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CHAPTER ONE
1.0    INTRODUCTION.
The fact that changes is evitable in taste, style and desire for new things brings out the underlying factor of the need of continuous research in a product and modifying existing one to ensure that the overall objective of the organization are achieved. The idea of product modification is to have complete advantage on competitor. Here, product is modified to add and convince, which tend to make products unique. It is a strategy to outplay your opponents. In the Nigeria financial firm, product is consistently subjected to modification having discove9that human being prefer a convenient banking operation and their want are unstable that is why they came out with credit card, online banking, money transfer, Automated teller machine e. t. c The Idea of product modification theory must be complemented by the market dynamics 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 complete for, before competitor start entering the market with similar or different product. They would have to consider their investment. 
On the other hand, product acceptability can be seen in the light of communication means putting in place to ensure that the product modified are acceptable the advertising strategy and theme base on gleeful qualitative and quantitative research are carried 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 products start idea generation which are the result of innovative idea the process start with researching for ideas since all cannot be adopted, there is need to solve theory idea screening I the companies must avoid the error of dismissing a good idea. Organizations can use different rating devices to ensure that is adopted. 
The stage of the concept development involves surveying idea to be developed into product. A concept in an idea of a product, an organization size itself offering to the like express as in meaningful customer term. 
Concept positioning is determined on how the product modified would be acceptable. That is what the rating of such product modified, the new product has to be tested in term of quality convenient group. The idea of product testing determines how successful that product is the rate which products would be acceptable would be measured in product testing and test marketing, it enables the organization to have idea of whether the product has meet the conclusion acceptable to the consumers. 
1.1	STATEMENT OF THE PROBLEM. 
The Nigeria economy is basically a seller market where the problem is not selling but producing and innovating products. Bank are not excepted from this, these necessities that the banks came out with innovative product that will sent them apart from skill orientation which had characterized the market of financial services of the expense of the customer. The focus of this research will be to identify the effect oaf marketing research on product modification and acceptability in the banking industry. 
1.2   RESEARCH QUESTIONS 
In case of the research work answer will provided to the following research questions. 
· Is market research is inevitable for products modification? 
· Does product modification enhance sale or cash flow?
· To what extent does the company produce qualify or benefit strange is competitive stand in the market? 
· Is marketing research an important tool in measuring acceptability of product modified?.
1.3	OBJECTIVE OF THE STUDY. 
The primary objective of this study is to determine the significance of marketing research on product modification while secondary objectives are :
· To determine if the market research is inevitable for products modification.
· To examine if product modification enhances sales or cash flow. 
· To determine the extent at company produces quality or benefit strange. 
1.4	RESEARCH HYPOTHESIS. 
Ho: 	Marketing research has effect on product modification and acceptability in the Nigerian banking industry. 

Hi:	Marketing research does not have any effect on product modification and acceptability in the Nigerian banking industry.
1.5	SIGNIFICANT OF THE STUDY. 
The study would be of immense assistance to the stakeholders in the banking industry as this research will throw more than light on the issue that dynamic and progressive banks must scant environment to identify requirements as a profit, it will serve as relevant guild for future researcher in the area of marketing research on product modification and acceptability in the banks industry. It will enable the financial institutions to know their Nigeria economy is a smaller market and the bank that continuously innovate and offer a better product will outplay its competitors. 
1.6. SCOPE AND LIMITATION OF THE STUDY. 
The study focused on the effect of marketing research on product modification and acceptability in banking using access banks plc. as a case study. The study was conducted deposit money banks and limited to the case study i.e. Access bank plc.
It cannot be said to be a sufficient representative of the entire banking industry to generates purpose, also among all the reduction of information by banks so as not to locate the oath or duty of secrecy. The time within which this research work is to be completed is short compared to the time required. However, the researcher will be able to obtain useful information that will facilitate the research work.
1.7	 DEFINITION OF TERMS 
· MARKETING: According to kottle, (2006) marketing is a social and managerial process by which individuals and organizations obtain what they need and want through creating and exchange value with other. 
· MARKETING RESEARCH: Philip (2008) defines marketing research as a systematic design collection, analysis and reporting of list and finding relevant to a specific marketing situation facing the company. 
· PRODUCT DEVELOPMENT :Adebo and ABDUL Raheem (2005) define product development as a more limited term which encompasses the technical activities of crochet research engineering and design. 
· PRODUCT MODIFICATIONS : Philip (2008) Define product modification as addition of new features that would expand and the usefulness safety and convenience which tend to make product unique.. 
· PRODUCT DEVELOPMENT :Adebo ad ABDUL Raheem (2005) define product development as a moral limited term which compromise the technical activities of product research engineering and design. 
· PRODUCT ACCEPTABILITY : Philip (2008) define product acceptability as the communication means put in place to ensure that the product modified are acceptable. 
1.8	PLAN AND ORGANIZATIONS OF THE STUDY. 
This project is group into five (5) chapters, the first s chapter is the introduction chapter, it give insight introduction to entire study. 
Chapter two deal with literature review i.e. the work that were done or carried out by some authors on the same topics or similar topic which have to be reviewed or add some introduction to it. 
Chapters three consist of the historical background of the organization (Access bank plc. Ilorin) which the explanation of research methodology when carrying out observations method. 
Chapter four comprise method of data collection which is primary and secondary method of collecting data. 
Chapter five deal with the summary of the findings, conclusion, and recommendations. 






CHAPTER TWO
2.0	LITERATURE REVIEW
This chapter presents a new review of the literature on effects of marketing research on products modification as presented by various researchers, scholars researchers, analysts and others. The chapter also provide theories underpinning the study.
2.1	CONCEPTUAL FRAMEWORK
A conceptual framework is a basic structure that consists of certain abstract blocks which observes the experimental and analytical aspects of a process or system beig conceived. The interconnection of these blocks completes the framework for certain expected outcomes. This framework is sued to outline possible course of action or to present a preferred approach to an idea or thought. The conceptual framework illustrates the interrelationship between dependent and independent variables. 
2.1.1 	PRODUCTS PROCESSES AND SERVICES OFFERED BY THE BANK 
IN NIGERIA.
A publication titled financial market in Nigeria (2004) Define product as a service rendered by banks to meet customers satisfaction like conventional product in the good market murder to enhance their acceptability to consumers consumer banking product must be well designed, packaged timely and competitor with the similar product in the industry with technology development and the globalization of financial markets. The need proved efficient banking product especially in competitive banking environments has engaged in making of financial managers. Owning to risk associated with banking business most central bank often time scrutinize new banking product into the market.
In Nigeria there are several banking product designed to meet customers need most products are common among the bank whiles other are restricted and can only be used by monetary authorities for specific purposes, the products and services which include current accounts, savings accounts, depot time accounts deposit, inter bank placement transactions money at all commercial papers purchase agreement marketing board bills trader bill, leasing smart card, value card electronic funds transfer and so on.
2.1.2	PRODUCT MODIFICATION AND ACCEPTABILITY.
Kotler (2006) Define product modification as changing or adding unevenness and characteristics that would expand the usefulness safety and convenience in order to outplay the competitor I the market. Modification is aimed at adding increment bentest so as to act as reinforcement to the area of durability of the product.
Product modification is another scope of product research for the life of a product to be strengthen. There is need for a modification. Modification can came at every stage of a products life. The introductory life cycle is characteristics by slow or low cash inflow minimal profit. The growth stage is also characteristics by improved sale or cash inflow and profit modification could come in response to competitive activities for instance, similarly the maturing stage also characteristics by growth slowdown and profit stability.
The company can seek innovative strategies through modification.
At the decline stage sale can deteriorate. The company task at this stages to see ways of improving the strategy fairly raglan than wasting the companies resources the product could be phase out or replace by new one seen modification to be  a strategy commonly used by management to reinforce the site. It is basically involve changing products characteristics such as it use to serve as competitive strategy use to beat opponents in their own game. Products modification is effective on the other hand product acceptability can be seen in the higher of communicating means. Put in place to ensure that the product modification is acceptable. Methods of promoting services is through this method. The branches would occasionally send their customer’s feat let their statements of account. The leaflet will pin point some appropriate products induce further incurred. The newsletter or magazine will also be displayed in the bank hall.
2.1.3	EFFECT PRODUCT MODIFICATION ON SALES OR CASHINFOW.
Product modification in strategy commonly used by the management to have a competitive edge over their competitors it involves changing product characteristics such as feature, quality or style so as to stimulate demand, product modification is. Aimed as increasing sale or cash inflow of the organization.
According to Philip (2008) he described the importance of sale or cash inflow to a company on a measure or success or failure of the enterprise concern, change no doubt as becomes in wild Master which no man can stop however, the important of sales or cash how to a company on a measure of success or failure of the enterprise concern, change no doubt has become a master, which no man can stop. 
However the importance of sales or cash inflow to a company on a measure of success or failure of the enterprise concerned. Basically, any firm or that want to increase its sale of cash inflow must be Reedy to satisfy customers need through product modification. 
Whenever market grows or change complexion economy conditions fluctuate, competition in testify or technology involves rapidly the pay off doing effective product modification, so. Also I the banking industry, bank staff sits in office to wait for customers. What firms believe is just make the products and with aggressive promotion they would sell. However in recent time, there have proved wrong. Every organization that wants to win the game must consider the following factor, the companies that want to. Maintain its market share, leadership positions, expand it profit margin through sales or cash inflow as it called in the industry must constantly modify their product in response to market need.
2.1.4	EFFECTS OF FAILURE OF RESEARCH.
Research is a methodical and systematic investigation into an event or phenomenon in order to arrived at a dependable solution in other word, research is the process of arriving at dependable solution through the systematic investigation into a subject connection analysis and interpretation of data. It is often designed to seek knowledge or more information on specific problems or issues for the purposes of enabling an organization to relate more effectively to it environment however the effects of failure to research on any organization are as follows:
1) Their will be no turnovers and profit slowdown ecologically speaking a business that want to survive must embrace research and development.
· Failure to research leads to wrongful decisions making about market strategy.
· Loss of market opportunities one major reason of under market is to discover markets opportunities.
· If any organization fails to research, it also lead to low market share and give competitor more advantage over particular firm. Inflation in the economy will effect per capital income, the disposable income of the people and will eventually determine their purchasing power in the light of change in the economy.
Bank products must be well designed, packaged, timely and competitive with similar products in the market.
(2). A change brought about by technology that have improved the life style of the people affect the accord to CBN (2004) In a publications title financial markets in Nigeria banking service like conventional product in the goods market in order to enhance their acceptability to consumers banking product must be well designed, packaged, timely and competitive with similar product in the market.
In today complicated market world, the marketing manager plan strategy and tactic in such a way that all the communications tools are put to work in a concrete campaign that use the strength of each to compliment the other in the marketing mix. The advertising strategy and theme based on careful quantitative research is carried through in other form of communication and all of the promotional activities that can play vital role in accepting the product are employed for main channels of promoting banking service or production may be considered. A bank must realized that before choosing one or more of the methods of communication it must be clear as to type of customer short and nature of a product it to be promoted. The four channels are :
· Branch Network.
· Advertisements.
· Direct mail.
· Personal selling.
· BRANCH NETWORK: The branch new work are the retail business outlast to to promote bank services. It is part of this everyday task of the manager to offer the ever growing product of is bank to the customer and share to capture the market this will do in conversation and in correspondence with both the existing customers and potential one
· ADVERTISEMENTS: A customer may be unaware of the product a bank can offer one of the biggest obstacles to the development of bank product being offered. Another way of promoting bank products or services is through advertisements and this may include the use of television national dailies billboard and ratio network.
·  DIRECT MAIL:Since all customers visit the branch another taste social setting of the product also necessity products modification.
(3). A time that need to improved the corporate image which play vital role in brand loyal might call for product modification.
(4).besides that, a change in the organization objectives in term of such target might require on over backing of the existing product.
(5) The idea of strengthen users of product and stimulated non-user to use existing products which are mean of improving sales might require firms to enhance performance of their product by asking incremental benefit.
(6). More often to capture competition customers demand to give them this 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 charges brought by evolving technology and information whilst have cause change into he social life and taste of individual also force of seclude competition has mandated every time that wan to improve sale need to adhere by giving to the customer what they Want by modifying their product and improve services.



2.2	THEORITICAL REVIEW
This section examine the various theories that were used to inform the style on the effects of marketing research on product modification on bank performances. The study was guided by the following theories; marketing mix theory and theory of push and pull.
THEORY OF PRODUCTION
In economics, an effort to explain the principles by which a business firm decides how much of each commodity that it sells (its “outputs” or “products”) it will produce, and how much of each kind of labour, raw material, fixed capital good, etc., that it employs (its “inputs” or “factors of production”) it will use. The theory involves some of the most fundamental principles of economics. These include the relationship between the prices of commodities and the prices (or wages or rents) of the productive factors used to produce them and also the relationships between the prices of commodities and productive factors, on the one hand, and the quantities of these commodities and productive factors that are produced or used, on the other.
MARKETING MIX THEORY
According to Gronroos (1994), the theory of marketing mix was coined Borden. The theory is skill used today to make important decisions that lead to the execution of a marketing plan. The idea of a marketing mix theory is to organize all aspects of the marketing plan around the habits, desires and psychology of the target market. Marketing mix theory combines a number of components in order to strengthen and solidify a products brand and help sell the product or services. The components combined by this are product, price, promotion and place, forming the four ‘4Ps’. These four Ps are the parameters that the marketing manager can control, subject to the marketing manager can control, subject to the internal and external constraints of the marketing environment. The goals is to make decisions that centres the four Ps on the customers in the target market in order to create perceived value and generate a positive response.
	The marketing mix framework was particularly useful in the early days of the marketing when physical product represented a large portion of the economy (Gronroos, 1994). Today, with marketing more integrated into organization and with a wider variety of products and markets, some authors have attempted to extend it’s usefulness by proposing a fifth  Ps such as packaging, people, process etc. today however, the marketing mix most commonly remains based on the 4P’s despite it’s limitation and perhaps because of its simplicity, the use of this framework remains strong and many marketing textbooks have been organized around it.
PUSH AND PULL THEORY
The push and pull theory of customers services are two theories, the ‘push’ theory and the ‘pull’ theory. The theory of push and pull has been most often applied to marketing process and organizations push or pull is defined by whether the customer to the bank initiates the activities.
	According to Zmud (1984), the theory of push and pull was developed in 1911 by Fredrick Winslow Taylor in his work on “the principles of scientific management”. Bank took his ideas to heart and started focusing on becoming more efficient than their competition. This led to determining the needs of the potential customers and pushing the solutions out to those customers. In today’s market, pushing the solutions are sometimes seen by the customers as intrusive or overlooked by the customers as the solution gets lost due to information overload. Many companies are moving away from the push theory to a pull theory that is, they are providing the information and solutions in a generally accessible format and allowing the customer to determine what best suits their needs.
2.3	EMPIRICAL REVIEW
Adeoye (2015) examines the effect of marketing research on product modification in banking sectors. Results shows that market capitalization does not have effect on the economy. These issues concerning ranging from the appointment that of banking industry.
	Obamiro (2005) investigated the role of the banking industry in the light of economic growth, the author reported a significant positive effect of market production modification on economic growth. He suggested that government should create more enabling environment so as to increase the paid up capital of banking industry and to attain higher economic growth.
Cornell and Shapiro (2007) studies on the relationship between corporate social responsibility and patronage and brand loyalty showed there is a positive correlation. The authors‟ viewpoint for positive correlation between corporate social responsibility and patronage and loyalty suggested that as a company‟s explicit costs are opposite of the hidden costs of stakeholders, therefore, this viewpoint is proposed from the perspectives of avoiding cost to major stakeholders and considering their satisfactions.
The study recommended that 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.
Bowman and Haire (2008) pointed out that some shareholders regard corporate social responsibility as a symbolic management skill, namely, corporate social responsibility is a symbol of reputation, and the company reputation will be improved by actions to support the community, resulting in positive influence on sales. Therefore, when a company increases its cost by improving corporate social responsibility in order to increase competitive advantages, such corporate social responsibility activities can enhance company reputation. The study recommend that organization should see  marketing research as an opportunity to yield to the yearning and the aspiration of their customer and should make research a regular exercise.
Grant (1995), further emphasized that a firm’s capability to deal with environmental ambiguity was imported  to this  confined feasibility, the implication of this is that firms are unable to  forecast or  manage its external environment, uncertainty emerges then could  intensely influence the firm’s  operations.
2.4	GAP IN LITERATURE
		Despite the significance of marketing research in informing product development and modification in the banking industry, there remain notable gaps in literature on its effects on product modification and acceptability. Existing research often focuses on general marketing strategies or product development, with limited exploration of the specific role of marketing research in driving product modification and acceptability in banking. Moreover, few studies have examined the relationship between marketing research findings and product modification decisions, including the impact on customer satisfaction and loyalty. Additionally, the literature lacks in-depth analysis of the moderating role of factors such as market competition, customer preferences, and technological advancements on the relationship between marketing research and product modification. Furthermore, there is limited research on the application of marketing research methodologies, such as customer surveys and focus groups, in informing product modification and acceptability in the banking industry. Addressing these gaps can provide valuable insights for banks and financial institutions seeking to develop and modify products that meet evolving customer needs and preferences.



CHAPTER THREE
3.0. RESEARCH METHODOLOGY.
3.1 	INTRODUCTION TO METHODOLOGY
Research methodology state that sequence which the research will take, the procedure for collecting data. i.e. primary or secondary data or both and the presentation and the analysis of the data.
3.2    RESEARCH DESIGN.
There are various research methods that can be use but in this research work, case study approach to research is adopted. This is because it is the research that focuses exclusively on a single individual, established or a group. It enables us to avoid unnecessary complications in logistics or in analysis that are involved in order methods.
3.3	POPULATION OF THE STUDY
	The banking industry is the population for the study access bank plc. will  be taken as a sample for the entire banking industry	
3.4	SAMPLE AND SAMPLING TECHNIQUES
	Stratified sampling method is used to determine the sample since and the sample size will be 50 respondents.
3.5	SOURCES AND METHOD OF DATA COLLECTION.
[bookmark: _GoBack]The data for this research work is obtained from both primary and secondary sources.
Primary data is collected by two researchers from intelligence and questionnaire distributed to the respondents.
Secondary data: Also collected by making reference to relevant bank jou3, maga9and other relevant materials.
3.6	METHOD OF DATA COLLECTION
The data for this research work is obtained from both primary and secondary sources. Primary data is collected by two researchers from intelligence and questionnaire distributed to the respondents. Secondary data: also collected by making reference to relevant bank journal, magazine and other relevant materials.
3.7	METHOD OF DATA ANALYSIS.
The data collected in the study was analysis by the use of percentage and chi square for hypothesis testing. The chi square donated by the Greek letters x2 is used in testing a hypothesis concerning the difference between a set of observed frequencies of a sample and a correspondent set expected or theoretical frequencies. 
The chi-square statistic is donated as  X2 =  					where 	X2 = Chi – square
		F0 = Observatin frequency
		Fe = Observation expected
		E = Total number of observation frequency.
 3.8 	LIMITATION TO METHODOLOGY
The method used is controlled by the following; firstly, the questionnaire administered were not returned fully by the  respondents. This adversely affects the data obtained through the research work.
	Second, there is difficult in accessing material from the branch due to the nature of activities involved. This as well limited the chances of getting relevant and current materials that would have been useful in drawing conclusion and make recommendation for the study.
However, the limitation does not in any way affect the quality and completion of the research work.













CHAPTER FOUR
4.0	DATA PRESENTATION, DATAANAYSIS AND INTERPRETATION OF DATA
4.1 	DATA PRESENTATION
Analysis and interpretation of data collected from despondence through questionnaire which are analysis with the use of percentage chi square was also employ to test relating to the hypothesis. the analysis and interpretation of data was as follows
Table1: DOES PRODUCT MODIFICATION ENHANCE SALE OR CASHFLOW
	RESPONSE
	RESPONDENTS
	PERCENTAGE%

	Yes
	45
	90

	No
	5
	10

	Don’t know
	____
	___

	Total
	50
	100


SOURCE: Research Survey  2025
The above table shows that 90% of respondents said product modification enhance sale while only 10% disagree. Base on the analysis, bank should modify their product to enhance sales or cash flow. 
TABLE 2: DOES PRODUCT MODIFICATION GUARANTEE ACCEPTABILITY?
	RESPONSE
	RESPONDENT
	PERCENTAGE%

	Yes
	35
	70

	No
	10
	20

	I don’t know 
	50
	10

	Total 
	50
	100


SOURCE: Research Survey 2025
The above table shows that 70% of respondent said product modification guarantee acceptability 20% agree that it does not while 10% said they were not sure whether product modification guarantee or not.
TABLE 3:	DOES MARKETING RESERCH AS AN IMPORTANT TOOL IN MEASURING ACCEPTABILITY OF PRODUCT MODIFIED.
	RESPONSE
	RESPONDENT
	PERCENTAGE%

	Yes
	47
	94

	No
	3
	6

	I don’t know
	-----
	-----

	Total
	50
	100


SOURCE: Research Survey 2025
From the analysis of the above table show 94% of the respondents accept that marketing research is an important tools in measuring product while 6% does not agree.
TABLE 4:	MARKETING PROVIDE INFORMATION FOR DECISION MAKING?
	RESPONSE
	RESPONDENT 
	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 show 64% of the respondent ere of the opinion that marketing reason 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 RESEACH? 
	RESPONSE
	RESPONDENT
	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 production cannot be modified without conducting market research, 26% said production 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: CUSTORMER COMPLAIN AND REQUIRE PRODUCT MODIFICATION 
	RESPONSE 
	RESPONDENT
	PERCENTAGE%

	Yes
	50
	100

	No
	------
	-----

	I don’t know 
	------
	------

	Total
	50
	100


SOURCE: Research Survey 2025.
The analysis above show that 100% of the respondent agree that customer complain can require product modification
TABLE 7: MARKETING RESEARCH IS A WASTE OF ORGANIZATION RESOURCE AS FAR AS PRODUCT MODIFICATION IS CONCERNED?
	RESPONSE
	RESPONDENTS
	PERCENTAGE%

	YES
	-----
	-----

	NO
	40
	90

	I DON’T KNOW 
	10
	10

	TOTAL 
	50
	100


SOURCE: Research Survey 2025
From the analysis in the above table shows 90% of the respondent said marketing research is not waste of organization recourse as far as produce modification is concern while 10% of the respondent were in different about the economic impact of marketing research on organization resource.
TABLE 8: MARKETING RESEARCH WOULD BE A REGULAR EXERCISE?
	RESPONSE 
	RESPONDENT 
	PERCENTAGE %

	YES
	25
	50

	NO
	15
	30

	I DON’T KNOW 
	10
	20

	TOTAL
	50
	100


SOURCES: Research survey 2025.
The response above show that 50% of the respondent were of the opinion that marketing research should be regular exercise, 30% were of the opinion that marketing should not be regular conducted while 20% not sure whether marketing research should be regular exercise or not .
TABLE 9: MARKETING RESEARCH IS NOT SIGNIFICANT IN PRODUCT MODIFICATION?
	RESPONSE 
	RESPONDENT 
	PERCENTAGE %

	YES
	42
	80

	NO
	6
	16

	I DON’T KNOW 
	2
	14

	TOTAL
	50
	100


SOURCES: Research survey 2025.
The above table shows that 80% of the respondents were of the opinion that marketing research is not significant in product modification, 16% were of the opinion that marketing research is not significant in product modification, 4% are not sure.
TABLE 10: MARKETING RESEARCH IS SIGNIFICANT IN PRODUCT MODIFICATION?
	RESPONSE 
	RESPONDENT 
	PERCENTAGE %

	YES
	25
	50

	NO
	15
	30

	I DON’T KNOW 
	10
	20

	TOTAL
	50
	100


SOURCES: Research survey 2025.
The table above shows that marketing research is significant in product modification were accepted by 90%, while 10% does not agree to the claim.
4.3	 INTERPRETATION OF DATA
From the forgoing analysis it can be seen that marketing research is significant in product modification. Through, this is not without some problem but the positive impact out weight the negative.
	Therefore, it can be concluded that the effect of marketing research on product modification and acceptability and brought some change in the banking industry. 	
            





                             











CHAPTER FIVE 
5.0	 SUMMARY CONCLUSION AND RECOMMENDATION.
5.1 	SUMMARY OF FINDINGS.
The data collected from the organization indicates that marketing research an important i product modification and acceptability is inevitable since the experts of charger a phenomenon cannot be ignored every organization that want to survive need product modification in response also cheaply indicate that to services in the change that have developed the world and the attendance competitiveness a modification product which becomes acceptable it is not refined standard and the relevant promotional tools would will become effective when research request have indicated the right media to use and in what mode the message have to 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 influence customer decision also it is sure way of bearing competitor.
Above all the study has further proved that the survival of every organization can only respond to customers need through research. The result of which might provide organization with the right and to do combat the factor changes which enhance good performance of the company products quality or benefits strengthen its competitive stand in market.
Finally questionnaire was the major instrument of research use in collection of data for this research work form the study of the research work, it was show that product modification is important to enhance cash flow or sales especially in changing world and also any organization who intend to survive in this competitive marketing must also embrace on marketing research.
5.2	 CONCLUSIONS.
It is clear from this research that the Nigeria economy is sever market where the problem is not selling this organization must be other a quality product or service to the market in order to remain in business and to have competitive advantage this is to maintain market share and sale volume the research work show that product modification is essential to satisfy customers desire.
· Product modification guarantees acceptability
· Product modification stimulate demand.
· Modified product without proper research will result on failure. Customer complain in an indication for product modification.
5.3	RECOMMENDATIONS.
Having considered relevance of the study recommendations made thereafter become inevitable for improvements hence the following recommendation are:
i. Organizations that desire to maintain its market share sales volume and its image should endeavor to make marketing research a priority since customers are vary pensive to change their environment and to brings acceptance quality in response to changes required adequate research.
ii. Beside product liken every living things possess through different stages of life. As such as the maturity stage where a product requires product modification in order to the reigr product to maintain it stability requires adequate research so as to give the  right product to their loyal encourage.
iii. Apart form that technology breath through and its attendance charge has encouraged competitive and endurance charges has encouraged competitive and organizations that want to beat their opponents in their game need to research couple with this organization should not ignore the custom opinions and other coalition member of an organization share opinions could enhance good decisions making as far as product modification is concerned.
iv. Above all organizations should see marketing research as an opportunity to the yearning and the aspiration of their customers and should make research a regular exercise..
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