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ABSTRACT
This study focused on the information technology as an instrument for marketing of financial services, using First Bank Plc as a case study. This study examined information technology as an instrument for marketing of financial services. The study used descriptive survey research and adopted purposive sampling technique to determine its sample size. A structured questionnaire was used to collect data for this study. The study used descriptive analysis to analyze the research questions using frequency counts and simple percentage. The finding of this study reveals that Application of information technology enhances promotion of financial services and also has significant impact on customer satisfaction as well as cost effectiveness. This study concluded that application of information technology enhances promotion of financial services,customers’ patronage, satisfaction and loyalty.It was therefore recommended that management of First Bank Plc. should ensure that their staffs acquire the basic and necessary ICT skills that will improve customer satisfaction and customer value. Also, First Bank management should have ICT training centre for their staff for more effective training that will promote cost effectiveness as well as effective communication and use the right ICT devices to achieve the goals that will promote image of First Bank Plc.
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CHAPTER ONE
INTRODUCTION
1.1 Background to the Study
Over the years, many innovations have taken place in the world. The most striking and most celebrated is the aspect of information technology. Organisations today are confronted with rapidly changing market condition indicated by high merger rate and strong competitors. Under these conditions, traditional management approaches that focus on financial figures and on centralised, analytical planning methods are considered to be insufficient for effectively steering the organisation in a dynamic environment. Hoffman (2002). Recent management support approaches like balanced score card is aimed at providing a broader view of organisational performance.
Adewoye, (2013) said that the role of technology in the “information age” is well recognised by banks, businesses, industries, governments and as such has completely woven in to their organisational structure and strategic planning process. Previous research work shows that information technology has become the nervous system of banks today and as such Nigerian banks which do not have the means to deliver banking service online and real-time across all branches within the country and abroad will be termed uncompetitive.
Referring to Uchenna (1997) on research and project methodology, he said that the information technology on marketing of banking services arose to challenge all other previous concepts in the banks, that information technology is the key to achieve organizational goals which consists of determine the needs and wants of target markets and the delivery of the desired satisfaction more effectively an d efficiently than competitors.
Quoting from Nwankwo (1998) an article written on 25 September, which says many banks in the past strive to improve their counter services by employing more staff to cope with increasing number customers. This did not yield such result. With the advance of information technology banks have been able to automat some aspect, if not all their operations and thus has resulted in lower cost in terms of paid salaries to staff waiting time of customers. With the help of information technology accounting information system, the decision making processing, loans and credit evaluations and other banking services have been very efficient.          
The integration of banks structure, business processes and strategies by the use of specialised information technology is considered a vital part of performance management concept. It has to be ensured that, strategic changes trigger modification on the business process level and the supporting information technology, and that innovation on the information system initiates the adjustment of the company strategy (Jayshree, 2013).
Organisations in the financial sector especially banks strive to achieve creation goals for the benefit of their owners or clients. These goals may be expressed in terms of objectives which include among others, increasing revenue, improving services rendered, expanding the customer base, minimising cost of operations (Becker, 2006).
Nigerian economy yearns for development. Irrespective of the fact that she is blessed with enormous natural resources, she remains one of the poorest countries in the world. Banks today are looked upon as vehicle of change for a much needed economic growth and development as it behoves on banks to develop the most effective means of delivering effective, efficient and quality service that will help drive our awaited economic success. These can be made possible if and only if information technology is properly put to use in the banking sector.
Information technology has been acknowledged as the life wire of banks in the financial sector as it promotes and facilitates the performance of banks in the country. These therefore call for a pre-requisite need to embrace information technology. It is in view of this that this research work attempts to examine the impact of information technology as an instrument to market financial services.


1.2 Statement of the Problem
Promoting financial services has come of age and as such, competition has alerted banks to look for innovations that will keep their customers and even win more. As a result of the need for efficiency and effectiveness in the banking sector, the web is introduced and used mostly for commercial purpose through internet banking and information technology. The adoption of information technology in banking sector is owing to the fact that, linguistic barriers needed to be put to an end to enable easy and cheaper communication during transaction, to foster customer-bank relationship, increase customer satisfaction, improve operational efficiency, reduce the running cost, reduce transaction time, give banks competitive edge, provide security to investors fund and promotion of other financial services.
Despite the adoption of information technology in banking sectors today with its numerous objectives, observation has however shown that, not all the objectives have been realised and felt by users. The quality of services rendered by the First Banks, have been attracting criticisms from people of all works of life.
According to Jarret (1998) which says that in the past, a large potential proportion of banking marketing were handled manually, thus requiring relatively large labour forces to handle marketing activities.
He also said that most banks do not put their customers in the prime place as they supposed to be. There is now keen competition and to compete means to apply the marketing of information technology. Are these criticisms justified or are they just a mere rundown of the banking industry, because they are making profit in an area of economic slump?
This study is aimed at researching on effect of automat of the bank on the marketing of banking services.
It is vital to put the potential progress into prospective and recognized the current extensive use of automated system in banking services delivery. That the development of on-lime back- office terminal system liked to large main frame batch-processing computers has enable the bank to cope with rapidly increasing volumes of transactions that could not have been handled manually.
This cloudy atmosphere therefore provides a fertile ground for the researcher to examine impacts of information technology as an instrument of promoting financial services in Nigeria, using First Bank as a case study.

1.3 Objectives of the Study
The general purpose of this study is to examine how the adoption of information technology is used by banks to promote and market their financial services they render. The study specifically aims to:
i. examine how information technology has enhanced the promotion of financial services by Nigeria banks;	
ii. to examine how adoption of information technology enhance customers’ patronage; and 
iii. to investigate the impact of information technology on customers satisfaction.

1.4 Research Questions
This study was guided by the following research questions:
i) To what extent does the application of information technology enhance promotion of financial services?
ii) Does information technology enhance customers’ patronage?
iii) Does information technology leads to customer satisfaction and loyalty?



1.5 Research Hypotheses
Hypothesis are sets of assumptions formulated by the researcher, accepted or rejected personally on the basis of research findings Agburu (2001). The hypothesis to be tested in the course of this research work is stated strictly in their null forms as follows;
Hypothesis 1.
H1-Application of information technology enhance promotion of financial services
Ho- Application of information technology does enhance promotion of financial services 
Hypothesis 2.
H1-Information technology enhance banks customers’ patronage 
Ho- Information technology does not enhance banks customers’ patronage
Hypothesis 3
H1-Information technology enhance customer satisfaction and loyalty
Ho- Information technology does not enhance customer satisfaction and loyalty 

1.6 Significance of the Study
Every organisation is concerned with the best possible strategy to adopt in improving performance so as to guarantee sustainable growth that will lead to the achievement of other goals. In light of the stated objectives which this study is set to achieve, the following are the significance of the study;
It would justify the application of information technology on banking services delivery as it result to profitability of banks.
It would also help to find out the reasons why banks today have to forgo the former ways of operation to modern banking such as e-banking and as such identify the problems arising from the operational system of commercial banks in Nigeria.
The knowledge that would be gained from this research work will assist management of banks to appreciate the importance and use of information technology to achieve the overall efficiency and effectiveness in operation. It would as well contribute to existing literature by identifying the major barriers to the adoption of this innovation on banking operation in Nigeria and suggest how to address them.
It would also be a valuation tool for students, academic institutions, and individuals that want to know more about the impact and relevance of information technology in Nigerian banking sector.

1.7 Scope of the Study
The focus of this study covers the role information technology play in promoting financial services rendered by Nigerian banks. Specifically, the information in this research work is limited to the activities of First Bank Nigeria Plc Unity Road Ilorin, Kwara State.

1.8 Operational Definition of terms
INFORMATION: Information is a data that has been processed. It is also referred to data that have a particular meaning within a specific context, or data that have been processed in such a way to be useful to the recipients. Ayatse (2005).
TECHNOLOGY: According to the oxford advanced learners dictionary (7th edition) “technology is a specific knowledge used in practical ways in industry”. For example, designing new machines which are made to meet up the demand of current and future situation/trend.
MARKETING: Marketing is the human activities, which direct the flow of goods and services, from the manufacturers to the customers through exchange process which satisfied human want needs directly or indirectly.
BANKING: Banking is defined in the 1969 act as the business of receiving monies from outside sources as deposits, or respective of the payment of interest and acceptance of credits or purchases of bill and cheques, or the purchases and sales of securities claims respect of loan prior to their transactions for other or the effected of transferring and clearings, and such other transaction as the commission may, on recommendation of the central bank, by order published in the federal gazette designated as banking business. 
INFORMATION TECHNOLOGY: Information technology is the study or the use of electronic equipments especially computers for storing, analyzing and distributing in formation of all kinds, including words numbers and pictures.
AUTOMATE BANKING: Automate banking is the device which permits customers to deposit, withdraw or transfer fund during hours when the bank is closed.
SERVICES: There are separately identifiable intangible activities, which provides want satisfaction when marketed to customers and or industry users and which are not necessary tied to the scale of a product or another services.


CHPATER TWO
LITERATURE REVIEW
2.1 Conceptual Framework
Information technology simply refers to as the gathering, storing, manipulating and transferring information. It is the automation of process, controls and information production using computers, telecommunication, software and ancillary equipment such Automated Teller Machine and Debit Cards. It is a term that generally covers the harnessing of electronic technology for the information needs of a business at all levels (Deseré & Thakane, 2013).
 Efendioglu and Igna (2011) asserted that Information and Communication Technology deals with the physical devices and software that link various computer hardware components and transfer data from one physical location to another. Financial service providers should modify their traditional operating practices to remain viable in the 1990s and decades that follow. Dye and Venter (2008), claimed that most significant shortcomings in the banking industry today is a wide spread failure on the part of senior management in banks to grasp the improvement of technology and incorporate it into their strategic plans.
2.1.1	Meaning of Internet Marketing
Although electronic commerce can embrace the execution of transactions using any electronic media, the literature refers only to Internet or web marketing (Jonika Kromidha and Stavroula Krypotou, 2008). According to Harridge-March (2004), if mobile telephones or digital TV are to be used as tools with which to access the Internet, the term "Internet marketing" is not so correct, and the term "interactive marketing" or "electronic marketing" is more appropriate.
Strauss and Frost (2001) define E-marketing as the use of electronic data and applications for planning and executing the conception, distribution, promotion, and pricing of ideas, goods, and services to create exchanges that satisfy individual and organizational objectives. It affects traditional marketing by increasing efficiency in traditional marketing functions, and the technology of e-marketing transforms many marketing strategies.
According to Gbadeyan and Akinyosoye (2011), E-marketing is described as the achievement of marketing objectives through the use of electronic communications technology. It is further identified that the key success factors in e-marketing involve achieving customer satisfaction through the electronic channel in terms of ease of use, performance, and quality of service (Smith and Chaffey, 2001).
This idea of the e-marketing concept is seen as broader in scope. An alternative perspective was provided on e-marketing by Chaffey et al. (2006) with the term "Internet Marketing", which they described as the "application of the Internet and related digital technologies to achieving marketing objectives." Digital marketing is another term with a similar meaning to "electronic marketing" and is now increasingly used by specialist marketing agencies (Chaffey et al., 2006).
Therefore, the terms E-Marketing, Internet Marketing, and Digital Marketing can be described as synonymous.
2.1.2 Characteristics of E-Marketing
Internet marketing or E-marketing is similar to traditional marketing, but it is very important to understand the characteristics that distinguish this environment from the traditional marketing environment (Pride, 2004):
1. Addressability
E-users, through the Internet, have the possibility to identify themselves and provide information about their product needs and wants before making a purchase.
2. Interactivity
Interactivity allows customers to express their needs and wants directly to a firm in response to its marketing communications.
3. Memory
Another distinguishing characteristic of e-marketing is memory, which refers to a firm's ability to access databases or data warehouses containing individual customer profiles and past purchase histories, and use these data in real-time to customize its marketing offer to a specific customer.
4. Control
Control refers to e-users' ability to regulate the information they view, as well as the rate and sequence of their exposure to that information.
5. Accessibility
The ability to obtain the vast amount of information available on the Internet is referred to as accessibility.
2.1.3 The Adoption of E-Marketing by Banks
Understanding which demographic segment is using the Internet is important.Firms have to know the demographic characteristics of e-users in order to design effective and proper marketing strategies for their target markets. Research has shown that psychographic variables, such as novelty seeking, need for social interaction, product involvement, and perceived behavioral control have an effect on consumers' decision on whether or not to purchase online (Kokkinaki, 1999; Sin & Tse, 2002).
Consumers' attitudinal characteristics also influence their adoption of the Internet. Szymanski & Hise (2000) find that "convenience" is the most important predictor of e-satisfaction and measure it in terms of time and browsing ease. According to Zeithaml et al. (2002), online security and privacy are major concerns for consumers when deciding whether or not to engage in electronic transactions.
The Internet is changing the rules by which marketing is conducted, and new consumer market structures are emerging (Peterson, Balasubramanian & Bronnenberg, 1997). Levy (1996) believes that the Internet would ultimately become:
The volume and trend of Internet transactions reflect the increasingly important role the Internet is playing. According to Cyberatlas.com (2001c), consumers spent $59.7 billion online in 2000, and by the end of 2004, worldwide B2B Internet sales transactions were forecasted to reach $6 trillion (Cyberatlas.com, 2001d).
Varadarajan & Yadav (2002) indicate that the Internet enhances the effectiveness and efficiency of the marketing mix elements (4Ps) — product, price, promotion, and place — except for the actual distribution of non-digital products. They focus on the shift from the traditional physical marketplace to a hybrid one that encompasses both physical and electronic marketplaces, without considering the competitive strategies of pure-Internet firms.
On the other hand, Kalyanam & McIntyre (2002) present the e-marketing mix in comparison to the conventional marketing mix. Their e-marketing mix contains seven additional elements considered essential for e-marketing:
· Personalization
· Customer service
· Privacy
· Site (web interface)
· Community
· Security
· Sales promotion
2.1.4	Internet Banking
Internet banking, however, is now used as the term for new age banking system (Singhal & Padhmanbhan, 2008). Internet banking is defined as the use of the Internet to deliver banking activities such as funds transfer, paying bills, viewing current and savings account balance, paying mortgages, and purchasing financial instruments and certificates of deposits (Singhal & Padhmanbhan, 2008; Ahasanul et al., 2009). Also, Jun & Cai (2001) described it as the use of the Internet as a delivery channel for banking services, which include traditional ones, such as opening a deposit account or transferring funds among different accounts, and new banking services, such as electronic bill presentment and payment.
Pearce and Robinson (2009) see it as banking by which individuals transfer funds, make account balance enquiries, pay bills, and manage such assets as stocks online. It is also described by Singh & Malhotra (2004) as the use of banking products and services over electronic and communication networks directly by customers. The common types of electronic banking mostly mentioned in the literature include SMS banking, mobile (m-banking), Automated Teller Machines (ATMs), telephone banking, personal computer banking, internet banking, and electronic cheque clearing systems (Abor, 2004). According to Shah & Siddiqui (2006), the provision of banking services via the Internet (e-banking) is increasing today, and new channels may evolve very soon. Internet banking is also called Online banking, e-payment, and e-banking (Ozuru et al., 2010; Singhal & Padhmanbhan, 2008; Beer, 2006; Jun and Cai, 2001; IAMAI, 2006). E-payment is described as a means whereby banking businesses are transacted through automated processes and electronic devices such as personal computers, telephones, and fax machines, Internet card payments, and other electronic channels (Turban et al., 2006; Ozuru et al., 2010). The electronic communications used in Internet banking include: Internet, e-mail, e-books, databases, and mobile phones (Chaffey et al., 2006). Cell phone banking, apart from Internet banking, is considered the way of the future (Fisher-French, 2007; Masocha et al., 2011).
In recent times, the development in technology has affected business organizations in several ways, most especially in terms of management and control; marketing and research; operations; and decision making. It is therefore the vogue that every organization wants to tap the benefits accrued from technology development (Gbadeyan & Akinyosoye, 2011). In other words, most organizations find means of enjoying the advantages encapsulated in the new technologies (Larpsiri and Speece, 2004; Durkin and Howcroft, 2003; Masocha et al., 2011). There was reduction of cost through substantial improvement in efficiency by business organizations. This resulted in banks diverting their focus towards extensive computerization and electronic operations (Masocha et al., 2011). The electronic delivery of banking service has become ideal for banks in meeting customers' expectations and building close customer relationships (Ching, 2008; Lamb et al., 2002). It is therefore no doubt that e-banking will definitely overwhelm traditional banking in the near future, since more developing nations seem to direct their focus on building up their infrastructure with specific attention on e-banking, e-commerce, and e-learning (Kamel, 2005; Masocha et al., 2011).
Internet banking started with simple functions such as real-time access to information about interest rates, checking account balances, and computing loan eligibility. However, these services have graduated to online bill payment, transfer of funds between accounts, and cash management services for corporate organizations and individuals (Khan et al., 2009; Singhal & Padhmanbhan, 2008). The development experienced in Internet and other global online networks has thus created new commercial opportunities for e-commerce and the creation of completely new sets of global and national trading relationships. This consequently led to the perception that e-banking and e-commerce are now an inevitable aspect of financial services (Harris & Spencer, 2002).
The use of e-banking has brought many benefits, amongst which include: there are no barrier limitations; it is convenient; services are offered at minimal cost; it has transformed traditional practices in banking; the only way to stay connected to the customers at any place and any time is through Internet applications; it results in high performance in the banking industry through faster delivery of information from the customer and service provider; customers prefer the use of e-banking because it saves time; it makes possible the use of innovative products or services at low transaction fees; and it encourages queue management, which is one of the important dimensions of e-banking service quality (Gonzalez et al., 2008; Singhal & Padhmanbhan, 2008; Brodie et al., 2007; Williamson, 2006; Beer, 2006; Cooper, 1997; IAMAI, 2006; Joseph et al., 1999).
2.1.5 Service Characteristics and Internet Marketing
The characteristics of services are often described as four unique characters: intangibility, inseparability, heterogeneity, and perishability, which make services different from physical products and hard to evaluate (parasuraman & Berry, 1985). Services said to be intangible because they can’t be seen, tasted, felt, heard, or smelled before they are purchased. They are performance rather than objects (Hoffman and Bateson, 2002). It means that services are more like a process than a thing, more a performance than a physical object, and are experienced rather than consumed (Wallstrom, 2000). Inseparability of services refers to that service that are produced and consumed simultaneously. Unlike services, physical products are first produced, then sold and then consumed. Heterogeneity refers to the service performance are highly variable from one service transaction to another and one time to another since services depend on who provide them, when and where they are provided. Finally, perishability means services can’t be stored or saved. It can be understood as services will not exit if they are not consumed at their appointed time. It also reflects that service marketers have less control for handling supply and demand fluctuations (Hoffman & Bateson, 2002).
With highly growth of new technology, the increased use of internet has big impact on these four services characteristics (Hoffman & Bateson, 2002). Firstly, to the character of intangibility, the main problem associated is that marketers have nothing to show their customers. However, with the development of internet, more opportunities are provided to make service more tangible than intangible. The internet makes it possible for service provider to show more additional evidence of services like frequently updated information, well designed webpage, accurate information providing, highly speed of response, ease of navigation and pre-sample of services. According to the second one (inseparability), the internet makes services more easily customized since customers becomes more active participated in the process to point what themselves really want by providing more individual information. Thirdly (heterogeneity), since e-services are electronically based, there will be less variation provided in service quality from one customer to another. In addition, customer conversation like typical problems identified and solved, appropriate response to customer complain may assist further customer services. Finally (perishability), since e-services can be available 24 hours a day, 7 days a week, it provides customers more freedom for purchase and much greater ease for service marketers to handles supply and demand. Compared with traditional services, e-services have three special properties: quantization (breaking down of services into component part), the ability to search (the ability and ease in which information can be sought), and the ability to automate (replacing tasks that required human labour with machines) (Hoffman & Bateson, 2002).

2.2 Theoretical Framework
This section discusses the relevant theories and concepts that have, over the years, guided the CD practice. Some of the relevant theories are discussed below:
2.2.1 Modelling Bank Behaviour and Technology Innovation Theory
This theory hold that bank make use of financial model aided by latest information technology world wide to write, in the decision making process model used in  this context means relationship between and among the bank asset and liabilities are specified in mathematical terms with the ends goals of making profit and efficient in service delivery.    
2.2.2 The Technology Acceptance Model (TAM)
The technology acceptance model (TAM) is developed based on the theory of reasoned
action, and it was developed to fit the field of information systems. It was originally specified by Davis in 1986 (F. D. Davis 1986) and later refined by Davis, Bagozzi and Warshaw in 1989 (Davis, Bagozzi and Warshaw 1989). TAM replaces behavioral attitude and subjective norm factors of the TRA with two technology acceptance measures; the perceived ease of use and theperceived usefulness. These two measures have clearly differentiated the TAM from the TRA, although the TAM remains strongly influenced by behavioral elements due to its origin.

TAM models how an individual accepts and uses the technology. As figure 5 shows,
actual system use is believed to be determined by behavioral intention of use, which is affected by the attitude toward use and the perceived usefulness of using the new system. An individual‘s attitude toward use of technology is jointly determined by perceived ease of use and perceived usefulness. These two factors are affected by external variables (Davis, Bagozzi and Warshaw 1989). Perceived ease of use is defined by "the degree to which an individual believes that using a particular system would be free of physical and mental effort" (F. D. Davis 1986, 26).

Perceived ease of use has a causal and significant effect on the perceived usefulness, which is
defined by "the degree to which an individual believes that using a particular system would
enhance his or her job performance" (F. D. Davis 1986, 26). TAM assumes that when an
individual has formed the intention to act, she will be free to act. However, several factors, such as social or environmental limitations, may affect whether or not the individual will act (Bagozzi 2007) Several attempts have been made to extend TAM, and the most widely used extended version is known as TAM2. According to (Halawi and McCarthy 2006) TAM2 is used to study end-user acceptance for adoption of information technology systems in a number of different disciplines. TAM2 ―clearly investigates and tackles the role of the end-user when new technology is initiated‖ (Halawi and McCarthy 2006, 254) TAM theory made an important distinction in identifying the factors ―perceived usefulness‖ and ―perceived ease of use‖. The theory gives attention to the fact that the user has an individual image or estimation of the new technology, which affects the behavior of the user. TAM focuses on a user‘s attitude toward one specific technology (Davis, Bagozzi and Warshaw 1989)

2.3 Empirical Framework
Okeke (2014) Carried out a research on Information Technology as a means of promoting bank services. The purpose of the study was to determine the extent of utilization of Information and Communication Technology (ICT) to enhance marketing of bank service in South-East, Nigeria. Four research questions were posed to identify the utilization of ICT to create enabling business environment, boosting production of goods and services through ICT, utilization of ICT in staff training and barriers to utilization of ICT in enterprises. Four null hypotheses were tested at 0.05 level of significance and were used to guide the study. The design used for the study was descriptive survey and the instrument was structured questionnaire. 
The population of the study was all the 1251 registered entrepreneurs of medium and large scale enterprises in the private sector, from which the respondents, consisting of 723 were drawn. Mean and standard deviation were used in analyzing the data collected and the criterion mean of 2.5 was used to judge the responses as to whether they were high or low. Four null hypotheses tested at 0.05 level of significance were upheld. Findings of the study showed that the utilization of ICT to create enabling business environment were accepted and enhancing marketing of goods and services through ICT. ICT such as web-based lesson, cyber guide and telecommuting projects for staff training were often utilized. Information communication technology as a tool for improving bank service was a study carried out by Bosha (2012). The study collected through questionnaires and analyzed the hypotheses tested. The result showed that there has been more improvement in banking industry among the new generation banks than the old ones. This is because many of the new generation banks are computerized and integrated by network. Although customers still complain because they want banks to have automatic teller machine services and other facilities that will enhance their services to customers. In this study, he said that customers are encouraged to utilize ICT banking as first priority. Increasing the customer's arousal by ICT advertisements to use ICT banking creates a positive attitude toward bank's brand, which in-turn is the key factors in ICT banking effectiveness. 

Another study carried out by Ecorys (2007)on ICT, innovation and Economic Growth in Transition Economies: A multi-country study has the main purposes of the study as follows:
To determine the contributions of ICT utilization to the marketing of firms products and services.
To find out the contribution of ICT utilization to innovation in firms.
To identify enablers, barriers and constraints for ICT utilization at firms level in transition countries. Accordingly, the main research questions of the study are:
What is the contribution of ICT utilization to the economic performance of firms?
What is the contribution of ICT utilization to innovation in firms?
What are the enablers, barriers and constraints for ICT utilization at firm level in transition
countries?
The study was carried out in Poland, Russia and Baltic countries. It selects firms in
transition economies as the subject of analysis. The instrument was questionnaire use in the
OECD European Business Innovation project (EBIP) study has been adapted and applied. The design used for this study is an Electronic Business Survey (EBS) that allows us to collect data at firm level and place the application and utilization of ICT within its proper context. Such design has allowed us to take account of the context specificity of the utilization of ICT within different sectors and firms. The key findings are:
ICT plays an important role in facilitating the modernization and improved economic performance of firms in transition countries, ICT in itself is often insufficient for improving economic performance and ICT use among firms in transition countries is primarily geared towards improved production and transaction processes. 

Kesharwani, Ankit; (2012)stated in their study that the main purpose was to extend the technology acceptance model (TAM) in the context of ICT banking adoption in India under security and privacy threat. The researchers have incorporated various inhibitors of ICT banking which restrict the use of ICT banking adoption under "perceived risk", and also consider the role of the bank web site as a key determinant of perceived risk and of perceived ease of use in the context of ICT banking services. The paper reveals that perceived risk has a negative impact on behavioral intention of ICT banking adoption and trust has a negative impact on perceived risk. A well-designed web site was also found to be helpful in facilitating easier use and also minimizing perceived risk concerns regarding ICT banking usage. The study also identified the challenges of using e-banking in different aspects of continuous improvement. The study concluded that in the use of ICT banking, process development is the most important area of continuous improvement. 
Sharma (2011),Carried out a research to investigate the role of ICT in banking marketing. He later concluded that, internet is significant for redefining and reshaping the various concepts in all spheres of life. To acquire ease, swiftness and downsizing, ICT banking has a forceful edge over the competitors, homogenize qualitative services, swell market share, and on the whole, to get better eminence, ICT has become an appropriate pedestal for banking sector. ICT is helpful to the banking regulatory authorities, customers and the researchers in the area for the qualitative expansion of Internet banking in India. 
Solanki, (2011).Internet banking is one of latest technological wonders in the recent past involving use of ICT for delivery of banking products & services. ICT banking is changing the banking industry and is having the major effects on banking relationships. Banking is now no longer confined to the branches where one has to approach the branch in person. 
Yousafzai (2012),suggests that ICT Banking adoption is a complex and multifaceted process and a joint consideration of customers’ personal, social, psychological, utilitarian and behavioural aspects is more important than adoption itself and will ultimately result in the intended behaviour. 
Jahangir (2012)research states that ICT banking needs, compatibility, convenience, and communication on customer adaptation. In the context of private commercial banks in order to attract more users to ICT banking, it is not going to be enough only to introduce an ICT banking system, but they need to develop the belief of usefulness of the system among their users. They found that younger consumers are more likely to adopt ICT banking. The study states that consumers in the age group below 25 years old are the major contributor to ICT banking. The importance of ICT banking needs and the ease of using it should be acknowledged by demonstration on trial basis.
Harris & Spencer (2002)conducted a study to help banks mitigate the key cause of profit reduction in ICT banking industry which is an insufficient understanding of customer behavior and preference by recommending effective strategies to help banks retain existing ICT banking customers.  The study states that ICT banking adoption has a positive impact on the level of profits, deposits and loans per branch. As operational activities are now provided via ICT branches, ICT banking facilitates banking activities in branches that require more human input. They also find that ICT banking adoption has a negative impact on bank profitability. 
Patsiotis, Athanasios G; Webber, Don J; Hughes, Tim (Dec 2013)found that personal capacity is an important determinant of ICT banking. Use of it in a standard, non-sequential approach has no significant effect when the model is sequential. Results suggest that policymakers should emphasize useful attributes of ICT banking when attempting to increase its usage by people who already use the ICT.
2.4 Identification of Knowledge Gaps in the Literature 
The research work is very unique in that it assessed ― Information Technology as an instrument for promoting financial services in Nigeria. This area has not yet been done by most of the empirical research works carried out by previous researchers. Johri‘s (2009) empirical research work was conducted on impact of information technology on banking operation in Nigeria. Johri opines that customer satisfaction in bank operation is through effective service delivery and reliability of the banks.. This research work is special as its particularly focused on how information technology aid in promoting financial services.



CHAPTER THREE
METHODOLOGY
3.1 	Introduction
This section highlight the methodology adopted. It includes the types and sources of data, research design, population of the study, sampling technique, method of data collection and method of data analysis.
3.2 	Research Design
	In order to achieve the aim of this research, a survey research design was employed to study the information technology as an instrument for marketing of financial services. Research survey involves studying a group of items that are sample of a bigger population for the purpose of analyzing data collected. According to Asika (2011) research design means the structuring of investigation aimed at identifying variables and their relationship to one another.
3.3 Population and Sampling Techniques
The population for this study was made up of all the staff of First Bank Nigeria Plc in Unity Road Area Ilorin as at May 2017 totalling One hundred and six (108) out of which sample of 85 drawn using Taro Yamane’s sampling size formula for the purpose of this study.



	


	
Where:
	n = sample size
	N = population size
e = sampling error (5% by standard).
n =      N
         1+ N(e)2

3.4 Research Instrument
The research instrument that will be used for this study is questionnaire due to its simplicity, easy to analyse and does not require much effort from the respondents. The questionnaire will be divided into three sections.
3.5 Validity and Reliability of the Instruments
Data validity refers to the appropriateness, meaningfulness, and usefulness of the specific inferences” made from measures (Dooley, 2005). That means the effectiveness of the research instruments to measure what is intending to measure like attitude, knowledge and practice. Thus validity belongs not just to a measure but depends on the relationship between the measure and its level. Validity can be content validity (validity of the measuring instrument) or construct validity (the degree of relationship between the study problem, instruments and variables.
Refers to the degree to which observed scores are “free from errors of measurement” (Dooley, 2005). In order to reduce bias and in a view of reliability the study will employ questionnaires review.
3.6 Method of Data Collection
Data are fact, figures and other relevant materials, past and present serving as basic for study and analysis (Krishnaswami, 2003). Normally, data collection begins after a research problem has been defined and research design established. Kothari (1990) enumerates two types of data collection to be used for the study. These are primary data and secondary data sources. 
The method of data collection for this research is primary data source. In carrying out this research, the use of questionnaire will be employed to gather necessary and relevant data from the respondents. This method is used in order to minimize the problems associated with data collection and to ensure that the results were visible and bias free as expected. The questions were designed to sample the views of the respondents on the information technology as an instrument for marketing of financial services and method used in collecting data for the purpose of this research is the use of questionnaires. However, Journals, textbooks and other online materials were reviewed.
3.7Method of Data Analysis
In analyzing the data collected for the study, the simple percentage method of analyzing was adopted. Also the Z-score statistical method was used in testing hypothesis formulated for this study.

 The Z-score formula is given as: 
  x − µ					[image: ]
		Z =	    σ
		              √n

	(Montgomery and Runger, 2002)
Where:Z = Z-score
x = Sample size
µ = population mean
n = sample size




CHAPTER FOUR
DATA PRESENTETION AND ANALYSIS 
4.1 INTRODUCTION
This chapter covers presentation and analysis of data obtained through questionnaires and using them to provide answer to the research questions and to test the hypotheses of the study.
This chapter provides the framework upon which discussions and recommendations were based. Thus (85) questionnaires were administered to First bank’s staff and all the whole (85) copies were duly completed and returned.
4.2 PRESENTATION AND ANALYSIS
SECTION A: Respondent’s Bio Data
Table 4.2.1: Distribution of Respondents by Gender
	
	Frequency 
	             Percentage

	
   Male

  Female 

   Total
	
51

34

85
	
60

                          40

                        100


  Source: Field Survey, 2025

From table 4.2.1, Out of the total 85 respondents, 51 representing 60% of the respondents are male while 34 representing 40% of the respondents are female. This implies that majority of the staff of the banks are male.





Table 4.2.2: Distribution of Respondent by Age
	           Years
	Frequency 
	Percentage %

	
      Below 30

       31-40

       41-50

       51 & above

        Total
	
34

30

17

4

85
	
40.0

35.3

20.0

                4.7

100


Source: Field Survey, 2025
	Table 4.2.2 shows that, 34 representing 40% of the respondents belong to the age bracket of below 30 years, 30 respondents representing 35.3% belong to the age bracket of 31-40. 17 representing 20% of the respondents belong to the age of 41-50 while 4 respondents representing 4.7% of the total respondents falls under 51 years and above. This implies that majority of the respondents are at the active service age as shown above.
Table 4.2.3: Distribution of Respondents by length of service 
	
	Frequency 
	Percentage %

	
Less than 1 year

1 – 3 years

7 – 10 years

10 years above

 Total 
	
20

40

11

14

85
	
24

47

13

16

100


Source: Field Survey, 2025	
Table 4.2.3 shows that out of the total 85 respondents, 20 representing 24% had served for just less than 1 year, 40 representing 47% had served between 1 to 3 years, 11 representing 13% had served for 7 to 10years while 14 representing 16% served for 10 years and above.
Table 4.2.4: Distribution of Respondents by Qualification
	

	Frequency 
	Percentage %

	
WAEC/SSCE

OND/NCE

HND

B.Sc/B.A

M.Sc/MBA

Total 

	
0

25

15

35

10

85


	
0.0

30.0

20.0

                   40.0

10.0

100



Source: Field Survey, 2025
From table 4.2.4 it could be observed that none of the respondents is OLEVEL, holder,25 respondents representing 30% are OND/NCE holders,15 respondents representing HND 15%, 35 respondents representing 40% are B.Sc/B.A holders, while 10 respondents representing 10% happens to M.Sc. holders. This shows that respondents are academically qualified to answer the questions.

SECTION B: Information Technology as an Instrument for Marketing of Financial Services
Table 4.2.5 Application of information technology by banks enhance promotion of financial services
	
	Frequency 
	Percentage %

	
Strongly agreed

Agreed  

Undecided

Disagree

Strongly disagreed

Total 

	
34

31

5

5

10

85
	
40

36.5

5.9

5.9

11.7

100


Source: Field Survey, 2025
From table 4.2.5 it can be seen that 65 respondents representing 76.5% agreed and believed that application of information technology by banks enhance promotion of financial services. On the other hand, 15 respondents representing 17.6% disagreed with that assertion while 5 respondents, representing 5.9% were undecided about it.




Table 4.2.6 Adoption of ICT helps in creating awareness about new product to customers
	
	Frequency 
	Percentage %

	
Strongly agreed

Agreed  

 Undecided

 Disagree

Strongly disagreed

Total 

	
30

31

15

4

5

85
	
35.5

36.5

17.6

4.7

5.9

100


Source: Field Survey, 2025
In table 4.2.6 Out of the total 85 respondents, 61 representing 71.8% agreed and believed that adoption of ICT helps in creating awareness about new product to customers. On the other hand, 9 respondents representing 10.6% disagreed while 15 respondents, representing 17.6% were undecided. This simple percentage table indicates that adoption of ICT helps in creating awareness about new product to customers.







Table 4.2.7 Most banks customers get to know of new products and services availability through online services. 
	
	Frequency 
	Percentage %

	
Strongly agreed

 Agreed  

 Undecided

 Disagree

Strongly disagreed

Total 

	
25

38

12

5

5

85
	
29.4

44.7

14.1

5.9

5.9

100


Source: Field Survey, 2025
From the table 4.2.7, 63 representing 74.1% agreed and believed that most banks customers get to know of new products and services availability through online services.. On the other hand, 10 respondents representing 11.8% disagreed while 12 respondents, representing 14.1% were undecided. From the percentage above, in may be concluded that most banks customers get to know of new products and services availability through online services.




Table 4.2.8 ICT is used to enlighten customers on importance of certain banks services or products.
	
	Frequency 
	Percentage %

	
Strongly agreed

 Agreed  

 Undecided

 Disagree

Strongly disagreed

Total 

	
25

34

6

15

5

85
	
29.4

40.0

7.10

17.6

5.90

100.0


Source: Field Survey, 2025
In table 4.2.8, 59 representing 69.4% agreed and believed that ICT is used to enlighten customers on importance of certain banks services or products. However, 20 respondents representing 23.5% disagreed with this statement, while 6 respondents, representing 7.1% were undecided. From this analysis, it may be concluded that ICT is used to enlighten customers on importance of certain banks services or products.



4.3 TESTING OF HYPOTHESES
Hypothesis I: Application of information technology does not enhance promotion of financial services.
The Z calculated is 27.90, Since the Z cal. (27.90) is greater than the Z tabulated   (1.96), it indicates that the result is statistically significant at 0.05% level of significant and 0.95% confidence interval. Therefore, the null hypothesis that application of information technology does not enhance promotion of financial services is rejected and the alternative hypothesis is accepted. It can therefore be concluded that application of information technology enhances promotion of financial services. (See appendix II for details of calculations).
Hypothesis II: Information technology does not enhance banks customers’ patronage.
The Z calculated is 23.77, Since the Z cal. (23.77) is greater than the Z tabulated (1.96), it indicates that the result is statistically significant at 0.05% level of significant and 0.95% confidence interval. Therefore, the null hypothesis that information technology does not enhance banks customers’ patronage is rejected and the alternative hypothesis is accepted. It can therefore be concluded that information technology enhances banks customers’ patronage. (See appendix III for details of calculations).
Hypothesis III: Information technology does not enhance customer satisfaction and loyalty	
	The Z calculated is 26.17, Since the Z cal. (26.17) is greater than the Z tabulated (-1.96), it indicates that the result is statistically significant at 0.05% level of significant and 0.95% confidence interval. Therefore, the null hypothesis that information technology does not enhance customer satisfaction and loyalty is rejected and the alternative hypothesis is accepted. It can therefore be concluded that information technology enhances customer satisfaction and loyalty. (See appendix IV for details of calculations)



4.4 DISCUSSION OF FINDINGS
	Responses obtained from respondents through a structured questionnaire were analyzed in order to achieve the study objectives and test the formulated hypotheses. The whole total of eighty five (85) questionnaires administered to First Bank Nigeria Plc’s staff and all the whole (85) copies were duly completed and returned.
Quite a number of respondents were aware of the importance of information technology on marketing financial services and their opinion was given based on their knowledge on this issue. The result of the study as shown in the aforementioned tables (4.2.5 – 4.2.13) clearly indicated that application of information technology enhances promotion of financial services, enhances banks customers’ patronage, satisfaction and loyalty.
Finally, all the three null hypotheses tested for this study were rejected at significant level of 0.05 since the Z - score obtained is greater than the z-tabulated.
















CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.0 Introduction  
	 This chapter summarizes the findings of this research work and likewise presents the recommendation and conclusions. 
5.1 Summary of Findings
The study examined the information technology as an instrument for marketing of financial services. Eighty five (85) responses were analyzed using the simple percentages and Z-test statistical method to test data collected. The study reveals that:
i. Application of information technology enhances promotion of financial services
ii. Information technology enhances banks customers’ patronage 
iii. Information technology enhances customer satisfaction and loyalty
It is observed in this study that innovations in information technology are greatly introducing new ways of functioning and thinking in our personal organization as well as professional lives.
	Therefore the spreading nature of information technology applications is influencing the kinds of banking products introduced by Nigeria market in the same manner as in other part of the world. Despite banks general appreciation of the benefit of information technology the major reasons why same have reduced to embark on wholesale automatic are resistance to charges inadequate manpower, lack of fund poor telecommunication poor infrastructure and epileptic power supply of (PHCN).
	Information technology in Nigeria banking sector has improved management efficiency increased customer base and deposit mobilization. To sum up information technology in Nigeria marketing financial services is a sward with double edge and must be carried with caution (zinging 2007).


5.2	Conclusion
The appeal of information technology is very strong and it is highly needed in order to improve the quality of service of the banking sector in Nigeria. Though large segment of the banking sector in Nigeria in still on the fringe of high technological revolution.
 The study inspected the information technology as an instrument for marketing of financial services. It covers the conceptual framework, theoretical and some empirical review on the subject.
Overall, the objective of this study is to ascertain if the application of information technology enhances promotion of financial services, customers’ patronage, satisfaction and loyalty
Based on aforesaid, the researcher was able to access the impact of ICT on marketing financial service in Nigeria.

5.3	Recommendation 
Useful recommendations based on findings of the research are deemed necessary having undergone a thorough study of the industry and impact of information technology on marketing financial services. The economic benefits of using computerized system in the banking industry to market their products were exhaustively emanated in the literature review.
i. Due to high cost of installing information technology system we would like to recommend that banks that can not do it down can pull resource together by forming a consortium, to acquire some of the IT facilities e.g. VSAT (Very Small Aperture Terminal) or lease form banks that do have it. A typical example of this scenario is First Bank Plc which serves Hallmark bank.
ii. We would also recommend that maintenance culture and management of the IT system or better still should employ experts in computer programming.
iii. Despite the advantage and benefit that it offers it is not totally devoid of some detects fraud can likely occur more seriously in financial industry since large amount of fraud may be easier to perpetrate electronically than with manual operation and this explain why First Bank Plc decide to employ the service of various IT firm to train and retrain their staff on how best to use IT in banking to avoid various IT security codes beaten by fraudsters (First Bank Annual Report 2010).
iv. To overcome the problem of power telecommunication inadequate man-power banks should go to control with information technology firm to hire their staff to manage and work hard they should also employ more hand so as to enhance efficiency and to achieve the overall objectives of the bank.
v. In addition the future prospects of the banking sector as a whole should adopts the best and latest technology lies on the fact IT can make Nigeria banking sector very and more reliable. A stand by generator can be acquired by banks in term of shortage in power supply and that advancement of the sector or greater height with is guaranteed (Adeyemi 2012).
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