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CHAPTERONE

INTRODUCTION

1.1 BACKGROUNDOFTHESTUDY

TheAmericanMarketingassociation(AMA)in1960definedmarketingas“the

performanceofbusinessactivitiesthatdirecttheflow ofgoodsandservicesfrom

producersto consumersorusers”. In 1985,the American marketing association in

recognitionofthewiderangeofmarketingactivitiesoffersthefollowingdefinition.

Marketing is

the process of “planning and executing the conception, pricing, promotion and

distributionofideas,goodsandservicestocreateanexchangethatsatisfyindividual

andorganizationalobjectives.Marketingisasocialandmanagerialprocessbywhich

individualsandgroupsobtainwhattheyneedandwantthroughcreating,offeringand

exchangingproductsandservicesofvaluewith others(KotlerandArmstrong,2004)

Althoughtherearemanygenerallyaccepted definitionsofmarketing,thereisnoone

universaldefinition.Allofthedefinitionsgivenabovearecorrectwhileatthesametime

all slightlydiffers.TheAmericanmarketingassociationdefinitionofmarketingquoted

above,isthemost widelyrecognized and frequentlyquoted bymarketing writers,

scholarsandpractitioners.Itindicatesthatmarketinginvolvesadiversesetofactivities

directed atawiderangeofproducts,and stressestheimportanceoffacilitating

satisfyingexchanges.Marketinginvolvesadiversesetofactivities;itisnotsimply

selling,advertising orany single activity,marketing process encompasses many

activitiesnecessarytoensurethesuccess ofaproduct.Marketingactivitiesarenot

limitedtocompaniesthatproducephysicalproducts.
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Thesuccessofabankdependstoalargeextentonhowmarketresearchstudies

arecarriedoutontheproductsandservicesinwhichtheyoperate.Andforabankto

delivereffectiveserviceandproduct(s)thatisactuallyrequiredbythetargetmarket,it

hastocarryoutawellplannedandeffectivelyexecutedmarketingresearch.Marketing

researcheshelpsinidentifyingtheneedsofthe targetmarket,anddevelopaproductor

servicethatwillsatisfytheseidentifiedneeds.Inviewofthis,theimpactofmarketing

research in productmodification and acceptabilityatAccessBankPlccannotbe

overemphasized.

Theideaofmarketingresearchandproductmodificationisnotanewconcept;

marketingresearchcameintobeingasaresultofdiverseneedstoharnessresources

availableforsocialandeconomicaldevelopment.Thebasicgoalofanybank’sactivityis

thedevelopmentandmodificationofproductsthatcanbemarketedtocustomersata

profit.Butobviously today,many marketing managers in banking industry have

underratedmarketingresearchsomuchthattheynowfinditverydifficulttomodifyand

developproductsthatcanmeetandsatisfytheneedsoftheircustomers.Thisisso

becausemostofthedepositmoneybanks(DMBs)have failedtoplanand execute

effectivemarketingresearch.Itisinthisviewthatthisresearchworkiscarriedoutin

ordertoencouragethemarketingmanagersoftodaytoeffectivelyplanandexecute

marketingresearchinordertobeabletoapplytrulyanalyticalapproachandprocedures

todecisionmaking.Bythis,thebankswillbeable todevelopandmodifiesproductsthat

willcontinuetomeetandsatisfytheneedsofbothcurrentandpotentialcustomers.

1.2 STATEMENTOFTHEPROBLEM
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Therearesomemarketingmanagerswhofailedtocarryoutmarketingresearchin

depositmoneybanks(DMBs)andthosewhocarryouttheirsfailedto highlightthe

problem associatedwithmarketingresearchonproductsmodificationandacceptability.

Theproblem ishowtocarryoutmarketingresearch,thestrategiesandthetechniques

tobeusedin carryingoutmarketingmustbeidentified.

1.3 RESEARCHQUESTIONS

Inordertoeffectivelyachievetheaimsandobjectivesofthisstudy,theresearcher

formulatescertainquestionsthisistoascertainthe creativenessandsignificanceor

otherwise ofthe research topicunderconsideration (i.e.)the impactofmarketing

research on product development.The following research questions are hereby

written asfollows;

i. Whichhelpmarketingresearchrenderedindevelopmentofnewproduct?

ii. Whataretheapproachesandscientificproceduresthatmodernbusiness

executivescanapplyindecisionmaking?

iii. Whataretheneedsforproductdevelopmentthrough a well-planned

marketingresearch?

iv. Whatistheimpactofmarketingresearchonnewproductdevelopment?

1.4 OBJECTIVES OF THE STUDY



8

Attheendofthisresearchstudy,theresearcherintendsandwishestoachievethe

followingobjectives:

i. To revealhow marketing research can help in thedevelopmentofnew

products.

ii. Toshow how themodernbusinessexecutivescanapplyatrulyanalytical

approachandscientificprocedurestodecisionmaking.

iii. Anotherfactorthatleadsto thisresearchworkistheneed forproduct

developmentthroughawellplannedandtailormarketingresearch.

iv. Tohelpmodernbusinessexecutiveintheanalysisandevaluationofthe

marketingdecisionthathavebeentaken.

v. Finally,thisstudyaim atshowingtheimpactofmarketingresearchonnew

productdevelopment.

1.5 SIGNIFICANCE OF THE STUDY

Thesignificanceofthisstudyistoshowhownewproductcanbedevelopedthrougha

wellplanned and executed marketing research in orderto enhance and maintain

efficiency,highstandardproductionandeffectivemarketingoperations.Thisstudyis

designtoshowthebenefitsthatliestoanyproductionandmarketingfirm whichhave

taken the pain to effectively and efficiently carryoutmarketing research before

developingnew products.

1.6 SCOPEOFTHESTUDY

Itisdesignedto coversomedataandinformationneededtocreateandstimulate
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demandandsupplyofproductsthatcanefficientlymeetandsatisfytheneedsof both

thecurrentandpotentialcustomers.Otherareastobecoveredinthisstudyincludethe

conceptofmarketingresearch,itsscopeandprocedures,meaningofproductand

productclassification,productlifecycle,strategiesinproductdevelopment,stagesin

productdevelopment,marketandproductmodificationtechniquesaswellas data

collection,classificationandanalysisinmarketingresearch.

1.7 LIMITATIONSOFTHESTUDY

 Inthecourseofcarryingoutthisresearchwork,theresearcherencounteredsome

limitations.Thelimitationsinclude:Capitalandpoorfinance:theresearchworkrequires

much money to be spenton transportation,administration and preparation of

questionnaireamongotherexpenses.Andtheresearcherisfacedwithproblem oflow

capitalandthuscouldnotgobeyondthescopeactuallycoveredbythisstudy.Another

limitationencounteredbytheresearcher,istherespondentsdidnotgivetheirfull

attentionwheninterviewedsecretly,andthisfactorlimitthescopeofthisstudy.Lastly,

low responserateoftherespondentsisanotherfactorthatlimitsthescopeofthis

researchwork.

1.8 DEFINITIONOFTERMS

 Inthecourseofthisstudy,manytermsandconceptswillbeencounteredespeciallyby

usersofthisprojectwork.Therefore,foreasycomprehensionandunderstanding,the
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researcherhastakenthepaintodefinesomeofthekeyconceptsandterms.

MARKETING:Canbedefineas“theprocessofplanningandexecutingtheconception,

pricing,promotionanddistributionofideas,goodsandservicestocreateexchangethat

satisfyindividualandorganizationalobjectives”AmericanMarketingAssociation(AMA)

1990.

PRODUCT:Productiseverythingthatonereceivesinanexchange.Itcouldbeanidea,

goods,services,oranycombinationofthethree.

PRODUCTMODIFICATION:Itrefers to the process oftechnicaldevelopmentin the

laboratorydependingon theproduct,safetytest, qualityserviceetc

MARKETINGRESEARCH:Marketingresearchistheprocessbywhichbusinessfindout

aboutcustomer’s needs,wantsand desires.

STRATEGY:Itisaunified,comprehensiveanintegratedplansandcauseofaction

designedtowardstheachievementofset objectives.

POLICY:Itsimplymeansapre-determinedmethod,processandwaythroughwhichaset

objectivecanbeachieved.

DATAAND INFORMATION:Data simply means group ofnon-random symbolwhich

representquality,action orthings.Information refersto aprocessed datawith a

meaning.

INTERVIEW:refers to the use ofrepresentative sample in gathering information.

Interviewrepresentsapersonalcontactbetweentheresearcherwhoistheinterviewer

andtherespondent,the interviewee.

OBSERVATION:Thisreferstotheexaminationofasituationorthingwithaview to

ascertainingfactsaboutit.
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EXPERIMENTATION:Thisinvolvestheestablishmentofascalemodeloracontrolled

experimentthatstimulatestherealmarketsituationasmuchaspossible.

1.9 PLANOFTHESTUDY

Thisresearchworkisdividedintofivechaptersasfollows;

Chapteronecoversthebackgroundofthestudy,statementoftheproblem,purposeof

thestudy,significanceofthestudy,researchquestions,scopeandlimitationofthe

study,definitionofkeyconcepts andfinallyorganizationofthestudy.Chaptertwo

review relevantliteraturesaboutthetopic,whilechapterthreecontainstheresearch

methodology(i.e.howdataarecollected,usedandtheproblemsinvolved)Chapterfour

gives a comprehensive analysis ofthe data,while the lastchaptercontains the

summary,conclusionandrecommendations.
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CHAPTERTWO

LITERATUREREVIEW

2.1 CONCEPTUALFRAMEWORK

Marketinglikemanyothersocialsciencedisciplineshasbeendefinedvariouslyasitis

notpossibletogiveareasonablyaccuratedefinitionofthescopeofmarketinginafew

lines.Organizationsuchasuniversities,polytechnics,hospitals,charityorganizations

etcdefinedmarketingactivitiestoo.Marketingconceptissometimesreferredtoas

marketingorientationorcustomerorientation.Theconceptstatedthatinorderfora

firm tosurviveinthelongrunandmakeprofit,itmustascertainthegenuineneedsand

wantsofspecificallydefinedtargetmarketsandthenproduceproductsthatsatisfy

customer’srequirements.Themarketingguru,(Kotler,1997)summarizedthemarketing

conceptin this way.The marketing conceptholds thatthe key to achieving

organizationalgoalsconsistsofbeingmoreeffectivethancompetitorsinintegrating

marketingactivitiestowardsdeterminingandsatisfyingtheneedsandwantsoftarget

market.Manywordsandphraseshavebeenusedtoexpressthemarketingconcept,

someofwhichare;

“Lovethecustomer,nottheproduct”

“Puttingpeoplefirst”

“Customeristheking”

“Youaretheboss”

“Findwantsandfillsthem”

“Partnerforprofit”

Themarketingorientationdependsonfourpillars (Kotler,1997)theseare;TARGET
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MARKET:Thefirstrequirementinimplementing themarketing conceptsisthata

companymustclearlyidentifyandtargetaparticularmarket.Nocompanycanoperate

ineverymarketandsatisfyeveryneed.Companiesdobestwhentheydefinetheirtarget

marketcarefullyandprepareatailoredmarketingprogrammedtoexploitsuchamarket.

CUSTOMERSNEED;Satisfyingcustomer’sneedsand wantsshouldbe themajorfocus

ofallorganizationactivities.Tothisendfirmsmusthaveathoroughunderstandingof

customersneedandwants.Customer-orientedthinkingrequiresthecompanytodefine

customerneedsfrom thecustomer’spointofview anddevelopproductthatsatisfy

theseneeds.

INTEGRATEDMARKETING;whenallthecompany’sdepartment’sworktogethertoservethe

customers needs,the resultis integrated marketing.First,the various marketing

functionssuchasmarketingresearch,salesforce,advertising,productmanagement

etc mustworktogether.Second,marketing mustbe wellcoordinated with other

companydepartmentssuchasproduction,finance,personnel.Ifvariousdepartments

followtheirownprivateagendainconductingmarketingactivities,theorganizationmay

loss sightofcustomers needs.The entire organization mustbe focused on the

customertoeffectivelypracticethemarketingconcept.

PROFITABILTY;finally,themarketingconceptrecognizesthatorganizationshavegoals.

Insomeinstance,thisgoalmaybeprofitoriented;inothers,theymaybefurtheringa

socialcause.Inmanycases,firmsthatadoptthemarketingconcepttoachievetheir

owngoalsbysatisfyingtheneedsofcustomersthroughcoordinatedandorganized

activitiesshouldattheendmake profit.Marketingresearchistoolsthathelpmangers

assess future profitability and understand situationalmarket variables.Kotler,
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(1997)definesmarketingresearchas“thesystematicdesign,collection,analysisand

reportingofdataandfindingsrelevanttoaspecificmarketingsituationfacingthe

company”.Similarly,EricetalWilliams(1989)definingamarketingresearchas“the

processofdefiningamarketingproblem andopportunity,systematicallycollectingand

analysing information and recommending actions to improve an organization’s

marketingactivities”.Marketingresearchcanthereforebeseenasthesystematicand

objectiveapproachforthegathering,analysingandmakingavailableinformationto

guidemangersincarryingoutmarketingdecisiontosolvemarketingproblems.

From theabovedefinitionsthefollowingsshouldbenoted;first,systematic

referstotheresearchbeingwellplannedinadvance.Itshouldbedirectlytiedtothe

decisionbeingmadeortheproblem tobesolved,andallaspectofthedesignwillbe

developedindetailbeginningwiththeidentificationofproblemsandinformationneeds

andsettingoutinadvancethemethodsofdatacollectionandanalysis.Atthisjuncture

itisimportantthatweemphasis,thatmarketingresearchandmarketresearchshould

notbeconfused.Marketingresearchimpliesabroadersphereofactivitythanmarket

research.Marketresearch(i.e.researchintoaparticularmarket)isjustonecomponent

ofmarketing research.The term marketresearch investigates and tends to be

restrictedtoaresearchthatmerelylooksintothemarketplace.Marketingresearch

coversestimatesof marketsize.

2.2 THEORETICALFRAMEWORK

Problem solvingisthemajortaskofbankmanager;itisinthisareathatmarketing

research renders its services to the managementofbanking industry.Marketing
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researchisthetoolbywhichbankmanagerissuppliedwiththenecessaryinformation

whichimaginationandingenuitycovertsintoastrongercompetitiveposition(Bearden,

2004).Marketingresearch,asinmarketingmanagement,hastheobjectiveto develop

themeansandmethodsbywhichbusinessexecutivescangettherightgoodstothe

rightplaceandattherightprice.Marketingresearchinformsmanagementwherethe

companystandsinitsindustry,predictsandanalysesindustrytrends.Itisanessential

managementtoolinappraisingandimprovingsalesmanagementeffectivenessandit

alsoaidsmanagementinthedevelopmentandintroductionofnewproducts.

Thefirststepinthemarketingresearchprocessrequiresthatthemarketingmanager

and the marketing researcher formulate the problem carefully and agree on

the researchpurposes.APhilosopherJohnDewey’s(inKotler,1997)said”a problem

welldefinedishalfsolved”.Company’smanagementmustworkatformulatingthe

problem neithertoo broadly nortoo narrowly.Research purposes describe the

objectivesofthestudypurposesarethegoalsthedecisionmakerseekstoachievein

solvingaproblem.Typicalmarketingpurposes/objectivesareincreasingrevenuesand

profits,discoveringwhatconsumerswant,andfindingoutwhyaproductisnotselling

welletc.Anexplicitdefinitionoftheresearchproblem is probablythemostimportant

researchtask.Frequently,thesymptomsofaproblem forinstancedecliningsalesare

obvioustoall,butthecauseorcauseslessclear.Itisimportanttonotethatcertain

researchproblemsmaynotbefullydefinedorformulatedbecausetheresearcherlacks

therequisiteinformationto guidehim inproblem formulation.To remedysucha

problem the researchercan embarkon an exploratoryresearch.The goalofthe

exploratoryresearchistogatherpreliminarydatatoshedlightontherealnatureofthe
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problem andtosuggestpossiblesolutionsornewideas.

2.3 EMPIRICALREVIEW

Productisacomplexmulti-dimensionalconcept.Theofferofanorganizationtoa

targetmarketconsistsofanorganizationofaproductmixthatismadeupofproduct

lines.Aproductisanythingthatsatisfiesaneedorwantsandcanbeofferedinan

exchange.Itincludessuch supportiveelementsas;packaging,branding,labelling,

convenienceofpurchase,post-saleservicesetc.aproductcanbegoods,services

places,organizationsandideas.Marketershavetraditionallyclassifiedproductsonthe

basisofvaryingproductcharacteristicssuchas;durability,tangibilityandend-users

(consumers or industrial).The productmangershould notsimplydepend on the

product.Therefore,heshouldconsiderstrategiesofmarket,productandmarketingmix

modification.The managermusttryto increase the consumption ofthe existing

product.Themanagermustalso lookforwaysto stimulateincreaseusageoften

productamongpresentcustomerstopatronizetheserviceorproduct.Themanager

mayalso reposition thebrand and loan portfoliosto appeal to thecustomersto

increasethe growthofthesegmentofthewholemarket.
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MARKET AND PRODUCT MODIFICATION

Marketmodificationisoneof thenumerousstrategiesusedin productdevelopment.

Herethemanagertriesto increasetheconsumptionoftheexistingproduct.The

managerlooksfornew usersandmarketsegment.Themanageralsolooksforwaysto

stimulateandincreaseusageamongpresentconsumers.Themanagermaywantto

repositionthebrandtoappealtoalargeor fast-growingsegment.Whileinproduct

modification,theproductmanagermodifiesthecharacteristicssuchasquality,features

orstyle to attractnew users and also increase its usage.A strategyofquality

improvementaimsatincreasingthefunctionalperformanceofthe product,itsability,

reliability,speedandsatisfaction.
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CHAPTERTHREE

RESEARCHMETHODOLOGY

3.1 RESEARCHDESIGN

Researchdesignisapatternoranoutlineofaresearchproject.Itisastatementofonly

theessentialelementtostudythosethatprovidethebasicguidelinefordetailsofthe

researchwork.Itcomprisesaseriesofpriordecisionsthatarebeingtakentogetherto

provideamasterplanforexcellentresearchwork.Putinasimpleway,researchisa

wayofcollectingdataeitherfrom new orpastrecords.Itinvolvestheevaluationand

analysisofdatacollectedinordertofindouthow thedatawillbe usedinapractical

sense.Thestudyadoptssimplemethodofdatacollectioninvolvingadministrationof

questionnaireinpreparingthisresearchstudy,theresearcheralsomadeuseoftables

andpercentageasthebasicinstrumentsofdataanalysis.So,inall,totalnumberof

sixtyquestionnairewereadministeredinwhichfifthy(50)ofthequestionnairewere

returned.

3.2 POPULATIONOFTHESTUDY

AccordingtoToluhi(2001)researchpopulationdirectlyrelatestothegroupofpeopleor

objectstheresearcheristakingashiscasestudy”.Thepopulationofthisresearchwork

comprisedofbothseniormanagementandnon-managementstaffofAccessBank

NigeriaplcIlorinbranchoffice,whichis60.
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3.3SAMPLESIZEANDSAMPLINGTECHNIQUE

Samplereferstothepartorfractionofapopulationthatissubjectedtodetailand wide-

rangingexamination.(Toluhi,2001).Asamplesizeof50staffwasdrawnfrom thetotal

staffofAccessBankNigeriaplcIlorin.Judgmentsorpurposivesamplingwereusedin

thissampleselectioninordertomeettherequirementoftheintentionofthiswork.

3.4 SOURCE OF DATA COLLECTION

Reliable information is the “life-blood”of research surveys.The data used forthe

purposeof thisstudyisthe primarydata.Primarydataaredatacollectedprimarilyand

forthefirsttime.Theyareusuallycollectedandusedfora specificpurposeforwhich

theyarerequired.Mostmarketinginvestigationsusesomeform ofquestionnaireeither

postedoradministeredthroughpersonalvisitation.Questionnairesarethebackboneof

mostsurveysandrequirecarefulplanningandexecution.Questionnairesweremailed

tothesampleoftheresearchpopulation.Thismethodisspecificallyattractiveon

accountofcheapness.

3.5 RESEARCHINSTRUMENTS

Descriptions ofinstruments were typically collected through a questionnaire.It

determinesandreportsthewaysthingsare,itinvolvesassessingattitudesoropinions

towardsindividualbusiness.

3.6 METHOD OF DATA ANALYSIS

Thedataanalysisinvolveshow theinformationwasplacedandanalysed.Thereare

severalwaysthroughwhichresearchadoptstheusedoftableandpercentagein

analysing the research data collected. Questionnaires were administered to

respondentsandtheirresponseswereanalysedinatabularform withpercentage
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as thebasisofanalysis.The useoftableandpercentagemadetheanalysistobe

precise,accurateandproperlystructured.

3.7 LIMITATIONTOMETHODOLOGY

Theresearchertookagreatpaininensuringthatinstrumentsforinformationgathering

areeffectivelyadministered.Initially,theresearchermadeuseoftelephoneinquiry

methodtogatherinformationfrom therespondents.However,itwasdiscoveredthat

informationgatheredfrom therespondentsinterviewedviatelephonewereinadequate

forthisstudyassomeoftherespondentsdidnotpicktheircalls.Theresearcherthen

resolved into personalface to face administration of questionnaire in which

respondentsareissuedsetofquestionnairestoanswerandaswellaskedsomeoral

questionsinwhichtheydelightedlyrespondedto.
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CHAPTERFOUR

SUMMARY,CONCLUSIONANDRECOMMENDATIONS

4.0  PRESENTATION AND ANALYSIS OF DATA 

Inthischapter,thedata collectedforthepurposeofthisresearchworkispresentedand

analysedinaform thatcanbeeasilyunderstoodandinterpretedbytheusersofthis

researchwork.

4.1 PRESENTATIONOFDATA

Presentationofdatainvolvestheorganizationofdatacollectedonthefieldinaform

thatwillbeeasilyunderstoodbyusers.Datainthisregardcanbepresentedinsomany

ways;itcouldbepresentedinchartsdiagrams,graphs,tablesetc.Inthecourseofthis

researchstudy,theresearcheradoptedtheuseoftableinpresentingthedataused.

4.2 ANALYSISOFDATA

Havingclassifiedandtabulatedthedata,thenextthingistoobtaintheparameterofthe

population(data),whichwilllaterbeusedforanalysisandinference.Thisfollows

immediatelyafterdatahasbeenprocessedintoamorecomprehensiveform thatwill

enabletheresearcheraswellastheuserstoextractrelevantinformation.Dataanalysis

takesmanyforms,andshapesrangingfrom simplecomparisontocomplexstatistical

andmathematicalanalysistodisplayvariousfeaturesoftheprocesseddata.The

instrumentofdataanalysisused bytheresearcherofthis researchstudyispercentage

(%).
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4.2.1:SampleSizeReturned

Table4.2.1:SampleSizeReturnedandUnreturned

Frequenc

y Percent

Valid

Percent

Cumulative

Percent

Valid Returned 50 83.3 83.3 83.3

Unreturne

d
10 16.7 16.7 100.0

Total 60 100.0 100.0

Source:SPSSComputation,2025

Table4.2.1showsthatoutofthe60copiesofquestionnairesdistributedtosome

selectedstaffofAccessBankPlcIlorin,50copieswerereturnedasdulycompletedand

usedforfurtherstatisticalanalysis,andbyimplicationtheresponserate(83.3%)was

verygoodwhichenhancetheaccuracyoftheresultsandfindingsinthisstudy

4.3DEMOGRAPHICCHARACTERISTICS

Thissectionpresentsthesocio-demographicinformationoftherespondentspresented

infrequenciestablesandpercentages.Thestudyfounditcrucialtoprovideevidenceof

demographicdatasinceitwasdeemed necessaryto obtain such information on

accountthattherespondentsbackgroundsometimesisclearindicatoroffactorsthat

mayhaveeffectonmarketingresearchonproductmodificationandacceptabilityin

bankingindustry.Theanalysisreliedonthisprofileinformationoftherespondentsso

astorelatetherelevanceofthesocio-economicbackgroundoftherespondentstothe

studyobjectives

Table4.3.1GEDER
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Frequenc

y Percent

Valid

Percent

Cumulative

Percent

Valid MALE 18 36.0 36.0 36.0

FEMAL

E
32 64.0 64.0 100.0

Total 50 100.0 100.0

Source:SPSSComputation,2025

18respondentsrepresenting36%werefemale,32respondentsrepresenting64%were

male.Thismeansthestudygettheopinionresponsesofmorefemalesthanmalesin

thestudywhichalsoimpliesthatfemalearemajorlyemployedinbankingindustry

becauseoftheirorganizationaleffectivenessoftheirmarketingimpactinselectedbank.

Table4.3.2AGE

Frequenc

y Percent

Valid

Percent

Cumulative

Percent

Valid 21-30years 16 32.0 32.0 32.0

31-40years 29 58.0 58.0 90.0

41-50years 4 8.0 8.0 98.0

51-60years 1 2.0 2.0 100.0
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Total 50 100.0 100.0

Source:SPSSComputation,2025

16respondentsrepresenting32%indicatedbyspecifyingtheiragebetween21-30years,

29 respondents representing 58% indicate their age between 31-40 years,4

respondents specifying between 41-50 representing 8%, while 1 respondent

representing2% indicatetheirageabove51years.Thisdirectlyimpliesmajorityof

respondentsarematuredadultsabove30yearsandwereabletoprovideobjective

responsesinthestudyespeciallyonissuepertainingtothemarketingresearchandnew

productmodificationintheselectedbank.

Table4.3.3:ReligionBackground

Frequenc

y Percent

Valid

Percent

Cumulative

Percent

Valid Islam 30 60.0 60.0 80.0

Christian

ity
16 32.0 32.0 92.0

Tradition

al
4 8.0 8.0 100.0

Total 50 100.0 100.0

Source:SPSSComputation,2025

Table 4.3.3 reveals that30 respondents representing 60% are Muslims while 16

respondentsrepresenting32%areChristians,4respondentsindicatetheyaretraditional

worshippers.Thisdirectlyimpliesmajorities(60%)ofrespondentsareMuslimswhich
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byimplicationmeansthattheselectedareaarepredominantlyMuslim majorities.

Table4.3.4:MARITAL_STATUS

Frequenc

y Percent

Valid

Percent

Cumulative

Percent

Valid SINGLE 35 70.0 70.0 70.0

WIDOW 15 30.0 30.0 100.0

Total 50 100.0 100.0

Source:SPSSComputation,2025

Table 4.3.4 shows that35 respondents representing 70% are singled while 15

respondentsrepresenting30% aremarried. Thisdirectlyimpliesmajorities(70%)of

respondents are singled who don’thave affinityto familyresponsibilities and up

keepingofthehouse.Thisenhanceorganizationaleffectivenessofmarketingresearch.

Table4.3.5:EDUCATIONAL_QUALIFICATION

Frequency Percent

Valid

Percent

Cumulativ

ePercent

Valid Education

Diploma
2 4.0 4.0 4.0

Bachelor’s

Degree
12 24.0 24.0 28.0

MasterDegree 36 72.0 72.0 100.0

Total 50 100.0 100.0

Source:SPSSComputation,2025
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Table4.3.5showsthat2respondentsrepresenting4% werehighschoolcertificate

holderswithEducationDiploma,12respondentsrepresenting24% indicatetheyare

Degreeholders,36respondentsrepresenting72%weremaster’sdegreeholders.This

meansthattheliteracycutacrosstheselectedbankandtheywereallversedin

knowledgeaboutthestudyobjectives.

Table4.3.6:CURRENTJOBROLE

Frequency Percent

Valid

Percent

Cumulativ

ePercent

Valid Managerial 14 28.0 28.0 28.0

Non-managerial 36 72.0 72.0 100.0

Total 50 100.0 100.0

Source:SPSSComputation,2025

Table4.3.6showsthat14respondentsrepresenting28%wereinmanagerialposition,

while36respondentsrepresenting72%arenon-managers.Thismeansthatthereare

largenumberofnon-managerialstaffthanmanagersthattookpartinthestudy.

Table4.3.7LengthofService

Frequenc

y Percent

Valid

Percent

Cumulative

Percent

Valid 3-5years 29 58.0 58.0 58.0

6-8years 16 32.0 32.0 90.0
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9-10years 4 8.0 8.0 98.0

10 years

above
1 2.0 2.0 100.0

Total 50 100.0 100.0

Source:SPSSComputation,2025

Table4.3.7showsthat29respondentsrepresenting58%werebetween3-5yearswork

experience,16respondentsrepresenting32%arebetween6-8yearsofworkexperience,

4 respondents representing 8% were between 9-10 years while 1 respondent

representing2% wereabove10years’experienceinservice.Thismeansthatthe

participantsinthisstudyhaveremarkableworkexperienceaboutmarketingresearchof

theirproductsandservicesanditseffectivenessinthebankingindustry.

4.4 DataAnalysisAccordingtotheResearchQuestions

ResearchQuestion1:Whichhelpmarketingresearchrenderedindevelopmentofnew

product?

Table4.4.1marketingresearchcreates jobopportunity?

Frequency Percent

Valid

Percent

Cumulative

Percent

Valid STRONGLY

DISAGREED

2 4.0 4.0 4.0
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DISAGREED 3 6.0 6.0 10.0

UNDECIDED 2 4.0 4.0 14.0

AGREED 8 16.0 16.0 30.0

STRONGLYAREED 35 70.0 70.0 100.0

Total 50 100.0 100.0

Source:SPSSComputation,2025

5 respondents representing 10% disagree thatthe marketing research create job

opportunityinselectedorganization,2respondentsrepresenting4%wereneitheragree

nordisagreeand 43 respondentsrepresenting 86% agreed on theclaim thatthe

marketingresearchcreatejobopportunityinselectedorganization.Thismeansthatthe

majorityofrespondentssupporttheclaim thattheselectedbankpositivelyagreedto

themarketingresearchandjobopportunityinselectedbank

Table4.4.2:Marketingresearchisofbenefittomarketingmanagementas

awhole?

Frequency Percent

Valid

Percent

Cumulative

Percent

Valid STRONGLY

DISAGREED
2 4.0 4.0 4.0

DISAGREED 3 6.0 6.0 10.0

UNDECIDED 1 2.0 2.0 12.0

AGREED 7 14.0 14.0 26.0

STRONGLYAGREED 37 74.0 74.0 100.0

Total 50 100.0 100.0
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Source:SPSSComputation,2025

Intable4.4.2,5respondentsrepresenting10%disagreethatthemarketingresearchis

ofbenefittomarketingmanagementasawhole,1respondentrepresenting2% were

neitheragreenordisagreeand44respondentsrepresenting88%agreedontheclaim

thatmarketingresearchisofbenefittomarketingmanagementasawhole.Thismeans

thatmorethantwo-thirdsmajoritiesconcededintheclaim thatthatmarketingresearch

isofbenefittomarketingmanagementasawhole.

Table4.4.3:Marketingresearchisnecessaryindevelopingnew product

andmodifications

Frequency Percent

Valid

Percent

Cumulative

Percent

Valid STRONGLY

DISAGREED
3 6.0 6.0 6.0

DISAGREED 1 2.0 2.0 8.0

UNDECIDED 2 4.0 4.0 12.0

AGREED 23 46.0 46.0 58.0

STRONGLYAGREED 21 42.0 42.0 100.0

Total 50 100.0 100.0

Source:SPSSComputation,2025

Intableabove,4respondentsrepresenting8%disagreedthattheMarketingresearchis

necessaryindevelopingnewproductandmodifications,2respondentsrepresenting4%
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wereneitheragreenordisagreeand44respondentsrepresenting88% agreedonthe

claim that Marketing research is necessary in developing new product and

modifications.Thismeansthatthemajorityofrespondentsconcededintheclaim that

thatMarketingresearchisnecessaryindevelopingnewproductandmodifications.

Table4.4.4:MarketingresearchisofbenefitstoemployerofAccess

Bankindetectingflawsinservicerendered

Frequency Percent

Valid

Percent

Cumulative

Percent

Valid STRONGLY

DISAGREED
2 4.0 4.0 4.0

DISAGREED 1 2.0 2.0 6.0

UNDECIDED 3 6.0 6.0 12.0

AGREED 24 48.0 48.0 60.0

STRONGLYAGREED 20 40.0 40.0 100.0

Total 50 100.0 100.0

Source:SPSSComputation,2025

Intableabove,3respondentsrepresenting6%disagreedthattheMarketingresearchis

ofbenefitsto employerofAccessBankin detecting flawsin servicerendered.

Similarly,another3respondentsrepresenting6%wereneitheragreenordisagreeand

44respondentsrepresenting88%agreedontheclaim.Thismeansthatthemajorityof

respondentsconcedeintheclaim thatMarketingresearchisofbenefitstoemployer

ofAccessBankindetectingflawsinservicerenderedtocustomers.Thisbringabout
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organizationaleffectivenessinthebankingindustry.

Table4.4.5:Customersareinvolvedwhenintroducedanew productand

modifications

Frequency

Percen

t

Valid

Percent

Cumulative

Percent

Valid STRONGLY

DISAGREED
2 4.0 4.0 4.0

DISAGRRED 3 6.0 6.0 10.0

UNDECIDED 3 6.0 6.0 16.0

AGRRED 8 16.0 16.0 32.0

STRONGLYAGREED 34 68.0 68.0 100.0

Total 50 100.0 100.0

Source:SPSSComputation,2025

Intableabove,5respondentsrepresenting10%disagreedthatthebankmaintainsthat

customersareinvolvedwhenintroducedanew productandmodifications.Also3

respondentsrepresenting6% wereneitheragreenordisagreeand42respondents

representing84% agreedontheclaim.Thismeansthatthemajorityofrespondents

concededintheclaim thattheselectedbankmaintainsthatcustomersareinvolved

whenintroducedanew productandmodifications.Thisenhancescompetitivenessin

theorganizationalsettingsofthebank.



32

Table4.4.6:marketingresearchhelpsmanagerstointroduceacceptable

productsforcustomersatisfaction

Frequency Percent

Valid

Percent

Cumulative

Percent

Valid STRONGLY

DISAGREED
1 2.0 2.0 2.0

DISAGREED 3 6.0 6.0 8.0

UNDECIDED 2 4.0 4.0 12.0

AGREED 10 20.0 20.0 32.0

STRONGLY

AGREED
34 68.0 68.0 100.0

Total 50 100.0 100.0

Source:SPSSComputation,2025

Intableabove,4respondentsrepresenting8% disagreedthatthemarketingresearch

helpsmanagerstointroduceacceptableproductsforcustomersatisfaction.Also2

respondentsrepresenting4% wereneitheragreenordisagreeand44respondents

representing88% agreedontheclaim.Thismeansthatthemajorityofrespondents

supporttheclaim thatmarketingresearchhelpsmanagerstointroduceacceptable

productsforcustomersatisfaction.Thisincreaseorganizationalperformance

ResearchQuestion2:Whataretheneedsforproductdevelopmentthroughawell-
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plannedmarketingresearch?

Table4.4.7:marketingresearchhelpsmanagersidentifytheneedfortarget

market

Frequency

Percen

t

Valid

Percent

Cumulative

Percent

Valid STRONGLY

DISAGREED
2 4.0 4.0 4.0

DISAGRRED 3 6.0 6.0 10.0

UNDECIDED 5 10.0 10.0 20.0

AGREED 18 36.0 36.0 56.0

STRONGLYAGRRED 22 44.0 44.0 100.0

Total 50 100.0 100.0

Source:SPSSComputation,2025

Intableabove,5respondentsrepresenting10%disagreedthatthemarketingresearch

helpsmanagersidentifytheneedfortargetmarket.Also,5respondentsrepresenting

10%wereneitheragreenordisagreeand40respondentsrepresenting80%agreedon

theclaim.Thismeansthatthemajorityofrespondentsconcededintheclaim that

themarketingresearchhelpsmanagersidentifytheneedfortargetmarket.Thismeans

thattheselectedbankshowshighthemarketenvironmentwhendesigninganew

product.

Table 4.4.8 the organization derived customersatisfaction from new

productdevelopment
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Frequency

Percen

t

Valid

Percent

Cumulative

Percent

Valid STRONGLY

DISAGREED
1 2.0 2.0 2.0

DISAGREED 3 6.0 6.0 8.0

UNDECIDED 1 2.0 2.0 10.0

AGREED 21 42.0 42.0 52.0

STRONGLYAGREED 24 48.0 48.0 100.0

Total 50 100.0 100.0

Source:SPSSComputation,2025

Intableabove,5respondentsrepresenting10%disagreedthattheorganizationderived

customersatisfactionfrom newproductdevelopment.Also1respondentrepresenting

2%wereneitheragreenordisagreeand45respondentsrepresenting90%agreedonthe

claim.Thismeansthatthemajorityofrespondentsconcededintheclaim thatthe

organization derived customersatisfaction from new productdevelopment.This

remarkablyimprovetheorganizationalcompetitiveadvantages.

Table 4.4.9:productmodifications through marketing research enable

managerstosustainmarketshare

Frequency

Percen

t

Valid

Percent

Cumulative

Percent
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Valid STRONGLY

DISAGREED
3 6.0 6.0 6.0

DISAGREED 2 4.0 4.0 10.0

UNDECIDED 2 4.0 4.0 14.0

AGREED 22 44.0 44.0 58.0

STRONGLYAGREED 21 42.0 42.0 100.0

Total 50 100.0 100.0

Source:SPSSComputation,2025

In table above,5 respondents representing 10% disagreed that the product

modificationsthroughmarketingresearchenablemanagerstosustainmarketshare.

Also 2 respondents representing 4% were neitheragree nordisagree and 43

respondentsrepresenting86% agreedontheclaim.Thismeansthatthemajorityof

respondents supportthe opinion thatproductmodifications through marketing

researchenablemanagerstosustainmarketshare.Thisincreasefinancialperformance

Table4.4.10:productdevelopmentincreaseprofitabilityandreducecost

Frequency

Percen

t

Valid

Percent

Cumulative

Percent

Valid STRONGLY

DISAGREED
2 4.0 4.0 4.0

DISAGREED 2 4.0 4.0 8.0

UNDECIDED 2 4.0 4.0 12.0

AGREED 19 38.0 38.0 50.0

STRONGLYAGREED 25 50.0 50.0 100.0
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Total 50 100.0 100.0

Source:SPSSComputation,2025

Intableabove,4respondentsrepresenting8%disagreedthattheproductdevelopment

increaseprofitabilityandreducecost.Also2respondentsrepresenting4%wereneither

agreenordisagreeand44respondentsrepresenting88% agreedontheclaim.This

meansthatthemajorityofrespondentssupporttheclaim thatproductdevelopment

increaseprofitabilityandreducecost.

ResearchQuestion3:Whatistheimpactofmarketingresearchonnew product

development?

Table4.4.11:Productmodificationhelpstoforestallcompetingproducts

from takenovertheAccessBankPlc

Frequency

Percen

t

Valid

Percent

Cumulative

Percent

Valid STRONGLY

DISAGREED
2 4.0 4.0 4.0

DISAGREED 3 6.0 6.0 10.0

UNDECIDED 2 4.0 4.0 14.0

AGREED 16 32.0 32.0 46.0

STRONGLYAGREED 27 54.0 54.0 100.0

Total 50 100.0 100.0

Source:SPSSComputation,2025
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Intableabove,5respondentsrepresenting10% disagreedthatProductmodification

helps to forestallcompeting products from taken overthe Access Bank Plc,2

respondentsrepresenting4% wereneitheragreenordisagreeand43respondents

representing86%agreethatProductmodificationhelpstoforestallcompetingproducts

from takenovertheAccessBankPlc.

Table4.4.12:marketingresearchandproductmodificationhelpstoimprove

workingconditionsandoverallstandardoflivings

Frequency

Percen

t

Valid

Percent

Cumulative

Percent

Valid STRONGLY

DISAGREED
12 24.0 24.0 24.0

DISAGREED 3 6.0 6.0 30.0

UNDECIDED 2 4.0 4.0 34.0

AGREED 16 32.0 32.0 66.0

STRONGLYAGREED 17 34.0 34.0 100.0

Total 50 100.0 100.0

Source:SPSSComputation,2025

Intableabove,15respondentsrepresenting30%disagreedthatmarketingresearchand

productmodificationhelpsto improveworking conditionsand overallstandard of

livings,2 respondents representing 4% were neitheragree nordisagree and 43
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respondentsrepresenting66% agreedontheclaim.Thisimpliesthatthatmarketing

researchandproductmodificationhelpstoimproveworkingconditionsandoverall

standardoflivings.

Table4.4.13:Encourageemployeesthroughtrainingtoreducetheuseof

environmentaldamagingmaterials

Frequency Percentage

Valid

Percent

Cumulative

Percent

Valid STRONGLY

DISAGREED
7 14.0 14.0 14.0

DISAGREED 10 20.0 20.0 34.0

UNDECIDED 5 10.0 10.0 44.0

AGREED 16 32.0 32.0 76.0

STRONGLY

AGREED
12 24.0 24.0 100.0

Total 50 100.0 100.0

Source:SPSSComputation,2025

Intableabove,17respondentsrepresenting34%disagreedthatmarketingresearchand

productmodification encourage employees through training and compensation to

reducetheuseofenvironmentaldamagingmaterials,5respondentsrepresenting10%

wereneitheragreenordisagreeand28respondentsrepresenting56% agreedonthe

claim.Thisimpliesthatthatmarketingresearchandproductmodificationencourage

employeesthroughtrainingandcompensationtoreducetheuseofenvironmental
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damagingmaterialsifsettledbytheopinionofmajoritiesintheclaim.

Table 4.4.14: marketing research in truly analytical and scientific

approachesindecisionmakingregardingproductmodifications

FrequencyPercentage

Valid

Percent

Cumulative

Percent

Valid STRONGLY

DISAGREED
5 10.0 10.0 10.0

DISAGREED 14 28.0 28.0 38.0

UNDECIDED 3 6.0 6.0 44.0

AGREED 10 20.0 20.0 64.0

STRONGLY

AGREED
18 36.0 36.0 100.0

Total 50 100.0 100.0

Source:SPSSComputation,2025

Intableabove,17respondentsrepresenting38%disagreedthatmarketingresearchin

truly analyticaland scientific approaches in decision making regarding product

modifications,5respondentsrepresenting10%wereneitheragreenordisagreeand28

respondentsrepresenting56% agreedontheclaim.Thisimpliesthatthatmarketing

researchintrulyanalyticalandscientificapproachesindecisionmakingregarding

productmodificationsifsettledbytheopinionofmajoritiesintheclaim.
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4.5 HypothesesTesting

H01:marketingresearchhasnosignificantbenefitsondevelopmentofnewproductin

AccessBankPlcIlorin

Table4.5.1:ModelSummary

Model R RSquare

AdjustedR

Square

Std.Errorof

theEstimate

1 .663a .440 .439 .57610

a.Predictors:(Constant),MarketingResearch

ToassesstheinfluenceofMarketingResearchonNew ProductDevelopment(NPD),

simplelinearregressionanalysiswascarriedout.Themodelsummaryintableabove

indicatesthevalueofthecorrelationcoefficientR=.663andtheadjustedR-square=

.439whichisjustsoclosetoR-square=.440depictthefactifthemodelwerederived

from thepopulationratherthanasampleitwouldaccountforapproximately0.1%less

varianceintheoutcome.Thus,thenewproductdevelopmentisexplainedbymarketing

researchinthevalueoftheRsquare,whichindicatesthat44% improvementinnew

productdevelopmentoftheselectedbankisaccountedspecificallybythemarketing

researchandnotmorethan56%explainedbyotherfactorsnotincludedinthismodel.

Theseotherfactorsincludetraininganddevelopment,compensation,Recruitmentand

selectionandgovernmentpolicyetc.

Table4.5.2:ANOVAa
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Model

Sum of

Squares df

Mean

Square F Sig.

1 Regressio

n
24.360 1 24.360 37.768 .000b

Residual 30.978 48 .645

Total 55.338 49

a.DependentVariable:NewProductDevelopment(NPD)

b.Predictors:(Constant),MarketingResearch

ANOVAstableintable4.5.2testedwhetherthemodelissignificantbetteratpredicting

thenewproductdevelopmentthanmeanrakinginpreviousanalysis.Specifically,theF-

ratio(37.768)representstheratiooftheimprovementinpredictionthattheresultsfrom

fittingthemodel(labeled‘Regression=24.360’inthetable),relativetotheinaccuracy

thatstillexistsinthemodel(labeled‘Residual=30.978’inthetable).Andbydividingthe

regressionsum ofsquarevaluebytheTotalsum ofsquareinthetable,indicatinga

significantrelationship byproviding the value ofR2=0.440,and the factthatthe

marketingresearchhassignificantimprovementintheabilitytopredictthenewproduct

developmentofthebank.However,thesignificantvalueofP(0.000)issmallerthan

(0.05)whichmeansthattheindependentvariable(marketingresearch)hasdirect

positiverelationshipwiththedependentvariable(newproductdevelopment).Hence,it

ispositedthatthereissignificantrelationshipbetweenmarketingresearchandnew

productdevelopmentinAccessBankPlc,at5%levelofsignificant.

Table4.5.3:RegressionCoefficientsa
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Model

Unstandardized

Coefficients

Standardized

Coefficients

t Sig.B

Std.

Error Beta

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

MarketingResearch .702 .162 .663 4.333 .001

a.DependentVariable:NewProductDevelopment(NPD)

BasedontheRsquareexplainedabove,themarketingresearchexplain44%of

thevarianceofdependentvariable“NPD”.Usingnon-standardizedweightofregression,

simpleregressionofequationwasfittedforthemodelbelow:

Ŷ=-0.381+0.702x1

From theequationabove,thenew productdevelopment(NPD)isequaltothe

sum ofnon-standardizedbetacoefficientswiththeaverageofusingtheappropriate

methodandnon-standardizedweightconstant.From theregressionanalysisresults,

the marketing research is statisticallymeaningfulforthe model.With regression

coefficient(ẞ=0.702)ispositive,thismeanstheriseinmarketingresearchwillhave

even rise ofthe the new productdevelopmentandorganizationaleffectiveness.

Accordingtotheresultsthestatisticaltestforbetacoefficientcontrolthesameresult

istaken(t1=17.825andp=0.001<0.05),thiscoefficientshowsthatmarketingresearch

haveahugecontributionforthemodelinordertoimproveorganizationaleffectiveness

innew productdevelopmentat5% levelofsignificant.However,iftheselectedbank

ignoredthemarketingresearchpractices,itislikelyfortheorganizationaleffectiveness

todecreaseby38.1% andthismightaffectthegoalsandfunctionalapproachnew
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productdevelopmentas shown in the vector-errorcorrection ofthe constantof

regressionline(c=-0.381)inthemodel.Therefore,thenullhypothesisisrejectedand

alternatehypothesiswasacceptedbypositedthatthereissignificantinfluenceof

marketingresearchonnewproductdevelopmentat95%confidencelevel.

H02:Thereisnosignificantrelationshipbetweenproductdevelopmentandmarketing

research

Table4.5.4:BivariateCorrelationsMatrixshowingtherelationshipbetween

Dimensionofproductdevelopmentandmarketingresearch

Product

Development

Target

market

Customer

Satisfactio

n

Market

Share

Model

Product

Development

Pearson

Correlation
.1*

Sig.(2-tailed) .

N 50

Targetmarket Pearson

Correlation
.667* 1

Sig.(2-tailed) .000

N 50 50
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Customer

satisfaction

Pearson

Correlation
.807* .508* 1

Sig.(2-tailed) .000 .016

N 50 50 50

Marketshare Pearson

Correlation
.775* .741** .747** 1

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

N 50 50 50 50

**.Correlationissignificantatthe0.01level(2-tailed).

*.Correlationissignificantatthe0.05level(2-tailed).

Table4.5.4indicatethecorrelationcoefficientofcomponentbenefitsofmarketing

researchwhichincludetargetmarket(r=0.667),customersatisfaction(r=0.807),and

marketshare (r=0.775)have alltested positive to productmodification in the

relationshipmodelofselectedbank.Thisimpliesthatmarketingbenefitsrelationships

aregoodpredictorsofproductmodificationsandthattheincreaseineachofthe

dimensionalbenefitsofmarketingresearchwillincreaseorganizationaleffectivenessin

productmodification,whilethedecreaseinproductmodificationwillequallydecrease

thetargetmarket,customersatisfaction,andmarketshareat5% levelofsignificant.

ThisresultgivescredencetothepreviousworkofAhmedZaid,Ayham Jaaron,Abdul

TalibBon,(2018),whofoundthatthatmarketingresearchhaveapositiveeffectto

sustainableproductdevelopmentofanorganization.

H03:marketingresearchhasnosignificantimpactproductmodifications

Table4.5.5:ModelSummary
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Model R RSquare

AdjustedR

Square

Std.Errorof

theEstimate

1 .919a .845 .844 .67711

a.Predictors:(Constant),MarketingResearch

Toassesstheextentofroleofmarketingresearchonproductmodificationin

bank,simplelinearregressionanalysiswascarriedout.Theresultoftheregression

modelshownintableaboveindicatesthevalueofthecorrelationcoefficientR=.919

andtheadjustedR-square=.844giveussomeideaofhowwellourmodelgeneralizes

andideallywewouldlikeitsvaluetobethesame,orclosetothevalueofR-square.In

theabovesummary,thedifferenceforthefinalmodelisafairbit(0.845-0.844=0.001or

0.1%).Thisshrinkagemeansthatthemodelwasderivedfrom thepopulationrather

thanasampleandthisamountfornegligibledifferenceof0.1% lessvarianceinthe

outcome.Thus,theproductmodificationoftheselectedbankisexplainedbythevalue

ofthe R-square,which indicates that84.5% increase in productmodification is

accountedspecificallybyaunitchangeinmarketingresearchandnotmorethan15.5%

explainedbyotherfactorsnotincludedinthismodel,e.g.governmentpolicyonbanks.

Table4.5.6:ANOVAa

Model

Sum of

Squares df

Mean

Square F Sig.

1 Regressio

n
160.901 1 160.901 261.203 .000b

Residual 29.580 48 .616

Total 190.481 49



46

a.DependentVariable:ProductModifications

b.Predictors:(Constant),MarketingResearch

Theanalysisofvariance(ANOVAstableabove)testswhetherthemarketingresearchis

significantlybetteratpredictingtheeffectivenessofproductmodificationinbankthan

usingthemeanasa‘bestguess’.Specifically,theF-ratio(261.203)representstheratio

oftheimprovementin prediction thattheresultsfrom fitting themodel(labeled

‘Regression=160.901’inthetable),relativetotheinaccuracythatstillexistsinthe

model(labelled‘Residual=29.580’inthetable).Andbydividingtheregressionsum of

squarevaluebytheTotalsum ofsquareinthetable,indicatingasignificantrelationship

similarinthevalueofR2=0.845,andthefactthatthefinalmodelhassignificant

improvementintheabilitytopredicttheeffectivenessofproductmodification.However,

the significantvalue ofP (0.000)is smallerthan (0.05)which means thatthe

independentvariable(marketing research)ispositivelyrelated with thedependent

variable(productmodification).Hence,itispositedthatthereissignificantrelationship

betweenmarketingresearchandproductmodificationinAccessBankPlc,at5%level

ofsignificant.

Table4.5.7RegressionCoefficientsa

Model

Unstandardized

Coefficients

Standardize

d

Coefficients

t Sig.B Std.Error Beta

1 (Constant) .210 .054 3.889 .007
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Marketing

Research
.952 .028 .919 33.636 .000

a.DependentVariable:ProductModification

Theregressioncoefficientofthemodelintableaboveindicatesthesignificantroleof

theconstantisβ=0.210whereas;thebetavalueforthepredictorvariable(marketing

research)is0.952.Thet-valueof33.636andthep-valueof.000indicatesthemodelis

significantatp<0.05.Therefore,theregressioncoefficient(Beta=0.952)impliesthe

leveloforganizationaleffectivenessinproductmodificationisincreaseby95.2%asthe

marketingresearchincreaseby1%.Withthevalueofconstant(0.210)intheregression

coefficientsabove,itispredictedthattheremovalofthemarketingresearchpractices

from the modelhas significanteffecton organizationaleffectiveness ofproduct

modification ofthebank.Thisisbecauseofthesignificantreduction in product

modificationoftheselectedbank.Therefore,itisconcludedthatthereisasignificant

roleofmarketingresearchontheactivitiesoftheproductmodifications.

ModelSummary

Model R RSquare

AdjustedR

Square

Std.Errorof

theEstimate

1 .663a .440 .439 .57610

a.Predictors:(Constant),MarketingResearch

ToassesstheinfluenceofMarketingResearchonNew ProductDevelopment(NPD),

simplelinearregressionanalysiswascarriedout.Themodelsummaryintableabove
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indicatesthevalueofthecorrelationcoefficientR=.663andtheadjustedR-square=

.439whichisjustsoclosetoR-square=.440depictthefactifthemodelwerederived

from thepopulationratherthanasampleitwouldaccountforapproximately0.1%less

varianceintheoutcome.Thus,thenewproductdevelopmentisexplainedbymarketing

researchinthevalueoftheRsquare,whichindicatesthat44% improvementinnew

productdevelopmentoftheselectedbankisaccountedspecificallybythemarketing

researchandnotmorethan56%explainedbyotherfactorsnotincludedinthismodel.

Theseotherfactorsincludetraininganddevelopment,compensation,Recruitmentand

selectionandgovernmentpolicyetc.

ANOVAa

Model

Sum of

Squares df

Mean

Square F Sig.

1 Regressio

n
24.360 1 24.360 37.768 .000b

Residual 30.978 48 .645

Total 55.338 49

a.DependentVariable:NewProductDevelopment(NPD)

b.Predictors:(Constant),MarketingResearch

ANOVAstableintable4.5.2testedwhetherthemodelissignificantbetteratpredicting

thenewproductdevelopmentthanmeanrakinginpreviousanalysis.Specifically,theF-

ratio(37.768)representstheratiooftheimprovementinpredictionthattheresultsfrom

fittingthemodel(labeled‘Regression=24.360’inthetable),relativetotheinaccuracy

thatstillexistsinthemodel(labeled‘Residual=30.978’inthetable).Andbydividingthe
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regressionsum ofsquarevaluebytheTotalsum ofsquareinthetable,indicatinga

significantrelationship byproviding the value ofR2=0.440,and the factthatthe

marketingresearchhassignificantimprovementintheabilitytopredictthenewproduct

developmentofthebank.However,thesignificantvalueofP(0.000)issmallerthan

(0.05)whichmeansthattheindependentvariable(marketingresearch)hasdirect

positiverelationshipwiththedependentvariable(newproductdevelopment).Hence,it

ispositedthatthereissignificantrelationshipbetweenmarketingresearchandnew

productdevelopmentinAccessBankPlc,at5%levelofsignificant.

RegressionCoefficientsa

Model

Unstandardized

Coefficients

Standardized

Coefficients

T Sig.B

Std.

Error Beta

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

MarketingResearch .702 .162 .663 4.333 .001

a.DependentVariable:NewProductDevelopment(NPD)

BasedontheRsquareexplainedabove,themarketingresearchexplain44%of

thevarianceofdependentvariable“NPD”.Usingnon-standardizedweightofregression,

simpleregressionofequationwasfittedforthemodelbelow:

Ŷ=-0.381+0.702x1

From theequationabove,thenew productdevelopment(NPD)isequaltothe

sum ofnon-standardizedbetacoefficientswiththeaverageofusingtheappropriate

methodandnon-standardizedweightconstant.From theregressionanalysisresults,
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the marketing research is statisticallymeaningfulforthe model.With regression

coefficient(ẞ=0.702)ispositive,thismeanstheriseinmarketingresearchwillhave

even rise ofthe the new productdevelopmentandorganizationaleffectiveness.

Accordingtotheresultsthestatisticaltestforbetacoefficientcontrolthesameresult

istaken(t1=17.825andp=0.001<0.05),thiscoefficientshowsthatmarketingresearch

haveahugecontributionforthemodelinordertoimproveorganizationaleffectiveness

innew productdevelopmentat5% levelofsignificant.However,iftheselectedbank

ignoredthemarketingresearchpractices,itislikelyfortheorganizationaleffectiveness

todecreaseby38.1% andthismightaffectthegoalsandfunctionalapproachnew

productdevelopmentas shown in the vector-errorcorrection ofthe constantof

regressionline(c=-0.381)inthemodel.Therefore,thenullhypothesisisrejectedand

alternatehypothesiswasacceptedbypositedthatthereissignificantinfluenceof

marketingresearchonnewproductdevelopmentat95%confidencelevel.

H02:Thereisnosignificantrelationshipbetweenproductdevelopmentandmarketing

research

Product

Development

Target

market

Customer

Satisfactio

n

Market

Share

Model

Product

Development

Pearson

Correlation

.1*
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Sig.(2-tailed) .

N 50

Targetmarket Pearson

Correlation
.667* 1

Sig.(2-tailed) .000

N 50 50

Customer

satisfaction

Pearson

Correlation
.807* .508* 1

Sig.(2-tailed) .000 .016

N 50 50 50

Marketshare Pearson

Correlation
.775* .741** .747** 1

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

N 50 50 50 50

4.6 DISCUSSIONOFTHEFINDINGS

Thisresearchstudyisofimportancetobanksthatneedormayneedtoembark

onmarketingresearchondevelopingnewproducts.Thisstudyshowsthatthereisno

thoroughmarketingresearchinbankingindustrytoday.Thus,manybankshavegone

intothedevelopmentofproduct,butatthewrongtimeandforthewrongtargetmarkets.

Moreso,thisstudyhasshownthatmarketingandresearchmanagersatAccessBank

Plcdo takemarketing research too seriouslyasitshould havebeen taken.The

managersgotothefieldofresearchwiththerightfocusandmotivedirectedoraimed
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atgatheringinformationaboutthecustomersandtheirneedsinordertoproduce

products thatwillsatisfythose needs.From the regression analysis results,the

marketingresearchisstatisticallymeaningfulforthemodel.Withregressioncoefficient

(ẞ=0.702)ispositive,thismeanstheriseinmarketingresearchwillhaveevenriseof

thenewproductdevelopmentandorganizationaleffectiveness.Accordingtotheresults

thestatisticaltestforbetacoefficientcontrolthesameresultistaken(t1=17.825and

p=0.001<0.05),thiscoefficientshowsthatmarketingresearchhaveahugecontribution

forthe modelin orderto improve organizationaleffectiveness in new product

developmentat5% levelofsignificant.However,iftheselectedbankignoredthe

marketingresearchpractices,itislikelyfortheorganizationaleffectivenesstodecrease

by38.1% and this mightaffectthe goals and functionalapproach new product

developmentasshowninthevector-errorcorrectionoftheconstantofregressionline

(c=-0.381)in the model.Therefore,the nullhypothesis is rejected and alternate

hypothesiswasacceptedbypositedthatthereissignificantinfluenceofmarketing

researchonnewproductdevelopmentat95%confidencelevel.

Also,thisstudyrevealedthatknowledgeandexperienceastohowaproperand

thoroughmarketingresearchshouldbeconductedhelptheirdepositmoneybanksin

takingdecisiononwhichstrategyandpolicytobeadoptedindevelopingnewproducts

thatwillsatisfytheneedsoftheirtargetmarketandinturnbringhighmarketshare,

effectiveness,efficiency andcustomersatisfaction.Finding in this study show the

componentbenefitsofmarketing research which include targetmarket(r=0.667),

customersatisfaction(r=0.807),andmarketshare(r=0.775)havealltestedpositiveto

productmodificationintherelationshipmodelofselectedbank.Thisimpliesthat
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marketingbenefitsaregoodpredictorsofproductmodificationsandthattheincrease

ineachofthedimensionalbenefitsofmarketingresearchwillincreaseorganizational

effectivenessinproductmodification,whilethedecreaseinproductmodificationwill

equallydecreasethetargetmarket,customersatisfaction,andmarketshareat5%level

ofsignificant.ThisresultgivescredencetothepreviousworkofAhmedZaid,Ayham

Jaaron,AbdulTalibBon,(2018),whofoundthatthatmarketingresearchhaveapositive

effecttosustainableproductdevelopmentofanorganization.

Itwasalso revealed thatthereisgood managementdecision in regard to

marketingmanagementinAccessBankPlc,Ilorin.Thishasmademarketingresearch

andproductmodificationeffective.Theregressioncoefficient(Beta=0.952)impliesthe

leveloforganizationaleffectivenessinproductmodificationisincreaseby95.2%asthe

marketingresearchincreaseby1%.Withthevalueofconstant(0.210)intheregression

coefficientsabove,itispredictedthattheremovalofthemarketingresearchpractices

from the modelhas significanteffecton organizationaleffectiveness ofproduct

modification ofthebank.Thisisbecauseofthesignificantreduction in product

modificationoftheselectedbank.Therefore,itisconcludedthatthereisasignificant

roleofmarketingresearchontheactivitiesoftheproductmodifications.However,

findings added thatgood and easy flow ofinformation between the marketing

managersandtheirtargetmarketduringresearchandproductdevelopmentisvital.

Lackofadequatefundformarketingresearchanddevelopment(R&D)makesmost

bankstofailintheirbidtodevelopnew productsthatwillsatisfytheneedsoftheir

targetmarket.Finally,thisresearchstudyhasalsorevealedthatinadequatetimingis

anotherproblem faced by managers.Ifthe productis notdeveloped on time,
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competitorsmaycomeintothemarketandrendertheeffortstoseethattheirproducts

aredevelopedintimeespeciallywhendemandsforthem ishigh.

From theregression analysisresults,themarketing research isstatistically

meaningfulforthemodel.Withregressioncoefficient(ẞ=0.702)ispositive,thismeans

theriseinmarketingresearchwillhaveevenriseofthenew productdevelopment

andorganizationaleffectiveness.Accordingtotheresultsthestatisticaltestforbeta

coefficientcontrolthe same resultis taken (t1= 17.825 and p=0.001<0.05),this

coefficientshowsthatmarketingresearchhaveahugecontributionforthemodelin

ordertoimproveorganizationaleffectivenessinnewproductdevelopmentat5%level

ofsignificant.However,iftheselectedbankignoredthemarketingresearchpractices,it

islikelyfortheorganizationaleffectivenesstodecreaseby38.1%andthismightaffect

thegoalsandfunctionalapproachnew productdevelopmentasshowninthevector-

errorcorrectionoftheconstantofregressionline(c=-0.381)inthemodel.Therefore,

thenullhypothesisisrejectedandalternatehypothesiswasacceptedbypositedthat

thereissignificantinfluenceofmarketingresearchonnewproductdevelopmentat95%

confidencelevel.
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CHAPTERFIVE

5.1 SUMMARYOFFINDINGS

Thisresearchworkisontheimpactofmarketingresearchonproductmodificationand

acceptabilityatAccessBankPlcIlorin.Itwasrevealedthatlackofadequatefundand

timecommittedtomarketingresearchhascausedfailuretoourbanksintheirattempt

todevelopproductsthatwillsatisfytheirtargetmarket.Thestudyalsoshowadequate

good communication network between managers and theircustomers,effective

managementdecision,and competence on the partofmarketing managers and

researchplanners,as wellas presence of thoroughly plannedandeffectiveexecutionof

marketingresearchinAccessBankPlcindevelopingproductsthatwillsatisfythe

needsofthetargetmarket,ataprofitlevelthatwillensurecontinuity,growthand

expansionof themarketshareas wellasenhancesthecapacityto satisfying the

customersforoverallachievementoftheorganizationalgoals.

5.2 CONCLUSION

Inconclusion,agoodmarketingresearchshouldbeadoptedbymarketingmanagersin

developingnewproductsbecausethroughthis,managementwillbeabletoachieveits

marketingobjectivesbyproducingproductsthatwillsatisfytheneedsoftheirtarget

marketattheoptimum levelof profitability.Also,throughathoroughplanningand

effectiveexecutionofmarketingresearch,theorganizationwillbeabletoknowwhich

producttodevelop,forwhichmarkettoconcentrate,whentoactivatetheproductsand

wheretheactivationshouldbedone.Thiswillenabletoputthebankonabalancein

its marketingoperations.

5.3 RECOMMENDATIONS
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Basedonthe findingsearlierdiscussed,itis herebyrecommendedthatbeforenew

productcanbedevelopedviaathoroughlyplannedmarketingresearch,thefollowing

factorsmustbedulyconsideredandputinplace.

i. Theremustbegoodmanagementdesignandapproach.Thisisanimportant

factorthat contributesimmenselytoorganizations’marketingandmanagerial

success.

ii.Themanagementmustbeveryskilful,considerateandeffectiveinitsdecision

makingbyapplyingatrulyanalyticalandscientificapproachtoitsdecision-

makingprocess.

iii.Differenttacticsandstrategiesshouldbeputinpracticeinordertohavean

effectiveandefficientproductdevelopmentresultingfrom athoroughplanning

andexecutionofmarketingresearch.Thiswillinturnhelpthemanagementto

achievetheoverallorganizationalgoalsandobjectives.

iv.Banksshouldappointproductmanagerstomanage individualproductsandnew

productteamstoensurethattheprocessiscarriedoutsuccessfully.

v.Marketersshouldlookforwaystodesignbetterqualityserviceintonewproducts

andtoimprovethequalityoftheexistingones.Theyshouldensurethatexact

quality,sizeandthefeaturesoftheirproductshouldbemadeknowntothe

public (customers) through the use of informative and transparent

advertisements
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