. The bank's marketing department has a lot to offer the banking industry. Marketing is the most significant and beneficial instrument in the banking industry, as it attempts to satisfy both customers and bankers (Ikpefan 2013). It simplifies both the customer's and the bank's life and allows for more efficient delivery.
1.2. Statement of the Problem 
The intricacy and difficulty related to service qualities are a concern in marketing most bank products. Because service is intangible, it must be aggressively pushed before it can be patronized. It is distinct from a visible manufactured product that can be stored as a stock. Armed chair banking was used prior to 1989, when banks were not inventive, and competition was minimal. Customers' loyalty and patronage were at an all-time low due to the bank's unfriendly climate at the time, which included an unbearably lengthy line and unpleasant answers from bank employees. The introduction of the structural adjustment programme (SAP) encouraged the growth of new deposit money banks which led to competition among Nigerian banks causing the adoption of various marketing principles. 
Due to the rise of new generation banking and other considerations such as advancing technology, globalization, and recapitalization, banks have been pushed to adopt the competitive advantage principle in order to maintain a greater market share and long-term viability. One of the most common strategies used by banks to obtain a competitive advantage is marketing. In the banking industry, however, marketing concerns have yet to be resolved. New items are developed on a regular basis, but the lifespan of these products and services is decreasing as competitors replace them with newer and more enhanced versions. The problem is that marketing has not been able to effectively communicate to the customers regarding the improvements of various existing products and the existence of new emerging services offered in the bank. Marketing has not been successfully used to ensure patronage of products with a short lifespan in order to generate the bank’s perceived revenue. Banks make little or no profits on their new products because relevant marketing tools were not applied in time before the products began to decline. Although marketing enables innovation and invention. But these developments are yet to be effectively communicated to the customers through the right channel. The marketing department has not created a platform for communicating with the customers, such that customers are able to ask questions, offer advice and recommendations relating to the bank's services. Communication gaps exist in the banks because it is assumed that customers are aware of the range of services offered by banks that suit them. But in reality, it is not so. Communication gaps affect customer's loyalty and patronage, and this problem is rampant among banks. Adebowale (2020) agrees that staff are inexperienced at having an effective interaction which leaves customers dissatisfied.
1.3	Research Questions 
The following research questions will be answered in the course of this study:
i. How does financial services marketing affect the Nigerian banking system?
ii. To what extent has marketing of bank products and services aided the Nigerian banking system's success and efficiency?
iii. How can banks utilize marketing to ensure that their customers are constantly satisfied?
iv. How can the marketing problem in Nigerian banks be addressed? 
1.4	Objective Of The Study
i. To investigate the impact of financial services and product marketing in the Nigerian banking sector.
ii. To see if marketing of bank products and services improves the Nigerian banking system's success and efficiency.
iii. To investigate how financial services marketing can be used to ensure that consumers are satisfied at all times.
iv. To look into how the marketing challenges in Nigerian banks might be improved for efficiency. 
1.5	Research Of Hypothesis
Ho1: Marketing does not have any significant impact on financial services and product in Nigeria banking system.
Hi1: Marketing strategies have impact on financial service and product in Nigeria banking system.
Ho2: There is no significant relationship between marketing and the satisfaction of banks’ customers.
Hi2: There is a significant relationship between marketing and the satisfaction of banks’ customers.

1.6	Significance of The Study
It is hoped that this study, when successfully completed and supervised has a lot of roles to play the study will basically fill a wide vacuum which is greatly essential to practioner experts and scholars in marketing communication and promotion who have been lacking and needed guiding information for their promotion mix decision, promotional budgeting as well as research study on marketing strategies.
Furthermore, the study by its objectives will not only assess the relative’s effectiveness for sales but also in communication generally by this the study will be essentially useful to the government agents non will also serves a source of resonant information to government agent on the communication tools to be used tin communication creating awareness to masses about government programmes and activities.
 Finally, research consultants and individuals have been deprived and excellent performance in communication researcher because of insufficient and scary data and adequate liberation abusable in this area of study. It is hoped that this study, when successfully completed will be an addition to the essential materials needs in this vital area of marketing and entrepreneurship researchers will therefore use it extensively as source of their secondary data, based on all these.
1.7. Scope of The Study
This study covered the area of product modification, marketing strategy and marketing mix etc from First Bank Plc. However, the study has its limitation in the collection and processing of data through the use of questioner and interview since it is bases on primary data. 
1.8	Definition Of Term
Marketing: institute of marketing (London) defines marketing as the management as the management process which is responsible for identifying anticipating and satisfying customers requirement probability and also marketing can also be define as the activities of business organization that are responsibility for the flowing of goods and services directly from the producer down to the find consumer. 
Marketing mix: According to Kotler, Philip (principles of marketing variables that the firm employs to achieve its objectives in the target market.
Organization: According to J.C Okeke (handbook in business organization) organization is defined as a description of group activities or an important aspect of management factors which designs the utilization of production factors on institution itself.
1.9	Plan of the study 
The research work is on the impact of marketing of financial services in the Nigeria Deposit Money Bank, the project is subdivided into five chapters. Chapter one will contain introduction, background to the study statement of problem, research question objective of the study and hypothesis to include significance, scope and limitation of the study. Chapter two contains the concept, theories and review of preview of previous empirical studies. Chapter three is based on presentation, analysis and interpretation of the result. The final chapter which is chapter five will make summary, conclusion and recommendation.

CHAPTER TWO
REVIEW OF RELATED LITERATURE
2.1	Conceptual Review
2.1.1. Concept of Marketing
Marketing is a vital tool of the banking sector due to the fact that it provides a means of satisfying customers' benefit and not only does it benefit the customer but also the banker. It satisfies customer benefit by making provision for their innate wants and desires and also the banker by assisting them to identify and segment target customer. Marketing aims at serving and satisfying human needs and wants thereby making it a strategic factor in the economic structure of any society. Marketing is, therefore, a catalyst for the bank's performance and competitiveness in the new era of the banking industry. It is also agreed by Abiodun, George, and Afolabi (2014) that due to severe competition in the banking industry and changes in trends, banks are forced to adopt marketing strategies as a tool for success.
Marketing to the banking sector is also an essential tool when it comes to allocating their resources to the right segment of the market. Marketing aims to identify the basis of customers’ unique needs, satisfying those needs, retaining customers and locating additional customers. According to Cherinet (2015), Customers are the main aim of marketing activities all around the world and success in terms of high profitability is impossible without the customers. This means that all the activities of marketing revolve around the ability to attract customers and retain them in order to aid the achievement of the bank's objective which is to increase deposit base and to make a profit. Marketing is emphasized to include activities that deal with being close to the customers, stressing on the satisfaction of customer and the building of customer relationship, understanding the customer value and the enhancement of product offering to better suit the needs of customers. Deposit Money Banks need to engage rigorously in strategic marketing if they want to succeed in achieving a competitive advantage. Orville and John (2014), agrees with the fact that the principal focus of strategic marketing is to effectively allocate and coordinate marketing resources and activities to accomplish the firm's objectives within a specific market. Deposit Money Banks need to identify customers' needs and also ensure that they are involved in scanning the environment through marketing research. There is also the need for the bank officials to identify clear and effective means that would engender the satisfaction of customers'. Bank marketing does not only include service selling of the bank but also is the function which gets personality and image of the bank on its customers' mind. The banking sector has changed phenomenally. Activities in the bank have transformed from the manual ways of providing services to electronic banking. This also connotes that the era of arm chair banking is over, banks are now involved in aggressive marketing to improve their market share and mobilize deposits (Ikpefan, Akpan, Osuma, Evbuomwan and Ndigwe 2018).
2.1.2. Marketing of Financial Services
The concept of financial service marketing is the general idea and meaning of bank service marketing and customer patronage and loyalty. Bank service marketing is defined by Deryk, W. cited by Ikpefan (2013), as “identifying the most profitable market now and in the future, accessing present, and future needs of the customers, setting business development goals and marketing plans to meet them and managing the various services and promoting them to achieve plans”.
2.1.3. Bank Service and Quality Assurance?
Bank service marketing has been viewed in numerous ways by various researchers such as Ikpefan (2018), Lawal (2018), Adebowale (2020) and more recently, Mahtab & Abdullah (2016). There has been no standard definition of marketing as various researchers and writers have given their different opinions on what marketing is about. According to American Marketing Association (1985), Marketing is described as a process of planning and executing the conception, pricing, promotion, and the distribution of ideas, goods, and services in order to create an exchange that satisfies individual and organizational objectives. Wilson (2002) defined marketing as the identification of consumer’s needs which consists of what goods and services are bought, why they are bought, by whom they are bought and how they are bought. By answering this question, it becomes clearer to banks about what customers are expecting and how they want their needs met. Wilson’s definition is more of questions asked when undertaking marketing research in order to identify these needs and to meet them effectively through the results obtained from the market research. Marketing has also been defined by Bambgoye (1984) as the part of a management activity that aims to direct the flow of banking services to selected target customers in order to generate earnings.

The aim of marketing is to serve and satisfy human needs and wants to make it a strategic factor in the economic structure of any society, including a nation (Ogunsanya 2003) cited in (Ikpefan 2013). This implies that marketing is crucial in identifying the essential needs and wants of customers. Marketing research has to be done in order to identify the needs and make marketing plans to meet them in strategic ways which makes it an important factor or force in meeting the various needs of the society and nation at large. Marketing seeks to attain a higher level of success by gaining a competitive edge over all other competitors in its overall activities in the banking industry. Firms try to optimize their earnings by identifying and meeting the needs of the market thereby applying the principles of marketing in attaining competitive advantage and increasing market share.
Marketing is defined by OnyiriFirst Bank (2008) as internal and external, human and corporate, goal-directed activities in which the business engages with the aim of satisfying needs and wants of the customer. It is a business practice used as a corporate survival strategy of deploying human and material resources to identify and satisfying the unfulfilled market needs which will yield returns to the business. When marketing is central to an organization, customer needs are emphasized, and this is used as a means of surviving competition and increasing market shares and earnings in the long run. Marketing induces high switching costs to customers because since the firm is able to identify and meet their needs effectively, it becomes harder for the customers to leave making switching cost high. Customers seek a high level of satisfaction from deposit money banks and this requires a high level of inputs such as human and material resources to best meet customers' needs. Therefore, the marketing department must possess the unique skill to excel in their dealings.
According to Kotler (2001), the marketing department is responsible for the management of the following demand which includes; negative demand, no demand, latent demand that is a strong need that cannot be satisfied with existing products, declining demand due to change in taste and preference, irregular demand that is demand that varies by season, full demand and overfull demand. An effective and efficient marketing department assume a lot of responsibilities that partake in the acquisition of customers, so they concentrate on the various demands that customers are interested in satisfying. They deal with the different needs of the customer and ensure that these varying needs are adequately met in order to retain their existing customers and attract new ones. Marketing helps to suppress negative demand by replacing the unwanted service with a new and upgraded one that would best meet the customer's needs. It arouses new demand by providing varieties of services that the customers can choose from.
According to Reekie (1972), marketing is the part of management activity that directs the flow of banking services to selected customers in a profitable manner. Marketing in any organization fosters banks activities and is one of the main mechanisms for achieving profitability in the industry. Banks play a major role in the provision of financial services and are key participants in the national payment system. As such, banks now need to operate in situations of keen competition in their financial service activities, whether it may be canvassing deposits, or extending their credit line or in selling ancillary services. With the liberalization of the banking sector and entry of more players, the banks need to become market-oriented with new and innovative schemes, at competitive prices available at the place the customer needs them; delivered with efficiency and quality of service.
2.1.4. The Concept of Consumer’s Loyalty and Retention
The style of providing financial services, especially in the banking sector, has been uniquely and previously described as "armchair". The description of a situation that negates the importance of marketing content and application for an improved level of customer satisfaction, customer loyalty, and brand equity was also negated (Okigbo 2001). The major indices of marketing performance as described by Afolabi (2008) include customer satisfaction, loyalty and brand equity. Satisfaction of customer is what ensures continual patronage of the deposit money bank’s offering. Banks need to be aware that the creation of value in their offerings is a major catalyst for continual patronage. Although bank practices in Nigeria have been seen to be effective according to the findings by Sani and Animashaun (2015), banks have been advised to continually improve on their marketing strategies in order to promote long-term patronage with the bank. Deposit money banks should also develop and maintain a long-term relationship with their customers because the nature of Nigerian business is mostly built on connections and contact with people so as to get their loyalty in turn. Customer loyalty is defined by the desire of customers to continue a relationship with the company. Loyalty is classified as repeat patronage by customers (Reibstein 2002) but the motive that inspires such repeat patronage is not revealed which makes a major difference between the two concepts, loyalty, and patronage. Continuous patronage is based on the perceived value that the customer continually receives in their dealing with the bank but in loyalty, the motive for continuous dealings with the bank is not unveiled. The behavior or motives could be based on habits, third person influence or random chances. Loyalty is a situation of lack of switching to other banks even with the absence of switching costs. Loyalty is the intention of repurchasing products and services and is deeply held on by commitment. Such commitment has made the customer remain the bank's client without the intention of patronizing other deposit money banks. Customer loyalty is seen as a major factor in a company's success (Khan 2013). Loyalty is the commitment to do business with a particular organization which is reflected in repeat purchase of goods and services. Loyalty can lead to recommending bank services to friends and associations. It is the demonstration of faithfulness despite occasional errors or indifferent service rendering.
According to Bagdoniene and Jakstaite (2007), customer loyalty is the highest valuable result of marketing efforts; this makes the development of customer loyalty as an important focus on marketing strategy. Building customer loyalty has become an intense strategy due to increased competition and globalization (Cherinet 2015). Loyalty has such benefits as lowering the price sensitivity of customers, reducing marketing expenditure on attracting new customers and increased profitability. If customers are able to pass on favorable word of mouth comments about the bank and its products, it is said that customer loyalty is attained. Customer patronage and loyalty go hand in hand, the difference being the level of commitment which has been devoted to the bank through loyalty. Customers' patronage is merely based on the perceived value from the bank's offering, excellent services, efficient delivery of their products and services and the responsiveness of their banks to changes in their needs and wants. According to Uppal (2010), the task of every bank is not only to create and win more customers but also to retain them in the business through consistency in the provision of an effective programme of customer-focused services. Retained customers in business are the satisfied and loyal ones with relative lifetime value that helps the business to maintain its competitive advantage which is relative to enhanced equity (Kotler 2004).
2.2.	Theoretical Review
2.2.1 Evolutionary Model 
According to the evolutionary model of the firm by Nelson, et al., (1982) the behaviour of any firm consists of, and is based on, a set of learned principles or routines. The quality of an individual firm’s routines determines its position in relation to rivals, analogous to the position of species in the evolutionary chain. Firms cannot, of course, maintain their superiority permanently on the basis of their existing routines. Innovations, which enable firms to develop new and upgrade existing routines, drive continuous changes in the economic system. The endogenous growth literature introduces the simultaneity in the relationship between innovation and performance. In this model the growth of an economy is determined by the level of technology and innovation which, in turn, depend on the share of GDP devoted to these activities (Grossman, et al., 1994; Aghion and Horwitt 1998). 
2.2.2 Social Cognitive Theory 
Despite growing recognition for the role of managers in developing entrepreneurial behaviors, more needs to be known about the specific factors that can influence innovative objectives. Social cognitive theory is a recent theory of human behavior that may have significant potential for influencing entrepreneurial activity in today's business organizations. It is believed that it provides a framework that helps to facilitate entrepreneurial knowledge within established organizations. The theory recognizes the impact of the environment on human development while also placing responsibility on the individual to grow from within. It incorporates the primary critical categories of variables influencing organizational behavior; that is, cognitive, behavioral, and environmental determinants (Davis & Luthans, 1980). In short, social cognitive theory posits that the environment, the focal behavior, and the person (including internal cognitions) reciprocally interact to explain individual actions. 
A social cognitive view of corporate entrepreneurship suggests that each person can transform into an innovative and entrepreneurial individual if given the opportunity and support to develop his or her abilities. In this respect, bank management support of entrepreneurial activity is key to ensuring that employees become more innovative and creative. While the corporate environment plays an important role in personal development, the individual is also responsible and can affect his or her own manner of entrepreneurial thinking. Thus, even though the organization can provide a supportive environment for entrepreneurial activity, the employees must also actively manage themselves in understanding and taking advantage of these opportunities.
2.1. Empirical Review
Adebowale (2020) found out that the need for quality services has made customers switch to other banks. He found out that customers are dissatisfied generally due to the inability of banks to ensure customers' focus and responses are raised to give them maximum satisfaction. In his findings, he concluded that banks on average apply marketing practices to gain a competitive advantage. The marketing practices include production concept, product concept, selling concept, marketing concept, societal marketing concept and relationship banking. The result of the findings rated the level of application of marketing practices by banks to be significantly low. He posited that banks need to be more proactive in their approach to providing qualitative services to their customers at highly affordable rates and must be available. Banks should be more strategic and should focus on client relationships, an innovative product delivery system that is convenient to consumers and are most cost-efficient. He also posited that holistic marketing which involves an aggressive marketing approach is to be advocated if customers' satisfaction is to be attained. Although banks were applying the marketing practices, the results coming from the customers showed that the application requires overhauling and re-engineering if customer satisfaction is to be attained. 
The study conducted by Abiodun, George, and Afolabi (2018) shows that marketing practices in the Nigerian banking industry have recorded a low -level standard relative to global standard practice. The effects on the overall industry’s performance in terms of customer satisfaction and customer loyalty have been on the negative.
The study was conducted to examine the changing trends towards embracing marketing philosophy and the extent of banks' performance level in response to changing expectations of customers. Theoretical issues relating to marketing, customer philosophy, financial marketing, customer loyalty, and satisfaction, were explored to establish the key performance variables and the existing relationships amongst them. The result of the study shows that there is a significant relationship between the new trends towards marketing orientation, financial services in the banking industry and performance level. Improved marketing performance and training to enhance service delivery, customer satisfaction and customer loyalty across all banks in the Nigerian financial markets were recommended by the study. 
The study conducted by Okoye (2017) established that the banking industry should establish a marketing department that is good, adequate and efficient that will see to the satisfaction of customers’ needs. The banks should embark on aggressive promotional activities in order that the customers are more informed regularly about the services offered by banks. This will enable the bank to be in a better position in this era of competitive banking. 
The study conducted by Dwivedi (2017) explained that finance functions are important but not as significant as marketing functions. The resistance between the marketing and finance functions would be unfavorable to the smooth development and functioning of any business organization. Finance objectives like value maximization to shareholders are integral parts of any strategy adopted by the organization. But this objective
seems to have been lost amongst the flurry of marketing activities focusing on market share. Conscious efforts must be taken to avoid the missing core objective and for sales growth.
The study conducted by Sani and Animashaun (2015) focused on the examining the impact of marketing of financial products on the Nigerian banking system and to ascertain whether marketing of banks products enhances the success and efficiency in the Nigerian Banking system. It was concluded that the marketing of the bank's products has significantly improved the efficiency of deposit in banks and has enhanced customer satisfaction. The study recommended that all the units of the banks should be involved in the marketing of financial products, and they should continue to treat their customer with high esteem. The study postulated that there has been substantial levels of effectiveness of marketing practices in Nigerian Banks and improved efficiency and customer satisfaction. But banks should continue to improve on their marketing strategies and bank management should introduce improved and consistent marketing principles that will enhance their profit objectives.
2.2.  Gaps in literature
The study of marketing of deposit money bank services has been researched by scholars locally and internationally. Most studies have focused on banks performance financially in terms of customers' satisfaction without focusing on continuous patronage and loyalty of the clients. Most study focus on how marketing can be used to accelerate deposit money bank performance in terms of its financial position without focusing on its effect on bank performance in terms of customer patronage and loyalty. Performance in the banking sector has been based on the accomplishment of the company's financial targets and profit maximization, rather than on customer- based expectation such as value creation to encourage patronage and loyalty. In an attempt to fill this gap, this study intends to view the impact of marketing in deposit money bank directly on the customer patronage and loyalty and to expand on the already researched study in this area.
















CHAPTER THREE
METHODOLOGY
3.1 	Introduction
Owing to highly sensitive of a chosen topic in relation to the case study a vital means of data collection was chosen to facilitate the collection uninfluenced information from the appropriate quarters. To this end, a data collection tool of personal interview chose to effort our objectives. Also, the method used to obtain data is questionnaire method.
3.2 	Research Design
Research design embraces the methodology and procedures employed to conduct scientific research. The design defines the study type, data collection method analysis plan. This study took an explanatory research design since it seeks to establish the impact of marketing in service industries in the realization of company goal and objectives.
The research strategy used for research was a survey approach in order to collect quantitative data which was analyzed using descriptive statistical tools. The use of a survey enables generalization to be conducted using findings generated from a sample size which is representation of the whole population.
3.3 	Population Of The Study
Sekeran (1990) reported that population refers to the entire group of people; event or things of interest that the researcher wishes to investigate.
The target population for the study consists of all staff of First Bank, Ilorin . The total of people forming the population is 88.
3.4 	Sample And Sampling Techniques
A Sample is a set of items or individuals selected from a larger aggregate or population. The sample was selected using random sampling method. This was due to the fact that not all the department and sections of First Bank Ilorin would be requiring making relevant information available only. Therefore, the sample size adopted in this research work is so. However, the number of questionnaire sent out and those received will be discussed in the next chapter of this work.
3.5 	Method Of Data Collection 
For this study, primary data was used by the researcher to make a thorough analysis of the study problem at hand. The primary data was collected through the use of questionnaire distributed to the respondents selected in the population in the course of the research. Data was generated and results were also generated by processing the data obtained. 
A questionnaire is a sequence of questions with the main aim of assembling information from the respondent. A questionnaire is, therefore, originated from the statement of the research problem, research objectives, research questions and the stated hypotheses.
3.6 	Research Instrument 
Numerous research tools are used by the researcher to gather data used in this project work some of the tools are discussed below:
Interview: This is s process by which the information that could not be collected accurately through questionnaires are being collected through interviews. Interview was conducted with most of the staff under the finance department. During the interview, information collected includes the general structure of trust Bank of Nigeria plc and that of finance department as well.
Questionnaire: Copies of the questionnaire were distributed personally according to the staff of accountancy department and monitored accordingly which from the single size of this project. The administration of questionnaire was limited to the Cadbury Nigeria plc and particular attention was placed to the finance department of the organization due to nature of the study. Positive result was received from the staff of the finance department and information collected made the writing of this project easier.
Personal Observation: The researcher made personal observation of the company financial statement and nothing carefully activities of the financial controller.
3.7 	Method Of Data Analysis
Statistical product and service solution package (SPSS) was the statistical tool used for this analysis. Analysis of data entails formation of categories, applying these categories to raw data through coding, presentation in tabular format and obtaining statistical conclusions. Coding operations was achieved by converting the data obtained to symbols and numbers that may be tabulated and counted. The method of analysis used was the linear regression. It was used to test the significance of the response by the respondents of the deposit money banks stated.



	
	Table 1. Reliability test

	Cronbach's Alpha
	Reliability statistics

	
	No. of Items

	.820
	33


[image: ]Source: SPSS 23 Analysis, researcher’s computation, 2025
[image: ]In order to validate the reliability of the primary data, the Cronbach’s Alpha must be higher than 0.7. According to the reliability statistic tested using SPSS on the questionnaire, the Cronbach’s Alpha gives a result of 0.9 which shows that the data is highly reliable as it is above 0.7.














CHAPTER FOUR
DATA PRESENTATION ANALYSIS
4.1	Introduction
This chapter is concerned with the presentation and analysis of data collected through questionnaire administrated to the staff of First Bank. The entire question presented in the questionnaire was analyzed. It should be noted at this point that out of the eighty (80) questionnaires fifty (50) were duly returned. After the analysis of some selected questions from the questionnaire the result of the interviews conducted are here by presented
4.2	Presentation and Analysis Of Data
Table 1:  Sex of distribution 
	Respondent 
	Frequency
	Percentage 

	Male
	30
	60

	Female
	20
	40

	Total 
	50
	100


	Sources: Field Survey 2025
This represent the number of the respondents on the basis of sex from the data it can be seen that majority of all respondents are male while minority of them are female 60% and 40% respectively.



Table 2: Age of Distribution
	Respondent 
	Frequency 
	Percentage% 

	20-30
	5
	10

	31-40
	15
	30

	41-50
	5
	10

	51-60
	25
	50

	Total 
	50
	100


Sources: Field Survey 2025
The above table shows that the rate of development observed by 5 respondents is between 51-60 which is 50%. It is also believed by 2 respondents that the development rate is between 41-50 which is 1%. Another set of 2 respondents has it that the rate of development is between 31-40 which is 30% which 1 respondent believes that the rate of 7-up bottling company development is fast growing.
Table 3: Workers Marital Status 
	Respondent 
	Frequency 
	Percentage %

	Single 
	30
	60

	Married 
	15
	30

	Widow 
	5
	10

	Divorced 
	-
	-

	Total 
	50
	100


 Sources: Field Survey 2025
From the above table, about 60% of the workers in the company are single because the organization need young and dynamic worker.
Table 4: Education Background 
	Education Background 
	Number of Respondents
	Percentage %

	WASCE/ GCE
	5
	10

	ND/NCE
	20
	50

	HND/BSC
	15
	15

	MSC/ Above 
	10
	10

	Total 
	50
	100


Sources: Field Survey 2025
The above table shows that the workers’ qualities in 7-up bottling company with 10% of WASCE/ GCE 50% of ND/NCE 25% HND/BSC and 15% of MSC/ above holder.
Table 5: How long have you been working with the company.
	Alternative 
	Number of respondents 
	Percentage %

	1 -5
	 25
	50

	6-10
	15
	30

	11-15
	6
	12

	16-20
	4
	8

	Total 
	50
	100


Sources: Field Survey 2025
The above table shows that 50% of the respondents have working experience between 1-5 years 30% have 6-10 working experience while 8% of the respondents have 16-20 years working experience 50, the result show that the company has more of recently employed worker of between 1-5 years.
 
Table 6: is there a marketing manager in your organization.  
	Alternative 
	Number of respondents 
	Percentage %

	Yes 
	40
	80

	No
	10
	20

	I don’t know 
	-
	-

	Total 
	50
	100


Sources: Field Survey 2025
The above table indicates that there is a marketing manager in the organization because 80% of respondents said yes while 20% of the respondents said which means the organization know the important of marketing manager.
Table 7: have you undertaken courses of study in the marketing department. 
	Alternative 
	Number of respondents
	Percentages 

	Yes 
	30
	60

	No 
	20
	40

	Total 
	50
	100


Sources: Field Survey 2025
The above table shows that majority of them have undertaken course of study in the marketing department.
Table 8: Does the marketing mix contribute to the realization of company goals and objective.


	 Alternative
	No of Respondents
	Percentage%

	Yes
	45
	90

	No
	5
	10

	Total
	50
	100


Sources: Field Survey 2025
The above table indicates that marketing mix makes positive contribution to the achievement of goals and objectives in an organization on because 90% said yes while 10% said no.
Table 9: 
Are you involved in products innovation at your bank in any way ?
	Alternative
	No of Respondents
	Percentage%

	Yes
	15
	70

	No
	35
	30

	Total
	50
	100


Sources: Field Survey 2025
The above below show that 30% of the respondents said that raw materials are imported from abroad 70% believe that the raw materials are locally made one. The table indicates that locally made raw materials are common in a company.





Table 10: 
Has your bank introduced new products in recent years.
	Respondents
	Male
	Percentage
	Female
	Percentage%

	Above average
	30
	60
	4
	69

	Average
	-
	-
	-
	-

	Below average
	20
	40
	2
	31

	Total
	50
	100
	6
	100


Sources: Field Survey 2025
From the above table 60% of the male respondents and 69% of the female respondents said that the company’s product is above average
Table 11 
Is your bank offering core products to its customers? 
	Alternative
	No of Respondents
	Percentage%

	Very high
	30
	60

	Low
	15
	30

	Undecided
	5
	10

	Total
	50
	100


Sources: Field Survey 2025
From table above shows that the production capacity of the company is very high. The respondents of 60% is very high while the respondent of low is 30% and undecided is 10%.


Table 12: what are the methods used in the marketing mix
	Alternative
	No of Respondents
	Percentage%

	Above the average
	30
	60

	Average
	15
	30

	Below
	5
	10

	Total
	50
	100


Sources: Field Survey 2025
The above shows that the method used in the marketing mix which is product place, price and promotion contributes positive to the company.
Table 13: do you encounter problems while ensuring effective marketing
	Alternative
	No of Respondents
	Percentage%

	Yes
	20
	40

	No
	30
	60

	Total
	50
	100


Sources: Field Survey 2025
The table below show that 68%, at the respondents have been able to solve the problem encountered in a course of ensuring effective marketing activities while 16 members of the respondents which constituted 32% have not able to do so.
Hypothesis one
In order to test for the first hypothesis of this study, the researcher made use of linear regression. The first hypothesis is stated below:
H0: Marketing of deposit money bank services has not impacted customer’s patronage and loyalty.
Table 3. Linear regression model summary
[image: ]
Model summary

[image: ]Model	[image: ]       R       [image: ]   R Square   [image: ]  Adjusted R Square  [image: ]   Std. Error of the Estimate
[image: ][image: ]1	[image: ]  .837a              [image: ]  .701          [image: ]  .698                  [image: ]  .46777



a. Predictors: (Constant), marketing of deposit money bank service

[image: ][image: ]Source: SPSS analysis version 23, 2025
[image: ]From the Table 3, the R Square value indicates how much of the total variation in the dependent variables, customer patronage, and loyalty can be explained by the independent variable, marketing of deposit money bank services. The R Square value is .701 which means that the independent variable explains up to 70% of the total variation of the dependent variable which is relatively high as it is above 50%.
	
	
	Table 3.1. ANOVA
	
	

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	Regression
	56.828
	1
	56.828
	259.710
	.000b

	Residual
	24.288
	111
	
	.219
	

	Total
	81.116
	112
	
	
	


[image: ]
Note: a. Dependent Variable: customer patronage and loyalty; b. Predictors: (Constant), marketing of deposit money[image: ] bank service; Source: SPSS analysis version 23, 2023
The ANOVA table is the analysis of variance which helps to show the overall significance of a model and its good fit. In the ANOVA table, to determine the level of significance, the value on the sig. column must be less than 0.05. The table shows a p -value of 0.000<0.05 at F-statistics of 259.710 which indicates that the model is highly significant. Hence, we reject the null hypothesis (H0) Marketing of deposit money bank services has not impacted customer’s patronage and loyalty and accept the alternative hypothesis (H1).
	
	
	

Table 4. Coefficients a
	
	

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	
	
	

	
	
	
	Beta
	
	

	Constant
	.856
	.526
	
	3.394
	.018

	
	
	
	
	
	

	Independent
	.053
	.220
	.837
	16.116
	0.000


[image: ]Source: SPSS analysis version 23, 2025[image: ]
The coefficient table is also used to show the level of significance of the model. The table shows a p-value of 0. 000<0.05 which indicates that the model is significant. Also, the Beta value under the unstandardized coefficients is significant as it not negative. Hence we reject the null hypothesis (H0) Marketing of deposit money bank services has not impacted customer’s patronage and loyalty and accept the alternative hypothesis (H1).
Hypothesis two
In other to test for the second hypothesis of this study, the researcher made use of linear regression. The second hypothesis is stated below:
H0: Marketing of deposit money bank services has not improved customer loyalty and patronage over time through effective communication system and the free flow of information.
Table 5. Linear regression model summary
[image: ]Model	[image: ]        R        [image: ]    R Square    [image: ]    Adjusted R Square    [image: ]  Std. Error of the Estimate
[image: ]
1	[image: ]           .724a  [image: ]            .524  [image: ]                    .520  [image: ]                     .56981
[image: ]
Note: a. Predictors: (Constant), communication system and free flow of information; Source: SPSS analysis version 23, 2025
The R Square value is .524 which means that the independent variable, communication system and free flow of information explain up to 52% of the total variation of the dependent variable, customer patronage, and loyalty which is moderately high as it is a little above 50%.
	

	
	Table 5.1. ANOVA
	
	
	

	Model
	Sum of Squares
	Df
	Mean Square
	
	F
	Sig.

	Regression
	56.828
	
	1
	39.645
	122.104
	.000b

	Residual
	24.288
	
	111
	.325
	
	

	Total
	81.116
	
	112
	
	
	


[image: ]Note: a. Dependent Variable: customer patronage and loyalty; b. Predictors: (Constant), marketing of deposit[image: ] money bank service; Source: SPSS analysis version 23, 2025
The ANOVA table shows a p-value of 0.000<0.05 at F-statistics of 122.104. This shows that the model is highly significant. Hence, we reject the null hypothesis (H0) Marketing of deposit money bank services has not improved customer's loyalty and patronage over time through effective communication system and the free flow of information and accept the alternative hypothesis (H1 ). Therefore, marketing of deposit money bank services has improved customer's loyalty and patronage over time through effective communication system and the free flow of information.
	
	
	Table 6. Coefficients a
	
	

	
	
	
	Beta
	
	

	Constant
	.817
	.229
	
	2.727
	.007

	
	
	
	
	
	

	Independent
	.794
	.072
	.724
	11.050
	.000


[image: ]	Source: SPSS analysis version 23, 2025
[image: ]The Table 6 shows the p-value of 0.000<0.05 which indicates that the model is significant. Also, Beta value under the unstandardized coefficients is significant because it is not negative. Hence, we reject the null hypothesis (H0) Marketing of deposit money bank services has not impacted customer's patronage and loyalty over time through effective communication system and the free flow of information and accept the alternative hypothesis (H1)



CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1	Summary of Findings
This is a summary of all the findings gathered from the analysis of the response after the administration of questionnaires. The findings of this research work are the empirical findings which originated from the data obtained from the primary data used. The empirical findings of this research are generated as follows:
· From the simple linear regression test undertaken which states that marketing is highly essential to banking operations as it determines the quality of services rendered by the bank. This results to the conclusion that marketing of deposit money bank influences customer's patronage and loyalty.
· Marketing of deposit money bank services has improved customer loyalty and patronage over time through an effective communication system and free flow of information. This conclusion is supported by the analysis carried out to test if deposit money bank communication system is effective and banks' staff are able to interact effectively with customers in terms of providing enough disclosure of bank's activities.
· The simple linear regression test undertaken to analyze if marketing can be further enhanced in deposit money banks to improve customer loyalty and patronage resulted in the conclusion that further enhancements can definitely be made to improve marketing on customer patronage and loyalty. Also, the result is validated in the study by Ikpefan (2014), which postulated that marketing can be better enhanced by adapting to changes in the industry and providing efficient services on a continual basis and also by engaging in staffs training and promotion. It also validated the study by Adebowale (2020), which posited that banks should improve more on their marketing strategies, aggressive marketing, client relationship and service delivery. Also, banks should boost their product image through effective advertising so that customers' perception of their products are enhanced. According to Uppal (2010), marketing can be enhanced by increasing customers and this can be achieved by gaining their trust, also marketing is more effective if the deposit money banks are information technology (IT) oriented. He also emphasized the fact that banks should deepen their information flow processes in order to further inform and educate customers on their products.
5.2. Conclusion
The following conclusions were drawn based on the summary; marketing has a significant impact on customer patronage and loyalty; marketing through effective communication system and the free flow of information influence customers' patronage and loyalty; marketing can be further enhanced to improve customers' patronage and loyalty.
5.3Recommendations
The study offers the following recommendations:
· Since the result from the analysis of the first hypothesis shows that marketing has a significant impact on customers’ patronage and loyalty, banks should ensure that marketing practices are applied to every aspect of the banks operations and that every department of the bank engages in marketing activities as increase in customers’ patronage and loyalty is solely dependent on the application of marketing principles in the banks’ daily operations.
Marketing departments should create effective platforms for communication and the free flow of information that will enable customers to relate with banks' staff and have access to relevant information that will be beneficial to their choice of banks' products and services. These platforms should also enable the customers to offer advises and give recommendations on the improvement of the banks' services in form of an interactive forum. This will enable the customer and also the bank to have a better understanding of the ways in which developments can be made to these services. Banks' staff should also be oriented on how to interact effectively and take note of every complaint or suggestions by the customer in order to boost the chance of the bank in retaining those customers. Rewards in form of promotion and increase in payment should be awarded to staff that complies with these requirements and that are able to please the customers and enables their satisfaction. Deposit money banks should also apply the right channels of communication that will foster patronage of these products and services.
· Banks' management should improve on their marketing strategies by developing marketing principles that will enable them to acquire more customers and to have a long-term relationship with the existing ones. Banks should also improve on their responsiveness to changing environmental factors in order to develop and maintain their market share and competitive advantage. Banks should be involved in technological advancements as more effective marketing activities will be achieved. Banks should also constantly improve on the quality of their services based on customers' changing wants and needs, competition and also based on the general trends in the external environment. This will help to gain more customers and to retain the existing ones.
· Banks should disclose sufficient information of their activities through public information and other promotional activities so that customers can make right decisions based on their preference of the products at their respective cost in order to reduce the level of complaints in terms of charges that are unknown to the customers.
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Questionnaire
Section A 
1. Sex of the respondents
Male (    )
Female (    )
2. Age of the respondents
20- 30 (    )
31 – 40 (    )
41 – 50 (    )
51 – 60 (    )
3. Marital status of the respondent
Single (    )
Married (    )
Widow (    )
Divorced (    )
4. Education background of the respondents
WASSCE / GCE (    )
ND/ NCE (    )
HND/ BSC (    )
MSC / ABOVE (    )
SECTION B
5. How long have you been working with the company?
1 - 5 (    )
6 – 10 (    )
11 -15 (    )
16 – 20 (    )
6. Is there a marketing manager in your organisation?
Yes (    )
No (    )
I don’t know (    )
7. Have you undertake courses of study in the marketing department?
Yes (    )
No (    )
8. Does the marketing mix contribute to the realization of company goals and objective?
Yes (    )
No (    )
9. Are you involved in products innovation at your bank in anyway?
Yes (    ) 
No (    )
10. Has your bank introduced new products in the recent years?
Above Average (    )
Average (    )
Below average (    )
11. Is your bank offering core products to its customers?
Very high (    )
Low (    )
Undecided (    )
12. What are the methods used in marketing mix?
Above the average (    )
Average  (    )
Below (    )
13. Do you encounter problem while ensuring effective marketing?
Yes (    )
No (    )
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