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CHAPTER ONE
INTRODUCTION
1.1 BACKGROUND TO THE STUDY
The banking industry in Nigeria has become increasingly competitive, with Deposit Money Banks (DMBs) competing for market share and customer loyalty. First Bank Plc, one of the oldest and largest banks in Nigeria, has had to adapt to these changes by developing effective marketing strategies to remain competitive. This study examines the impact of marketing financial services on customer acquisition and retention in First Bank Plc.
The purpose of business as asserted by Peter Drucker is to create customers and provide them with two basic functions of marketing and innovation. In today’s intense competitive business environment, these words ring more bells. A well-designed marketing strategy can make all the difference between success and failure in the marketplace. While marketing is commonly associated with consumers and good companies such as Nokia Company, it would be myopic to restrict the relevance of marketing to such instances alone. Marketing ultimately is about understanding and shaping behavior (Amitav, 2012). Consequently, banks and other financial institutions, government, medical and non-profit organization from those that design and sell financial product to those that implement government policy (i.e. those saddle with reducing drunk driving) have all found out that a well thought out marketing strategy can be critical to the success or failure of business in the marketplace. It is almost undoubted that it has become more deeply and widely for global integration of economy and financial system, presently the international competence of the banks in Nigeria cannot keep up with the foreign banks. In market economy in which Nigeria economy can be related, analysis and evaluation of marketing performance is objective request of enterprise, investor and creditors. The process of evaluating and analyzing marketing  performance  can reveal the effect of an enterprise marketing strategies, judge its  marketing efficiency, analyze the cause for its success or failure which is of great significance towards the improvement of  enterprise management, enhancing the effectiveness of marketing decision making (Andy, 2012). Marketing is becoming increasingly necessary in today’s banking competitive environment, intensified  rivalry from other  financial institutions has caused the banks to think seriously  about how they compete effectively and increased attention on marketing strategies and techniques.
The success of a bank depends upon the ability to satisfy customer`s financial needs. An effective use of marketing strategies is becoming recognized as a vital instrument to a successful banking operation. Traditionally, many service industry and companies executive are not oriented towards marketing and have been slow in adopting various marketing strategies and methods in their activities. The need for a marketing strategy in banks started because of intense competition, not only from other banks, but also from other financial companies, government loan scheme, credit unions, insurance companies, building society etc. Also this competition within and outside the banking sector had resulted into reforming strategies i.e. marketing strategies.
Baker (2008) simply defined marketing strategy as a process that can allow organization to concentrate it limited resources on the greatest opportunities to increase sales and achieve a sustainable competitive advantage. A marketing strategy also refer to a strategy that integrate an organizational goal into a cohesive whole, ideally drawn  from market research, it focus on the ideal product mix to achieve maximum profit potential (businessdictionary.com 2014). It serve as the fundamental underpinning of marketing plans designed to fill market needs and reach marketing objectives , commonly marketing strategies are developed as a multi-year plans with a tactical plan detailing specific actions to be perform in the current year, however the speed at which the environmental change increases shorten this time horizon (Daker, 2008). Marketing strategies involve a dynamic process i.e.  It is partially planned or sometimes unplanned. Marketing strategies involve a careful scanning of the internal and external environment (Hausman, 2000). The internal environment factors to be scan include the marketing mix (4P`s) performance analysis and strategic constraint. External environmental factors include customer analysis, competitor analysis, target market analysis as well as evaluating the element of technological, economic, cultural, or political/legal environment that are likely to influence the organization success. Marketing strategy is often drawn from marketing research. A marketing research is a systematic  gathering, recording and analysis of data about issue relating to marketing, product and services, the goal of marketing research is to assess how changing elements of the marketing mix impacts customers behavior.
An effective marketing strategies i.e. process of designing sound portfolio of business and product that is best for the company (i.e. deposit banks) usually help to determine the organization performance. The performance of deposit bank or any organization can be measure in terms of its effectiveness, efficiency, market share, liquidity and profitability; these tools are used by organization to determine the impact of marketing strategies on its performance. Organization performance is a major tool use to determine the success, growth capability of the organization, which in turn ensures survival of the organization. The key function of marketing strategy is often to keep marketing activities in line with the overarching mission statement (Baker, 2008). After completing the scanning process, a strategic plan will be develop to identify business alternatives, establish challenging goal and determine the optimal mix to attain these goal. The marketing mix consist of the 4p`s of product price promotion and place and the   additional 4p`s of physical evidence, process, people and planet (environment).
Effective marketing strategies involve the use of different strategy such as promotional strategy (e.g.advertising, personal selling, sales promotion, communication etc.), product strategy (branding and packaging, customer satisfaction, product design, specification, reliability, and after sales service), pricing strategy (discount, bonuse, skimming price etc.), distribution strategy, (channel of distribution, transportation location etc)  megamarketing strategy (i.e the use of  economic, psychological, political and public relation skills,)  etc.. These tools are geared towards strategizing the organisation toward improve and enhanced performance. This research work however will tend to evaluate the impact of marketing strategies on the performance of the organization with a focus on the deposit banks in Nigeria.

1.2 STATEMENT OF THE PROBLEM
Despite the importance of marketing in the banking industry, many DMBs in Nigeria, including First Bank Plc, face challenges in developing effective marketing strategies that attract and retain customers. The problem this study seeks to address is the lack of understanding of the impact of marketing financial services on customer acquisition and retention in First Bank Plc.
It has been observed that bank services are not necessarily provided to suit the needs of customers but to push services to the customers with the hope of profit. In the application of marketing strategy, there is absolute negligence of customer in the scheme of things, most of the problems encountered in service organization stems from inadequate knowledge of marketing methodology, application and at the same time qualification and staff attitude towards customer could be a factor in the slow development of marketing in banks. Quality customer service also observed to be  lacking in most banks as customers spend unnecessary time and hours waiting in the queue to be served or attend to, this sorry state can be seen in terms of a situation where a customer have to wait for about averagely of 1-2 hours before been attend to. The current competition in the banking sector due to the re-organization and the restructuring of the banking sector in Nigeria had also bring about the need to use marketing strategies for  improving performance in terms of attracting customer to the organization and hence increase the market share. For instance, the apex bank (CBN, 2014) recently advice deposit banks to adopt an efficient and effective marketing strategy not for profit motive alone but for customers satisfaction, which hence can improve the service delivery in the banking sector.
Effective advertisement is also lacking in the contemporary deposit banking system which has also take a paramount and salient feature in determining the survival of bank among its competitors. Most of these banks failed to choose an effective medium of advertisement as one of the strategic marketing process to counter their competitors in the banking industry. Similarly, the wrong application of marketing strategies on a certain segment of the market were such application require a careful use of the marketing mix had also been observed as  one of the limiting factors against the  achievement of an improve performance in the banking sector, for instance, the 4ps (Product, Place, Price and Promotion). Most deposit banks performance has been hindered because the failed to conspired and placed high importance to these concepts. 
1.3 RESEARCH QUESTIONS
- What is the impact of marketing financial services on customer acquisition and retention in First Bank Plc?
- How do marketing mix elements (product, price, promotion, and place) influence customer satisfaction in First Bank Plc?
- What are the challenges facing First Bank Plc in marketing its financial services to customers?
1.4 RESEARCH OBJECTIVES
Every research work is tailored to achieve certain objective, but for the purpose of this research, the following objectives are to be attained:
1. To determine if quality customer service of bank a major consideration in customer’s choice of deposit bank
2. To determine if intensive advertising have significant impact on the deposit bank performance
3. To determine how wrong application of market strategy affects deposit banks performance?

1.5 RESEARCH HYPOTHESES
Asika (1991) describe hypothesis simply as a tentative statement about relationship that exists between two (2) or more variables, a conjectural statement about relationship that needs to be tested and subsequently accepted. Below is the hypothesis that constitutes the bottom line of this research with regards to the study objective.
Hypotheses One
Ho: Quality customer service of a bank is not a major consideration in customer’s choice of deposit bank.
Ha: Quality customer service of a bank is a major consideration in customer’s choice of deposit bank.
Hypotheses Two
Ho: Intensive advertising in deposit banks does not have significant impact on the deposit bank performance.
Ha: Intensive advertising in deposit banks have a significant impact on the deposit bank performance.

1.6  SIGNIFICANCE OF THE STUDY
In Nigeria, deposit banks are very important because they are responsible in conjunction with the central bank of Nigeria (CBN) for the supply and redistribution of money in the economy. This research work is of immense importance to marketing managers as it serve as a reference for them in terms of finding solution to most problems that hinder the development of banking service. The research is also  of importrance to the staff of the bank (Guaranty Trust Bank) as it provide and empower them on how to improve their services rendered to customer and to market these services better. The study is also important to the management of guarantee trust bank and other banks as it will give an insight into some of the problems that retard profitability, efficiency, and effectiveness which bring about low performance level. Being  an academic research, the study will be of great importance to the academic community as it  will contribute to the existing knowledge in the area of marketing strategies, other researcher will also benefit from this research work as it will enhanced their knowledge , perception and understanding of marketing  strategy concept. The research will also serve as a basis for further research into marketing variables that influence performance.








CHAPTER TWO
LITERATUREREVIEW
	Marketing is a vital tool of the banking sector due to the fact that it provides a means of satisfying customers' benefit and not only does it benefit the customer but also the banker. It satisfies customer benefit by making provision for their innate wants and desires and also the banker by assisting them to identify and segment target customer. Marketing aims at serving and satisfying human needs and wants thereby making it a strategic factor in the economic structure of any society. Marketing is, therefore, a catalyst for the bank's performance and competitiveness in the new era of the banking industry. It is also agreed by Abiodun, George, and Afolabi (2014) that due to severe competition in the banking industry and changes in trends, banks are forced to adopt marketing strategies as a tool for success. Marketing to the banking sector is also an essential tool when it comes to allocating their resources to the right segment of the market. Marketing aims to identify the basis of customers’ unique needs, satisfying those needs, retaining customers and locating additional customers. According to Cherinet (2015), Customers are the main aim of marketing activities all around the world and success in terms of high profitability is impossible without the customers. This means that all the activities of marketing revolve around the ability to attract customers and retain them in order to aid the achievement of the bank's objective which is to increase deposit base and to make a profit. Marketing is emphasized to include activities that deal with being close to the customers, stressing on the satisfaction of customer and the building of customer relationship, understanding the customer value and the enhancement of product offering to better suit the needs of customers. Deposit Money Banks need to engage rigorously in strategic marketing if they want to succeed in achieving a competitive advantage. Orville and John (2014), agrees with the fact that the principal focus of strategic marketing is to effectively allocate and coordinate marketing resources and activities to accomplish the firm's objectives within a specific market. Deposit Money Banks need to identify customers' needs and also ensure that they are involved in scanning the environment through marketing research. There is also the need for the bank officials to identify clear and effective means that would engender the satisfaction of customers'. Bank marketing does not only include service selling of the bank but also is the function which gets personality and image of the bank on its customers' mind. The banking sector has changed phenomenally. Activities in the bank have transformed from the manual ways of providing services to electronic banking. This also connotes that the era of arm chair banking is over, banks are now involved in aggressive marketing to improve their market share and mobilize deposits (Ikpefan, Akpan, Osuma, Evbuomwan and Ndigwe 2018).
2.2 CONCEPTUAL FRAMEWORK
The concept of financial service marketing is the general idea and meaning of bank service marketing and customer patronage and loyalty. Bank service marketing is defined by Deryk, W. cited by Ikpefan (2013), as “identifying the most profitable market now and in the future, accessing present, and future needs of the customers, setting business development goals and marketing plans to meet them and managing the various services and promoting them to achieve plans”. 
What is bank service marketing? 
Bank service marketing has been viewed in numerous ways by various researchers such as Ikpefan (2013), Lawal (2014), Adebowale (2015) and more recently, Mahtab and Abdullah (2016). There has been no standard definition of marketing as various researchers and writers have given their different opinion on what marketing is about. According to American Marketing Association (1985), Marketing is described as a process of planning and executing the conception, pricing, promotion, and the distribution of ideas, goods, and services in order to create an exchange that satisfies individual and organizational objectives. Wilson (2002) defined marketing as the identification of consumer’s needs which consists of what goods and services are bought, why they are bought, by whom they are bought and how they are bought. By answering this question, it becomes clearer to banks on what customers are expecting and how they want their needs met. Wilson’s definition is more of questions asked when undertaking marketing research in order to identify these needs and to meet them effectively through the results obtained from the market research. Marketing has also been defined by Bambgoye (1984) as the part of a management activity that aims to direct the flow of banking services to selected target customers in order to generate earnings. The aim of marketing is to serve and satisfy human needs and wants to make it a strategic factor in the economic structure of any society, including a nation (Ogunsanya 2003) cited in (Ikpefan 2013). This implies that marketing is crucial in identifying the essential needs and wants of customers. Marketing research has to be done in order to identify the needs and making marketing plans to meet them in strategic ways which makes it an important factor or force in meeting the various needs of the society and nation at large. Marketing seeks to attain a higher level of success by gaining a competitive edge over all other competitors in its overall activities in the banking industry. Firms try to optimize their earnings by identifying and meeting the needs of the market thereby applying the principles of marketing in attaining competitive advantage and increased market share.
Marketing is defined by Onyiriuba (2008) as internal and external, human and corporate, goal-directed activities in which the business engages with the aim of satisfying needs and wants of the customer. It is a business practice used as a corporate survival strategy of deploying human and material resources to identifying and satisfying the unfulfilled market needs which will yield returns to the business. When marketing is central to an organization, customer needs are emphasized and this is used as a means of surviving competition and increasing market shares and earnings in the long run. Marketing induces high switching cost to customers because since the firm is able to identify and meet their needs effectively, it becomes harder for the customers to leave making switching cost high. Customers seek a high level of satisfaction from deposit money banks and this requires a high level of inputs such as human and material resources to best meet customers' needs. Therefore, the marketing department must possess the unique skill to excel in their dealings.
	According to Kotler (2001), the marketing department is responsible for the management of the following demand which includes; negative demand, no demand, latent demand that is a strong need that cannot be satisfied with existing products, declining demand due to change in taste and preference, irregular demand that is demand that varies by season, full demand and overfull demand. An effective and efficient marketing department assume a lot of responsibilities that partake in the acquisition of customers, so they concentrate on the various demands that customers are interested in satisfying. They deal with different needs of the customer and ensure that these varying needs are adequately met in order to retain their existing customers and attract new ones. Marketing helps to suppress negative demand by replacing the unwanted service with a new and upgraded one that would best meet the customer's needs. It arouses new demand by providing varieties of services that the customers can choose from.
	According to Reekie (1972), marketing is the part of management activity that directs the flow of banking services to selected customers in a profitable manner. Marketing in any organization fosters banks activities and is one of the main mechanism for achieving profitability in the industry. Banks play a major role in the provision of financial services and are key participants in the national payment system. As such, banks now need to operate in situations of keen competition in their financial service activities, whether it may be canvassing of deposits, or extending their credit line or in selling ancillary services. With the liberalization of the banking sector and entry of more players, the banks need to become market-oriented with new and innovative schemes, at competitive prices available at the place the customer needs them; delivered with efficiency and quality of service.
The concept of consumer’s patronage and loyalty 
The style of providing financial services especially in the banking sector has been uniquely and previously described as "armchair". The description of a situation that negates the importance of marketing content and application for an improved level of customer satisfaction, customer loyalty, and brand equity was also negated (Okigbo 2001). The major indices of marketing performance as described by Afolabi (2008) includes customer satisfaction, loyalty and brand equity. Satisfaction of customer is what ensures continual patronage of the deposit money bank’s offering. Banks need to be aware that the creation of value in their offerings is a major catalyst for continual patronage. Although bank practices in Nigeria have been seen to be effective according to the findings by Sani and Animashaun (2015), banks have been advised to continually improve on their marketing strategies in order to promote long-term patronage with the bank. Deposit money banks should also develop and maintain a long-term relationship with their customers because the nature of Nigerian business is mostly built on connections and contact with people so as to get their loyalty in turn. Customer loyalty is defined by the desire of customers to continue a relationship with the company. Loyalty is classified as repeat patronage by customers (Reibstein 2002) but the motive that inspires such repeat patronage is not revealed which makes a major difference between the two concepts, loyalty, and patronage. Continuous patronage is based on the perceived value that the customer continually receives in their dealing with the bank but in loyalty, the motive for continuous dealings with the bank is not unveiled. The behavior or motives could be based on habits, third person influence or random chances. Loyalty is a situation of lack of switching to other banks even with the absence of switching costs. Loyalty is the intention of repurchasing products and services and is deeply held by commitment. Such commitment has made the customer remain the bank's client without the intention of patronizing other deposit money banks. Customer loyalty is seen as a major factor in a company's success (Khan 2013). Loyalty is the commitment to do business with a particular organization which reflect in repeat purchase of goods and services. Loyalty can lead to recommending bank's services to friends and associations. It is the demonstration of faithfulness despite occasional errors or indifferent service rendering.
2.3 EMPIRICAL FRAMEWORK
 Marketing has greatly impacted the Nigerian banking industry both locally and internationally in dealing with competition thus creating an awareness of the bank’s services offered to the market. Marketing also improves the public image of banks. The study conducted by Ikpefan (2014) shows that marketing can either be a catalyst if effectively used or a lag if ineffectively used. He also stated that banks should build a loyal customer base, deal with competition from other banks in an effective and efficient manner, and ensure that products and services meet the needs of customers with an efficient channel of sales distribution. The study looked at the relationship between the marketing of banks product and the satisfaction of customers. It was concluded that marketing of banks products and services affects the efficiency of a banking system, and satisfaction of customers.
Adebowale (2015) found out that the need for quality services has made customers switch to other banks. He found out that customers are dissatisfied generally due to the inability of banks to ensure customers' focus and response are raised to give them maximum satisfaction. In his findings, he concluded that banks averagely apply marketing practices to gain a competitive advantage. The marketing practices include production concept, product concept, selling concept, marketing concept, societal marketing concept and relationship banking. The result of the findings rated the level of application of marketing practices by banks to be significantly low. He posited that banks need to be more proactive in their approach to providing qualitative services to their customers at highly affordable rates and must be available. Banks should be more strategic and should focus on client relationship, innovative product delivery system that is convenient to consumers and are most cost-efficient. He also posited that a holistic marketing which involves an aggressive marketing approach is to be advocated if customers' satisfaction is to be attained. Although, banks were applying the marketing practices, the results coming from the customers showed that the application requires overhauling and re-engineering if customer satisfaction is to be attained. The study conducted by Abiodun, George, and Afolabi (2014) shows that marketing practices in the Nigerian banking industry have recorded a low-level standard relative to global standard practice. The effects on the overall industry performance in terms of customer satisfaction and customer loyalty has been on the negative.
The study was conducted to examine the changing trends towards embracing marketing philosophy and the extent of banks' performance level in response to changing expectations of customers. Theoretical issues relating to marketing, customer philosophy, financial marketing, customer loyalty, and satisfaction, were explored to establish the key performance variables and the existing relationships amongst them. The result of the study shows that there is a significant relationship between the new trends towards marketing orientation, financial services in the banking industry and performance level. Improved marketing performance and training to enhance service delivery, customer satisfaction and customer loyalty across all banks in the Nigerian financial markets were recommended by the study. The study conducted by Okoye (2001) established that the banking industry should establish a marketing department that is good, adequate and efficient that will see to the satisfaction of customers’ needs. The banks should embark on aggressive promotional activities in order that the customers are more informed regularly about the services offered by banks. This will enable the bank to be in a better position in this era of competitive banking. The study conducted by Dwivedi (2007) explained that finance functions are important but not as significant as the marketing functions. The resistance between the marketing and finance functions would be unfavorable to the smooth development and functioning of any business organization. Finance objectives like value maximization to shareholders are integral parts of any strategy adopted by the organization. But this objective seems to have been lost amongst the flurry of marketing activities focusing on market share. Conscious efforts must be taken to avoid the missing core objective and for sales growth.
2.4 THEORETICAL FRAMEWORK
The study conducted by Dixit (2004) concludes that for successful marketing and to make it more effective, identify the customer needs by way of designing new products to suit the customers. The staff should be well equipped with the adequate knowledge to fulfill the customer's needs. We should adopt long-term strategies to convert the entire organization into a customer-oriented one. The study conducted by Mahtab and Abdullah (2016) shows that if marketing plans are improved for banking products, banks will be able to gain more clients and this will impact positively on customers' satisfaction, loyalty and the revenue trend of the bank. The study conducted by Lawal (2014) concluded that there is a positive relationship between financial marketing services and the profitability of banks in Nigeria. He also stated that Nigerian Banks appreciate the role of marketing in the achievement of the overall objective of the banks. He concluded that the practice of the marketing concept in the banks required towards customer's satisfaction will, lead to enhanced profitability. Satisfying the customers is yet to be seen in some of the banks as the essence of marketing efforts. The study conducted by Sani and Animashaun (2015) focused on the examining the impact of marketing of financial products on the Nigerian banking system and to ascertain whether marketing of banks products enhances the success and efficiency in the Nigerian Banking system. It was concluded that the marketing of the bank's products has significantly improved the efficiency of deposit in banks and has enhanced customer satisfaction. The study recommended that all the units of the banks should be involved in the marketing of financial products and they should continue to treat their customer with high esteem. The study postulated that there has been substantial levels of effectiveness of marketing practices in Nigerian Banks and improved efficiency and customer satisfaction. But banks should continue to improve on their marketing strategies and bank management should introduce improved and consistent marketing principles that will enhance their profit objectives.















CHAPTER THREE
RESEARCH METHODOLOGY
3.1	RESEARCH DESIGN
	The research is concerned with situation of the moment. The descriptive survey is usually prompted by the need to know what the current situation is with regard to a particular education planning problems Ibrahim, Landu Opadokun (2002) is aimed at describing the characteristics of subject much of early work in science is descriptive, since it is necessary to know something about the characteristic of the subject before trying to study more complex research questions. Most .descriptive research can be classified as either survey or observation research.
The researcher was privileged to be through organization journal for more information. The research design adopted for this study is a survey method. Data collection was based on a field survey using a questionnaire. This technique was chosen so as to have a comprehensive study on the topic.

3.2	POPULATION OF THE STUDY
Population could be defined in terms of elements, sampling units, extent and time. For this research work, the target population for the investigation will be carried on mostly staff and customers of Firstbank, who are in one way or the other directly connected with the use of computers in two major branches used for the study in Ilorin, Kwara State.
This study surveyed users of electronic means of banking in Ilorin, Kwara states, Nigeria. The rationale for selecting this state is that it constitutes people from different parts of the State. A total of fifty (50) users of e-banking will be examined. This sample constitutes students of higher institutions, businessmen, civil servants, politicians, bankers and lecturers.
3.3	SAMPLE SIZE AND SAMPLING TECHNIQUES
A convenient sampling method was adopted. This was done because it is the most accessible method for reaching the users of e-banking. However, a questionnaire containing dichotomous, open-ended and multiple choice questions will be distributed to the respondents at the various Firsbank branches, restaurants, hotels, markets and schools. The respondents will fill and returned the questionnaires to the researchers at the same time and venue. Respondents who insisted on going home with the questionnaire will be ignored. This was to help the researchers ensure that all the questionnaires distributed were recovered. 
Since it is not possible for the researcher to reach the whole population of the study, therefore, a scientific method of sampling was used to select sample size for the study with the aid of a sampling selecting.
3.4	METHOD OF DATA COLLECTION
 In the course of carrying out this research work, the researcher employed both primary and secondary sources of data in order to obtain the required information.
3.4.1	Primary Data Sources
The primary data constitutes the raw data collected by the researcher from case study of investigation.
3.3.2	Secondary Data Sources
The secondary data on the other hand were collected from such sources as past research works, newspaper, journals, magazines etc.
3.4	Instruments of Data Collection
A series of collection tools were employed in the course or this research work in order to gather all the necessary date required for the study.
3.4.1	Interview
Personal interview is one of the most common methods for collecting data. An interview is a face method of data collection which involves conversation between two parties called interviewer and interviewee respectively. The conversations or discussions are usually based on the subject matter. But structured and unstructured interview methods were employed.















CHAPTER FOUR
DATA PRESENT	ATION, ANALYSIS AND INTERPRETATION
4.1	INTRODUCTION 
	This chapter focuses on the presentation of data gathered through the questionnaire, and analysis of the results obtained. The data are presented using tables and figures, and Microsoft Excel was extensively employed for the graphical presentations.
4.2	DEMOGRAPHIC CHARACTERISTICS OF RESPONDENTS  
	Data collected will be presented in the table and responses will be in simple percentage for easy understanding of the readers.
Table (4.1): Hypothesis One 
There is no significant relationship between Bank lending to small scale industries and attitude of its customers.
Table 4.1.1: Distribution of the Sex of the respondents
	
	Frequency
	Percent
	Valid percent
	Cumulative Percent

	            Male
Valid  Female
            Total
Missing System
Total
	47
53
100
3
103
	45.6
51.5
97.1
2.9
100.0
	47.0
53.0
100.0
	47.0
100.0


Source: Field Survey 2025
In this study, the socio-demographic traits of the respondents such as, years of business experience, sex, religion, marital status, educational qualifications, etc. of the respondents are presented. Consequently, Table 4.1.1 thorough 4.1.6 presents the analysis of the socio-demographic characteristics of the respondents. According to analysis in Table 4.1.1, the majority (47%) of the employees of Surveyed banks surveyed were males while 53% of the employees were females
Table 4.1.2: Distribution of the age of the respondent
	
	Frequency
	Percent
	Valid percent
	Cumulative Percent

	             18-29 years
Valid   30-39 years
            40-49 years
            Total
Missing System
Total
	28
50
22
100
3
103
	27.2
48.5
21.4
97.1
2.9
100.0


	28.0
50.0
22.0
100.0
	28.0
78.0
100.0


Source: Field Survey, 2025
With respect to age of the respondents on Table 4.1.2, the majority (50%) of the surveyed employees were in the age bracket of 30 to 39 years while the lowest group (22%) of the investigated employees was in the age bracket 40 - 49 years; also the age bracket 18-29 years has about 28% of the respondents. To this end, the majority of the respondents was youthful and active and thereby, considered appropriate to provide needed answers to the research questions in order to achieve the objectives of this study.

Table 4.1.3: Distribution of the Marital status of the respondent
	
	Frequency
	Percent
	Valid percent
	Cumulative Percent

	                   Single
Valid         Married
                  Total
Missing    System
Total
	22
78
100
1
101
	21.8
77.2
99.0
1.0
100.0


	27.0
63.0
100.0
	27.0
100.0


Source: Field Survey, 2025

With respect to the marital status of the respondents on Table 4.1.3, the majority of the surveyed employees, constituting 63% were married; hence, the surveyed populations were matured to provide the right answers to the research questions without whipping unnecessary sentiments.

Table 4.1.4: Distribution of the Academic qualification of the respondent
	
	Frequency
	Percent
	Valid percent
	Cumulative Percent

	           Masters/PhD
Valid  OND/NCE
            HND/BSC
                  Total
Missing    System
Total
	32
34
34
100
3
103
	3.1.1
33.0
33.0
97.1
2.9
100.0


	5.0
24.0
71.0
100.0
	5.0
24.0
100.0


Source: Field Survey, 2025
Table 4.1.4, reveals the academic qualification of the respondents such that most employees of Surveyed banks in the survey had HND/BSc (71%) followed by OND/NCE (24%) while only 5% had Msc/Phd. Consequently, the academic status of the respondents indicates that most of the respondents were educated and would objectively respond to the questionnaire with less bias.
Table 4.1.5: Distribution of the work experience of the respondent
	
	Frequency
	Percent
	Valid percent
	Cumulative Percent

	             Below 5 years
             6-10 years
Valid   11-15years
            16-20years
            Total
Missing System
Total
	21
32
37
10
100
1
101
	20.8
31.7
36.6
9.9
2.9
100.0


	5.0
32.0
37.0
10.0
100.0
	21.0
53.0
90.0
100.0


Source: Field Survey, 2025

From Table 4.1.6, which contains the years of experience of the investigated respondents, most of the employees in Surveyed banks constituting about 37% had spent 11-15 years on their jobs. Also, while few of the surveyed employees of about 21% are below 5 years experience, about 32% of the employees had spent between 6 to 10 years on their jobs and 10% had spent between 16 and 20 years on their jobs. Hence, the respondents had the requisite work experience to answer the research questions with minimal biases.

4.2 Decriptive Statistics of the Research Questions
 In this section, the descriptive statistics of the variables that provide answers to the research questions of this study are presented. Consequently, the mean scores and standard deviations of the items in the section B of the administered questionnaire are described in this part. The maximum expected mean score is 5 while the minimum is 1 based on the 5-point Likert Scale that was used to draw the questionnaire administered.
It can be noticed that there are only three (about 2.9%) cases of missing data during processing such that 97.1% of the data entered into SPSS for processing were successfully processed and valid for all the research questions. The volume of the processed data is sufficiently adequate to make valid inference based on the outcome of this study.
The result of the descriptive statistics for measuring measuring the mean and the standard deviation of the impact of relationship marketing on the profitability of deposit money banks in Nigeria. It is noticeable that the variable with the highest mean score is “Marketing of financial services in the Nigeria deposit money bank. This variable has the highest mean score of 2.94 and standard deviation of 1.39.
The second variable that has the next highest mean score is marketing financial services n has significant effect on in the Nigeria Deposit Money bank.
This variable has a mean score of 2.50 and a standard deviation of 1.19. The next variable that has the next highest mean score is “Product pricing contributes significantly to the success of deposit money banks in Nigeria”. 	This variable has a mean score of 2.17 and standard deviation of 1.17. The variable that has the least mean score is “Product differentiation helps to improve the profitability of deposit money banks in Nigeria”. This variable has a mean score of 1.86 and a standard deviation of 0.89. Generally from the foregoing, only two of the variables mean scores are within or around average of the maximum expected mean value, while the other two variables have means scores that are below the average. Furthermore, looking at the standard deviation values, they are all low as expected and this implies that the estimated results are reliable with minimal errors while the observed frequencies all cluster around their mean values. This strengthens the reliability of the outcome of this study and connotes that there exist a relationship between relationship marketing and the profitability of deposit money banks in Nigeria.
Five of the surveyed banks’ staff which is about 27% of the respondents strongly agreed that marketing of financial service in Nigeria Deposit Money Bank has impact while 29% of the surveyed population merely agreed. Also, while about 13 of the respondents which are 13% strongly disagreed with the foregoing; there are only 14 of the respondents who merely disagreed with this research question. About 17 of the respondents which are about 17% were undecided on whether or not customers continuing patronage enhances the profitability of deposit money banks in Nigeria In this case, total of 56 of the respondents, which represents a total of 56% agreed that that customers continuing patronage enhances the profitability of deposit money banks in Nigeria, total of 27% disagreed while 17% of the population was undecided.
There are 22 people, representing 22% of the respondents who strongly agreed that marketing of financial services has significant effect in Nigeria of deposit money banks in Nigeria, while 37% of the respondents merely agreed. Also, while 14 of the respondents which are 14% strongly disagreed with the foregoing, there were only 23 of the respondents who merely disagreed with research question. Only 4 of the respondents which are about 4% were undecided on whether or not customer retention has significant effect on the growth of deposit money banks in Nigeria. case, the majority of the respondents, which represents a total of 59% agreed that that customer retention has significant effect on the growth of deposit money banks in Nigeria while a total of 37% disagreed.
Thirty six (36) people, representing 36% of the respondents who strongly agreed that product differentiation helps to improve the profitability of deposit money banks in Nigeria, while 51% of the respondents merely agreed, also, while there are about 6 respondents, constituting 6% who strongly disagreed with research question, about 5% of the respondents merely disagreed with this research question. In addition, there were 2 of the respondents which are about 2% who were undecided o










CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1	SUMMARY
This study investigated the impact of marketing financial services on customer acquisition and retention in First Bank Plc. The findings revealed that:
- Effective marketing strategies can increase customer acquisition and retention.
- The marketing mix elements (product, price, promotion, and place) play a significant role in influencing customer satisfaction.
- First Bank Plc's customers are generally satisfied with the bank's services.
The study provided insights into the importance of marketing financial services in the banking industry and highlights the need for banks to develop effective marketing strategies to attract and retain customers.








CONCLUSION
The above analysis has thrown more light to the fact that any bank that wants to survive should employ marketing tools not only to retain the loyalty of the present customer but to attract new ones. These involved developing strong marketing strategy that will enable the bank to scan, plan, and design and penetrate market segment with superior products than their competitors We also noted the importance of information technology in banking sector and the need for banks‟ automation of their banking processes and procedures because of its obvious advantages. The automation of banking will trigger effective services delivery at very lower cost and therefore increase the profits of the banks, satisfy the banking needs of the customers; quicker, thereby creating value for the shareholders and still goes further in maintaining a strong relationship with the customers.










RECOMMENDATION
Banks must design a customer- driven marketing strategy that will actually satisfy the customers in order to increase their market share and to be more profitable. Kotler and Armstrong (2010) defines customer-driven marketing strategy as the art and science of choosing target marketing strategy and building profitable relationships with them. Nevertheless, this will enable the financial marketing manager to locate profitable market, design products that will satisfy the needs of the customers within the segment and expand the market share of the bank. This is done through research; finding the segment of the market that will be more profitable to the bank and adoption of more effective service delivery.
Banks that wants to survive in this climate of stiff banking competition must design a marketing strategy and this involves spelling out clearly the marketing long time objectives and planning, which must be derived from the overall Mission and Vision of the banks. Banks should determine which market segment will be more profitable in the future and plan how to penetrate such segment. This strategy may involve evaluating, selecting and designing superior services that will be very satisfactory to the customers. Lack of adoption of strategic market planning has led to the collapse of many banks; more especially in their reluctance to adopt modern technology through automation of their banking service and procedures. It is not debatable that customers are attracted to the banks they can get quick and efficient services.
The marketing manager must continuously scan the banking environment in order to determine the strength, weakness, opportunities, and threat of the bank. This is called SWOT analysis. In this analysis, banks must determine its strength such as adequate capital, professional and efficient staff who can deliver effectively the services offered by the bank and the location of the bank, all these factors place the bank at the advantage position. The management of the bank should know the weakness of the bank such as poor automation, old and outmoded equipment that continuously breaking down, the opportunities open to the banks may be government policies that are favorable to the banks and such policies are also outside the control of the bank, then threat may be unfavorable government policies and natural disaster that may affect the bank negatively. The task of the marketing manager is to match the strength with opportunities while eliminating weaknesses and minimizing threats. The management should make marketing a part of overall staff functions, more especially front desk officers who are the first contact `with the customers. They give the first impression about the image of the bank and that determines the level of confidence the customer will have about the bank at first contact. This involves continuous training of the banks‟ staff in marketing principles, tact and strategies. Therefore, the management must budget enough money for the training and restraining all the staff in marketing strtegies. The importance of marketing must be well communicated to the staff of the bank to make them think and adopt making strategy in all their dealing with the customers. They should make the customers to feel important in order to attract them for repeat purchase.
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