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CHAPTER ONE

1.1 INTRODUCTION

    Personal selling performs several activities which includes identification of customers, development of product knowledge, marketing, promotion, prospecting, knowledge of customers, service standard, gaining appointments choosing sales approaches ,meeting customers, identifying customers needs and requirement, demonstrating product, use of selling techniques, use of sales, completing documentation, receiving payments, recording sales, using sales technologies ,providing after sales services, following up sales analysis. New Zealand Qualification Authority (2017).
Nothing happens until someone sells something, there is much bewilderment as to who originally owned this praise. It has variously been attached to the father of mass production Henry for : who is created with turning the giant multinational into one of the most successful selling organization of all time: and management. while there may be confusion as to the origins of the expression ,however there is little doubt that even in this age of the internet , social  media and other forms of electronic marketing ,personal selling is still a major tool used by firms in the financial services industry worldwide.
In many domains of the federal service industry , it does that nothing happens until someone sell something.

International marketing deals with the economics and financial inter independence among nations, international marketing is a part of our daily life since it plays a vital role in  shaping economic and social performance and prospect  of countries around the world ,especially those of developing countries. No country has grown without trade . However ,the contribution of  international marketing to economic growth depend a great deal on the context in which it works and the objectives it serves.
However , essential elements of personal selling according to (palmer , 2005) include; face to face interactions, persuasion flexibility, promotion of sales , supply  of information and mutual benefit.

The offering of financial services firm such as banks ,investment management firms ,still rely extensively on personal selling to explain their offerings , close deals and build relationships with customers .Financial services marketers  spend economic amounts each year on recruiting ,training ,organizing ,communicating with and motivating their sales forces. successful financial service  sales person ,who are good at prospecting or clients ,pitching ,handling objections, closing sales and implementing the follow up that cement relationship are often among the world`s top earners, surprisingly ,despite the massive investment in sales force by financial service firms, and notwithstanding the president importance of personal selling in the marketing mix of financial services offerings marketing and sales management researchers have paid meager  attention in the use of personal selling as promotional tools to enhance financial services marketing.
Personal selling enable marketers to tailor presentation to fit the needs, wants , motives and behavior of individuals customers to a particular sales approach ,personal selling often results to particular purchase. The need for personal selling increase with the complexity of product and services for these reason manufacturers like promote their goods and services through personal selling.
1.2 STATEMENT OF THE PROBLEM 

Personal selling which is one of promotional tools that any firm or company can adopt in the marketing of its product whiter in the consumer market or industrial market is a rental promotional to instrument in any banking industry particularly in Diamond bank plc .This has resulted into various selling positions taking by sales person at different retail outlets for the product .These potions are either as order  takers (counters sales person)or order (missionary salesperson). 
The bank attached the combinations of the marketing promotional mix which advertising a sales promotion ,personal selling, publicity and public relations of these promotional mix, personal selling strategy seems to be the most vital promotional tools that is being used taking cognizance in the bank. Thus, in every retail outlets where the banking industries are seen performing various selling function either in order takers, order getters etc.

1.3 AIMS AND OBJECTIVES OF THE STUDY
The objectives of the study among other things include the following :
1.   To determine the impact of personal selling in bancing industry 

2. To evaluate the personal selling strategy adopted on the bank.

3. To find out whether personal selling strategy in the bank and increase of customer on the sale volume

4. To determine whether the selling strategy adopted in the bank is in adequate or not.

5. To recommend possible ways of improving on the personal selling strategy adopted in the bank.

1.4 SIGNIFICAANCE OF THE STUDY

No research work is a mere pre-exercise therefore the study will be of great benefit to the following. 

First and foremost, this study will be of benefit to the bank (Diamond bank plc) as it will indicate the effects and defects of using personal selling’s as a promotional strategy.
Again, the study will be of significance to the customers of diamond bank as it reveals positive way of building and commending salesperson customer`s relationship which will invariably increase customer satisfaction.  

Besides, both the researchers and the readers will gain ac in-depth understanding and knowledge from the information contained in the study which will stir up further studies.

1.5 SCOPE OF THE STUDY
The scope of the study in within the confines so strategic marketing and its effects in the banking industries. one bank is used as a case study namely Diamond bank plc are sampled from Ilorin ,Kwara State.
The conceptual scope of the study signifies the marketing strategies for winning vote in a competitive political environment in Nigeria .It also causes the marketing strategies and other conceptual issue to be discussed in the literature review .
THETIME SCOPE:-  For this research only concerned three financial years back that  December 2023/ June 2025.
THE INDUSTRIAL SCOPE:-   Of the study is designed to determine and analyze in details how the marketing strategies for winning vote in a competitive political environment of one bank that is uses as case study which name is Diamond Bank Plc.
THE TERRITORIAL SCOPE:-   In terms of the territorial landmark the research will focuses at Ilorin in Nigeria only and how the marketing  strategies can be use for winning vote in a competitive political environment.

CHAPTER TWO

LITERATURE REVIEW

2.1
CONCEPTS OF FINANCIAL SERVICES 


Financial services have been common used especially concerning money issues.  For better understanding of its meaning its important therefore to first understand what finance is.


Finance relates to rising of money through issuance and sale debt of equity.  It is a branch of economics whose main goals relate to allocation of resource, management of resource, resource are acquired and investment.  In general, finance implies interacting with matters that deals with money and the markets.  The concepts finance considers time, money and risk and how they relate or interrelate.

a. Capital Formation Function:- This is the p process of diversion of the production capacity of the economy to the making of capital goods which increase future productive capacity process of capital formation involves three distinct but inter-dependent activities savings, finance and investment.  

b. Allocation function:-  The financial system of capital formation as to decide as the low capital is to be used.  Poor choices in dealing with economic products are to be embarked upon leads to wastage of resources.  The better the quantity of judgment exercised in allocation, the more rapid economic progress will be.

c. Service Function:- An effectives financial system offers the economic segment services inform of providing opportunities to hold wealth in second and convenient way so that they a positive rate of return.  The availability of these services of the financial system contributes importantly, if in an intangible way, to the satisfaction of consumers.

Finance is the flowing bloody in the body of financial system it is a link between savings and investments pooled and are put into the hands of those able and willing to invest by financial intermediaries.  Financial intermediaries create a fixed amount of money on demand.  Liquidity refers to cash, money and nearness to cash liquidity is the most significant aspect of financial intermediation are able create liquid assets to be held by the ultimate savers in the economy.

2.2
CHARACTERISTICS OF FINANCIAL SERVICES 


Finance is basically a field of study which deals with money, stock and assets, keeping the risk and time in view.  In finance a risk and time are two things that are most significant and are inter-related with each other.


The most important function of finance is the management of money and the deliverance of finance is the management of money and the deliverance of financial services.  Other than these financial studies money and assets and how to control these and then use them when the time is right thus keeping the risk in view.  Evaluating and understanding risk is an important characteristic of finance.


The two main areas of finance are corporate finance and personal finance and both of these have different characteristics personal finance deals with the credit, borrowings and savings of an individual while corporate finance deals with financial strategies of a business and with management for a business.

2.3
THE CONCEPT OF MARKETING


There are many alternative definition of marketing often times the particular from reflect the pre-occupations of individuals, another most have certain basic characteristics in common especially the nature of looking at Firm from the point of the new customer or striving to ensure mutual prodigality from marketing exchange.  Other definitions place their emphasis on the essential management nature of marketing.


This can be seen in the definition put forward by the institution of marketing (UK) “marketing is the management process which identifies, anticipating and supplies customers requirement efficiently and profitably.


A complimentary but more direct approach was adopted by stipulation.  It is the fundamental policy forming activity policy forming activity devoted in selecting and developing suitable product for sales, promotion and distributing of those products in a manger providing the optional return on capital employed.


Stanton, 1999, also defined marketing in his own way as “a total system of business activities designed to plan, price, promote and distribute product satisfying and services to present potential customers” generated considerable contrivers not least because it has challenged may traditional assumption about roles and responsibilities in a variety of exchange based situation.


Philip Kottlei’s marketing management analysis (1981) Defines marketing management concepts as “the key to achieve organizational goal.  Consisting indeterminist the need and want to target market delivery in the desired satisfaction more efficiently and efficiently than other competitions.


JOSPE GULHAMAND GODK PAUL (1986) defines marketing as a business  activates that involves planning promote price and distribution of produce or service to the consumer potential consumers.

2.4
CONCEPT OF PROMOTIONAL STRATEGY 


A marketer’s Job is to build a marketing program to achieve a company’s objectives.  For this, he has to design and administer various strategies under four P’s of marketing, namely product, price, place and promotion. Marketing communication is an importance (also called a promotion) of marketing.


A promotion strategy is a n activity that is designed to help boost the marketing of a product or services.  It is very important as not only helps to boost sales but it also helps a business to draw customers while at the same time retaining older ones.  It can be done through an advertising campaign, public relations activities, a free sampling campaign, a free gist campaign, a trading stamp campaign, through demonstration and exhibitions through door to door sales, telemarketing, personal sales letter and emails.  Promotion is a reward making activity the influences people to buy and consume the product of marketers.  The methods and means of the small scales industrial units are traditional, involve less cost. To be successful such a promotional measure to influence customers must be effective and adequate to bring desired action from the customers.  At  present, basically the promotional activities embrace every action on the part of marketer to communicate their product,   place, price and promotion and activities to their customers economically and effectively to bring desire result,   namely increased sales, poof it and customer satisfaction.

 2.5
TYPES OF PROMOTIONAL STRATEGY 


The following are the types of promotional strategy

a. Advertising 

b. Sales promotion

c. Public relation 

d. Publicity 

e. Personal selling 

i. ADVERTISING:- Advertising is controversial;  it is both praised and demands proponents of advertising say it is the spark plug for our economy that it reduces the unit cost of a product or a services by creating mass demand.  Some people use to sat that the advertising in a magazine are more interesting than the editorial content.

Detractor of advertising say it is wasteful tat consumer pay more for a product that is advertised than they could if it were not critics deplore the number of commercial on TV and the plethora of sing doing highway.

In any case, advertising is a popular subject of conversation there is certain glamour, a mystique about it that fascinate advertising is will round us it phim the strings of air emotion year round it is all for business it has no reason for being except in so far as it is good for business indeed.

The order of money demand the respectful of financial executives it is not uncommon to find that the chief executive of a consumer product company or a service industry is a graduate of advertising department a top executive of a modern corporation need to know the detail of advertising production but is scarcely afford not to know the principle strategies of advertising thinking which is hot music with the rest of the market mix along with selling merchandising, sales promotion and public relations.

A top executives need to know enough about advertising operation to understand is companies advertising director talk with its agency heads, and discern a great advertising plan formal mediocre one.

ii. SALE PROMOTION:- In terms of the allocation of the advertising appropriation to specific activates, all the foregoing description applies to that are usually known a “above the line” expenditures in recent year, the growth of “below the line expenditure on sales promotion has increased remarkably to the extent that they now absorb more than 40% of the advertising expenditure.    

Promotion are most frequently encountered in the market fast moving consumer goods and the following is applicable to the category; although with modification may of the techniques are equally applicable to consumer durable and services.  

Sales promotion according to Phillip Kotler in his book principles of marketing is defined as those marketing activities other than personal and clearer effectiveness, such as displays is how and exhibition demonstration and various non-current selling effort not in this ordinary routing advertising is joined by two other mass promotion tools designed to erasure or stronger market response it includes consumer promotion sample compose rebates price off premium patronage i.e. word displays and contest and sweep take trade promotion discount allowances free goods, cooperation advertising, push money and convention and trade shows and sale force promotion business sales rallies.

iii. PUBLIC RELATION:- The concept of public rotation has only later taken its rightful place in modern business its influences is being fat in all large companies and many small ones equality significance recognition of the need to explain the activities of an enterprise in order to gain public favour and support is rapidly spreading to other part of the would not only here in Nigeria.  

With the protest of even greater expansion of public relation, to is important for management to understand its potential and limitations one is an understanding of existing public attitudes and what the enterprises can and cannot do to reinforce or change them the others is the programmed of action that can reach the desired goal public relation is an integral part of business and not a separate isolated functions is an integral part of business and not a separate isolated function is difficult to define in prices teams several years ago for lone magazine in USA called public relations and “good performance public appreciated because adequate communication” the management function which evaluate public attitudes defines the policies and procedures of an individual or an organizations with the public interest and a programmed of action earn public understanding acceptance.

Another explanation or definition of public relations is that it involve building good relations with the company’s various public by obtaining for variable public building up a good “Corpora image and handling or heading of unfavorable rumors store and this is the definition of transmit.

Public relation professional has several tools at their disposal one of the major tools is new PR professional fund crate favourable news about their company and it produce something the PR person can also create new speechless can also create product and company publicity.

Public relation people also prepare written material to reach and influence their largest market those material is include annual report brochures attitude and company news letter and management companies can also improve goodwill be contributing money and time to public services activities.

iv.
 PUBLICITY: Publicity is one of the tools which public relation use in the conduct of a PR programmed publicity is essential a story published where it can have a desired effect on the right audience publicity maybe broadcast ( on radio or TV) or pointed in the additional column of magazines, newspaper company publications book technical journal e.t.c.

               Publicity is therefore defined as non sponsored commercial significant news about company activities such information is eliminated to the public by the media without change to the company.

                 It can be seen that you do not need a public relation expert to get publicity, you will be certain to make headlines if  you rob a bank run up and down you sheet make or disappear with company fund anyone of this likely to gain publicity but none is likely to implore your relations.

              Some executive still regard public relation as “getting a picture in the newspaper” or getting force space for the company they retain counsel but judge the success of a program on how liter publicity appears.

              Publicity can do more harm than good of through mews stories photograph artist and speech a company is protracted as a progressive forward looking organization and then fails to line up to the image.

On the other hand it is the true that one of the public relation specialist jobs is to obtain publicity for his company or client he does of company operator knowing the appropriate news medium to use for reading the desired public working closely with the editor written, reporter or commentator in the development of news worthy story or article idea gathering fact and preparing additional material in a form acceptable to the medium and after the story appearance amending for the editorial impact values by further dissemination in the point or other form.

V.
PERSONAL SELLING: Despite the importance of advertising and sales promotion and stimulating interest in the product  and services there are many circumstances where personal contact is necessary to affect sales of necessary most advertising is generalized and cannot elaborate upon specific point perceived is significant by the individuals nor can it resolve doubt as suitability in a particular context.

            The function of personal selling is to provide the specific input which advertising or non personal selling  cannot offer at the individual level it should be remembered that advertising and personal selling are complimentary activities and their relation importance will vary behaviour association with many theorist see the nature of the product as a determinant of the approached promotional mix and are collectively identifies as the “characteristics of goods school”  member of this school could argue that advertising will be dominant in the case of small simple and frequently purchase of items of unit value while  personal selling is a appropriate to light price technical complex product which are brought on frequently.

            Although useful the approach is other simplified for the users perception of any given product duties classification into” convenience categories such that that convenient goods may be received as the shopping goods and vice versa depending upon the (individual frame of reference the importance of allowing for the behavioural dimension of perception is implicit in the different proportional strategies adopted by firm selling near perfect substitutes in the economic sense.

           According to Kotler (1984) the concept of personal selling maybe considered synonymously with that marketing as explained by a layman. While personal selling is concerned with selling what has already been decided hand is directed towards identifying the needs and wants of consumer and planning of satisfying the consumer on the long run consoling.  Fundamental of management social interest and obtaining profitable sales volume. 

           Furthermore, the difference between selling and marketing could be compared to the difference tactics and strategy in selling the sales man adopt more and more skills in order 

a. Preparation stages

b. The persuasion stages

c. The final stages 

1. PREPARATION STAGES: This involves the preparation for sales of the product or a service which includes everything that takes place before the customers is approached.

2. PERSUATION STAGES: This involves the showing of prospect s

CHAPTER THREE

3.0     RESEARCH METHODOLOGY

3.1 
RESEARCH POPULATION AND SAMPLE

The population of this study comprises of all customers or consumers of diamond bank Plc product and services.

     However, due to financial and time constraints, the researcher made use of simple random sampling method techniques in selecting sampling size among different customers of Diamond bank product and services.

SAMPLE SIZE

         150 consumers from five L.G.A (local government areas)in Ilorin metro plus would be selected.

         50 respondent from each L.G.As would be selected random.

         The selected LGAs are Ilorin south, Ilorin east, Ilorin West, Asa Local Government area and Moro Local Government area of Kwara State.

3.2 
RESEARCH DESIGN

     
A field survey approach of research design was adopted in this study a field survey research assess situation as a perquisite to interference and generalization. A field survey method enables the researcher to successful on field operation he/she is carry put successful filled operation must be based on soundly structured questionnaire and well-trained interviewers. A field survey method enables the researchers to obtain the opinion of the representative sample of the targeted population in order to find the perception of the entire population. 

3.3 
INSTRUMENT OF DATA COLLECTION

         
The method use by researcher for collection of data for this project work is through questionnaire method (primary data collection method)well structured questionnaire method of collection was used to collect necessary and essential fact or data.  

         The reason for choosing questionnaire is that it is easy and allows for good response as a result of the multiple choices response provided in the questionnaire.

        The secondary data used are obtained through consultation of some textbooks, publication like magazines, journals, articles, public relations books and so on which relate to the field of marketing and management field.

3.4
ADMINISTRATION OF INSTRUMENTS

              The instruments used for the collections of data for this research study was questionnaire and personal interview which study was structural and unstructured.

Structured is the one that contained information/question about the research topic or work while the unstructured questions were bio-data.

3.5 
METHOD OF DATA ANALYSIS 

          Data analysis is the process of refining the raw data earlier on collected so as to make them directly relevant to the problem at hand. The process of refining the data implies going deeper than the superficial to breaking down the data into its different part with the aim of discovering the root cause of the issue as hand.

           In all, the researchers will use simple percentage presented in a tabular format to analyze the data collected.

Thus, data is displaced in an organized form or the data has to be put into an order to easily draw the conclusion.  
CHAPTER FOUR

4.0
 DATA PRESENTATION ANALYSIS

4.1      BRIEF HISTORY OF DIAMOND BANK PLC
               Diamond bank plc began as a private limited liability incorporation on march 21,1991 (the diamond bank was incorporated on December 20,1990.).Ten years later, in February 2001,it became a universal bank.

             In January 2005,following a highly successful private placement share offer which substantially raised the banks equity bas, Diamond  became a public united diamond bank. In may 2005,the bank was listed on the Nigeria stock exchange. Moreover, in January 2008,Diamond banks global depository receipts (GDR)was listed on the professional securities market of the London stock exchange. The diamond bank in Africa to record that feat.

             The bank is large financial service provider in west Africa. Headquarters is in Lagos ,Nigeria`s commercial capital, the bank maintains a  banking subsidiary in Benin, Senegal ,Cote D`Ivoire, Togo and the United Kingdom. As of December 2012,the bank`s total asset were value in excess of  US $7.3bn (MGN 1.7 trillion ). As at June 2013,the bank has 249 branches in Nigeria,20 branches in Benin rebuplic,12 branches in Senegal, 1 branches in Togo and 3 branches in Cote d`Ivoire.

            We have retained excellent banking relationships with a number well known international bank allowing us to provide a budget of world class banking services to suit the business need of our clients. These international banking group, ING BIIF bank AG, standard chartered bank, Bolognaise bank OS , Deutsche bank, commerce bank and world bank plc.

            In 2008,and it ensure we grown with the need of our customers .we streamlined our operations into three disorient strategic business segments, retail banking  corporate banking and public sector.

              Diamond bank continues to develop and to build on its core competencies  by continually cutting from the rough, we have improve our service and our banking facilities. Like cutting from a rough gem to create a diamond of the finest quality, we are proud to have become a germ of a bank.

4.1 THE PRESENTATION

Analysis and interpretation of data on the new product and development on the lubcon company Ilorin as design along with two sections in questionnaire.

The first section deals with personal characteristic are designed to analyze the level of awareness in the new product programs of lubcon limited company harm.

The total number of forty five (45) questionnaires was administered the whole questionnaire were filled and retrieved by the respondent the above number of questionnaire will serve as a basis for statistical analysis on a table.

SECTION A- PERSONAL DATA

TABLE 4.1. AGE OF RESPONDENT

	ALTERNATIVE
	NUMBER
	PERCENTAGE

	20-30years
	18
	40%

	31-40years
	13
	28.89%

	41-50
	10
	22.22%

	51 and above
	
	8.89%

	TOTAL
	45
	100


Source: Field Survey 2025
From the table above, it was found thee eighteen (18) respondent represent (40) while thirteen (13) represent 28.89 of the total respondent between 31-40. 10 responded representing 22.22 of total responded full between 41-50 respondent represent 8.89 of the total respondent while only four (4) respondent are above the age of  45 years. This implies that these sets of people will be able to know the meaning of the question that are asked from them and they will respond correctly.

TABLE 4.2. MARITAL STATUS

	ALTERNATIVE
	NUMBER
	PERCENTAGE

	SINGLE
	11
	24.44%

	MARRIED
	10
	22.22%

	DIVORCED
	9
	20%

	WIDOWED
	8
	17.78%

	SEPERATED
	7
	15.56%

	TOTAL
	45
	100


Source: Field Survey 2025

From the above, respondents were representing 24.44% of the total represent are single while 10 respondent representing 22.22% of the total respondent are married respondent representing 20% of the total respondent divorced nine(9) respondent 17.78% of the total respondent are widowed eight 8.
TABLE 4.3. EDUCATON QUALIFICATIONS


	ALTERNATIVE
	NUMBER
	PERCENTAGE

	SSCE
	15
	33.33%

	FIRST DEGREE
	10
	22.22%

	HND/BSC
	6
	28.88%

	POST FIRST DEGREE
	7
	15.55%

	TOTAL
	45
	100


Source: field survey 2025
The above table shows that all respondent had education qualification therefore fifteen 5 respondent representing 33.33% has SSCE, 10 respondent representing 28.88% of the total respondent have Post first graduate degree. This means that they will be able to understand any question posed to them and they will respond appropriately.

TABLE 4.4. SEX

	ALTERNATIVE
	NUMBER
	PERCENTAGE

	MALE
	30
	66.66%

	FEMALE
	15
	33.33%

	TOTAL
	45
	100


Source: field survey 2025
From the above, thirty respondent representing 66.66% of the total respondent were male only fifteen respondent representing 33.33% of the respondent were female.

TABLE 4.5. OCCUPATION

	ALTERNATIVE
	NUMBER
	PERCENTAGE

	CIVIL SERVANT
	15
	33.33%

	BUSINESS MAN
	10
	22.22%

	STUDENT
	8
	17.7%

	FARMER
	7
	15.5%

	OTHERS
	5
	11.1%

	TOTAL
	45
	100


Source: field survey 2025
From thee above table, it was found that fifteen respondent representing 33.33% while 10 respondent are representing 22.22% respondent representing 15.5% known the kind of they will be only five respondent representing of the total respondent to other. This implies that these people will know the kind of they will be respond for correctly.
TABLE 4.6. IS YOUR MEANS OF MAKING CHOICE AVAILABLE

	ALTERNATIVE
	NUMBER
	PERCENTAGE

	YES
	30
	66.66%

	NO
	15
	33.33%

	TOTAL
	45
	100


Source: field survey 2025
From the above, thirty respondent representing 66.66% of the total respondent sad the way the company reach their list making choice available while only fifteen respondent representing 33.33% of the respondent said the way the company reach its consumers is not making choice.

This implies that the company’s way of making choice is great.

TABLE 4.7 DOES YOUR MAKING CHIOCE HAVE EFFECT ON BANK SERVICE
	ALTERNATIVE
	NUMBER
	PERCENTAGE

	YES
	35
	77.77%

	NO
	10
	22.22%

	TOTAL
	45
	100


Source: field survey 2025
From the above, thirty five respondent representing 77.77% of the total effect on your purchase while ten respondent representing 22.22% of the total respondent did not agree that this effects on your purchase those means that since the greater part of the respondent agree that these is effect on your service.

TABLE 4.8. DID YOU GET DIAMOND  PRODUCT
	ALTERNATIVE
	NUMBER
	PERCENTAGE

	YES
	37
	88.2%

	NO
	8
	17.7%

	TOTAL
	45
	100


Source: field survey 2025
From the above table, thirty seven respondent responding 82.2 of the total respondents agree that is her oil company product while eight respondent represent 17.7% of the respondent did not agree that any of her oil company. This means that the grater part of respondent agrees that there is hear of Diamond product.

TABLE 4.10. AS A CUSTOMER OF THE DIAMOND, DOES UPWARD REVIEW IN PRICE BACK UP EITH PROMOTION HAS EFFECT ON CONSUMPFION

	ALTERNATIVE
	NUMBER
	PERCENTAGE

	YES
	35
	77.7%

	NO
	10
	22.2%

	TOTAL
	45
	100


Source: field survey 2025
From the above table, thirty five respondent representing 77.7% of the total respondent says the engine oil does upward review in price backup with promotion has effect on consumption while only ten of the total respondent representing 22.2% of the total respondent said that the consumer is not engine oil does not ward in price with promotion has effect on consumption. This implies that customer of diamond does upward review in price backup with promotion any effect in your consumption.

TABLE 4.11 IS THERE GROWTH ON YOUR PROFILKE AFTER SALES PROMOTION

	ALTERNATIVE
	NUMBER
	PERCENTAGE

	YES
	30
	66.6%

	NO
	15
	33.3%

	TOTAL
	45
	100


Source: field survey 2025
From the above table, thirty respondent representing 66.6% of the total respondent agrees that there is growth in company profit after sales promotion while fifteen respondents representing 33.3% of the total respondent did not agree there is growth in the company sales promotion.

Since the greater size of respondent did not agree that there is growth on any profit after sales promotion than the other respondent. This implies that the company should embark on it.

TABLE 4.11 DO YOU BELIEVE THAT PROMOTION CAN BE UNNECESSARY, INCREASE IN RICE BY MIDDLE-MAN AND THEREBY STABILIZING PRICE OF PRODUCT

	ALTERNATIVE
	NUMBER
	PERCENTAGE

	YES
	34
	755.5%

	NO
	11
	24.4%

	TOTAL
	45
	100


Source: field survey 2025
From the above table, thirty four respondent representing 75.5& of the total respondent agree that promotion can be arbitrary stability price of product. This implies that since the greater part of the respondent agree that promotion can be arbitrary unnecessary increase on price by middle-man and stabilize price of product.

CHAPTER FIVE

5.0      SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1      SUMMARY OF FINDIGS

                During the course of the study, efforts were made to look out how personal selling works in marketing of the firm product but it will not be out of place if one says that, there is non of the promo tools, there are more of them that can bring the organization into direct contact with its prospective buyers if not for personnel selling.


It was also discovered that only the physical contact that prospects are made to be convicted to accept value offered by the organization in exchange for a price sought by the firm.

         Personal selling services as mayor roles in a firm overall marketing strategy or marketing effort. Briefly stated, general or overall purpose of personal selling is to make sales, making sales include creating product preference, negotiating price and other terms, providing post to sensational reinforcement .

           At the juncture, the importance of personal selling to the marketing of product  cannot be over emphasized when one realize the dominate roles its play in marketing .

5.2    CONCLUTIONS

         Based on the summary of findings enumerated above, one can safely say that personal selling as a tool marketing communication has not been effectively utilized in First Bank Nigeria Plc. Even though a good number of respondent claimed that the impact of personal selling’s on Diamond bank sales and profitability has been positive, the conclusion is borne out of the fact that 85% of the respondents recognized lack recognition as a function which do not render selling ineffective in Diamond Bank.

           I strongly believe that when efficient performance is recognized such workers or group of workers would be .

5.3   RECOMMENDATIONS

        In view of the results of the study and in order to enhance maximum utilization of personal selling as a total for effective marketing communication in Diamond bank Nigeria plc . I hereby recommend as follows:

       That there should be clearly set goals for the sales people in  a Diamond bank


That efficient performance should be clearly set goals for the sales people in a Diamond bank

That efficiency performance should be recognized and adequately rewarded.


That the use of advertising should be intensified upon in Diamond bank to pave way for personal selling by creating awareness and prepare the mind of the prospects for effective personal selling by creating awareness and prepare the minds of the prospects for effective personal selling. 
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