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[bookmark: _Toc360564080][bookmark: _Toc360564081]CHAPTER ONE
INTRODUCTION
[bookmark: _Toc360564082]1.1	BACKGROUND TO THE STUDY
Marketing strategies play a vital role in the success and performance of organizations. In today's highly competitive business environment, companies must effectively promote their products and services to gain a competitive edge and attract customers. Guaranty Trust Holding Company Plc, a leading deposit money bank in Nigeria, operates in a dynamic industry with various competitors vying for market share. To thrive in this challenging landscape, Guaranty Trust Holding Company Plc needs to implement effective marketing strategies that can drive customer engagement, increase sales, and ultimately impact its performance.
The product companies are economic decision units established for providing required product to its market with s primary objective of making adequate returns or profits on the funds invested without neglecting other social objectives of the society.
Marketing creates exchange relationships by providing products that satisfy the wants and needs of the customers. The product being provided could be tangible and intangible products, which are directed to the target markets, namely consumer, government’s institutional, international markets or customers.
Marketing according to Duker (2010) is so basic that it cannot be considered a separate function on a par with others such as manufacturing or personnel. It is first a business seen from the point of view of the final result, from the customer’s point of view.
Marketing effort begins and ends with consumers. An organisation should be able to provide all level and segments of time management with relevant information about customer’s attitudes and needs, about the legal constraints, about the changes in market conditions, about competitive activities as basis for organisational development, planning and actions.
Marketing strategy combines product development, promotion, distribution, pricing, relationship management and other elements. It can be serving as foundation of action/required to successfully plan. Similarly, the various stands of the strategy, which might include advertising, channel marketing, internet marketing, promotion and public relations, can be directed to produce a desired effect.
[bookmark: _Toc360564083]1.2	STATEMENT OF THE RESEARCH PROBLEM
The performance of Guaranty Trust Holding Company Plc is influenced by the marketing strategies it employs. However, the specific impact of these strategies on the company's financial performance remains largely unexplored. It is essential to investigate how different marketing strategies, such as market segmentation, product differentiation, pricing strategies, promotional activities, and customer relationship management, contribute to Guaranty Trust Holding Company Plc's performance and performance. Understanding this relationship will provide valuable insights into optimizing marketing efforts and enhancing the organization's financial performance.
The process of marketing strategies on organisational performance is full of lapses. These are seen in structural differences in organisation. Insufficient and inadequate planning of most organisation leads to failure of proper marketing strategies.
The research work will attempt to procure solutions to problems relating to marketing strategies on organisational performance. The problems to examine by this research are set in research questions as follows:
a) Is there relationship between marketing strategies and organisational performance
b) Can marketing strategies improve organisational performance
c) Does the survival of the organisation depends on its application of aggressive marketing strategies
d) What are the profit impacts of marketing strategies on organisational profit
e) [bookmark: _Toc360564084]Can the management maintain an optimum price despite the cost of producing a product
1.3	RESEARCH QUESTIONS
The questions that will guide this study include
· Has marketing influence the company’s performance?
· Is marketing relevant to Banking industries?
· [bookmark: _Toc360564085]Does it really justify to spend on marketing strategy?
1.4	RESEARCH OBJECTIVES
The following are the research objectives for the study:
1) To evaluate the influence of marketing on the company’s performance
2) To analyse the relevance of marketing to banking industries.
3) To find out if it justify to spend on marketing strategies.
1.5	RESEARCH HYPOTHESES
H1: 	There is a relationship between marketing strategies and company’s performance.
H2: 	Marketing is relevant to banking industries.
H3: 	It really justify to spend on marketing strategy
1.6	SIGNIFICANCE OF THE STUDY
[bookmark: _Toc360564086]The significance of conducting this study includes guidelines for a proposed company as a case study, to serve as reference materials for future purpose.
1.7	SCOPE OF THE STUDY
[bookmark: _Toc360564088]The scope of this study is the impact of marketing strategies on the performance of Nigerian deposit money bank with reference to Guaranty Trust Holding company PLC. The theories and concept will review practical and theoretical effect of marketing strategies on organisational performance, marketing strategies process, importance of marketing strategies and some suggestions on how to deal with problems.
1.8	DEFINITION OF THE CONCEPTS AND TERMS 
1. Marketing strategies: Since marketing strategies are the processes that allow an organization to concentrate its limited resources on the greeted opportunities to increase sales and achieve a suitable competitive advantages, it is also the urge, drive the desire to take certain actions off-line which is the traditional form of marketing, outline with the arrival and development of the internet and also the word of mouth marketing which is the oldest and arguably the most effective till today. 
2. Marketing Mix: This deals with the four (4) Ps, it helps in terms of product, price, place and promotion of the marketing products.
3. Advertising: This is the act of calling people’s attentions that are needed and the produce must have what they are producing. 
4. Needs: The producer must have what the people requested for that particular time. 
5. Empowerment: the manager must delegate power, authority and encouraging autonomy over his followers. 
6. Promotion: This is the upgrading of employees from smaller position to a higher position. 
7. Banking: this is essentially a services industry competing with other financial services with other Nigeria macro environment.

CHAPTER TWO
LITERATURE REVIEW
[bookmark: _Toc360564089]2.0 	INTRODUCTION
To achieve a set of organisational goals and objectives, companies conceptualize, design and implement various strategies. These strategies constitute one of the functional strategies amenable to application by contemporary companies in order to enhance performance.
Marketing has been defined and conceptualized in various ways depending on the author’s background interest and education (Osuagwu, 1999). For example, marketing can be seen as a matrix of different activities organized to plan, produce, price, promote, distribute, and mega- market goals, service, and ideas for the satisfaction of relevant customers and clients.
Achumba and Osuagwu (1994) also posit that marketing is important for the success of any organisation, when their service or product oriented.
[bookmark: _Toc360564090]2.1	CONCEPTUAL FRAMEWORK
 2.1.1	DEFINITION OF STRATEGIC MARKETING
The early strategic marketing- performance studies date from the time of rapid expansion of formal strategic marketing in the 1960s (Henry, 1999; Paley, 2004)
Although same and measure, they shared a common interest in exploring the financial performance consequences of the basic tools, techniques, and activities of formal strategic marketing i.e. systematic intelligence- gathering, marketing, marketing research, SWOT analysis, portfolio analysis, mathematical and computer model of formal planning meetings and written long-range plans.
According to Allison and Kaye (2005), strategic marketing is making choices. It is “a process designed to support leaders in being international about their goals and methods”.
Bryson (2004) & Anderson ( 2004) observes that strategic marketing is a disciplined effort to produce fundamental decisions and actions that shape and guide what an organization is, what it does and why it does it, with a focus on the future,
Woodward (2004) argues that strategic marketing is “a process by which one can envision the future and develop the necessary procedures and operations to influence and achieve the future”. Strategic marketing, according to (Ulrich and Barnet, 1984; Anseff, 1988; Berry, 1997; Gup and Whitchead, 2000; Bradford and Duncan, 2000), is the process of determining:
i. What your organisation intends to accomplish
ii. How you will direct the organisation and resources towards attaining the goals set over the coming months and years. In other words, strategic marketing is a tool for finding the best future for your organisation and the best path to reach the desired destination.
Hunsaker (2001) observed that “strategic plan applies to the entire organisation. Strategic marketing on the other hand does not necessarily expect an improved future or extra-palatable past”.
[bookmark: _Toc360564091]2.1.2	CONCEPT OF MARKETING
Marketing strategies and tactics are concerned with taking decisions on a number of variables to influence mutually- satisfying exchange transactions and relationship. Typically, marketers have a number of tools they can use. These include mega-marketing (Kotler, 1996) and the so-called 40s of marketing (McCarthy, 1996), among others. Marketing seems easy to describe, but extremely difficult to practice (Kotler and Connor, 1997). Organizational managers in many firms have applied the so-called marketing concept which may be simple or complex. The marketing concept and variant like the total quality management concept for example, are essentially concerned with satisfying customers ‘needs and want beneficially. Developing and implementing efficient and effective marketing strategies, which incorporate relevant dimensions of the marketing concept involve the organic tasks of selecting a target market (customers or client) in which to operate and developing an efficient and effective marketing and ingredient combination. Marketing thought, with its practice, has been moving speedily into the service industry (Kotler and Connor, 1997).
Marketing is one of the salient and important organic functions which helps service organisations to meet their business challenges and achieve set of goals and objectives (Kotler and Connor, 1997) the word “service” is used to describe an organisation or industry that “does something” for someone, and does not “make something” for someone (Silvestro and Johnston, 1990).
According to Schnars, (1991), marketing strategy has been a “salient focus of academic inquiry since the 1980s”.
There are numerous definitions of marketing strategy in the literature and such definitions reflect different perspectives (Li et al., 2000). However, the consensus is that marketing strategies provide the avenue for utilizing the resources of an organisation in order to achieve its set of goals and objectives.
Generally, marketing strategies deal with the adoption of marketing mix elements to environmental forces. It evolves from the interplay of the marketing mix elements to the environmental forces (Li et al., 2000). Therefore, the function of marketing strategy is to determine the nature, strength, direction and interaction between the marketing mix-element and environmental factors in a particular situation (Jain and Punj, 1997). 
According to (McDonald, 1992), the aim of the development of an organisation’s marketing strategy is to build, defend and maintain its competitive advantage. Managerial judgement is important in coping with environmental ambiguity and uncertainty in strategic marketing (Brownie and Spender, 1995). Marketing strategy development has the following peculiarities:
i. It requires managerial experience, intuition and judgement (Little, 1990; Mintzberg, 1994a; 1994b; 1996; Brownlie and Spender, 1995; Mclntyre. 1992; Alpar.1991).
ii. It carries a high level of uncertainty and ambiguity(Brownlie and spender 1995)
iii. It is business sphere knowledge intensive(McDonald and Wilson, 1990; Duberlaar, et al., 1991)
iv. It entails a broad spectrum of strategic information (MINTZBERG, 1994b;Berry 1997)
v. It is a process which usually involves subtle decision making by organisational managers based on exhaustive examination of relevant environment and a synthesis of essential and useful piece of information(MINTZBERG, 1994a and 1994b)
vi. It is especially concerned with devising an approach by which an organisation can effectively differentiate itself from other competitors by emphasising and capitalising on its unique strength in order to offer better customer/client value over a long period of time (Jain and Punj .1997).
However, it is difficult for an organisation to achieve effective and efficient marketing strategy (Li et al 2000)
[bookmark: _Toc360564092]2.1.3	SOCIETY BENEFIT FROM SOCIAL MARKETING THEORY
Consumer behaviour is one of the top concerns of most companies since they need to identify what the consumer needs. Some marketing theories have been made but nothing needs to be parallel to the concept of Social Marketing Theories. The National Social Marketing Center (2006) came up with the concept that social marketing is an application of social marketing theory along with other methods to primarily achieve a behavioural change for a social good. Primarily, Social Marketing Theory aims to create positive behaviour by influencing the general public.
For example, it will be a good idea to reduce the number of people who have the smoking habit so that citizen could live healthier and more productive lives. By deriving concept of social marketing theories and using commercial marketing approach, the public may possibly be convinced to quit smoking.
Actually, the very root of social marketing theory can be attributed  to G.D Wiebe. Since in 1950s, he came up with the concept that perhaps it is feasible to sell brotherhood and social thinking the way commercial goods like soap are sold. His journal on ‘merchandising commodities and citizenship on television’ asserts that non-profit campaigns that could eventually solve social problems can be patterned after commercial campaigns. Twenty years later, it turned out that his ideas were formalised later by renowned marketing guru Philip Kotler and SalzMannin their work ‘social marketing’. An approach to plan social change published in 1971. This seminar work by Kotler and SalzMann can be considered seminar work that espoused social marketing theory.
As a consequence, some countries apply the social marketing theories and use them in public campaigns. An exemplary example is United Kingdom’s launching of graphic commercial campaigns against drunk driving which were meant to be gruesome to the public would be shocked. Likewise, Australia spear headed in applying social marketing theory to practice as the Victoria cancer council launched an anti-tobacco campaign in the late 80’s according to the Vic health history. Even developing countries like Philippines, applied the principle of social marketing principle to convince the public to avoid fire crackers which caused accident on New Year’s Eve.
Truly, the application of social marketing theory has ushered a new type of campaign that government can help them in promoting something worthwhile effectively. There information was given by a SEO expert who is in charge of blue host review and host gator review.
[bookmark: _Toc360564093]2.1.4	CURRENT LITERATURE BASED ON THE RELEVANT VARIABLES OF MARKETING STRATEGIES
Marketing mix: Marketing decision generally fall under the following categories:
· Products
· Price
· Place(distribution)
· Promotion
The term’ marketing mix’ became popularised after Neil H. Burden published his 1964 article, the concept of marketing mix. Burden began using the term in his teaching in the late 1940’s after Jane Culliton had described the marketing manager as a ‘mixer of ingredients’.
The ingredients in Borden’s marketing mix include product planning, pricing, distribution channels, personal selling, advertising, promotion packaging, display, servicing, physical handling and fact finding and analysis. E. Jerome, McCarthy later grouped this ingredient into four categories that today are known as the 4 P’s of marketing, depicted below:
[bookmark: _Toc360564094]THE MARKETTING MIX


Target 
Market
Product

Price



Place
Promotion


Source: Chanter (2006)
These four P’s are parameters that the marketing can control, subject to the internal and external constraints of the marketing environment. The goal is to make decisions that centre on the four P’s on the customers in the target market in order to create perceived value and generate a positive response.
[bookmark: _Toc360564095]PRODUCT DECISION:
The term “product” refers to tangible, physical products as well as services. Here are some examples of the product decision to be made:
· Brand name
· Functionality
· Styling
· Quality
· Safety
· Packaging
· Repairs and support
· Warranty
· Accessories and services.
[bookmark: _Toc360564096]PRICE DECISION
The term “price” refers to the amount of money possible for some goods which is needed to acquire In exchange, some combined assortment of same product and it accompanying services, it is the only element of the marketing mix that has negative association as it require the consumer to give to give to the producer neither than take; some examples of pricing decisions to be made include:
· Pricing strategy (skim, penetration, etc.)
· Suggested retail price
· Volume discounts and wholesale pricing
· Cash and early payment discounts
· Seasonal pricing
· Bundling
· Price flexibility
· Price discrimination
[bookmark: _Toc360564097]DISTRIBUTION (Place Decision)
Distribution is about the products to the customers; some examples of distribution decision include;
· Distribution channels
· Market coverage (inclusive, selective, or elective distribution)
· Specific channel members
· Inventory management
· Warehousing
· Distribution centres
· Order processing
· Transportation
· Reversing logistics
[bookmark: _Toc360564098]PROMOTION DECISION
In the context of the marketing mix, promotion represents the various aspect of marketing communication that is, the communication of information about the product with the goal of generating a positive customer response. Marketing communication decision includes:
· Promotional strategy (push, pull, etc.)
· Advertising
· Personal selling and sales force
· Sales promotions
· Public relations and publicity
· Marketing communications budgets
[bookmark: _Toc360564099]2.1.5	STAGES OF THE MARKETING PLANNING PROCESS
Analysis Stage:
Current marketing situation analysis.
The marketing audit.
The environmental analysis.
SWOT Analysis
This stage covers the relevant background information necessary for plans to be formulated and decisions to be made. It includes detailed analysis of the current market situation, the organisation’s existing product / services situation, the competitive situation and the SWOT Analysis. The outcome of the current situation analysis and the SWOT Analysis in particular provides a foundation for the next stage in the process.
Planning Stage
Defining the requirement of the plan.
Objective setting
Strategic outline
At this stage, marketing managers are fully aware of the factors in the organisation’s current situation which will influence its marketing activities so we look at corporate objectives in the light of this information to develop marketing objectives and evaluate strategic alternatives should meet certain criteria:
i. They should be stated clearly and unambiguously.
ii. They should be measurable (by sales volume, or percentage increase over the last three years, for example).
iii. They should be consistent with the organisation’s objectives and resources.
iv. They should be set down in order of priority.
	Strategy is based on the idea of a game plan, as in chess, or in military strategy. Thus, marketing strategy sets down the game plan by which the objectives are to be achieved. Each objective should be viewed very closely and strategic alternatives drawn up.
For example, a desired increase in sales revenue from a particular service could be achieved in a number of different ways; by greater marketing penetration, for example, or by enhancing the service offering and charging a higher price.
Strategic options could be carefully evaluated for each objective and the best possible   course(s) at action selected in each case. The next step is therefore to establish plans of action for each selected strategy.
Implementation stage
Putting plans into operation.
Designing action programmes.
Assigning responsibility for their execution.
Costing the programmes.
This stage is concerned with the operationalization of marketing strategy. The strategy defines the broad areas of marketing activities which must be undertaken to enable the organization to meet its marketing objectives. These must be translated into programmes of action to be carried out by the various functions within marketing.
At the implementation stage, the key questions to be addressed are:
i. What needs to be done? (Defining appropriate action).
ii. When will it be done? (Scheduling and timing).
iii. Who will do it? (Designating clear areas of responsibility).
iv. How much will it cost? (Budget planning).
The marketing plan will focus on the various marketing mix activities, which make up the organization’s service offering within its chosen market:
The service package-features.
Benefits.
Pricing policy.
Promotional programmes.
Distribution making the service accessible.
People’s  aspect of successful service delivers
Process design.
Physical evidence.
Each element of the marketing mix activities proposed must be carefully costed and analysed for optimal use of organizational resources and to ensure that the most suitable approaches are used so that marketing objectives can be met. Measurable targets should be built into the plan to allow for effective monitoring programmes. Clear areas of responsibility for carrying out designated tasks must be set down and understood by all concerned for successful implementation.
Monitoring stage.
Controlling the plans.
Establishing required performance targets.
Monitoring performance against targets.
Designing corrective courses of action where required.
Contingency planning.
The last stage in the marketing planning process sets in place control techniques for monitoring the plan’s performance. Usually this entails a systematic review of all aspects of the plan against target set, usually on a monthly or quarterly basis. The review must be carried out regularly to ensure prompt attention and action in areas when the results lag behind targets set. Managers and others responsible for implementation of all elements of the action programme should be involved in the monitoring process. Control mechanisms should be in place based on the components identified above.
[bookmark: _Toc360564100]2.1.6	MARKET RESEARCH TECHNIQUES
Market research can provide critical information about the buying habits, needs, preferences and opinion of current and prospective customers. There are many ways to perform market research, but most businesses use one or more of five basic methods:
i. Surveys
ii. Focus groups
iii. Personal interviews
iv. Observation
v. Field trials
The nature of information required and the amount of money one willing to spend would determine which techniques one chooses for ones business.
i) Surveys: Using concise, straight forward questionnaire you can analyze a sample group that represents your target market. The larger the sample, the more reliable your results.
a) In-persons surveys are one-on-one interviews. They allow you to present people with products, packaging or advertising and gather immediate feedback. While in-persons surveys can generate response rates of more than 90% they are also costly.
b) Telephone surveys are less expensive than in-person surveys, but costlier than mail. However, due to consumer resistance to relentless telemarketing, getting people to participate in phone survey is difficult.
c) Mail surveys are a relatively inexpensive way to reach a broad audience. They are much cheaper than in-person and phone surveys; however, they only generate response rate of 3% to 15%. Despite low return, mail surveys are still a cost effective choice for small businesses.
d) Online surveys usually generate unpredictable response rate and unreliable data because you have no control over the pool of respondents. But an online survey is a simple, in expensive way to collect anecdotal evidence and gather customer opinion and preferences.
ii) Focus Groups: in focus groups, a moderator or facilitator uses a discussion guideline to lead a discussion among a group of people. These sessions are usually conducted at neutral locations, using videotaping techniques or tape recorders to record the discussion session. A focus group usually lasts for one to two hours, and it takes at least three groups to get balanced results.
iii) Personal Interviews: like focus groups, personal interviews include unstructured, open-minded questions, they usually last for about an hour and are typically recorded. These types of surveys provide more subjective information than surveys do. The results usually don’t represent a large segment of the population nevertheless provides valuable insights into customer attitude and are excellent ways to cover issues related to new products or service development.
iv) Observation: Individual responses to survey and focus   groups are sometimes at odds with people’s actual behaviour. By observing consumers in action by videotaping them in stores, at work or at home, you can observe their actual buying behaviour. This will gives the organisation more accurate picture of customers’ usage habit and shopping patterns.
v) Field Trials:  Placing a new .product in selected stores to test customer response under real-life selling conditions can help you with information regarding product modifications, price adjustments or package improvements. Building rapport with  local store owners and websites can help small business owners test their products.
[bookmark: _Toc360564101]2.1.7	REASONS WHY MARKETING RESEARCH IS IMPORTANT
Given the huge failure rate of new products to gain customer acceptance, marketing   research can make or break a business. The major goal of every business is to increase sales and profit. Businesses that do not pay attention to what customers are buying are likely to make costly marketing mistakes.
The information obtained from research helps business plan their future operation to try to increase sales and profits. Research helps to answer question such are these:
· What products should be produced?
· Where the product should be sold?
· How will the products be promoted?
· At what price will the product sell?
For instance, you are thinking of opening a folder printing business, of course it is assumed that your primary products are folders and your main service is folder printing, knowing your line of product and service, you can now set a price for it and plan on how you will be able to market it.
Research also helps business solve marketing problems or anticipate future marketing problems. For example, a few years ago McDonalds changed her hamburger containers from space age plastic boxes to paper wrapper in response to consumers who wanted packaging that was safer for the environment.
Research also help a company keep tracks of what is happening in its markets. Through research, a company can determine its major competitors, what its competitors are offering, and what products consumers prefer.
Marketing research is a valuable for organizations of any size. The size of the business, though may affect how is conducts the research. Small businesses that do less than $5 million in annual sale usually do not have separate research departments. Here, marketing research is done informally by the owners, managers or other employees.
Larger companies have formal research department and specialist to plan and conduct marketing research .Some larger companies contract with marketing related problems.
The top 50 marketing research firms in the United States had combined worldwide revenues of $3.7 billion in 1993.About $2.4 billion was spent that year on marketing research in the United State alone.
Individual businesses are not the only organizations that find marketing research valuable. Several departments in both the State and Federal Government and Trade associations representing various manufacturers, wholesalers, and retailers conducting marketing research. For example, industry trade associations such as the National Retail Merchants Association, collect industry data to help their members understand the markets for their products. The consumer product safety commission, a government agency, tests products to make certain that they are safe for consumer use and give consumers product information for use in making buying decisions.
In order to conduct marketing research, business needs an organised way of collecting information. Many businesses have implemented sophisticated marketing information system to organise, collect and store marketing research data for future decisions. A marketing information system is a set of procedures and methods that regularly generates store analyses and distributes marketing information.
Collecting marketing research useful data on a continuous basis provides marketers with information necessary to plan and implement marketing strategies. Data that should be a part of marketing information system include: company records such as sales results, expenses and supplier data; competitors’ records, such as their prices, location and market share. Others include customer profit data, such as the result of previous marketing studies regarding marketing behaviour, shopping patterns and lifestyles research and government data, such as price trends and future projections for the economy.
[bookmark: _Toc360564102]2.1.8	TYPES OF MARKETING STRATEGIES
Marketing strategic may differ depending on the unique situation of the individual business. However there are a number of ways of categorizing some generic strategies. A brief description of the most common categorizing is presented below:
1. Strategies based on market dominance-in this scheme; firms are classified based on their market share or dominance of an industry. Typically there are four types of market dominance strategies:
a) Leader
b) Challenges
c) Follower
d) Nicher
2. Porter generic strategies-strategy on the dimension of strategic scope and strategic strength. Strategic scope refers to the market penetration while strategic strength refers to the firm’s sustainable competitive advantage. The generic strategy frame work (porter, 1984) comprises two alternatives each with two alternative scopes: these are differentiation and low cost leadership each with a dimension of focus broad or narrow.
· Product differentiation(broad)
· Cost leadership(broad)
· Market segmentation(narrow)
3. Innovation strategies- this deal with the firm’s rate of the new product development and business model innovation. It asks whether the company is on the cutting edge of technology and business innovation.
There are three types:
a) Pioneers
b) Close followers
c) Late followers
4. Growth strategies:- In this scheme we ask the question’ how should the term growth?’ there are a number of different ways of answering the question, but the most common gives four answers:
· Horizontal integration
· Vertical integration
· Diversification
· Intensification
2.1.9	IMPACT OF EFFECTIVE MARKETING STRATEGY ON BANKING INDUSTRY
	Inspite of the fact the bank is a service industry, an effective marketing strategy still has a significant impact on banking industry.
	The bank officials develop a marketing mix that is intended to attract the customer with saving checking accounting save deposits boxes and others types of patronage of the target consumer, the officials made a full time of services available including those specially mentioned by consumers in research project. Newspaper advertisement pictured the bank as attractive financially who were financially successful and were loyal to the safe, stable and prestigious supplies and a full line of service and staffed by friendly and competent personnel.
	The intention of the advertising effort was to give the impression that this was the bank for those loyal to the state.
	Therefore, an effective marketing strategy has significant impact on the following operation of the banks.
1. Determine the attitude of the people in its market towards saving and indebtedness.
2. Determine the likely reception of new banking services in advance
3. Make cost analysis of various bank services and established profitability measure
4. Identified prospect of services
5. Measure performance against that of competitors
6. Determine the best location for branches sites.

2.1.10	Relationship between Marketing Strategies and Performance 
To create an effective marketing strategy, it is necessary to include a communication strategy to support the actions to be taken. This strategy should also include a schedule that contains both traditional and non-traditional media (Tapia, 2013). Traditional media includes television, newspaper, magazine, cinemas and billboards. For the purposes of this study traditional media was categorized into seven main forms.Non-traditionalmedia includes internet, digital media, social media, websites, emails, mobile technologies and video conferencing. For the purposes of this study non-traditional media was categorized into three main forms. The importance of nontraditional media is fast growing and they can be used create the right brand management that will lead into more sales and brand recognition (Tapia, 2013). It is important to note that none of the strategies is better than the other. However, finding the right mix of both media can create the best communication/marketing strategy for the company and specifically for the product being offered for sale. Taiwo (2010) has indicated that strategic marketing practices have a significant impact on performance variables and that they interact with the different components to facilitate performance. This statement confirms the observations of earlier studies (Day & Montgomery, 1999;Johne and Davies, 2002: Folan et. al.,2007; FrancoSantos et. al.,2007). Davidet.al (2013) concludes that there is a strong correlation between marketing strategies of SMEs and performance in terms of growth in revenue and job opportunities, improved efficiency, and wider connection with customers
[bookmark: _Toc360564103]2.2	THEORETICAL FRAMEWORK
2.2.1	STRATEGIC MODELS THEORY
Marketing participants often employ strategic model and tools to analyse marketing decisions. When beginning a strategic analysis, the 3C’s can be employed to get a broad understanding of the strategic environment. An Ansoff Matrix is also often used to convey organisation’s marketing mix. The 4p’s can then be utilized to form a marketing plan to pursue a defined strategy.
There are so many companies, especially those in consumer package goods (CPG) marked, that adopt the theory of running their businesses centered on consumer. Shopper and retailer’s needs. Their marketing department spends quality time looking for ‘growth opportunities’ in their categories by identifying relevant insight (both mindsets and behaviours) on the target consumers, shoppers and retail partners. These growth opportunities emerge from changes in market trends, segment dynamics changing and also internal brand or operational business challenges. The marketing team can then prioritize these growth opportunities and begin to develop strategies to exploit opportunities that could include new or adapted products, services as well as changes to 7p’s.
[bookmark: _Toc360564104]2.2.2	REAL - LIFE MARKETING THEORY
Real-life marketing primarily evolves around the application of a great deal of common-sense; cheating with a limited number of factors, in an environment of imperfect information and limited resources complicated by uncertainty and tight time scales. Use of classical marketing techniques, in these circumstances, is inevitable partial and uneven. Thus, for example, many new product will emerge from irrational process and the national development process may be used (if at all) to screen out the worst non-runners. The design of the advertising, and the packaging, will be the output of the creative minds employed; which management will then screen, often by “gut-reaction”, to ensure that it is reasonable.
For most of their time, marketing manager use intuition and experience to analyze and handle the complex and unique, situations being faced; without easy reference to theory. This will often be “flying by the seat of the parts”, or “gut-reaction; where the overall strategy, coupled with the knowledge of the consumer, which has been absorbed almost by a process of osmosis, will determine the quality of the marketing employed. This, almost instinctive management is what is sometimes called ‘coarse marketing’s to distinguish it from the refined, aesthetically pleasing, from favoured by the theorists.
[bookmark: _Toc360564105]2.2.3	RELATIONSHIP MARKETING THEORY
Relationship marketing was first defined as a form of marketing developed from direct response marketing campaigns, which emphasizes customer retention and satisfaction, rather than a dominant focus on sales transactions.
As a practice, relationship marketing differs from other form of marketing in that it recognizes the long term value of customer relationships and extends communication beyond intrusive advertising and sales promotional message.
With the growth of the internet and mobile platforms, relationship marketing has continued to evolve and move forward as technology opens more collaborative and social communication channels. This includes tools for managing relationship with customers that go beyond simple demographic and customer service data. Relationship marketing extends to include inbound marketing efforts, (a combination of search optimization and strategic content), PR, social media and application development.
Development:
Relationship marketing refers to a long term and mutually beneficial arrangement where both the buyer and seller have an interest in providing a more satisfying exchange. This approach attempts t transcend the simple purchase-exchange process with a customer to make more meaningful and richer contact by providing a more holistic, personalised purchase and uses the experience to create stronger ties.
According to Liam Alvey, “relationship marketing can be applied when there are competitive product alternatives for customers to choose from; and when there is an ongoing and periodic desire for the product or service”.
Modern consumer marketing originated in the 1950s and 1960s as companies found it more profitable to sell relatively low-value products to masses of consumers. Over the decades, attempts have been made to broaden the scope of marketing; relationship being one of these attempts, arguably, customer value has been greatly enriched by these contributions.
The practice of relationship marketing has been facilitated by several generation of customer relationship management software that allows tracking and analyzing of each customer’s preferences, activities, tastes, like dislikes and complaints. For example, an automobile manufacturer maintaining a data base of when and how repeat customers buy their product, the options they choose, the way they finance the purchase etc. is in a powerful position to develop one- to –one marketing offers and product benefits.
In web applications, the customers shopping profile can be built as the person shops on the website. This information can be used to compute what can be his or her likely preferences, in other categories. These predicted offerings can then be shown to the customer through cross-sell, email recommendation and other channels.
Scope:
Relationship marketing has also been strongly influenced by reengineering. According to process reengineering theory, organizations should be structured according to complete tasks and processes rather than functions. That is cross functional teams should be responsible for a whole process, from one functional department to another. Traditional approach. The legacy of this can still be seen in the traditional four P’s of the Marketing Mix. Pricing, product management, promotion and placement.
According to Gordon (1999), the marketing mix approach is too limited to provide a usable framework for accessing developing customer relationships in many industries and should be replaced by the relationship marketing alternative model where the focus is no customers, relationships and interaction over time rather than market and products.
In contrast, relationship marketing is cross-functional marketing. It is organised around processes that involve all aspects of the organization. In fact, some commentators prefer to call relationship marketing ‘‘relationship management’’ in recognition of the fact that it involves much more than that which is normally in marketing.
Relationship marketing involves the application of the marketing philosophy to all part of the organisation. Every employee is said to be a part time marketer. The way Regis Makenna (1991) put it:
‘‘Marketing is not a function; it is a way of doing business…marketing has to be all persuasive, part of everyone’s job description, from the receptionist to the board of directors’.
Satisfaction:
[bookmark: _Toc360564118]Relationship marketing relies upon communication and acquisition of consumer requirements solely from existing customers in a mutually beneficial exchange usually involving permission for contact by the customer through an ‘opt-in’ system. With particular relevance to customer satisfaction the relative price and quality of goods and services produced or sold through a company alongside customer services produced or sold through a company alongside customer service generally determine the amount of sales relative to that of competing companies. Although groups targeted through relationship marketing may be large, accuracy of communication and overall relevancy to the customer remains higher than that of direct marketing but has less potential for generating new leads than direct marketing and is limited to rural marketing for the acquisition of further customers.
2.3	Empirical Review 
Nwambeke et al (2020) investigated the effects of marketing strategies on financial services delivery of commercial banks in Nigeria with commercial banks in Abakaliki metropolis. The study adopted survey research design and multiple linear regression model. The study found that price and place marketing strategy used by commercial banks to market their financial services has positive but insignificant effect on financial services delivery of commercial banks in Nigeria. The implication of the finding is that the pricing strategy adopted by commercial banks in Nigeria has not influenced significantly financial services delivery of commercial banks in Nigeria. 
Makau (2020) study the influence of social media marketing, search engine optimization, and e-mail marketing on the competitive advantage of commercial banks in Kenya. Data were analysed using descriptive statistics, correlation analysis, and regression analysis. The study results indicate that most of the banks had deployed the use of social media marketing, e-mail marketing, and interactive websites. The correlation result established there is a positive and significant effect of social media marketing, search engine optimization, and e-mail marketing on the competitive advantage of commercial banks. The study concludes that deploying social media marketing, search engine optimization, and e-mail marketing will positively influence the competitive advantage of commercial banks.
Osuala et al (2020) examined the effect of banks’ marketing strategies on deposit mobilization of commercial banks in Nigeria. The empirical result showed that corporate social responsibility, number of complaints resolved, personnel expenses and advertisement costs had a significant effect on deposit mobilization by banks in Nigeria while branch networks were found to be statistically insignificant. Al-Dmour, et al (2020) Examine the effect of marketing knowledge management (MKM) on bank performance via the mediating role of the Fin tech innovation in Jordanian commercial banks. Structural equation modeling (SEM) was used to analyze and verify the study variables. The main findings revealed that marketing knowledge management had a significant favorable influence on bank performance. Fin tech innovation acted as partial mediators in this relationship. Kamau, & Njuguna, (2020) established the effect of marketing intelligence on sales performance in commercial banks in Kenya. The data was analyzed using both descriptive analysis methods (percentages, means and standard deviations) and inferential statistics (Pearson correlation and regression analysis) with the aid of the Statistical Package for Social Sciences. The findings indicated that marketing intelligence had a strong and positive effect on sales performance in commercial banks in Kenya. Based on the study findings, it was concluded that commercial banks focus on techniques of modifying current marketing products and strategies. The researcher also concluded that commercial banks review employee decision making regarding the marketing process of products which enables better market planning. Muhammadin, Ramli, Ridjal, Kanto, Alam, & Idris, (2020) study the effects of dynamic capability and marketing strategy on the organizational performance of the banking sector in Makassar, Indonesia. Survey method was used. Data collection was conducted using questionnaires. The results show that, the dynamic capability has a positive yet insignificant impact on the organizational performance, the marketing strategy has a positive and significant effect on organizational performance and, dynamic capability and marketing strategy have a positive and significant effect on the organization's performance in the banking sector in Makassar. Ikpefan, et al, (2018) examined the effects of marketing of deposit money bank services on customer patronage and loyalty. This study examined five (5) deposit money banks which were chosen at random. Guarantee Trust Bank (GTB), United Bank for Africa (UBA), Eco Bank Plc, First Bank Plc and Skye Bank Plc. A linear regression model was adopted in order to measure the effect of the independent variables on the dependent variables. The study found that marketing of deposit money bank has a significant effect on customer patronage and loyalty. The study concludes that marketing is highly essential to the survival of any bank thereby ensuring communication is effective between the bank and their customers. Sharma and Sharma (2016) examined the impact of technology on bank profitability in India. They found that technology-enabled services, such as mobile banking and internet banking, had a positive effect on banks' profitability. The study concluded that technology can generate considerable profits for banks, and that it is an important factor in improving their profitability. 
Malik et al. (2017) conducted a study on the impact of technology on bank profitability e of impact of technology on bank profitability in the Middle East. They found that technology had a positive effect on bank profitability, and that banks that invested in technology had higher profitability than those that did not. They also noted that technology allowed banks to increase their customer base and expand their product portfolio, which in turn increased their revenue. The study concluded that technology is an important factor for banks to consider when trying improving their profitability. Vimola's (2015) examined the effect of prioritizing customers' experience on bank performance. The study found that banks that prioritize customer experience have higher customer satisfaction, higher customer loyalty, and higher overall performance. Specifically, the study showed that banks that prioritize customer experience had higher customer loyalty, higher customer satisfaction, greater customer retention, and higher profits. Finally, the study concluded that banks that prioritize customer experience had higher levels of customer satisfaction and loyalty, higher levels of customer retention, and higher overall performance. Okoh and Eke (2017) examines the impact of financial performance on share price in the Nigerian banking sector. The authors use a quantitative approach, utilizing multiple regression models to analyze the data from the Nigerian Stock Exchange (NSE) from the years 2007-2016. The results of the study indicate that financial performance does have an effect on share price. Specifically, the authors find that liquidity, profitability, and asset quality all have a significant positive impact on share price. The authors also note that the effect is stronger for financial institutions in the non-bank sector. Bello and Aina (2015) conducted a study to assess the effectiveness of mobile phone-based health information systems (MHIS) in increasing access to healthcare and improving health outcomes in low- and middle-income countries. The study was conducted in Nigeria, and it involved the deployment of an MHIS platform in two rural health facilities. The study revealed that the use of the MHIS platform improved the efficiency of the health facilities, resulting in an increase in the number of patients seen per day and an increase in the number of services provided. Furthermore, the study found that the use of the MHIS platform also had a positive impact on health outcomes, as patients reported improved health status, increased satisfaction with the health care received, and improved knowledge of health matters. METHODOLOGY In order to assess the effects of marketing strategies

CHAPTER THREE
RESEARCH METHODOLOGY
[bookmark: _Toc360564120]3.0	 INTRODUCTION
This chapter is focused on the discussion of the methodology adopted in the study. It also includes research questions and hypothesis, research method and design and procedure, description of data collection instrument, administration of data collection.
[bookmark: _Toc360564121]3.1	RESEARCH DESIGN
The research design adopted was be survey method. It will focus on the workers in Guaranty Trust Holding Company. Data generated will be as extensively analyzed and the conclusion will be based on data generated and analyzed.
[bookmark: _Toc360564122]3.2	POPULATION OF THE STUDY
The population of the study are the total number of elements that posses homogenous or heterogeneous characteristics relevant to the study. Population is the aggregate of all units in a target universe. It is a group or individuals to which the results of the study generalized. Also, population elements may be people, institution or object.
The total population of this research work consists of entire staff and management staff of Guaranty Trust Holding Company. which is totalled One hundred and Twenty (120). This sample of Forty (40) will therefore be used for this research work.
[bookmark: _Toc360564126]3.3	 SAMPLE SIZE AND SAMPLING TECHNIQUE
Questionnaire was the major instrument in this study. The questionnaires were designed by the researcher and were administered on the management and staff of Guaranty Trust Holding Company, especially the marketing department.  The sample size of forty (40) were drawn for the purpose of collecting the relevant data.
[bookmark: _Toc360564127]3.4	METHOD OF DATA COLLECTION
In sorting the questionnaire used, the five-likert type rating scale was used. Respondents will respond to all items based on the following information;
i) Personal information of the respondents
ii) Questionnaire that are related to the research topic.
3.5	INSTRUMENT OF DATA COLLECTION
The two types of data to be used are the primary and secondary data. Primary data obtained from the management and staff of Guaranty Trust Holding Company.. A major means that was used to obtain these data was questionnaire.
Secondary data are those which have been used, published or unpublished but were still found to be relevant. This was obtained from sources like management journals and magazines, textbooks and newspapers and other print available at the marketing department of Guaranty Trust Holding Company.
[bookmark: _Toc360564128]3.6	METHOD OF DATA ANALYSIS
Once the administered questionnaire has been retrieved, that is the process of subjecting the data obtained from the questionnaire to text message through the use of the relevant established methods in other to make meaningful interpretation. For this study, simple percentage method will be used to analyse the data collected while chi square (X2) method will be used as a statistical tool for testing hypothesis.
[bookmark: _Toc360564130]









CHAPTER FOUR
4.0 PRESENTATION AND ANALYSIS OF DATA 
In this chapter, the data collected for the purpose of this research work will be presented and analysed in a form that can be easily understood and interpreted by the users of this research work.
4.1 PRESENTATION OF DATA
Presentation of data involves the organization of data collected on the field in a form that will be easily understood by users. Data in this regard can be presented in so many ways; it could be presented in charts diagrams, graphs, tables etc. In the course of this research study, the researcher adopted the use of table in presenting the data used.
4.2 ANALYSIS OF DATA
Having classified and tabulated the data, the next thing is to obtain the parameter of the population (data), which will later be used for analysis and inference. This follows immediately after data has been processed into a more comprehensive form that will enable the researcher as well as the users to extract relevant information. Data analysis takes many forms, and shapes ranging from simple comparison to complex statistical and mathematical analysis to display various features of the processed data. The instrument of data analysis used by the researcher of this research study is percentage (%).
4.2: Sample Size Returned
	Table 4.2.1: Sample Size Returned and Unreturned

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Returned
	50
	83.3
	83.3
	83.3

	
	Unreturned
	10
	16.7
	16.7
	100.0

	
	Total
	60
	100.0
	100.0
	


Source: SPSS Computation, 2025
Table 4.2.1 show that out of the 60 copies of questionnaires distributed to some selected staff of Eco Bank Plc Ilorin, 50 copies were returned as duly completed and used for further statistical analysis, and by implication the response rate (83.3%) was very good which enhance the accuracy of the results and findings in this study
4.3 DEMOGRAPHIC CHARACTERISTICS
This section presents the socio-demographic information of the respondents presented in frequencies tables and percentages. The study found it crucial to provide evidence of demographic data since it was deemed necessary to obtain such information on account that the respondents background sometimes is clear indicator of factors that may have effect on marketing research on product modification and acceptability in banking industry. The analysis relied on this profile information of the respondents so as to relate the relevance of the socio-economic background of the respondents to the study objectives
	
Table 4.3.1GEDER

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	MALE
	18
	36.0
	36.0
	36.0

	
	FEMALE
	32
	64.0
	64.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025

18 respondents representing 36% were female, 32 respondents representing 64% were male. This means the study get the opinion responses of more females than males in the study which also implies that female are majorly employed in banking industry because of their organizational effectiveness of their marketing impact in selected bank. 

	Table 4.3.2 AGE

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	21-30 years
	16
	32.0
	32.0
	32.0

	
	31-40 years
	29
	58.0
	58.0
	90.0

	
	41-50 years
	4
	8.0
	8.0
	98.0

	
	51-60 years
	1
	2.0
	2.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025

16 respondents representing 32% indicate by specifying their age between 21-30 years, 29 respondents representing 58% indicate their age between 31-40 years, 4 respondents specifying between 41-50 representing 8%, while 1 respondent representing 2% indicate their age above 51 years. This directly implies majority of respondents are matured adults above 30 years and were able to provide objective responses in the study especially on issue pertaining to the marketing research and new product modification in the selected bank.
	Table 4.3.3: Religion Background

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Islam
	30
	60.0
	60.0
	80.0

	
	Christianity
	16
	32.0
	32.0
	92.0

	
	Traditional
	4
	8.0
	8.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
Table 4.3.3 revealed that 30 respondents representing 60% are Muslims while 16 respondents representing 32% are Christians, 4 respondents indicate they are traditional worshippers.  This directly implies majorities (60%) of respondents are Muslims which by implication means that the selected area are predominantly Muslim majorities.  

	Table 4.3.4: MARITAL_STATUS

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SINGLE
	35
	70.0
	70.0
	70.0

	
	WIDOW
	15
	30.0
	30.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025

Table 4.3.4 show that 35 respondents representing 70% are singled while 15 respondents representing 30% are married.  This directly implies majorities (70%) of respondents are singled who don’t have affinity to family responsibilities and up keeping of the house. This enhance organizational effectiveness of marketing research.  
	

Table 4.3.5: EDUCATIONAL_QUALIFICATION

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Education Diploma
	2
	4.0
	4.0
	4.0

	
	Bachelor’s Degree
	12
	24.0
	24.0
	28.0

	
	Master Degree
	36
	72.0
	72.0
	100.0

	
	Total
	50
	100.0
	100.0
	











Source: SPSS Computation, 2025

Table 4.3.5 show that 2 respondents representing 4% were high school certificate holders with Education Diploma, 12 respondents representing 24% indicate they are Degree holders, 36 respondents representing 72% were master’s degree holders. This means that the literacy cut across the selected bank and they were all versed in knowledge about the study objectives.
	Table 4.3.6: CURRENT JOB ROLE

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Managerial
	14
	28.0
	28.0
	28.0

	
	Non-managerial
	36
	72.0
	72.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
Table 4.3.6 show that 14 respondents representing 28% were in managerial position, while 36 respondents representing 72% are non-managers. This means that there are large number of non-managerial staff than managers that took part in the study.
	Table 4.3.7 Length of Service

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	3-5 years
	29
	58.0
	58.0
	58.0

	
	6-8 years
	16
	32.0
	32.0
	90.0

	
	9-10 years
	4
	8.0
	8.0
	98.0

	
	10 years above
	1
	2.0
	2.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025

Table 4.3.7 show that 29 respondents representing 58% were between 3-5years work experience, 16 respondents representing 32% are between 6-8 years of work experience, 4 respondents representing 8% were between 9-10 years while 1 respondent representing 2% were above 10 years’ experience in service. This means that the participants in this study have remarkable work experience about marketing research of their products and services and its effectiveness in the banking industry.
4.4 Data Analysis According to the Research Questions
Research Question 1: Which help marketing research rendered in development of new product?
	Table 4.4.1 marketing research creates job opportunity?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREED
	2
	4.0
	4.0
	4.0

	
	DISAGREED
	3
	6.0
	6.0
	10.0

	
	UNDECIDED
	2
	4.0
	4.0
	14.0

	
	AGREED
	8
	16.0
	16.0
	30.0

	
	STRONGLY AREED
	35
	70.0
	70.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
5 respondents representing 10% disagree that the marketing research create job opportunity in selected organization, 2 respondents representing 4% were neither agree nor disagree and 43 respondents representing 86% agreed on the claim that the marketing research create job opportunity in selected organization. This means that the majority of respondents support the claim that the selected bank positively agreed to the marketing research  and job opportunity in selected bank 
	Table 4.4.2: Marketing research is of benefit to marketing management as a whole?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREED
	2
	4.0
	4.0
	4.0

	
	DISAGREED
	3
	6.0
	6.0
	10.0

	
	UNDECIDED
	1
	2.0
	2.0
	12.0

	
	AGREED
	7
	14.0
	14.0
	26.0

	
	STRONGLY AGREED
	37
	74.0
	74.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
In table 4.4.2, 5 respondents representing 10% disagree that the marketing research is of benefit to marketing management as a whole, 1 respondent representing 2% were neither agree nor disagree and 44 respondents representing 88% agreed on the claim that marketing research is of benefit to marketing management as a whole. This means that more than two-thirds majorities conceded in the claim that that marketing research is of benefit to marketing management as a whole
	Table 4.4.3: Marketing research is necessary in developing new product and modifications

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREED
	3
	6.0
	6.0
	6.0

	
	DISAGREED
	1
	2.0
	2.0
	8.0

	
	UNDECIDED
	2
	4.0
	4.0
	12.0

	
	AGREED
	23
	46.0
	46.0
	58.0

	
	STRONGLY AGREED
	21
	42.0
	42.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
In table above, 4 respondents representing 8% disagree that the Marketing research is necessary in developing new product and modifications, 2 respondents representing 4% were neither agree nor disagree and 44 respondents representing 88% agreed on the claim that Marketing research is necessary in developing new product and modifications. This means that the majority of respondents conceded in the claim that that Marketing research is necessary in developing new product and modifications.

	Table 4.4.4: Marketing research is of benefits to employer of Eco Bank in detecting flaws in service rendered

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREED
	2
	4.0
	4.0
	4.0

	
	DISAGREED
	1
	2.0
	2.0
	6.0

	
	UNDECIDED
	3
	6.0
	6.0
	12.0

	
	AGREED
	24
	48.0
	48.0
	60.0

	
	STRONGLY AGREED
	20
	40.0
	40.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
In table above, 3 respondents representing 6% disagreed that the Marketing research is of benefits to employer of Access Bank in detecting flaws in service rendered. Similarly, another 3 respondents representing 6% were neither agree nor disagree and 44 respondents representing 88% agreed on the claim. This means that the majority of respondents concede in the claim that Marketing research is of benefits to employer of Eco Bank in detecting flaws in service rendered to customers. This bring about organizational effectiveness in the banking industry.



	Table 4.4.5: Customers are involved when introduced a new product and modifications

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREED
	2
	4.0
	4.0
	4.0

	
	DISAGRRED
	3
	6.0
	6.0
	10.0

	
	UNDECIDED
	3
	6.0
	6.0
	16.0

	
	AGRRED
	8
	16.0
	16.0
	32.0

	
	STRONGLY AGREED
	34
	68.0
	68.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
In table above, 5 respondents representing 10% disagreed that the bank maintains that customers are involved when introduced a new product and modifications. Also 3 respondents representing 6% were neither agree nor disagree and 42 respondents representing 84% agreed on the claim. This means that the majority of respondents conceded in the claim that the selected bank maintains that customers are involved when introduced a new product and modifications. This enhances competitiveness in the organizational settings of the bank.
	Table 4.4.6: marketing research helps managers to introduce acceptable products for customer satisfaction

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREED
	1
	2.0
	2.0
	2.0

	
	DISAGREED
	3
	6.0
	6.0
	8.0

	
	UNDECIDED
	2
	4.0
	4.0
	12.0

	
	AGREED
	10
	20.0
	20.0
	32.0

	
	STRONGLY AGREED
	34
	68.0
	68.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
In table above, 4 respondents representing 8% disagreed that the marketing research helps managers to introduce acceptable products for customer satisfaction. Also 2 respondents representing 4% were neither agree nor disagree and 44 respondents representing 88% agreed on the claim. This means that the majority of respondents support the claim that marketing research helps managers to introduce acceptable products for customer satisfaction. This increase organizational performance
Research Question 2: What are the needs for product development through a well-planned marketing research?
	Table 4.4.7: marketing research helps managers identify the need for target market

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREED
	2
	4.0
	4.0
	4.0

	
	DISAGRRED
	3
	6.0
	6.0
	10.0

	
	UNDECIDED
	5
	10.0
	10.0
	20.0

	
	AGREED
	18
	36.0
	36.0
	56.0

	
	STRONGLY AGRRED
	22
	44.0
	44.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
In table above, 5 respondents representing 10% disagreed that the marketing research helps managers identify the need for target market. Also, 5 respondents representing 10% were neither agree nor disagree and 40 respondents representing 80% agreed on the claim. This means that the majority of respondents conceded in the claim that the marketing research helps managers identify the need for target market. This means that the selected bank shows high the market environment when designing a new product.
	Table 4.4.8 the organization derived customer satisfaction from new product development

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREED
	1
	2.0
	2.0
	2.0

	
	DISAGREED
	3
	6.0
	6.0
	8.0

	
	UNDECIDED
	1
	2.0
	2.0
	10.0

	
	AGREED
	21
	42.0
	42.0
	52.0

	
	STRONGLY AGREED
	24
	48.0
	48.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
In table above, 5 respondents representing 10% disagreed that the organization derived customer satisfaction from new product development. Also 1 respondent representing 2% were neither agree nor disagree and 45 respondents representing 90% agreed on the claim. This means that the majority of respondents conceded in the claim that the organization derived customer satisfaction from new product development. This remarkably improve the organizational competitive advantages.
	

Table 4.4.9: product modifications through marketing research enable managers to sustain market share

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREED
	3
	6.0
	6.0
	6.0

	
	DISAGREED
	2
	4.0
	4.0
	10.0

	
	UNDECIDED
	2
	4.0
	4.0
	14.0

	
	AGREED
	22
	44.0
	44.0
	58.0

	
	STRONGLY AGREED
	21
	42.0
	42.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
In table above, 5 respondents representing 10% disagreed that the product modifications through marketing research enable managers to sustain market share. Also 2 respondents representing 4% were neither agree nor disagree and 43 respondents representing 86% agreed on the claim. This means that the majority of respondents support the opinion that product modifications through marketing research enable managers to sustain market share. This increase financial performance

	Table 4.4.10: product development increase profitability and reduce cost

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREED
	2
	4.0
	4.0
	4.0

	
	DISAGREED
	2
	4.0
	4.0
	8.0

	
	UNDECIDED
	2
	4.0
	4.0
	12.0

	
	AGREED
	19
	38.0
	38.0
	50.0

	
	STRONGLY AGREED
	25
	50.0
	50.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
In table above, 4 respondents representing 8% disagreed that the product development increase profitability and reduce cost. Also 2 respondents representing 4% were neither agree nor disagree and 44 respondents representing 88% agreed on the claim. This means that the majority of respondents support the claim that product development increase profitability and reduce cost. 
Research Question 3: What is the impact of marketing research on new product development? 

	Table 4.4.11: Product modification helps to forestall competing products from taken over the Eco Bank Plc

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREED
	2
	4.0
	4.0
	4.0

	
	DISAGREED
	3
	6.0
	6.0
	10.0

	
	UNDECIDED
	2
	4.0
	4.0
	14.0

	
	AGREED
	16
	32.0
	32.0
	46.0

	
	STRONGLY AGREED
	27
	54.0
	54.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
In table above, 5 respondents representing 10% disagreed that Product modification helps to forestall competing products from taken over the Access Bank Plc, 2 respondents representing 4% were neither agree nor disagree and 43 respondents representing 86% agree that Product modification helps to forestall competing products from taken over the Eco Bank Plc.
	Table 4.4.12: marketing research and product modification helps to improve working conditions and overall standard of livings

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREED
	12
	24.0
	24.0
	24.0

	
	DISAGREED
	3
	6.0
	6.0
	30.0

	
	UNDECIDED
	2
	4.0
	4.0
	34.0

	
	AGREED
	16
	32.0
	32.0
	66.0

	
	STRONGLY AGREED
	17
	34.0
	34.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
In table above, 15 respondents representing 30% disagreed that marketing research and product modification helps to improve working conditions and overall standard of livings, 2 respondents representing 4% were neither agree nor disagree and 43 respondents representing 66% agreed on the claim. This implies that that marketing research and product modification helps to improve working conditions and overall standard of livings.
	Table 4.4.13: Encourage employees through training to reduce the use of environmental damaging materials

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREED
	7
	14.0
	14.0
	14.0

	
	DISAGREED
	10
	20.0
	20.0
	34.0

	
	UNDECIDED
	5
	10.0
	10.0
	44.0

	
	AGREED
	16
	32.0
	32.0
	76.0

	
	STRONGLY AGREED
	12
	24.0
	24.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
In table above, 17 respondents representing 34% disagreed that marketing research and product modification encourage employees through training and compensation to reduce the use of environmental damaging materials, 5 respondents representing 10% were neither agree nor disagree and 28 respondents representing 56% agreed on the claim. This implies that that marketing research and product modification encourage employees through training and compensation to reduce the use of environmental damaging materials if settled by the opinion of majorities in the claim.
	
Table 4.4.14: marketing research in truly analytical and scientific approaches in decision making regarding product modifications

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREED
	5
	10.0
	10.0
	10.0

	
	DISAGREED
	14
	28.0
	28.0
	38.0

	
	UNDECIDED
	3
	6.0
	6.0
	44.0

	
	AGREED
	10
	20.0
	20.0
	64.0

	
	STRONGLY AGREED
	18
	36.0
	36.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
In table above, 17 respondents representing 38% disagreed that marketing research in truly analytical and scientific approaches in decision making regarding product modifications, 5 respondents representing 10% were neither agree nor disagree and 28 respondents representing 56% agreed on the claim. This implies that that marketing research in truly analytical and scientific approaches in decision making regarding product modifications if settled by the opinion of majorities in the claim.


4.5 Hypotheses Testing

H01: marketing research has no significant benefits on development of new product in Eco Bank Plc Ilorin
	Table 4.5.1: Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.663a
	.440
	.439
	.57610

	a. Predictors: (Constant), Marketing Research



To assess the influence of Marketing Research on New Product Development (NPD), simple linear regression analysis was carried out. The model summary in table above indicates the value of the correlation coefficient R= .663 and the adjusted R- square = .439 which is just so close to R- square = .440 depict the fact if the model were derived from the population rather than a sample it would account for approximately 0.1% less variance in the outcome. Thus, the new product development is explained by marketing research in the value of the R square, which indicates that 44% improvement in new product development of the selected bank is accounted specifically by the marketing research and not more than 56% explained by other factors not included in this model. These other factors include training and development, compensation, Recruitment and selection and government policy etc.
	Table 4.5.2: ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	24.360
	1
	24.360
	37.768
	.000b

	
	Residual
	30.978
	48
	.645
	
	

	
	Total
	55.338
	49
	
	
	

	a. Dependent Variable: New Product Development (NPD)

	b. Predictors: (Constant), Marketing Research



ANOVAs table in table 4.5.2 tested whether the model is significant better at predicting the new product development than mean raking in previous analysis. Specifically, the F-ratio (37.768) represents the ratio of the improvement in prediction that the results from fitting the model (labeled ‘Regression=24.360’ in the table), relative to the inaccuracy that still exists in the model (labeled ‘Residual=30.978’ in the table).  And by dividing the regression sum of square value by the Total sum of square in the table, indicating a significant relationship by providing the value of R2=0.440, and the fact that the marketing research has significant improvement in the ability to predict the new product development of the bank. However, the significant value of P (0.000) is smaller than (0.05) which means that the independent variable (marketing research) has direct positive relationship with the dependent variable (new product development). Hence, it is posited that there is significant relationship between marketing research and new product development in Eco Bank Plc, at 5% level of significant.
	Table 4.5.3: Regression Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	-.381
	.150
	
	-2.495
	.000

	
	Marketing Research
	.702
	.162
	.663
	4.333
	.001

	a. Dependent Variable: New Product Development (NPD)



Based on the R square explained above, the marketing research explain 44% of the variance of dependent variable “NPD”. Using non- standardized weight of regression, simple regression of equation was fitted for the model below:
Ŷ = -0.381 + 0.702x1 
From the equation above, the new product development (NPD) is equal to the sum of non-standardized beta coefficients with the average of using the appropriate method and non-standardized weight constant. From the regression analysis results, the marketing research is statistically meaningful for the model. With regression coefficient (ẞ=0.702) is positive, this means the rise in marketing research will have even rise of the the new product development and organizational effectiveness. According to the results the statistical test for beta coefficient control the same result is taken (t1= 17.825 and p=0.001<0.05), this coefficient shows that marketing research have a huge contribution for the model in order to improve organizational effectiveness in new product development at 5% level of significant. However, if the selected bank ignored the marketing research practices, it is likely for the organizational effectiveness to decrease by 38.1% and this might affect the goals and functional approach new product development as shown in the vector-error correction of the constant of regression line (c=-0.381) in the model. Therefore, the null hypothesis is rejected and alternate hypothesis was accepted by posited that there is significant influence of marketing research on new product development at 95% confidence level. 



H02: There is no significant relationship between product development and marketing research 
	Table 4.5.4: Bivariate Correlations Matrix showing the relationship between Dimension of product development and marketing research

	
	
	Product Development
	Target market
	Customer Satisfaction
	Market Share

	
	
	
	
	
	

	
	Model
	
	
	
	

	Product Development
	Pearson Correlation
	.1*
	
	
	

	
	Sig. (2-tailed)
	.
	
	
	

	
	N
	50
	
	
	

	Target market
	Pearson Correlation
	.667*
	1
	
	

	
	Sig. (2-tailed)
	.000
	
	
	

	
	N
	50
	50
	
	

	 Customer satisfaction
	Pearson Correlation
	.807*
	.508*
	1
	

	
	Sig. (2-tailed)
	.000
	.016
	
	

	
	N
	50
	50
	50
	

	Market share
	Pearson Correlation
	.775*
	.741**
	.747**
	1

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

	
	N
	50
	50
	50
	50

	**. Correlation is significant at the 0.01 level (2-tailed).

	*. Correlation is significant at the 0.05 level (2-tailed).


Table 4.5.4 indicate the correlation coefficient of component benefits of marketing research which include target market (r=0.667), customer satisfaction (r=0.807), and market share (r=0.775) have all tested positive to product modification in the relationship model of selected bank. This implies that marketing benefits relationships are good predictors of product modifications and that the increase in each of the dimensional benefits of marketing research will increase organizational effectiveness in product modification, while the decrease in product modification will equally decrease the target market, customer satisfaction, and market share at 5% level of significant. This result gives credence to the previous work of Ahmed Zaid, Ayham Jaaron, Abdul Talib Bon, (2018), who found that that marketing research have a positive effect to sustainable product development of an organization. 
H03: marketing research has no significant impact product modifications
	Table 4.5.5: Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.919a
	.845
	.844
	.67711

	a. Predictors: (Constant), Marketing Research


To assess the extent of role of marketing research on product modification in bank, simple linear regression analysis was carried out. The result of the regression model shown in table above indicates the value of the correlation coefficient R= .919 and the adjusted R- square = .844 give us some idea of how well our model generalizes and ideally we would like its value to be the same, or close to the value of R-square. In the above summary, the difference for the final model is a fair bit (0.845-0.844=0.001 or 0.1%). This shrinkage means that the model was derived from the population rather than a sample and this amount for negligible difference of 0.1% less variance in the outcome. Thus, the product modification of the selected bank is explained by the value of the R-square, which indicates that 84.5% increase in product modification is accounted specifically by a unit change in marketing research and not more than 15.5% explained by other factors not included in this model, e.g. government policy on banks. 
	Table 4.5.6: ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	160.901
	1
	160.901
	261.203
	.000b

	
	Residual
	29.580
	48
	.616
	
	

	
	Total
	190.481
	49
	
	
	

	a. Dependent Variable: Product Modifications

	b. Predictors: (Constant), Marketing Research



The analysis of variance (ANOVAs table above) tests whether the marketing research is significantly better at predicting the effectiveness of product modification in bank than using the mean as a ‘best guess’. Specifically, the F-ratio (261.203) represents the ratio of the improvement in prediction that the results from fitting the model (labeled ‘Regression=160.901’ in the table), relative to the inaccuracy that still exists in the model (labeled ‘Residual=29.580’ in the table).  And by dividing the regression sum of square value by the Total sum of square in the table, indicating a significant relationship similar in the value of R2=0.845, and the fact that the final model has significant improvement in the ability to predict the effectiveness of product modification. However, the significant value of P (0.000) is smaller than (0.05) which means that the independent variable (marketing research) is positively related with the dependent variable (product modification). Hence, it is posited that there is significant relationship between marketing research and product modification in Access Bank Plc, at 5% level of significant.
	Table 4.5.7 Regression Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.210
	.054
	
	3.889
	.007

	
	Marketing Research
	.952
	.028
	.919
	33.636
	.000

	a. Dependent Variable: Product Modification


The regression coefficient of the model in table above indicates the significant role of the constant is β=0.210 whereas; the beta value for the predictor variable (marketing research) is 0.952. The t-value of 33.636 and the p-value of .000 indicates the model is significant at p<0.05. Therefore, the regression coefficient (Beta= 0.952) implies the level of organizational effectiveness in product modification is increase by 95.2% as the marketing research increase by 1%. With the value of constant (0.210) in the regression coefficients above, it is predicted that the removal of the marketing research practices from the model has significant effect on organizational effectiveness of product modification of the bank. This is because of the significant reduction in product modification of the selected bank. Therefore, it is concluded that there is a significant role of marketing research on the activities of the product modifications. 
4.6 DISCUSSION OF THE FINDINGS
This research study is of importance to banks that need or may need to embark on marketing research on developing new products. This study shows that there is no thorough marketing research in banking industry today. Thus, many banks have gone into the development of product, but at the wrong time and for the wrong target markets. More so, this study has shown that marketing and research managers at Eco Bank Plc do take marketing research too seriously as it should have been taken. The managers go to the field of research with the right focus and motive directed or aimed at gathering information about the customers and their needs in order to produce products that will satisfy those needs. From the regression analysis results, the marketing research is statistically meaningful for the model. With regression coefficient (ẞ=0.702) is positive, this means the rise in marketing research will have even rise of the the new product development and organizational effectiveness. According to the results the statistical test for beta coefficient control the same result is taken (t1= 17.825 and p=0.001<0.05), this coefficient shows that marketing research have a huge contribution for the model in order to improve organizational effectiveness in new product development at 5% level of significant. However, if the selected bank ignored the marketing research practices, it is likely for the organizational effectiveness to decrease by 38.1% and this might affect the goals and functional approach new product development as shown in the vector-error correction of the constant of regression line (c=-0.381) in the model. Therefore, the null hypothesis is rejected and alternate hypothesis was accepted by posited that there is significant influence of marketing research on new product development at 95% confidence level. 
Also, this study reveals that knowledge and experience as to how a proper and thorough marketing research should be conducted help their deposit money banks in taking decision on which strategy and policy to be adopted in developing new products that will satisfy the needs of their target market and in turn bring high market share, effectiveness, efficiency andcustomer satisfaction. Finding in this study show the component benefits of marketing research which include target market (r=0.667), customer satisfaction (r=0.807), and market share (r=0.775) have all tested positive to product modification in the relationship model of selected bank. This implies that marketing benefits are good predictors of product modifications and that the increase in each of the dimensional benefits of marketing research will increase organizational effectiveness in product modification, while the decrease in product modification will equally decrease the target market, customer satisfaction, and market share at 5% level of significant. This result gives credence to the previous work of Ahmed Zaid, Ayham Jaaron, Abdul Talib Bon, (2018), who found that that marketing research have a positive effect to sustainable product development of an organization. 
It was also revealed that there is good management decision in regard to marketing management in FIRST BANK PLC. This has made marketing research and product modification effective. The regression coefficient (Beta= 0.952) implies the level of organizational effectiveness in product modification is increase by 95.2% as the marketing research increase by 1%. With the value of constant (0.210) in the regression coefficients above, it is predicted that the removal of the marketing research practices from the model has significant effect on organizational effectiveness of product modification of the bank. This is because of the significant reduction in product modification of the selected bank. Therefore, it is concluded that there is a significant role of marketing research on the activities of the product modifications. However, findings added that good and easy flow of information between the marketing managers and their target market during research and product development is vital. Lack of adequate fund for marketing research and development(R&D) makes most banks to fail in their bid to develop new products that will satisfy the needs of their target market. Finally, this research study has also revealed that inadequate timing is another problem faced by managers. If the product is not developed on time, competitors may come into the market and render the efforts to see that their products are developed in time especially when demands for them is high.


CHAPTER FIVE
5.1 SUMMARY OF FINDINGS
This research work is on the impact of marketing research on product modification and acceptability at Eco Bank Plc Ilorin. It was revealed that lack of adequate fund and time committed to marketing research has caused failure to our banks in their attempt to develop products that will satisfy their target market. The study also show adequate good communication network between managers and their customers, effective management decision, and competence on the part of marketing managers and research planners, as well as presence of thoroughly planned and effective execution of marketing research in Eco Bank Plc in developing products that will satisfy the needs of the target market, at a profit level that will ensure continuity, growth and expansion of the market share as well as enhances the capacity to satisfying the customers for overall achievement of the organizational goals.
5.2 CONCLUSION
In conclusion, a good marketing research should be adopted by marketing managers in developing new products because through this, management will be able to achieve its marketing objectives by producing products that will satisfy the needs of their target market at the optimum level of profitability. Also, through a thorough planning and effective execution of marketing research, the organization will be able to know which product to develop, for which market to concentrate, when to activate the products and where the activation should be done. This will enable to put the bank on a balance in its marketing operations.
5.3 RECOMMENDATIONS
Based on the findings earlier discussed, it is hereby recommended that before new product can be developed via a thoroughly planned marketing research, the following factors must be duly considered and put in place.
I. There must be good management design and approach. This is an important factor that contributes immensely to organizations’ marketing and managerial success.
II. The management must be very skilful, considerate and effective in its decision making by applying a truly analytical and scientific approach to its decision-making process. 
III. Different tactics and strategies should be put in practice in order to have an effective and efficient product development resulting from a thorough planning and execution of marketing research. This will in turn help the management to achieve the overall organizational goals and objectives. 
IV. Banks should appoint product managers to manage individual products and new product teams to ensure that the process is carried out successfully. 
V. Marketers should look for ways to design better quality service into new products and to improve the quality of the existing ones. They should ensure that exact quality, size and the features of their product should be made known to the public (customers) through the use of informative and transparent advertisements











References 
ACCA Paper 3.5 Strategic Business Planning and Development (2015) The Financial Training Company
Fosher, H. (2018). Understanding the Marketing and Management of trails using PESTEL Analysis. Retrieved from: https://scholars.unh.edu/cgi/viewcontent.cgi?article=2182&context=thesis
Johnson G and Scholes K (1993). Exploring Corporate Strategy – Text and Cases. Cambridge: Prentice Hall.
Porter M.E (1980) Competitive Strategy-Techniques for Analysing Industries and Competitors.
LIU, H. (2017). How information strategy and business strategy influence the organization’s. Retrieved from: http://dagda.shef.ac.uk/dispub/dissertations/2016-17/External/Liu_Hongbo.pdf
Needle, D. (2004) Business in Context – An introduction to business and its environment 4th Edition, Thomson
Abimaje, N. Y.(2002): Essentials of Small Scale Business Management  Olowo Printers, Lokoja.
Bearden E’tal (2004): Marketing Principles and Perspectives. McGraw-Hill,New York.Hamza G. Ibrahim (2003): Introduction to Marketing Volume 2.HawardPrinters, Lokoja.Lois 
Farese (1997): Marketing Essentials. McGraw-Hill, New York.Micheal, J.E (2001): Marketing. McGraw-Hill, New York.
Perreault, W.D and McCarthy, E.J (2003): Essentials of Marketing: AGlobal- Managerial Approach, McGraw-Hill, New York.
Philip Kotler (1197): Marketing Management: Analysis, Planning, Implementation and Control, 9th ED,Prentice Hall In’t Inc., New Jersey.
Procter (1997): Essentials of Marketing Research. Pearson Educationltd, U.K.http://www.unilever.com/history http://en.wikipedia.org/wiki/new-product development.com 
Armstrong, G. & Kotler, P. 2006. Marketing: An introduction. 8th edition. Upper Saddle River, NJ:Pearson Prentice Hall.
Brady, M., Goodman, M., Hansen, T., Keller, K. & Kotler, P. 2017. Marketing management. Revised edition. Edinbugh Gate: Pearson Education Limited.
Fill,, C. & Fill, K. 2015. Business-to-Business Marketing: Relationships, Systems and Communications. Revised edition- Edinbugh Gate: Pearson Education Limited.
Findlay, K. 2015. The success factors in developing B2B relationships into partnerships. Thesis Cited 21.5.2021. https://www.theseus.fi/bitstream/handle/10024/87803/Findlay_Katja.pdf?sequence=1
Gibbs, G. (1988). Learning by Doing: A Guide to Teaching and Learning Methods. Oxford: Oxford Further Education Unit
Jurevicius, O. 2013b. Porter’s Five Forces. Strategic management insight. Cited 22.4.2021. http://www.strategicmanagementinsight.com/tools/porters-five-forces.html
Lagina, S. 2012. The Joe Girard Story - Sales and Social lessons from a Top Salesman. Dearborn Free Press. Cited 22.4.2021. 
http://www.dearbornfreepress.com/2012/04/23/the-joe-girard-story-lessons-from-a-top-salesman/
Marketing Mix 2015. Marketing Mix Definition. Cited 29.4.2015. http://marketingmix.co.uk
Michel, D., Naudé, P., Salle, R. & Valla, J-P. 2003. Business-to-Business Marketing. 3rd edition. Houndmills, Hampshire: Palgrave Macmillan.
Proctor, T. 2010. Essentials of Marketing Research. 3rd edition. Edinburgh Gate: Pearson Education Limited.
Professional Academy 2015a. Marketing theories – Marketing mix – From 4 P’s to 7 P’s. Cited 22.4.2021. http://www.professionalacademy.com/blogs-and-advice/marketing-theories---the-marketing-mix---from-4-p-s-to-7-p-s
Professional Academy 2015b. Marketing theories – PESTEL analysis. Cited 22.4.2021. http://www.professionalacademy.com/news/marketing-theories-pestel-analysis
Samu, N. 2013. Facebook:http://someco.fi/blogi/facebook-yritysten-ja-yksityiskayttajien-eri-roolit/
Sherman, D. L. (2019). Affiliate marketing and its impact on e-commerce. Journal of Consumer Marketing, 22(3), 161-163
Thomas Kinnear (1990): Principles of Marketing. Mark Aderson and U.SSprint Comm. Corp., New Jersey.
Thomson Learner (1990): Encyclopedia of Marketing. Hodgson WilliamsAssociates, Cambridge
Ulrich E’tal (2004): Product Design and Development, 3rd Ed. McGraw-Hill,New York.Tony
Worthington, I. & Britton, C. (2016) The Business Environment – 7th Edition, Prentice Hall Financial Times

[bookmark: _GoBack]
lxxi

