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ABSTRACT
Product modification plays a crucial role in consumer retention within the banking industry. Banks continuously refine their services, introduce new financial products, and enhance customer experience to maintain loyalty and competitiveness. Research suggests that product awareness, customer satisfaction, and service efficiency significantly impact consumer retention. Studies on commercial banks indicate that product innovativeness, employee training, and customer relationship management are perceived as effective strategies for retaining customers. Additionally, factors such as longer working hours and cross-selling contribute to improved customer retention
Keyword: product awareness, customer satisfaction,  










CHAPTER ONE
1.0	INTRODUCTION 
	Banking business in Nigeria has witnessed an enormous growth over the years which led to coat-threat of competition in terms of services and products provided by the banks. Thus, through marketing, information relating to marketing operation and process are provided.
Philip (2008) defined marketing research as the systematic design of collection, analysis and reporting of data and finding relevant to a specific marketing situation facing the company. 
Also, Adedo and Abdulraheem (2005) defined marketing research as the system and methodical search for, collection and analysis of the information relevant to the problem being considered.
In other words, it is imperative for marketing research to find a solution to numerous problems be devilling marketing activities. These might be consumer market, product distribution servicing, Social-cultural, pricing, political and economic change in an environment.
	Through marketing research, information is provided for the planning of marketing variables, more so important question like which product features are popular? What interest rates are acceptable to customer?
	Through what medium or means the customer are likely to be reached? In recent time marketing research has steadily expanded its terms of activities and techniques. 
According to Rother (1991), the most marketing activities are
Determination of market activities: number of people, the disposable income in the market segment, numerical figure of the market potentials. 
Measurement of marketing potentials:  Economic factors disposable income, price acceptability. In the market, interest rate to consumer, serviced provided.
Market shares analysis: The percentage of a firm’s control in a market, maintaining its market share.
Sales or cash inflow analysis: Consider the report of your marketing officers which area they are facing competition.
Studies of business trend: Consider the seasonal factors that affect business.
· Short-range forecasting.
· Long-range forecasting.
· Competitive product study.
· Pricing studies.
· Testing of existing product” performance of the product in the market.
	Generally, marketing research activities are applicable and adopted in all marketing activities irrespectively of the product involved. For instance, in tourism the important of marketing organization and government parastatal the indispensability of marketing research cannot be ruled out. In fact, the need to accurately, effectively and efficiently meet the demand of the above-mentioned common marketing activities make research paramount in marketing.
1.1 BACKGROUND TO THE STUDY
	The facts that changes are inevitable in taste, style and desire for new things brings out the underlying factor of the need for continuous research in a product. The result of product research is now being used in developing new products and modifying existing ones to ensure that the overall objectives of the organization are achieved.
	The idea of product modification is to have a competitive advantage over competitors. Here product is modified to add new features that would expand the usefulness, safety and convenience which tends to make product unique. It is a strategy to outplay your opponent. In the American financial firm, product is constantly subjected to modification having discovered that human beings prefer a convenience banking operation and their wants are unstable. That is why they came out with credit card, debit card, on-line banking, money transfer, automated teller machine etc.
	The idea of products modification theory must be complemented by the theory of the market dynamic that provide guidelines as to the structure of the total market and the kind of new attributed to which the market is ready to respond. Organizations that are innovative always have something new for the market to compete for, before competitors start entering the market with similar o different products. They would have considered their investment.
	On the other hand, product acceptability can be seen in the light of communication means put in place to ensure that the products modified are acceptable. The advertising strategy and theme based on careful qualitative and quantitative research are carried out through, in other forms of communication and all of the promotional activities that can play vital role in accepting the product.
	Product modification like new product starts idea generations, which are the result of innovative idea. The process starts with searching for ideas. Since all ideas cannot be adopted, there is need to solve idea through idea screening. In screening, the company must avoid the error of dismissing a good idea; organization can use different rating devices to ensure that right idea is adopted.
	The stage of the concept development involves surveying idea to be developed into product. A product concept is an idea of a product an organization sees itself offering to the market. A product concept is an elaborated version of the idea expressed in meaningful customer’s terms.
	Concept positioning is determined on how the product modified would be acceptable. That is what is the rating of such product vis-à-vis competitors’ product. The new product has to be tested in term of quality, conveniences and how the benefit which customers derived.
	Concept testing calls for testing the concept with appropriate customer group. The idea of product testing determines how successful that product is. The rate at which product would be acceptable would be measured in product testing and test marketing; it enables the organization to have ideas of whether the product has met the condition acceptable to customers.
1.2 STATEMENT 0F THE PROBLEM 
	The Nigerian economy is basically a seller market where the problem is not selling but producing and innovating product. Banks are not exempted from this. These necessities that the banks came out with innovative products that will set them apart from sales orientation which had characterized the marketing of financial services of the expenses of the consumers.
	The focus of this research will be to identify the effects of marketing research on product modification and acceptability in the banking industry. In the case of the research work, answers will be provided to the following research questions
· Is market research inevitable for product modification?
· Does product modification enhance sales or cash flows?
· To what extent does the company’s product qualify or benefit strengthen its competitive stand in the market?
· Does product modification guarantee acceptability?
· Is marketing research an important tool in measuring acceptability of product modified?
1.3 SIGNIFICANCE OF THE STUDY
	The study would be of immense assistance to the stakeholders in the banking industry as this research will throw more light on the issue that dynamic and progressive bank must scan the environment to identify requirements at a profit.  It will serve as relevant guide for future researchers in the area of marketing research on product modification and acceptability in the banking industry. It will also enable the financial institution to know that Nigeria economy is a smaller market and the bank that continuously innovate and offer a better product will out play its competitors.
1.4	OBJECTIVES OF   THE STUDY
	The primary objectives of the study are to determine the significance of making market research to product modification, while secondary objectives are;
· To determine if there is any existing relationship between marketing research and product modification and to know whether product modification necessarily results in product acceptability.
· To examine the effect of product modification on dying products
· To examine the effect of marketing research on organization’s resources as far as product modification is concerned.


1.5 METHODOLOGY OF THE STUDY
	Research methodology states the sequence which the researcher will take, the procedure for collecting data i.e. primary or secondary data or both and the presentation and analysis of the data.
	There are various research methods that can be used, but in this research work, case study approach to research is adopted. This is because it is the research that focused exclusively on a single individual, establishment or a group. It enables us to avoid unnecessary complication in logistic or in analysis that are involved in other methods.
	The data for this research work is obtained from both primary and secondary sources. Primary source of data is collected by the researcher from interviews and questionnaires distributed to the respondents. While secondary source of data is also collected by making reference to relevant bank journals, magazines and other relevant materials.
1.6	HYPOTHESES OF THE STUDY 	 
	The hypothesis of the study in the null hypothesis which are;
Hypothesis 1:
Ho:   Marketing research is not significant in product modification 
Hypothesis 2:
Hi:  The Company’s product quality or benefit does not strength its competitive stand in the market. If the calculated value which is X2 is less than table value, it means that the null hypothesis (Ho) will be accepted and reject alternative hypothesis (Hi) and vice versa.


1.7 SCOPE OF THE STUDY
	The study focused on the effects of marketing research on product modification and acceptability in the banking industry, using Intercontinental Bank Plc as a case study. The study will cover the period of 2006 – 2011 fiscal years.
1.8	DEFINITION OF TERMS
· Marketing:    According to Kotler (2006) marketing is a social and managerial process by which individuals and organizations obtain what they need and want through creating and exchanging value with others.
· Marketing Research:   Philip (2008) defined marketing research as the systematic design, collection, analysis and reporting of data and findings relevant to a specific marketing situation facing the company.
· Product Development:  Adedo and Abdulraheem (2005) defined product development as a more limited term which encompasses the technical activities of product research, engineering and design.
· Distribution System:  Wongelu (2000) defined distribution system as the channel which product or service passes through from producer to the final consumer.
· Product:  CBN (2004) in a publication titled financial market in Nigeria defined products as the services rendered by banks to meet customer’s satisfaction.
· Product Modification:  Philip (2008) defined product modification as addition of new features that would expand the usefulness, safety and convenience which tends to make product unique.
· Product Acceptability:   Philip (2008) defined product acceptability as the communication means put in place to ensure that the products modified are acceptable.
1.9 ORGANIZATION OF THE STUDY
	This project is groups into five (5) chapters, the first chapter is the introduction chapter, it gives insight introduction to the entire study.
	Chapter two deals with the literature review i.e. the work that were done or carried out by some authors on the same topic or similar topic, which has to be reduced or add some introduction to it. Chapter three consists of the historical background of the organization (Access Bank Plc, Ilorin) which the explanation of research methodology when carrying out our observation method.
	Chapter four comprises method of data collection which is primary and secondary method collecting data. Chapter five deals with the summary of the findings, conclusion and recommendations.  

CHAPTER TWO
LITERATURE REVIEW
2.0	OBJECTIVES OF MARKETING RESEARCH
	The objectives of marketing vary from one organization to another organization. However, the following are the objectives that are common to the purpose of marketing research:
· To reduce, if not totally eliminate, the areas of uncertainties surrounding business decline.
· Identification of market opportunities, customer’s need and want.
· To assist management in making decision about market strategy.
· To measure product acceptability.
· To collect information about sales activities, cash inflows etc.
· To have positional and reliable information about competitors.
· To develop information file on consumer.
· To find collective and source information about future prospect and activities.
2.1	PRODUCT PROCESSES AND SERVICES 	OFFERED BY BANKS    IN NIGERIA (2004)
	 A publication titled Financial Market in Nigeria (2004) defines product as services rendered by banks to meet customer’s satisfaction. Like the conventional products in the goods market, in order to enhance their acceptability to consumer’s banking, products must be well designed, packaged, timely and competitive with similar products in the industry. With technological development and the globalization of financial markets, the need to provide efficient banking products especially in a competitive banking environment, has engaged the minds of financial managers. Owning to the risks associated with banking business, most central banks oftentimes, scrutinize new banking products into the market.
	In Nigeria, there are several banking products designed to meet consumer need. Most of the products are common among the banks. While others are restricted and can only be used by the monetary authorities for specific purposes. The products traded in this market, including the processes and services which include: current account, savings account deposit, time account deposit, interbank/placement transactions, money at all. Commercial paper, repurchase agreements, marketing board bills trade bills, leasing, smart card, value cards electronic funds transfer and so on.
2.2	PRODUCT MODIFICATION AND ACCEPTABILITY
	Kotler (2006) defines product modification as changing or adding uniqueness and characteristics that would expand the usefulness, safety and convenience in order to outplay the competitors in the market. Modification is aimed at adding incremental benefits so as to act as reinforcement to the area of durability, reliability of the product.
	Product modification is another scope of product research for the life of a product to be strengthened; there is the need for a modification. Modification can come at every stage of a product life. The introductory life cycle is characterized by slow or low cash inflow, minimal profit.
	The growth stage is also characterized by improved sales or cash inflow and profit; modification could come in response to competitive activities. For instances, when seven-up came out with big blue (50cl), Coca-Cola also came out with 1 litre. This occurs in response to competitors’ activities. Similarly, the maturing stage also characterized by growth slow down and profit stability. The company can seek innovation strategies through modification.
	At the decline stage, sales and deteriorate. The company task at this stage to see ways of improving the product through modification rather than phasing out. However, if this strategy fairly, rather than wasting the company’s resources the product could be phased out or replaced by new ones.
	Since modification seem to be a strategy commonly used by management to reinforce the sales, it basically involves changing product characteristic such as its uses serve as competitive advantages by adding uniqueness to the product. In short, it is a competitive strategy used to beat opponents in their own game. Product modification is effective when the quality of a product can be improved, when users benefit more in using the product. On the other hand, product acceptability can be seen in the light of communicating means put in place to ensure that the products modified are acceptable.
	According to CBN (2004) in a publication titled financial market in Nigeria, banking services like conventional products in the goods market in order to enhance their acceptability to consumers, banking products must be well designed, packaged, timely and competitive with similar products in the market.
	In today complicated marketing world, the marketing manager plans. Strategy and tactics in such a way that all the communicating tools are put to work in a concocted campaign that uses the strength of each to compliment the other in the marketing mix. The advertising strategy and theme based on careful qualitative and quantitative research is carried through, in other forms of communication and all of the promotional activities that can play vital role in accepting the product are employed.
	Four main channels of promoting banking services or products may be considered. A bank must realize that before choosing one or more of the methods of communications. It must be clear as to the type of customer short and the nature of a product to be promoted.
The four channels are:
· Branch network
· Advertisement
· Direct mail
· Personal selling
· Branch Network:   The branch networks are the retail business outlets to promote bank services. It is part of the everyday task of the manager to offer the ever growing products of his bank to the customers and strive to capture the market. This he will do in conversation and in correspondence with both the existing customers and potential ones.
· Advertisement:  A customer may be unaware of the product a bank can offer and one of the biggest obstacles to the development of banks product being offered. Another way of promoting bank products or services us through advertisement and this may include the use of television, national dailies, bill boards and radio network.
· Direct mail: Since not all customers visit the branch, another method of promoting services is through this method. The branch would occasionally send their customers leaf let with their statement of account; the leaf lots will pinpoint some appropriate products and invite+ further enquiries. The bank will also circulate newsletter or magazine designs to promote its products. The newsletter or magazine will also be displayed I the bank halls.
· Personal selling: Occasionally, the branch managers and other officers will go out to meet the customers at their premises or a local hostel where they can chat or be chatted about the array of products and everything also that the bank has to offer.
2.5	EFFECTS OF PRODUCT MODIFICATION ON 	SALES OR CASH INFLOW
	Product modification is strategy commonly used by the management to have a competitive edge over their competitors It involves changing product characteristic such as features quality or style so as to stimulate demand. Product modification is aimed at increasing sales or cash inflows of the organization.
	According to Philip (2008), he describes the importance of sales or cash inflow to a company on a measure of success or failure of the enterprise concerned, change no doubt has become a wild master, which no man can stop. However, the strategy to combat change as a factor is making adjustment. In the light to complex matter of modern economy and increase in the uncertainties, the strategy to combat change as a factor in product modification sales is central to the success of any business such as at the level of specific firm or industry change is inevitable.
	Basically, any firms that want to increase its sales or cash inflow must be ready to satisfy customers need through product modification. Whenever market grows or changes complexion, economic condition fluctuates, competition intensifies or technology evolve rapidly, the payoff of doing effective product modification can be substantial. However, many years back, many firms or industries did not see the need for any research talk less of product modification, so also in the banking industry, bank staff sits in office to wait for customers. What firm believes is just to make the product and with aggressive promotion they would sell. However, in recent time, these have been proved wrong.
	In the light of today severe competition and the dynamism of change has forced companies’ device strategy to services the forces of change and one of the strategies is product modification.
In essence, every organization that want to win the game, must consider the following factors:
· A company that wants to maintain its market share, leadership position, expand its profit margin through sale volume or cash inflow as it calls in the banking industry must constantly modify their product in response to market needs. A change in the economic trends means a lot on sales.
2.6	EFFECTS OF FAILURE OF RESEARCH 
	Research is a methodical and systematic investigation into an event or phenomenon in order to arrive at a dependable solution, in other word, research is the process of arriving at dependable solution through the systematic investigation into a subject of the problem or event or phenomenon. This involves systematic collection, analysis and interpretation of data.
	It is often designed to seek knowledge or more information on specific problems or issue for the purpose of predicting future occurrences for advancing knowledge and for enabling an organization to relate more effectively to its environment. However, the effects of failure to research on any organization are as follows:
1. There will be low turnover and profit slow down. Economically speaking, a business that want ti survive must embrace research and development.
i. Loss of markets opportunities one major reason of undertaking market research is to discover market opportunities. Any company that fails to research will lose his market opportunities.
ii. Failure to research leads to wrongful decision making about market strategy.
iii. If an organization fails to research, it also leads to low market share and give competitors more advantage over that particular firm.
	Inflation in the economy will affect per capital income the disposable income of the people and will eventually determine their purchasing power. In the light of changes in the economy tend, a swift response can result to product modification so as to be in line with what the economy dictates.
1. A change brought about by technology that have improved the life style of the people, affect the taste and social setting of the product also necessities product modification.
2. At times the need to improve the corporate image which plays vital role in brand loyal, might call for product modification.
3. Besides that, a change in the organization objectives in terms of sales target might requires on overhauling of the existing product.
4. The ideas of strengthen users of product and stimulated non-users to use existing product which are means of improving sales might require firm to enhance performance of their product by adding incremental benefit.
5. More often, to capture competitions customers demand, to give them this, a firm can successfully modify their product through improvement in the quality of their product.
	No doubt that the complex nature in the world we live and the attendance change brought by evolving technology and information which have caused change in the social life and taste of individual, also the force of severe competition has mandated every firm that want to improve sales need to adhere by giving to the customer what they want by modifying their product and improve services.


CHAPTER THREE
3.0	RESEARCH METHODOLOGY 
3.1	INTRODUCTION
	Research methodology state that sequence which the research will take, the procedure for collecting date i.e. primary or secondary data or both and the presentation and analysis of the data.
3.2	RESEARCH DESIGN
	There are various research methods that can be used but in this research work, case study approach to research is adopted. This is because it is the research that focused exclusively on a single individual, establishment or a group. It enables us to avoid unnecessary complication in logistic or in analysis that are involved in other methods.
3.3	SOURCES AND METHOD OF DATA COLLECTION
	The data for this research work is obtained from both primary and secondary sources.
	Primary data is collected by the researcher from interviews and questionnaire distributed to the respondents.
	Secondary data is also collected by making references to relevant bank journals, magazines and other relevant materials.
3.4	POPULATION AND SAMPLE OF THE STUDY
	The banking industry is the population for the study. Intercontinental bank Plc will be taken as a sample from the entire banking industry.
	Also, stratified sampling method is used to determine the sample size, and the sample size will be 50 respondents.

3.5	METHOD OF DATA ANALYSIS
	The data collected in this study was analyzed by the use of percentage and chi-square for hypothesis testing. The chi-square denoted by the Greek letter X2 is used in testing a hypothesis concerning the differences between a set of observed frequencies of a sample and a correspondence set of expected or theoretical frequencies.
	The chi-square statistic is denoted as:
 X2 =   ∑n	(oi - Ei)2
		   Ej
Where: 	X2 = 	Chi-square
		∑ = 	Summation
		Oi = 	Observed value
		EI = 	Expected value
Degree of freedom = (r – 1)	(c – 1)
		r = Number of rows
		c = Number of columns
Expected value is derived as:
E = Row total   x   Column total
	Grand total
	Decision Rule:   if the calculated value which is X2 is less than the table value, it means that the null hypothesis (Ho) will be accepted and reject alternative hypothesis (Hi) and vice versa.



3.6	LIMITATION TO THE STUDY
	The fact that this study so conducted on commercial banks was limited to the case study, i.e (access banks plc). It cannot be said to be sufficiently representative of the entire banking industry for generalization purpose.
	Also, among all is the reluctance of information by banks so as to not violate the oath or duty of secrecy. The time within which this research work must be completed is short compared to the time really required. However, the researcher was still able to obtain useful information that facilitate the research work.

CHAPTER FOUR
PRESENTATION, ANALYSIS AND INTERPRETATION   OF DATA
4.1	ANALYSIS AND INTERPRETATION OF DATA
	Data interpretation and analysis is a great importance in research effort. It intends to outline the analysis and interpretation of data collected from respondents through questionnaire, which are analyzed with the use of percentages. Chi-square was also employed to test data relating to the hypothesis. The analysis and interpretation of data was as follows
Table 1:	Does product modification enhance sales or cash flow
	Response
	Respondents
	Percentage %

	Yes
	45
	90%

	No
	5
	10%

	I don’t Know
	–
	-

	Total
	50
	100%


Source: Research Survey, 2025
	The response from the above table shows that 90% of the respondents agree that product modification enhance sale while only 10% disagree. Based on the above analysis banks should modify their products to enhance sales or cash flow.

Table 2:	Does    product     modification   guarantee acceptability?
	Response
	Respondents
	Percentage %

	Yes
	35
	70%

	No
	10
	20%

	I don’t Know
	5
	10%

	Total
	50
	100%


Source: Research Survey, 2025
	The above table shows that 70% of respondents said product modification guarantee acceptability, 20% agreed that it does not, while 10% said they were not sure whether product modification guarantee or not
Table 3:	Does marketing research is an important tool in measuring acceptability of product modified?
	Response
	Respondents
	Percentage %

	Yes
	47
	94%

	No
	3
	6%

	I don’t Know
	–
	-

	Total
	50
	100%


Source: Research Survey, 2025
	The response from the above table shows that 94% of the respondents said that marketing research is an important tool in measuring acceptability of product modified, while 6% were of the contrary opinion.

Table 4:	Does marketing research provides vital information for decision making?
	Response
	Respondents
	Percentage %

	Yes
	32
	64%

	No
	10
	20%

	I don’t Know
	8
	16%

	Total
	50
	100%


Source: Research Survey, 2025
	From the analysis of the above table 64% of the respondents were of the opinion that marketing research provide information for decision making, while 20% were of the contrary opinion, 16% were not certain
Table 5:	Can product be modified without conducting market research?
	Response
	Respondents
	Percentage %

	Yes
	13
	26%

	No
	35
	70%

	I don’t Know
	2
	4%

	Total
	50
	100%


Source: Research Survey, 2025
	From the analysis of the above table, 70% of the respondents were of the opinion that product cannot be modified without conducting marketing research, only 26% said product can be modified by conducting market research, while 4% were not certain whether product can or cannot be modified without conducting marketing research.

Table 6:	Customers’ complaint can require product modification?
	Response
	Respondents
	Percentage %

	Yes
	50
	100%

	No
	–
	–

	I don’t Know
	–
	–

	Total
	50
	100%


Source: Research Survey, 2025
	The analysis above shows that 100% of the respondents agreed that customer complain can require product modification.
Table 7:	Marketing research is a waste of organization resources as far as product modification is concerned?
	Response
	Respondents
	Percentage %

	Yes
	–
	–

	No
	45
	90%

	I don’t Know
	5
	10%

	Total
	50
	100%


Source: Research Survey, 2025
	From the analysis in the above table 90% of the respondents said that marketing research is not a waste of organization resources as far as product modification is concerned, while 10 % of the respondents were indifferent about the economic impact of marketing research on organizations resource
Table 8:	Marketing research should be a regular exercise?
	Response
	Respondents
	Percentage %

	Yes
	25
	50%

	No
	15
	30%

	I don’t Know
	10
	20%

	Total
	50
	100%


Source: Research Survey, 2025
	The responses above shows that 50% of the respondents were of the opinion that marketing research should be a regular exercise. 30% were of the opinion that marketing should not be regularly conducted, while 20% not sure whether marketing research should be a regular exercise or not.
4.2	HYPOTHESIS TESTING 
Hypothesis I:
	Ho:	Marketing research is not significant in product modification
	Hi:	Marketing research is significant in product modification
	Test at 0.05 level of significant whether marketing research I significant to product modification.
Calculated value (X)2 = 6.7649 table value at freedom 2 is 5.99
	Decision: Accept (Hi) for calculated value (6.7649) is greater than table value (5.99) at 0.05 level of significance and at degree of freedom 2. This result indicate that marketing research is inevitable for product modification
APPENDIX     I
Hypothesis I: 	Computation using Chi-square 
X2 = ∑n(oi – Ei)2
	      Ej
t = 1 


	Response
	Bank staff
	Customer
	Total

	Yes
	Oi 24 Ei 19.8
	Oi 6 Ei 10.2
	30

	No
	Oi 8 Ei 11.22
	Oi 9 Ei 5.78
	17

	I don’t know
	Oi 1 Ei 1.98
	Oi 2 Ei 1.02
	3

	Total
	33
	17
	50


X2 at 0.05 and degree of freedom (df)
df =  (r – 1)	(c – 1)
	 (2 – 1)	(3 – 1)
	 1 x 2
df = 2 
Calculation of expected response (Ei)
Response “YES” bank staff
Ei   =    30 x 33		= 19.8
	        50
Response “YES” customer
Ei    =   30 x 17  		= 10.2
	         50
Response “No” bank staff
Ei      =   17 x 33		= 11.22
	           50
Response “No” customer
Ei    =    17 x 17		= 5.78
	          50

Response “I don’t know” bank staff
Ei   =   3 x 33  		=   1.93
	       50
Response “I don’t know” customer
Ei   = 3 x 17 			= 1.02
	     50
= (24–19.8)2 + (6 – 10.2)2 + (8 – 11.22)2 + (9 – 5.7)2 + (1 – 1.98)2      
       19.8	        10.2		11.22	              5.78	    1.98

+ (2–1.02)2 + (4.2)2 + (–4.2)2 + (3.22)2 + (–3.22)2 + (–0.98)2 + (0.98)2
  1.02	19.8       10.2       11.22       5.78   	    1.98	1.02

= 17.64 + 17.64 + 10.3684 + 10.3684 + 0.9604 + 0.9604
    19.8	 10.2       1.22	        5.78	        1.98	       1.0

0.8909 + 1.7294   + 0.9241 + 1.7938 + 0.4851 + 0.9416  
 =   6.749
APPENDIX II
Hypothesis II: 	Computation using Chi-square 
X2 = ∑n (oi – Ei)2
	       Ej
t = 1 	
	Response
	Bank staff
	Customer
	Total

	Yes
	Oi 30 Ei 26.4
	Oi 10 Ei 13.6
	40

	No
	Oi 3 Ei 6.6
	Oi 7 Ei 13.4
	10

	I don’t know
	Oi – Ei –
	Oi – Ei –
	–

	Total
	33
	17
	50


X2 at 0.05 and degree of freedom (df)
df =  	(r – 1)	(c – 1)
		(2 – 1)	(3 – 1)
		1 x 2
df = 		2
Calculation of expected response (Ei)
Response “YES” bank staff
Ei   =    33 x 40	= 26.4
                50
Response “YES” customer
Ei    =   17 x 40  	= 13.6
	         50
Response “No” bank staff
Ei      =   10 x 33		= 6.6
	           50
Response “No” customer
Ei    =    10 x 17		= 3.4
	         50
Response “I don’t know” bank staff
Ei   =   0 x 33  		 	=   0
	       50
Response “I don’t know” customer
Ei   = 0 x 17 			= 0
	    50
(30 – 26.4)2 + (10 – 13.6)2   + (3 – 6.6)2 + (7–3.4)2 + (3– 6)2      
      26.4	            13.6		  6.6		 3.4	       26.4

+ (– 3.6)2 + (–3.6)2 + (3.6)2          
     13.6	    6.6	3.4		
= 12.96 + 12.96 + 12.98 + 12.96    
    26.4	 13.6      6.6	    3.4	
0.4909 + 0.9529 +   1.9636 +   3.8118     =     7.2192
X2   =   7.2192
X = 52.117
Hypothesis II:
Ho:	The Company’s product quality or benefit does not strengthen its competitive.
Hi:	The Company’s product quality or benefits strengthen its competitive stand in the market
	Test at 0.05 level of significant, whether company’s product quality or benefit strengthen its competitive stand on the market.
	Calculated value (X)2 =7.2192 table value at 0.05 level of significance and at degree of freedom 2 is  (5.99).
	Decision: Accept (Hi) for calculated value (7.2192) is greater than table value (5.99) at 0.05 level of significant and at degree of freedom 2. This result indicates that company’s product quality or benefits strengthen its stand in the market.

CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY OF FINDINGS
	The data collected from the organization indicated that marketing research is important in product modification and acceptability is inevitable. Since the effect of change as a phenomenon cannot be ignored every organization that wants to survive need product modification in response to the yearning of the customer.
	The response also clearly indicates that to survive in the change that have developed the world and the attendance competitiveness a modified product which become acceptable, if it met refined standard and the relevant promotional tools are appropriate applied. Application of promotional tools would become effective when research request has indicated the right media to use and in what mode the message have to be put access so as to have impact and stimulate demand.
	Hence, marketing research become necessary to give the right quality product to consumers which can go a long in influencing customers’ decision. Also, it’s a sure way of bearing competitors.
	Above all, the study has further proved that the survival of every organization has a direct limit to how organization can only respond to consumer need through research. The result of which might provide organization with the right antidote to combat the factor change which enhance good performance of the company’s product in the market.
	In this research work, two hypotheses were formulated which were tested to reveal the significance of marketing research on product modification and that the company’s product quality or benefits strengthen its competitive stand in the market.
	Finally, questionnaire was the major instrument of research used in the collection data for this research work. From the study of this research work, it was show that product modification is important to enhance cash inflow or sales especially in changing world and also any organization who intend to survive in this competitive market must also embark on marketing research.
5.2	CONCLUSIONS
	It is clear from this research that the Nigerian economy is a seller market; where the problem is not selling. This organization must offer a quality product or service to the market in order to remain in business and have competitive advantages. Thus, to maintain market share and sale volume the research work shows that:
· Product modification is essential to satisfy customer desires.
· Product modification guarantees acceptability.
· Product modification stimulates demand
	Modifying product without proper research will result in failure. Customers’ complaint in an indication for product modification.

5.4	RECOMMENDATIONS
	Having considered relevance of the study, recommendations modification therefore become inevitable for improvement. Hence the following recommendation are:
· Organization that desires to maintain its market share, sales volume and its image should endeavours to make marketing research a priority, since consumers are very sensitive to change in their environment and to bring acceptance quality in response to change require adequate research
· Besides product like every living thing possess through different stages of life. As such, at the maturity stages where a product requires product modification in order to maintain its stability require adequate research so as to give the right product to their loyal encouraged.
· Apart from that, technological breakthrough and its attendance changes has encouraged competition and endurance change has encouraged competitive and organization that want to beat their opponent in their game need to research. Coupled with this, organization should not ignore the customer opinion and other coalition members of an organization share opinion could enhance good decision making as far as product standard is concerned.
	Above all, organization should see marketing research as an opportunity to yield to the yearning as an opportunity to yield to the yearning and the aspiration of their customer and should make research a regular exercise.
.
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QUESTIONNAIRE
KWARA STATE POLYTECHNIC, ILORIN INSTITUTE OF FINANCE AND MANAGEMENT STUDIES (IFMS) DEPARTMENT OF MARKETING

Dear Respondent,
	I am final year student of the Department of the Department of marketing carrying out research on “EFFECT OF MARKETING RESEARCH ON PRODUCT MODIFICATION AND ACCEPTABILITY”.
A case study of Access Bank Plc, Ilorin.
I will be happy if you could help me to answer the following question truthfully. 
All information obtained will be made strictly for academic purpose and will be treated with utmost confidentially.
Your co-operation is highly appreciated.


Your faithfully

















SECTION A
1. Gender (a) Male (  ) (b) Female (  ).
2. Age (a) 18-22 (  ) (b) 23-27 (  ) (c) 28-31 (  ) (d) 32 Above (  ).
3. Marital status (a) Married (  ) (b) Single (  ) (c) Divorced (  ).
4. Occupation (a) Student (  ) (b) Unemployment (  ) (c) Civil Servant (  ) (d) Self Employed (  ).
5. Instrument: please tick (   ) the answer you consider appropriate, you may provide your answer where necessary.

SECTION B
6. Does product modification enhance sales or cash flow? (a) Yes (  ) (b) No (  ) (c) I don’t know (  ).
7. Does product modification guarantee acceptability? (a) Yes (  ) (b) No (  ) (c) I don’t know (  ).
8. Does marketing research is an important tool in measuring acceptability of product modified?  (a) Yes (  ) (b) No (  ) (c) I don’t know (  ).
9. Does marketing research provide vital information for decision making? (a) Yes (  ) (b) No (  ) (c) I don’t know (  ).
10. Can product be modified without conducting market research? (a) Yes (  ) (b) No (  ) (c) I don’t know (  ).
11. Customer complaints can require product modification? (a) Yes (  ) (b) No (  ) (c) I don’t know (  ).
12. Marketing research is a waste of organization as for as product modification is concerned? (a) Yes (  ) (b) No (  ) (c) I don’t know (  ).
13. Marketing research should be a regular exercise? (a) Yes (  ) (b) No (  ) (c) I don’t know (  ).
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