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CHAPTER ONE 
INTRODUCTION
Background to the Study
	Marketing originated from the needs and wants of human being. Its history can be linked to industrialization in Nigeria, that is, the producer if goods and services used these techniques alongside with traditional selling to win and maintaining customers and optimize profit usually, in the past, the individual produce for himself, but however there is a surplus, it becomes necessary that the surplus will be exchange for their goods that are needed, which later brought about trade by barter system that was extended to services. Even through, money was later intruded as the medium of exchange. 
	Marketing has to be used as a factor which enhances quick and better exchange opportunity. But, then we need to known that marketing is the traditional definition view of marketing is the traditional definition view of marketing term as the processing of anticipating and identifying customer needs and profitable satisfaction of some through branded products or service that offer superior value vis-à-vis competing alternatives with the same product category.
	Within the framework of this definition, one can conclude that marketing consists of a series of stages such as; 
· Satisfaction of these needs through branded products or services that offer these benefit in a superior manner over competing alternatives. 
· Needs for the management to ensure that these are met in a way that will guarantee that realization of economic profits on a sustainable basis. 
Mazur (2018) defined marketing as the creation and delivery of a standard of living i.e. it involves, finding out what the customer wants, planning and developing and product on services that will satisfy those wants and thereby determine the best way to promote, price and distribute the product or services.
Marketing was introduced into banking system because of the deregulation in the financial sector, which the Nigeria economy ahs witnessed under the structure adjustment programmes. It has exposed the financial institution to the type of competition and dynamic market environment by which other counterparts in the advance countries have witness for many years.  
The banking and financial institution which ahs survived the turbulence brought about by these changes and those that have embraced the marketing philosophy as a corporate culture for the organization. The Nigeria experience is not different from their other counterparts in the advanced countries and we have the benefit of adopting the well tested and established method with assisted them in coping the changes of the dynamic environment occasion and by stamming in the world economy.  
The study is thus designed to examine how first bank can create a competitive edge through the application of marketing to the banking operation. 
1.2	STATEMENT OF RESEARCH PROBLEM 
	In the attempt at starting the problem of the study this will be considered from the back drop of the planning and strategies involved in the marketing of financial service by banks. It is well fitted to the subject to mention here that no strategy or plan, no matter how good lost forever. In addition here, there is no one strategy that is optional for all banks even through they are selling homogenous services. 
	The perspective to be followed by the study to the problem inherent in study such as this will include Viz: the relationship of marketing to the service provided by banks. In this connection, this study will educate clearly the relevance of marketing to bank service by creating the knowledge and awareness to customers. There will be a sort of communication gap between the banks and its customers. 
	 
	As a result to the above, the present economic situation in the country where the Central Bank of Nigeria (CBN) have mopped up the excess liquidity in the economy through different measures have clearly shown the imperativeness why banks needs to market their services. It is on these premises that bank have decided to market their services if not aggressively. How can bank marketing be improved upon to play a more prominent and dynamic role in the banking environment in the immediate and not too distant future? What are the problems encountered by the marketing department of First Bank of Nigeria Plc? How has the management been receptive in taking if not solving these problems? What is the staff strength of this department been able to carve a niche for itself among other departments of the bank? What has the bank done in improving its image in terms of bank customer relation? Where there is an atmosphere of cordiality between the bank officer and customer, the customer themselves reserve has a propaganda mouth piece of the bank in the introduction of prospective customers.

1.3	RESEARCH QUESTIONS 
	Research question were drawn to guide the study:  
i. Why do deposit money banks embrace marketing?
ii. Does marketing has correlation or relationship to the services provide by banks?
iii. How can marketing be improved to play more prominent and dynamic role in the development of banking?
iv. What are the problems encountered by marketing department in banks in Nigeria?
v. What can the deposit money bank do to improve their image in term of bank and customer relation?
1.4	OBJECTIVES OF THE STUDY 
	Financial institution occupied a central position in the nation and they are essential agents in the development of the economy. The primary of the study is to determine how financial institution practices the marketing concept. In knowing this, the study will intends to study the following;
· To identified the problem in which the financial industry faces in the application of the marketing concept and to highlight the theoretical methodology of service and it important to financial institution.
· To determine the degree of customers awareness of the banking services and also to offer suggestion and recommendation on how to apply marketing concept to its banking operation with the view to enhance its competitive edge and improving its service to customer. 
· This study intends to highlight some problems facing Nigeria banks and way of over coming them to improve banking industry in the country now and in the future. It is hope that the immediate recommendation will help to improve the lot of the banking industry in the country particularly first bank of Nigeria plc. 

1.5		RESEARCH HYPOTHESIS 
	A null hypothesis is that hypothesis that is tested by the researcher, it is stated in negative assertion by use of the words “No” Null hypothesis states that there is no difference or no relationship between two or more variables of the hypothesis.
	The Null hypothesis is the Ho and is usually tested against the alternative hypothesis which is Hi or Ho.
	Alternative hypothesis specifics an alternative way of demonstrating the relationship between tow or more variable should the null hypothesis fail to be said that expresses the likely condition not anticipated in the null hypothesis.
Ho: There is no significant relationship between effective marketing of financial service and customer loyalty. 
Hi: There is no significant relationship between customer loyalty and banks performance. 
1.6		SIGNIFICANCE OF THE STUDY 
The importance of marketing in the banking service is becoming increasingly significant in Nigeria financial industry. Thus significant because marketing take place all the time whenever a banker interest with a customer. Therefore, it is of great importance to know that study of sort will be of a special interest in marketing of banking services because these study bring out the market concepts adopted by bank also it will provide anyone of interest to this research work in understanding, if the marketing application in Nigeria banking service system. It is believe that bank managers will gain a lot from this study; they will be able to modify the strategies used in their organization and improve in the area of their weakness.   
1.7	SCOPE OF THE STUDY
	The scope of the study is limited to financial institution which will only be part of Nigeria economy. The project has been designed to know the effectiveness marketing in banking industry and the problem, which the customer often encountered with banks resulting to poor banking services. Representation simple of the population has been carefully made. The sample chosen, which is the staff and clients, of first bank is considered an adequate representation of the population is one of the banking industries in Nigeria. Therefore, it is hoped that the result of this study would contribute to the available facts on the marketing strategies by the banks. 
1.8	DEFINITION OF TERMS
Marketing: The American Marketing Association Committee on Marketing defined marketing as the performance of business activities that direct the flow of goods and services from the producer to consumer or end user. The British institution of marketing as a management process which is responsible for identifying anticipating and satisfying the consumer requirement profitability. Marketing is the process by which a product or services originate and is the proceeded, promoted and distributed to consumer.   
· Bank: A bank has been defined as an organization whose principal operations are concerned with the accumulation of the temporarily money of the general public for the purpose of advancing to other for expenditure. 
· Services: Services is the banking industries is the process of supplying customer with the basis medium of exchange i.e. cash, deposit, checking of account, and issuing of credit card. The services of banking industries can be of the following; 
· Deposit 
· Loan 
· Cash Management 
· Automated teller machines 
· Financial service (bill discounting, cash management leasing, factoring etc).
· Saving (special and regular scheme).
· Business services (business advisory services consultancy business development plant etc).
· Foreign service for bills collection, foreign currency teller of introduction, transfer letter of credit etc).
· Personal services (personal creditor plan, executor and trustee etc).


1.9		PLAN OF THE STUDY 
	The research work is divided into five chapters for easy presentation of the fact and figure gathered;
Chapter one contains the introduction, statement of the problem, research question, objective of the study, research hypothesis, significance of the study, scope of the study, definition of terms and plan of the study. 
Chapter two treats post and current literature review.
Chapter three highlight research method and case study effort on the topic includes introduction, research methodology, sampling method, method of data analysis.
Chapter four discusses the data presentation analysis and interpretation. 
Chapter five throws light on the summary of finding, conclusion, recommendations and reference. 


CHAPTER TWO 
LITERATURE REVIEW 
2.1 Conceptual Framework	

MARKETING IN FINANCE SERVICE ORGANIZATION
	Financial service has been an aspect of the services industry; services are separately identifiable essentially in tangible activities that provide satisfaction of a product necessarily leads to the sale of a product or another service, involving the transfer of little to tangible goods.
	This definition describes services as the core of a company’s marketing offering rather than services as a means of competition.
Financial services are more sensitive in the services industry because of the responsibility. There financial services organization includes banks, non bank, financial institution and insurance companies. They are responsible for safe guiding of customers funds and provision of responsible advices on financial matters. 
	Gronross (2003) identified three major characteristics of services as been vital to services marketing planning.  
· Production consumption in most services business, services cannot separate from the producer and seller in the same competitions. A service is assumed to be consumed as it is produced. This producing and marketing are interactive process, that is, they are simultaneously performed by the same person. In a service organization. However, with improved technology, direct distribution is no longer the only way of making the service accessible to customers. 
· The customer is only given the right to use things and as symbols of lack ownership, customers may get tickets, certificates, valuable combined etc.
· Intangibility is the most important characteristic of services the customer cannot feel, taste, smell or see a service before he buys it. One cannot make a through evaluation of services because such evaluation often seems to be desirable for most customers so that then can evaluate what they are acquiring.
This is the main difference between marketing goods and services which a service evaluation of a services because such evaluation often seems to be desirable for most customers so that then can evaluate that they are acquiring. This is the main difference between marketing goods and services, which a services organization should not in formulating its marketing strategy.
2.2	MARKETING APPRAOCH TO BANKING SERVICE
	Beside the advent of deregulation and the ensuring outright competition, the financial marketing in which banks operate are characterized by homogeneity of services rendered by banks. As with other since industries, bank does not have the advantages which the manufacturing companies have in product differentiation through improvement of product functioning and pack presentation. 
	Banks are selling essentially the same services and therefore have very limited degree or freedom to enhance competitive on the basis of product differentiation. Competitive advantage can therefore only be achieved through adoption of outstanding services delivery system and customer orientation attitude towards the satisfaction of consumer needs and expectation. Become more apparent due to other market factors which came along with deregulation are as follows;  
a. The insurance in competition of the number of banks in Nigeria has jumped drastically which has out shirt the Clint personage among multitude of the financial institution. 
b. The modern competitive banking institution has adapted to the increase in technology, this is through the field fare system for speedy communication, the counting machine through the computer system and other self-services banking terminals. These have posed as a challenge in the banking institution in Nigeria to enhance services.
c. Hundred of financial institution will be out of circulation in the next century’s due to their inability to render good services effectively. Also, the flaw banks that have managed to services would have realized how to pursue their customers awareness. 
d. There is an increase in the cost of meeting the client’s financial needs of a profit and this objective can be achieve through the adoption of the marketing concept. 
2.3	COMMERCIAL BANKING IN NIGERIA 
	The First Bank to be established in Nigeria came to being in 1892, so African Banking Corporation was changed with the responsibility of distributing note of bank of England for the British treasure. The next to come to existence was the banking of British West Africa (now First Bank Plc) in 1894. 
	The West Africa Currency Board was established with the technical function of issuing and redeeming Nigeria currency on demand at a fixed party against equivalent among of the British starling. The national Bank of Nigeria Limited was the first indigenous bank, which was established in 1933. No fewer than 205 banks were registered between 1927 and 1970. Many did not start operation, but 27% failed as a result of inadequate capital, fraudulent practice and bad management. This failure caused loses to depositors and also led to inauguration of the Paton Commission to inquire into banking business in Nigeria. In 1952, the first banking business ordinance was promulgated that commercial banks to be licensed must have a minimum capital of $25, 000.00, of which 12, 500 must be paid up with adequate cash reserves (Olakanpo, 1965). Since then, the minimum paid up capital of commercial banks have been revised several times. 
	The Central Bank of Nigeria was established 1959 to replace the currency board system, to issue local currency induce changes in the banking structure, promoted the development of the banking system, organize the mobilization of resources for the development and attempt to localize banking activities in Nigeria.  
	The Structure Adjustment Program (SAP), which is the fast phase, has developed the Commercial Banking in Nigeria since 1986 to date. This period has gone through the regulation of the banking sector, with respect to allocation of foreign exchange and interest rate. 
	Also, it was during this period that has than 50% of the operating banks were given banking licenses. 
	Now there are about 100 banks operating in the country in which 30 of them have been given licenses but are ye to start banking operations for different reasons, while 40 that applied for banking licenses are still pending with the central bank of Nigeria. 
	At this points, the high rate of commercial banks in the country shows that there is need for proper review of bank management to forest all a collapse of the banking system. 
2.4	BANKING SERVICES 
	The rated banking is a term sued to describe the dealings with banking customers. While, the wholesale banking refer to the bank operation in the money market dealing with other financial institution. Bank think in term of banking where the customer shops for service required the cashier on the banks services to customers. 
	The banking services are so many that it is difficult to define them but all the three basic services that have been recognized by a good banker are; the receipt of customers deposited. Collection of vities which are undertaken to attract the desired customer’s preferences for and therefore ultimate purchase and repeat purchases of the bank services. Purchase action will only be affected by the customer if he is convinced that the organization is equipped and oriented towards satisfying his needs. Repeat purchase, which is the only guarantee for the organization survival is assumed if the organization continuously ensure the satisfaction of the customer his/her contract with the banks. Since the bank can only survive if the profitable customer are satisfied and therefore bring more business. Customer retention is even much more important than customer attraction.  
	Identification of customers need is most easily done by Frontline contract staff in the branch network. This is then followed by identification of specific packages in firm’s product port folio which are best suited to meet such customer need but the obstacle, to efficient performance of the role of many front line staff is port knowledge of the banking product mix. On his or her contract with the banks, the customer enlist for just one particular product such as current account or house saving and loan etc. but eventually, with product the customer contract person should be in posting to Gross-sell other bank product which would complement the customers need space. Hence, the branch manager could manage periodic in branch seminar for branch staff to ensure is depth product knowledge buying all staff. It has been established a bank’s production is less likely to look else where than the mono-product customer. Gross sell techniques are therefore most important tools for customer’s retention and business development. Cheques drawn on himself from these are wide range of service which are under major hoarding as follows;   
·  Deposit 
· Money transmission (banker cheque or draft standing orders collection of cheque, etc)
· Loan and advance 
· Automated Teller Machine (ATM)
· Financial Service (bill discounting, cash management, leasing, factoring etc.)
· Saving (special and regular saving scheme)
· Business services (business advisory services, consultancy, business development plan etc).
· Foreign services for bill collection, foreign currency, letter of introduction, letter of credit etc). 
· Personal services (personal credit plan, executor and trustee etc).
Although, banks provide numerous services, some are rendered to meet the specific needs of certain customer while others are for the general public. 
Sir Winston Churchill says, advertising nourishes the consuming power of man that is to increase a better standard, the goal of a better home, good for himself and his family and better clothing. 
It brings together union these would not have met and urges individual exertion and greater production in view of those, marketing is that aspect of manager job, which is concerned with managing the organizations customer present and future relationship. This aspect has been acquired in marketing for or very long time.


2.5	MARKETING CONCEPT AND PROCESS
	There are several definitions given to explain what marketing concept is Kotler stated that market can note to most people a function peculiar to business firms. Marketing is seen as the task of finding and stimulation buyer to the firm output, it involves as product development, pricing, distribution and communication, there is continued attention to the changing need of customers and the development of new product with product modification and services to meet those needs. Stanton also defined marketing as a total system of business activities designed to plan, promote and distribute wants. It also satisfies goods and services to present and potential customers. 
	There are some implications to the definition and they are as follows;
a. The marketing programme start with the given of product idea and does not end until the customer want are completely satisfied which may be sometimes after the sale are made.
b. It is managerial system definition.
c. The definition suggests that marketing is dynamic process.
d. The entire system of business activities must be market or customer oriented.  
That is, customer needs must be recognized and satisfied effectively. 
The most acceptable definition is the Kotler’s definition, which state, that “marketing looks at business, the customer’s eye and satisfied his want at a profit that is, marketing is the activities concern about satisfying consumer needs at affordable cost to the customer and a sustainable level of profit to the marketing outfit. The marketing process is being as a series of activities. 
2.6	THE TOOLS OF MARKETING CONCEPT 
	Naylor and Melver, 1986) describe marketing mix and various tools which marketing specialist should master for financial services. 
	None of the marketing tools is said to be effective isolation it is uncommon to find two organization pursuing similar objective in the financial sector allocating their marketing budget quite a different mix of ingredients.
	Since the ingredient of an effective marketing mix is interdependent. It may be in the end be better to lower forgets or length in the time scale of achievement than eliminate source marketing element entirely, in other words, successful marketing is more likely to come from a proper balanced set of activities than from one or two actions carried internationally for example in the branching banking. It would be foolish to have a strong drive without adequate back up in the branch to have a strong local advertising campaign with adequate follow our literature to have smart new premises out poorly motivate staff and so on.  
PRODUCT/SERVCES DESIGN AND PACKAGING 
	For a layman or average businessman there is rant awareness about services offered by competitive financial institution putting together a package of financial services and presenting it in such a way that it catches the interest of the consumer segment at which it is aimed as an ingredient in the marketing mix that can do more to create sales than heavy advertising expenditure or an uninteresting or distinct product. The former is often regarded as more window dressing but most customers are not expect. And they cannot be blamed for waiting the benefits of a product of services explained to them in term they can r easily understand. Banks should certainly not feel they are reducing the importance of what they may offer of their own status in offending it by making their offering as easy as possible for a particular customer type to understand. 
SHOP BRANCH DESIGN 
	Most financial services organization is retailers as well as particulars of their services. It is not easy to display a range of financial services in a way that encourages shopper to come inside. 
	In order to make the office attractive to the target customer who wants to do business face to face is an important element in the marketing mix. A marketing oriented bank for instance is likely to adopt it branch style to the local environment to be able to effectively tap the marketing opportunities there.

PRICING 
	This is one of the crucial ingredients in the marketing mix. If you change less than your competitors for someone’s quality product or services and still moves on adequate profit, but in marketing segments where customer s are not very price conscious, it does not necessarily mean that you will see more. 
SELLING 
	In marketing financial services, the face to face resources is at the same time even more important and rather less easily defined and it is handed to apportion the total cost of “multipurpose” staff fairly between selling administrative activities. 
	It is more important because the banker is himself a major part of the services he ahs to offer, he has a product in the shape of specialize excesses to financial resources to match customer resources the personal selling element in the marketing mix will be of crucial important and will merit more detailed attention from the marketer because of its importance in finical services as against the marketing of physical goods. 
 
2.7	STRATEGIC MARKETING IN FINANCIAL SERVICES 
	This is a broad process in a company’s business administration, it involves the integration of the corporate objecting to develop marketing optionally adopted its opportunities as in the face of a constantly changing environment.
	To satisfy the customer needs and wants, sound are profitable on marketing programme and strategies which constitute consistence sets of produce as well as communication channel and pricing policies that would satisfy the needs and words of the target group of customer should be developed.
	The development of an effective marketing programme required strong analytical abilities. Also, understanding of environments institutional and competition factors and considerable among the creating and common sense are very important. Basing its decision on its strength and weakness and those of its competitors. A company may decide to afford a superior product at a premium price with excellent services that is well advertised and aimed at the more efficient buyers on the other hand, a company may decide to get across to buyer in relation to other competitor selling to that marketing by offering them price, more so product to price mindful of its product quality and price and against those of its competitors. Since marketing mix is the mixture of controllable marketing variable that the firm uses to pursue the sought level of sales in target market, it is means to be manipulated, selected and adjusted for a company’s marketing desire. 
	Hence, a company can increase the size of its sales force and raise its advertising expenditures, the short run.
2.8	STRUCTURE OF THE FINANCIAL SECTOR IN NIGEIRA 
	The Nigeria financial sector comprises of regulatory supervisory authorities, banks and other financial institutions. 
· Regulatory Authorities: The regulatory/supervisory authorities play crucial role in scrutiny the operating and developing of the financial system. They included the following; 
· Federal Ministry of Finance (FMF)
· Nigeria Deposit Insurance Corporation (NDIC)
· The Central Bank of Nigeria (CBN)
· Securities and Exchange Commission (SEC)
· Federal Mortgage Bank (FMB)
· Nigeria Reinsurance Corporation 
· Specialized Banks: The specialized banks otherwise known as development financial institution are established specifically to contribute to the development to specific sectors of the economy.  
	These are;
· Insurance companies 
· Re-insurance companies
· Financial companies 
· Bureau de change 
· Primary mortgage institution 
· Nigeria social insurance trust fund 
Develop new products and modify its marketing channels in the long run in order to attain a desire sales level.
The essence of strategic marketing is to ensure the successful operation of a company. 
A business-oriented company’s success can be measured by its profit optimization, which is attainable by finding the optional total marketing expenditure level. To make unnecessary expenses on any marking tool will defeat the purpose of strategic marketing.

MARKETING IN A DEPOSIT MONEY BANK
	Marketing was never associated with Deposit money banking by bankers with recently banks performed early service for a limited market.
	Employing a marketing exceptive in a bank a few decades ago would have been considered a missioner.  
	This was because marketing was considered applicable only to manufacturing rather than service industries. Banks are however, becoming more oriented in recent years because of increasing need to satisfy customer needs in the competitive marketing environment. 
	To the bank performed clearly defined service for a limited market.
	Melver (1986) defined marketing as the function of co-coordinating and controlling the planning. Selling promotional activities of a commercial enterprise to Seroe the customer profitably. The definition is not adequate in today’s banking situation. For instance, can Nigeria banks truly be described as commercial enterprise in the real sense or do all the regulations to which they are subjected, and all the social responsibilities which they accept mean that they should be properly described as commercial service organization. 
	Ever since 1977, the banks share America house holds financial assets has been diminishing. Once deposit deregulation set in, customers stated to shift thin money from low yielding bank deposit in 1977, the band deposits accounted for but 27% of the 4.3trillion  in financial assets owned by America household. In 1987 the share was down to 23% for a  total of 9.3trillion. 
	The bank’s loss has been the money manager’s gain. Money market mutual funds accounted for 2.5% and pension fund reserved for almost 20%.
	In short, the market place radiation now face deposit money banking just as they have face manufacturing and trade in the nor for distance pats.
	Unlike the other services industries, the transactions to a market orientation and adoptions of the marketing concept have been regard an real.
	In 2002, study of banks with deposit of 10 million dollars and above the percentage of banks with have formed market department of banks with far found marketing development only 12 percent of the smallest banks and 15% of the largest banks reported marketing developing in existence over ten years. 
	Marketing has become commercial banking cutting, edge for marketing news forms of competition and for searching out new opportunities. The new capital rules and the increasing competitive of the banking business are enforcing banks to operative fully those business, which provides the highest return on capital for it only big making reasonable return on equity that banks will comity inventors to supply them with capital. 
	Few banks are sure or which are their most profitable business. In other to work out what they should specialize in bankers are analyzing and unbundling their activities as never before by disentangling in their operation into destruct entities with their own cost and profits, bank are reshaping the conventional definition and role of bank.
	The more marketing led approach will make retail bankers less concerned about credit with less than loss sales.
	Until the mid 1960s the word “marketing was not hear in the corridors of British banks. Nowadays, feeling aggrieved at the taxation advantages and the comparative function from regulation enjoyed by some of their competitors.


2.2 Theoretical Framework

Diffusion of Innovation Theory  
Originally proposed by Rogers (1962), this theory explains how new ideas and technologies spread within a social system.  
- Application: Nigerian DMBs adopting digital channels—mobile apps, POS, internet and email marketing—are classic cases of innovation diffusion.  
- Evidence: Oyedeko & Kolawole (2024) found that email, social media, and mobile marketing significantly improve bank performance
Commitment–Trust Theory of Relationship Marketing  
Morgan & Hunt (1994) emphasized that commitment and trust are fundamental to sustained customer relationships.  
- Application: DMBs employ relationship marketing strategies—complaint handling, service quality, trust-building—to encourage deposit mobilization and customer loyalty.  
- Evidence: A study on five Nigerian DMBs demonstrated that service quality, trust, and satisfaction all positively correlated with loyalty

Agency Theory
According to Jensen & Meckling (1976), this theory concerns aligning the interests and expectations of principals (shareholders) and agents (managers), reducing information asymmetry.  
- Application: In marketing financial services, DMBs (principals) rely on branch staff and agents (agents) to represent them effectively.  
- Evidence: A 2023 SAGE-published study on agency banking highlighted how proper oversight and alignment with institutional goals reduce agency-related issues
2. 3 Empirical Framework

Adelabu & Ogunbayo (2023): Found that digital marketing positively influences deposit mobilization in Nigerian DMBs.    "Digital promotion through social media and mobile platforms significantly improved customer engagement and deposits."  

Eze, C. et al. (2022): Examined relationship marketing and its influence on customer loyalty in five major Nigerian DMBs.   "Trust and service personalization increased customer retention."  

Olayemi & Ibrahim (2021): Analyzed product marketing and financial performance in Lagos-based DMBs.
Onuoha & Alade (2020): Studied the impact of service quality marketing on brand loyalty in the banking sector.  
  "Perceived service quality significantly mediated the effect of marketing strategies on customer loyalty."


CHAPTER THREE 
RESEARCH METHODOLOGY 
3.1	INTRODUCTION 
	This chapter presents the method of investigation for the research.
	This project serves as an investigation into the performance of First Bank of Nigeria Plc.
	The annual report of the bank has helped in providing some figures and other information, other fact are collected from relevant text books and journalist.
	Some problems were encountered in the process of data collection, there was a sort of reluctant to release certain information and I was told that some of the bank’s issue are sensitive; hence the information needed could not be made available. 
3.2	RESEARCH METHODOLOGY
	For the purpose of this study, data would be gathered through;
a. Primary source 
b. Secondary source 
· Primary source 
	The primary source was used to obtained information from the customers of First Bank of Nigeria Plc, through questionnaire issued to customers through the head office of the bank some other branches of the bank in both Lagos and Ilorin. 
· Secondary source 
	The secondary source were obtained from past publication of the bank for example, the annual report of the bank from 2001-2009, pamphlets and other circulars announcing the types of service being rendered by First Bank of Nigeria Plc.
	The data collected will be analyzed using chi-square statistical method in hypothesis test. 
3.3		SAMPLING METHOD 
	The sampling method being used for the study is stratified sampling method. A number of questionnaire of about fifty copies were made to complete the questionnaire. Then the completed questionnaires were then arranged into various categories of bank services and analyzed.
3.4	METHOD OF DATA COLLECTION  
	Questionnaires are administered to the staff and customer of First Bank of Nigeria Plc. The bank management are also contracted through questionnaire; the secondary data will also be used because some data which were collected the published, and have been kept by the bank may also be needed by the researcher.
3.5	METHOD OF DATA ANALYSIS 
	The response to each of the research question will be scored and totaled. Frequency table will be used and simple percentage score are computed. The further help the research in discussing and analyzing the findings of the research. 
3.5.1	CHI-SQUARE DISTRIBUTION (X2)
	In the selection of statistical tools for used in hypothesis testing, cognizance is given to the number of samples being selected from the total population for the used of the normal distribution is applicable. However, if the sample is of a lower i.e. (nc 30) the use of the “T” (chi square) and “F” distribution are applicable.
	The X2 distribution is an extension of hypothesis testing and it is used when making a comparison between an actual a “measure of the discrepancy between observed and expected frequency” it is often re-offered to as “goodness of fit test”.   
	The formula for the calculating of X2 is, 
	X2 = E (O-E)2
		  E
Where,
	O = Observed frequency of any value 
	E = The expected frequency of any value
i. Observed frequency: This is obtained through the administration of questionnaire and results of personal interviews conducted based on the hypothesis are from the observed frequency.
ii. Expected frequency: This is also called “theoretical hypothesis” the valuation of this on the out come of the observed frequency which be set in the table called contingency table. The contingency tables contain “r” rows and “c” column is sometimes referred to as (RxC) the row and the column in the table is called the “marginal fairness; to the hypothesis, we need to find the expected frequencies for each call in the contingency table. However, the general formula for any cell is given as;
(Fe) = total frequency 
Where, Fe = Expected frequency
	It is often found that errors can be made when hypothesis testing is being carried out the can be grouped into two namely.
TYPE/ERROR 
	This occurs when a hypothesis is accepted when in actual fact it should be rejected.
	In either of the two cases above, wrong decision in judgment occurs. In order for any hypothesis to be free of these wrong decisions, it must be designed so as to minimize the errors to be committed in arriving at decision. The importance of reality of this is seen in an attempt to decrease one type of error is accompanied in general by an increase in the other type of error. In view of this a given level of significance is chosen.  
3.5.2	LEVEL OF SIGNIFICANCE 
	In testing a given hypothesis, the maximum profitability with which one is willing to risk a type of error is called “level of significance” of the text. In practice however, a level of significance of 0.05 or 5% is chosen, and is used in testing the hypothesis. The meaning of the above is that there are five chances, out every hundred that the hypothesis is rejected when it should be accepted that is we are 95% confident that the right decision is made. In this case, our hypothesis will be rejected at 0.05 level of significance, which means that the probability of bang wrong is 0.05.
3.5.3	DEGREE OF FREEDOM 
	In order to approximately use this selection statistical tools (chi-square) it is important to use observation obtained from a sample as well as the population parameters. Since these parameter may or may not be known, then they are estimated from the sample selected the number of “degree of freedom” of this statistical is directed by “V” and it is the number “N” of independent observations in the sample (i.e. the sample size) mines the number “K” of the population parameter which must be estimated from the sample observation. Thus we have V=N-K. In the sample is N from where we will compute S (Sample) how since we must estimate the standard deviation of the mean, K = 1 and U – N = 1.
	Generally, R = row number of respondents, C = Column given the outcome of opinion from respondent that have been sample from evaluation any value obtained that falls outside 95% or the acceptance region said to fall in the critical region (i.e. it constitution the critical region make the Null hypothesis to be accepted).   
	The value of X2 is obtained given the above formula and also what is obtained in our contingency table. The value obtained will be compared with the value which is obtained in the chi-square table (the specimen of this table is found in appendix) with appropriate design.
	It is however emphasized that X2 value obtained from the table under the given degree of freedom is the critical region. If the X value obtained the computation is greater than this, it shows that critical region or the region of rejected and the null hypothesis Ho is rejected. 
	If on the other hand, the value obtained for the computation of X is lower than the value obtained for critical value region from the table of chi-square at a particular degree of freedom and a given confidence level; then the value is regarded as falling under the applied region. Hence, the null hypothesis Ho is accepted while the alternative hypothesis Hi is rejected. 


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS INTERPRETATION
4.1	INTRODUCTION 
	The central focus of this chapter is to present and analyze data collected from the case study and from already written materials. Thus was achieved through the use of table, graph, visual presentation and statistical analysis such as percentage analysis and chi-square, section ‘A’ are analyzed based on the research question while the other sections of the questionnaire were cross tabulated and presented using test of hypothesis. 
	Therefore, this chapter contain presentation analysis of data according to research question and presentation analysis of data according to test of hypothesis and generalization. 
4.2	PRESENTATION AND ANALYSIS OF DATA ACCORDING TO RESEARCH QUESTION 
	This section aims at analyzing questions of the questionnaires on section A, which are primary bio data of the respondents, the question focused on the department sex, age, marital status, education qualification of the respondents.
	The questionnaire has two (2) subsection and fifteen (15) questions are asked all together to secured adequate information on the impact of banks in the development of small scale business in the Nigeria economic. 


4.2.1	DISTRIBUTION OF DEVELOPMENT AND BANKS CUSTOMER RESPONDENTS 
	Department 
	Number of respondents 
	Percentage (%) 

	Human resources 
	15
	17.64

	Accounting 
	20
	23.53

	Operating 
	5
	5.88

	Cash and operation 
	29
	34.12

	Customer 
	10
	11.77

	Total 
	85
	100




The above table shows the various department in the bank in which marketing department has 6 respondents with 7.06%, human resources has 15 respondents with 17.64%, accounting department has 20 respondents with 23.53%, operating has 5 respondents with 5.88%, cash and operation has 29 respondents with 34.12%, and bank customer has no respondents with 11.77% cash and operation department has the highest frequency and they agreed much with the development. A small scale business in the Nigeria economic.






4.2.2	SEX DISTRIBUTION OF THE RESPONDENTS 
	Department 
	Number of respondents 
	Percentage (%) 

	Male 
	53
	62.40

	Female 
	32
	37.60

	Total 
	85
	100


4.2.2	Bar Chart of Sex Distribution 

The table above respondent the figure of male and female. The male has 53 respondents with 62.40% and female has 32 respondents with 37.60%. indicate that there is more male staff in the first bank of Nigeria Plc compare to female, therefore, male forms the nucleus of my respondents, this may be as a result of the commitment of males in any organization that the females. 





4.2.3	AGE DISTRIBUTION OF THE RESPONDENTS 
	Department 
	Number of respondents 
	Percentage (%) 

	20-25years
	18
	21.18

	26-30years 
	25
	29.41

	31-35years 
	10
	11.76

	41-45years 
	17
	20.00

	Total 
	85
	100



The above table shows the age distribution of the respondents’ age within 20-245years has 18 respondents with 21.18%, 26-30years has 25 respondents with 29.41%, 31-35years has 10 respondents with 11.76%, 36-40years has 15 respondents with 17.65% and lastly age range between 41-45years has 17 respondents with 20.00%.
	From the statement above, it is deduced that bank is resulting people who are young, age and versatile the work.  
4.2.4	MARITAL STATUS  
	Department 
	Number of respondents 
	Percentage (%) 

	Single 
	62
	72.94

	No 
	23
	27.06

	Total 
	85
	100



From, table 4.2.4 and figure 4.2.4 above shows marital status distribution the total number of single are 63 respondents with 72.94% and the married 23 respondents with 27.06% the single has the highest frequency therefore, there are more single than married in First Bank of Nigeria plc, this may be a result of stress passed through by the married in the section than their single counterparts. 
4.2.5	EDUCATIONAL QUALIFICATION 
	Department 
	Number of respondents 
	Percentage (%) 

	NCE/OND
	25
	29.41

	B.sc/HND
	40
	47.06

	Other 
	20
	23.53

	Total 
	85
	100


 

The table shows the educational qualification of distribution where NCE/OND has 25 respondents with 29.41%, B.sc/HND has 40 respondents with 47.06% and others professional has 20 respondents with 23.53%, B.sc/HND has the highest frequency. 
4.3	PROCEDURES FOR ANALYZING THE COLLECTED DATA 
 	The data analysis was achieved through the statistical method of hypothesis testing and visual presentation of data. The chi-square technique and bar chart were used for hypothesis testing and visual presentation of data respectively; the chi-square technique shall be used for the test of hypothesis donated by the formula.
	Formula for chi-square (X2)
	X2c = E (Fo – Fe)2
		           Fe 
Formula for expected frequency (Fe)
	Fe = Fr X Fh
		Fn
Analysis for chi-square (X2) were;
Fo = Observed frequency 
Fe = Expected frequency 
Ho = Null hypothesis 
Hi = Alternative hypothesis 
X2c = Calculated value 
X2t = Table value
Analysis for expected frequency (Fe) were;
Fr = Frequency of row 
Fe = Frequency of column 
Fn = Frequency of number 
Df = Degree of freedom (F-i)(c-i)
R = Row 
E = Column
4.4	PRESENTATION AND ANALYSIS OF DATA ACCORDING TO TEST OF HYPOTHESIS 
	The basis fundamental for testing hypothesis involves the formula of the null hypothesis (Ho) and the alternative hypothesis.
	The researcher will decide a value of the alpha (X) level and compute its quality from the data already supplies the table value will be located after the value gotten are, the computed and it is on this basis that decision rule is formulate those that fall on the critical region is rejected while those that fall outside the critical region is accepted.
TESTED OF HYPOTHESIS 
	Here, question 8, 9, 10, 11, 12, 13, 14, 15 are cross tabulated and that they are analyzed using chi-square method of analysis.
	The result is show in the table below;
WORKING HYPOTHESIS
Ho: The application of marketing concept into the bank will not improve profitability. 
Hi: The application of marketing concept into the bank will improve profitability. 
4.3.1	VALUE OF FREQUENCY OBSERVED IN TEST 1
	Question 
	Yes 
	No
	Indifference 
	Total 

	8
	85
	0
	0
	85

	10
	64
	12
	9
	85

	11
	70
	12
	3
	85

	12
	76
	9
	0
	85

	Total 
	364
	42
	19
	425


WORKING OF CHI-SQUARE B
	The application of marketing concept into the bank will not improve printability. 
Formula: X2 = E (Fo – Fe)2
			    Fe
A. 85 X 364	 = 72.8
         425	
B. 85 X 42 = 8.4
         425	
C. 85 X 19 = 3.8
         425	
D. 85 X 364	 = 72.8
         425
E. 85 X 42 = 8.4
         425	
F. 85 X 19 = 3.8
         425	
G. 85 X 364	 = 72.8
         425	
H. 85 X 42 = 8.4
         425	
I. 85 X 19 = 3.8
         425	
J. 85 X 364	 = 72.8
         425	
K. 85 X 42 = 8.4
         425	
L. 85 X 19 = 3.8
         425	
M. 85 X 364	 = 72.8
         425	
N. 85 X 42 = 8.4
         425	
O. 85 X 19 = 3.8
         425	


COMPUTATION OF CHI-SQUARE-SECTION B
	The application of marketing concept into the bank will not improve profitability.
	Cell 
	Fo
	Fe
	Fo – Fe
	Fo – Fe2
	(Fo – Fe)2
     Fe

	A
	85
	72.8
	12.2
	148.84
	2.044

	B
	0
	8.4
	-8.4
	70.56
	8.400

	C
	0
	3.8
	-3.8
	14.44
	3.800

	D
	64
	72.8
	-8.8
	77.44
	1.063

	E
	12
	8.4
	3.6
	12.96
	1.542

	F
	9
	3.8
	5.2
	27.04
	7.115

	G
	70
	72.8
	-2.8
	7.84
	0.107

	H
	12
	8.4
	3.6
	12.96
	0.107

	I
	3
	3.8
	-0.8
	0.64
	0.168

	J
	69
	72.8
	-3.8
	14.44
	0.168

	K
	9
	8.4
	0.6
	0.69
	0.042

	L
	7
	3.8
	3.2
	10.24
	2.694

	M
	76
	72.8
	3.2
	10.24
	0.140

	N
	9
	8.4
	0.6
	0.36
	0.142

	O
	0
	3.8
	-3.8
	14.44
	3.800

	Total 
	
	
	
	
	32.69


Degree of Freedom = 8
Level of significant = 5% or 0.05
Table value = 0.58, 15.507
Calculated value = 32.69
	Since table value is less than calculated value, they will accept Hi and Reject Ho.













4.3.1	NORMAL DISTRIBUTION ON HYPOTHESIS ON THE APPLICATION OF MARKETING CONCEPT INTO THE BANK WILL NOT IMPROVE PROFITABILITY







15.507		32.67


Decision rule: We would reject null hypothesis and accept the alternative of the calculated value is greater than the value and vice versa.
Conclusion: Since the calculated value fall on critical region the null hypothesis is rejected and we accept the alternative hypothesis which say that not improve profitability. 

TEST 11
	Here question 13, 14, 15 were cross and result are show below working hypothesis. 
Ho: Application of marketing concept into the bank will not improve profitability.
Hi: Application of marketing concept into the bank will improve profitability.
	Level of significance expected from the working hypothesis is at 5% of statistical hypothesis.

4.3.2	VALUE OF FREQUENCY OBSERVED IN TEST 1
	Question 
	Yes 
	No 
	Indifference 
	Total 

	13
	79
	5
	1
	85

	14
	80
	0
	5
	85

	15
	82
	0
	3
	85

	Total 
	241
	5
	9
	255


Degree of Freedom = 3
Level of Significant = 0.05
Table value = 0.05, 9.488
Calculation value = 12.721
See appendix 11 for chi-square working 








4.3.2	NORMAL DISTRIBUTION ON HYPOTHESIS ON THE APPLICATION OF MARKETING CONCEPT INTO THE BANK WILL IMPROVE PROFITABILITY 






9.488					12.721

Degree of Freedom (df) : (r-1)(c-1)
				(5-1)(3-1)
				4X2 = 8
				DF = 8
Working of chi-square: Application of marketing concept into the bank will improve profitability.
	Formula = X2 = (Fo – Fe)2
				 Fe

A. 85 X 241	 = 80.33
         225	
B. 85 X 5 = 1.66
        225	
C. 85 X 9 = 3.00
        225	
D. 85 X241	 = 80.33
         225
E. 85 X 241 = 1.66
         225	
F. 85 X 19 = 3.00
         225	
G. 85 X 241	 = 80.33
         225	
H. 85 X 5 = 1.66
        225	
I. 85 X 9 = 3.00
       225	
COMPUTATION OF CHI-SQUARE 
Application of marketing concept into the bank will improve profitability
	Cell 
	Fo
	Fe
	Fo – Fe
	Fo – Fe2
	(Fo – Fe)2
      Fe

	A
	79
	80.33
	-1.33
	1.76
	0.02

	B
	5
	1.66
	3.34
	11.15
	6.71

	C
	1
	3.00
	-2.00
	4.00
	1.33

	D
	80
	80.33
	-0.33
	0.10
	0.001

	E
	0
	1.66
	-1.66
	2.75
	1.65

	F
	5
	3.00
	2.00
	4.00
	1.33

	G
	82
	80.33
	1.67
	2.78
	0.03

	H
	0
	1.66
	1.66
	2.75
	1.65

	I
	3
	3.00
	0
	0
	0

	Total 
	
	
	
	
	12.721



Degree of Freedom (df) : (r-1)(c-1)
				(3-1)(3-1)
				2X2 = 4
Level of significant = 0.05
Table value = 0.05, = 9.488
Calculated value = 12.721
	Therefore, since calculated value is greater than table value they accept Hi and reject Ho.
· Every bank official should know that he/she is a public relation officer.
· Sponsoring programme and seminars in the society should be embarked upon by the bank, 30 as to increase the bank’s popularity among the society. 


CHAPTER FIVE 
SUMMARY, CONCLUSION AND RECOMMENDATION 
5.1	SUMMARY 
	Intangible product like banking services has been eroded for years. Mostly as a result of poor services industrial companies have been slashing prices to attract and retain customers, this is an up hill task; corporate customers are pressurizing the giant companies that have difficulty in achieving constant marketing services to perform. Few discerning committees and individuals are forming banks in order to distract customers from the giant banks, but how far are they too with marketing of services. 
	Incidentally, it was found during the research work that managers seems to know marketing services as essential to the survival of their bank let services kept getting worse, they only do it in advertisement and in word of mouth like “king”, the one who pays out cheque, manager only believer their minds practice marketing with their mouth. None seems strong enough to constantly pursue superior customer services. 
	The research interviewed customers and contractors who at one time or the other were required and contractors who at one time or the other were required for services from communities bank and one was amazed at their reaction, which was negative. 
	Also, during the research work, it was found you cannot (afford) to deliver in the old wa6y but new system can actually deliver it better. That is being polite, efficiently, fast and knowledge. 
	Lastly, it was found that banking client those days are more sophisticated than before, earn more than people them and better educated. They demand the best in terms of service and product and would be overly disappointed if they receive the second best. Hence, would prefer to patronize any bank that meets their needs whenever and wherever it might be.
5.2	CONCLUSION 
	The company for adoption for marketing culture as a way of life for banking industry is most relevant in the present competition environment. This is no room for complacency as the market entry into financial services industry has been easier as evidence by the recent provision of banking institution. 
	These young banks are not leaving any stones with turned as they plan their market invasion strategies and are bound to gradually nibble away at the market share of the large old brigade banks.
	Banks should concentrated and improve one of these factors;
· Identification of customer needs. 
· Development of service to meet those needs and delivery of these needed service effectively at a point.
· The vehicle for rendering excellent services is composed of attitude.
5.3	RECOMMENDATION 
	Considering the fact that marketing of service is a total approach that will place premium or providing service to client exactly the way the customer wants it, this result, in report business.
	The following recommendation will help the banking sector for market, their services now efficiently and effectively to their clients. 
	The customer contact personnel should be knowledge able about the quantity promise attached teach product and ensure that the customer does not get loss than promise. Product knowledge also requires that all staff must know the available product option in their product mix which suit each customer class and specific need. 
	It also a good marketing practice for a bank to adopt price differentiation strategy for various customer groups and product class, such upper class products as cheque guarantee (e.g. UNICARD WESTERN MONEY UNION TRANSFER) should enjoy premium pricing. However, in the local marketing where customer’s lifestyle has not dictated a high demand for such product. Penetration pricing strategies have to be adapted to the introductory stages of new product.  
	Pricing of purchase material including sales brochures, posters display signs that provide customers with information and invite them to use the specific service being promoted. A brochure provides detailed information on the service and is always used where available as a sales tool when introducing customer to their services. They should also be read by staff and understand perfectly in order to place them in a good position to answer customer’s enquiries, that is, when ask an open question to elicit answers, they respond exactly and decisively will anchor his loyalty to your bank. 
	To be effectively at doing these, as an employee, one see him/herself as an integrate part of customer’s satisfaction.
	Bank should make their customer’s the owner of the organization. This can be done through responsibility to their needs. Allowing them to make their feeling and options knows when they “four banks” make them comfortable as possible and above all, be coetaneous.    
	The management of banks should empower the employee to make on the spot decision. It entails all that will keep the employees in high morale and hence willing to discharge his/her duties as expected in accordance with organization policy.
	Finally, the expectation created through media advertisement and personal marketing should be consistency measured with the sole aim of exceeding than in actual delivery. 
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QUESETIONNARIE 
THE IMPACT OF MARKETING OF FINANCIAL SERVICE IN NIGERIA DEPOSIT MONEY BANK 
PART A 
	Personal Information about the respondent phase, mark (  ) in the appropriate box and includes any information where necessary. 
1. Name of respondents ……………………………………………
2. Sex: Male (    ) Female (    )
3. Marital Status: Married (    ) Single (    ) Divorced (    ) 
Widow (    ) Widower (    )
4. In which of the following age category do you belong to?
20-25 (    ) 26-30 (    ) 31-35 (    ) 36-40 (    ) 41-45 (    ) 
45 years and above (    )
5. Educational Qualification?
NCE/OND (    ) B.sc/HND (    ) Other (    ) 
6. What is your present opinion?
Junior Staff (    ) Senior (    ) Customer (    ) 
7. Operating Department …………………………………………..
PART B 
1. Does deposit money bank improve their image terms of bank and customer relation? Yes (    ) No (    ) Indifference (    ) 
2. Does deposit money bank embrace marketing financial service in Nigeria? Yes (    ) No (    ) Indifference (    )
3. Does marketing financial service have any negative impact on the Nigeria deposit money bank? Yes (   ) No (    ) Indifference (    )
4. Does marketing have correlation or relationship to the service?
Yes (    ) No (    ) Indifference (    )
5. Does marketing very essential towards in increasing the sales of deposit money bank service? Yes (    ) No (    ) Indifference (    )
6. Will the application of marketing concept into the bank improve profitability? Yes (    ) No (    ) Indifference (    )
7. Will marketing be improved to play more prominent and dynamic role in the development of banking?
Yes (    ) No (    ) Indifference (    )
8. Is there any significant relationship between effective marketing of financial service and customer loyalty? 
Yes (    ) No (    ) Indifference (    )
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