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ABSTRACT
In the highly competitive Nigerian banking sector, effective marketing strategies have become essential tools for driving growth, enhancing customer acquisition, and improving overall financial performance. This study examines the impact of marketing strategies on the performance of Nigerian deposit money banks, using **Guaranty Trust Holding Company Plc (GTCO)** as a case study. The research adopts a descriptive and analytical approach, utilizing both primary and secondary data sources. Primary data were collected through structured questionnaires administered to bank managers and marketing officers, while secondary data were sourced from the bank’s annual reports, financial statements, and publications by the Central Bank of Nigeria (CBN).

The study explores various marketing strategies such as digital marketing, brand positioning, customer relationship management, and product innovation, and how these influence key performance indicators including profitability, market share, and customer retention. Findings reveal that there is a strong positive correlation between the implementation of innovative marketing strategies and improved financial and operational performance of the bank.

However, challenges such as regulatory constraints, high competition, and limited marketing budgets were found to hinder the full potential of marketing initiatives.

The study concludes that strategic and well-coordinated marketing efforts significantly enhance the competitiveness and profitability of deposit money banks in Nigeria. It recommends that banks should prioritize investment in digital marketing channels, customer-centric approaches, and continuous brand development to sustain growth and improve market performance.
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CHAPTER ONE
INTRODUCTION
1.1. Background To The Study
Banking is seen as a service orientated business and the banking industry in particular play crucial role in the economic development especially in the real sector which increase the quantum of goods and services in the economics, thus national output increased and the level of employment improved. Due to the twin impacts of deregulation and technology, the banking industry is now learning to operate in a much more competitive environment. Under such competitive conditions, marketing suddenly becomes much more important, as competitive trends intensity. The ability to innovate, manage and market associated changes is a crucial factor. Consequently, to maintain a strong hold in the competitive market, every firm in the banking industry has to develop effective market and concrete marketing strategies in order to get a share of increasing market demand.
In Nigeria quite a number of banks have collapse due to inability to adopt proper marketing strategies. It is therefore worthy to note that “the profitability and success of banking industry depends on well-conceived marketing strategies” (Robins, 1976:125). Therefore, marketing strategy defines the broad principles by which the business unit expects to achieve its marketing objectives in a target market, also marketing strategy consist of basic decisions on total marketing expenditure, marketing mix and market allocation. Marketing strategy is a specific plan for allocating marketing resources to reach the marketing objectives. According to Malcom Mc Donald and Peter Moris, in their book titled “The marketing plan” (London: 1987:45) if an objective is “what we want” than a strategy is “how do we get it” However, strategy contains three elements namely: the means, timetable and resources. Which means strategy will define broadly the means, timing and resources of implementing a marketing plan. It will include the timing of the programmes, and it will call for necessary resources for the Job as at when certain actions have been taken (Lawal, 2018).
For any business to be successful, it must regard customers as kings whose needs and wants it tries to satisfy most efficiently at a profit. The marketer identifies the users of its product and tries to use efficient distribution system to deliver the goods or service at the right time and place. The marketer must also use innovation when it comes to combining the marketing mix to achieve its marketing goals.
Marketing plays a very important role in the Nigerian banking system and as such the need for marketing cannot be overemphasized. According to Kotler (2000) and Giese and Cote (2000) "marketing is human activities that are directed at satisfying needs and wants through an exchange process". The main aim of marketing is to identify the wants and needs of customers and ensure that they are adequately met through exchange processes. Isibor, Ojo, & Ikpefan (2017) posited that growth is a vital and necessary condition for development in an organization. Thus, marketing is very crucial to the growth of a bank and it is important to be adopted by banks in order to maintain its market share and profitability in the long run. This will put a bank at the edge of competition in the banking industry. Adebowale (2020), agrees with the fact that a major cause of increased competition and changes in the marketplace has been the need for banks to become more market-oriented and to engage in marketing activities. Marketing is aimed at meeting the desires of not just the customers but also the banks since the product has to be first of all marketed before it can be patronized by the customers who result in high returns and expansion to the bank(Achugamonu, Taiwo, Ikpefan, Olurinola & Emena 2019).
Marketing is the backbone of any organization because marketing helps to attract its target customers and thereby creating a relationship where exchange can be made possible. For banks, marketing creates a connection or a link between the bank's product and the customer and this means that a bank's product can only be marketed based on the perceived value that will benefit the customer. Customer oriented approach is widely focused on in marketing rather than on sales-oriented approach because it profits the bank in the long run, by building up customer relationship and loyalty. Sales oriented approach is dangerous to the health of a bank. Trying to persuade a market segment to buy something they do not want is highly costly and sometimes unsuccessful, (Lawal 2018). The bank has a major role in determining the level at which marketing plans and activities are implemented to achieve the necessary aim the firm wishes. The bank's ability to establish an organized marketing system ensures a highly effective implementation of marketing strategy to suit the primary objective of the firm, which is to make profit. The bank has to develop the capacity to produce the goods and services that will meet the needs of the customer and that will be of a great relevance to their daily activities. The bank also should have the ability to adapt to changing needs and wants of the customer. Failure of banks to do so will lead to the loss of potential and existing customers because other banks will come up with newer and better strategies, methods and ways of meeting the customer's needs and wants. We are in a competitive age and the state of the economy requires banks to be on top of their game in order to gain a competitive advantage over all other banks in order to increase their market share.
It is on this basis that the researcher examines the impact of marketing used in the Nigerian banking industry with particular emphasis on the Guaranty Trust Holding Company plc.
1.2	Statement of the Problem 
The way and manner commercial banks especially in Nigeria promote their price and place marketing strategies in a bid to attract and retain more customers and increase their deposits, loan portfolio and earning base has been of a serious concern to many and this suggests that price and place marketing strategies are critical to marketing of financial services. Therefore, the need to determine the usefulness, effectiveness and appropriateness of marketing strategies on efficient service delivery of banks in Nigeria has become very expedient.
Banks had over the years evolved different place marketing strategies which include branch expansion; branch network; branch location and channel of distribution of financial services strategy. Channel of distribution and other place marketing strategies in Nigerian banks have greatly increased since the bank consolidation of the Central Bank of Nigeria (CBN) in 2005. It is expected that the more the distribution channels provided by banks, the more customers it will serve and the more likely the earnings and growth potentials of banks. However the extent to which the place marketing strategy adopted by a bank affects her financial services delivery has remained scarcely investigated in Nigeria.
Despite the relevance of marketing of financial services to efficient financial services delivery of banks; there is still dearth of literature on this area of study especially in developing countries like Nigeria. This suggests that the price and place marketing strategies adopted by commercial banks in Nigeria may not have been motivated by valid scientific evidence or at best might be based on foreign empirical evidences.
1.3	Research Question 
The following research questions will be answered in the course of this study:
1. To determine the effect of marketing strategy on financial services deliveryof commercial banks in Nigeria
2. To ascertain the effect of place marketing strategy on financial services delivery of commercial banks in Nigeria.
3.  How can banks make use of marketing to satisfy their customers always?
4. How can the problem of marketing in Nigerian banks be curbed?
1.4	Objective of the Study
1. 1. To determine the effect of marketing strategy on financial services delivery of commercial banks in Nigeria
2. To ascertain the effect of place marketing strategy on financial services delivery of commercial banks in Nigeria.
3. To examine how marketing of financial services can be used to satisfy their customers at all times.
4. To investigate how the problems of marketing in Nigerian banks can be improved upon for efficiency.

1.5	Research of Hypothesis
Ho: Marketing strategy does not have any significant impact on financial services and product in Nigeria banking system
Hi: Marketing strategies have impact on financial service and product in Nigeria banking system
Ho2: There is no significant relationship between marketing and the satisfaction of banks customers.
Hi2: There is significant relationship between marketing and the satisfaction of banks customers.
1.6	Significance of the Study
This study will provide valid empirical evidence on the effects of price and place marketing strategies on financial services delivery of commercial banks in Nigeria.
The outcome of this study is expected to benefit the owners and managers of financial institutions who are going to understand in clearer terms the likely effects of price and place marketing strategy on financial services delivery of commercial banks in Nigeria.
This study is expected to contribute to the quality of literature on price and place marketing strategies and its effects on financial services delivery. Therefore, other researchers will benefit from the study by making use of the knowledge that it would have contributed to knowledge for further studies since the outcome of the study would serve as a reference material.


1.7	Scope of the Study
This study covered the area of product modification, marketing strategy and marketing mix etc from United Bank for Africa. However, the study has its limitation in the collection and processing of data through the use of questioner and interview since it is bases on primary data. 
1.8	Definition of Term
Marketing: institute of marketing (London) defines marketing as the management as the management process which is responsible for identifying anticipating and satisfying customers requirement probability and also marketing can also be define as the activities of business organization that are responsibility for the flowing of goods and services directly from the producer down to the find consumer. 
Marketing mix: According to Kotler, Philip (principles of marketing variables that the firm employs to achieve its objectives in the target market.
Organization: According to J.C Okeke (handbook in business organization) organization is defined as a description of group activities or an important aspect of management factors which designs the utilization of production factors on institution itself.











CHAPTER TWO
REVIEW OF RELATED LITERATURE
2.1	Conceptual Framework
2.1.1. Concept of Marketing
Marketing is a vital tool of the banking sector due to the fact that it provides a means of satisfying customers' benefit and not only does it benefit the customer but also the banker. It satisfies customer benefit by making provision for their innate wants and desires and also the banker by assisting them to identify and segment target customer. Marketing aims at serving and satisfying human needs and wants thereby making it a strategic factor in the economic structure of any society. Marketing is, therefore, a catalyst for the bank's performance and competitiveness in the new era of the banking industry. It is also agreed by Abiodun, George, and Afolabi (2014) that due to severe competition in the banking industry and changes in trends, banks are forced to adopt marketing strategies as a tool for success.
Marketing to the banking sector is also an essential tool when it comes to allocating their resources to the right segment of the market. Marketing aims to identify the basis of customers’ unique needs, satisfying those needs, retaining customers and locating additional customers. According to Cherinet (2015), Customers are the main aim of marketing activities all around the world and success in terms of high profitability is impossible without the customers. This means that all the activities of marketing revolve around the ability to attract customers and retain them in order to aid the achievement of the bank's objective which is to increase deposit base and to make a profit. Marketing is emphasized to include activities that deal with being close to the customers, stressing on the satisfaction of customer and the building of customer relationship, understanding the customer value and the enhancement of product offering to better suit the needs of customers. Deposit Money Banks need to engage rigorously in strategic marketing if they want to succeed in achieving a competitive advantage. Orville and John (2014), agrees with the fact that the principal focus of strategic marketing is to effectively allocate and coordinate marketing resources and activities to accomplish the firm's objectives within a specific market. Deposit Money Banks need to identify customers' needs and also ensure that they are involved in scanning the environment through marketing research. There is also the need for the bank officials to identify clear and effective means that would engender the satisfaction of customers'. Bank marketing does not only include service selling of the bank but also is the function which gets personality and image of the bank on its customers' mind. The banking sector has changed phenomenally. Activities in the bank have transformed from the manual ways of providing services to electronic banking. This also connotes that the era of arm chair banking is over, banks are now involved in aggressive marketing to improve their market share and mobilize deposits (Ikpefan, Akpan, Osuma, Evbuomwan and Ndigwe 2018).
2.1.2. The Process of Marketing
Marketing strategies are those tools used by the banks to penetrate, capture and retain some segments of banking market for the long time survival of the bank. The banks identify unique needs and create products that can satisfy the customers‟ needs in return for value. Customers‟ needs exits when he is deprived of something which will uncountable give satisfaction if it were available to him. One of marketing strategy Banks employ is segmentations of financial market and Meiden (1992) inter alia noted that concentrating on meeting the needs of homogeneous groups within a larger, heterogeneous market, companies have been able to increase profitability and reduce competition they face. Therefore, “market segmentation is the subdividing of market into distinct subsets of customers, where any subset may conceivable be selected as a target market to be reached with distinct marketing mix.” Kotla(2004).
Market for financial services can be divided between personal account and corporate accounts. And corporate accounts can be segmented into small business, medium size business and large size business, the bank can go further importer, exporter, and domestic business and the same business can belong to different segments at the same time. While, that of personal customer account holders can be segmented by income, age group, social class, marital status. All these segmented market will be satisfied with a different marketing strategy which Kotlar and Armstrong (2010) defined as the marketing logic by which the company hopes to create its customer value and achieve these profitable relationship. This involves the segmentation of the market so that effective market strategy could be design to serve the customers better. Marketing strategy aimed to design plans and objectives that the banks will employ to reach the target market and satisfy their needs.
Due to increase in competition brought about by the consolidation and the introduction of new banking technology and globalizations, banks in Nigeria are increasingly adopting powerful marketing tools such as segmentation to increase their market shares. The philosophy of marketing segmentation is believe that customers can be divided into market segments in accordance to their needs and wants and those customers will purchase the products that will satisfy their needs. Therefore, bank must research, identify market segment, chose market target and develop products to satisfy the targeted segment.
Target marketing therefore is another marketing tool banks should adopt to penetrate financial market. The strategy is concerned with a particular segment of the market that the firm will develop that will yield profit and provide customer credibility to the organization. It should be mentioned that not all segments are profitable, that goes to demonstrate why banks do not develop all available segments, they have to evaluate the whole market to determine the one to concentrate that will provide them with the needed value and will satisfy the needs of those within the market segments. When a bank is evaluating different segments three factors must be put into consideration namely: segment size and growth, segment structural attractiveness, and company objectives and resources. The company must collect and critically analyze data on current segment sales, growth rates, and expected profitability, for various segments. Nevertheless, the bank must consider its long time objectives and resources before choosing any segment; the company will access if it has enough resources to produce attractive service to the targeted market. Even if the company has enough resources and the target market satisfies its strategic objectives another consideration is whether the bank can make enough profit and create a sound relationship within the targeted market.
Profit seems to be the driving force by the banks in their choice and development of market segments. The profit the banks make is a factor of the demand of their products, the prices of the products and competition from other firms. Competition is very important within the banking industry because it will elicit the best from the banks in the satisfaction of consumers‟ needs. It increases demand for deposits and enkindle competitive interest rate which may attract higher interest rate on deposits while reducing interest rate on lending. The stiff competition has led the banks to put undue pressure on their staff in quest to attract deposits. The banks set very high deposit targets for the staff in the marketing section. In some banks because of their determination to attract deposits all staff are marketers‟ and given target of deposits to achieve. This problem of attracting huge deposit has made some banks to employ beautiful ladies with the hope of attracting rich customers who may be attracted to date them. This constitutes a moral hazard.
The bank to be successful in a competitive financial market must measure the market through market research to be able to forecast future demand of its products and aid the Marketing Manager to estimate the market potentials of the particular financial products required in the segment. Kotlarand Armstrong (2010) defined market research as the systematic design, collection, analysis and reporting of data relevant to a specific market situation that is facing an organizations. In fact marketing research will give insight into customers‟ motivation, purchase behavior, satisfaction and factors necessary for the bank to create effective relationship with the customers.

In conducting marketing research, the necessary information can be derived through desk research or and field research. The desk research is carried out in the office of the research without going out to the field to gather data. Such information like the total number of accounts held, analysis of the accounts into different types(current, deposit, high interest saver etc.), types of existing customer such as personal, corporate, the current profitability of each service and each type of the customer, using rate of any reason for using the services etc.
We have also survey research which is classified in banking as retail banking research, and corporate customer banking research. And the corporate research is normally conducted through telephone conversation, personal interview, and through questionnaire. The main purpose of the research whether desk or field survey is to provide information about the image of the bank, satisfaction with existing services, awareness about the existing services, changes needed in the existing services and how to improve the banking services, reasons of choosing one bank in preference to other, the attitudes of the customers towards the use of a new technology development such as ATM, home banking, automatic transfer, point of sale (POS) and etc.
However, the focus of the research must be customer driven whether the reach is carried out through desk or survey as the information that will be obtained will help to assess market potential in different segments, plan new and amend the existing services, assess the size of future market demand and how to improve the image of the of the bank.
The aim of conducting research is to aid the bank in marketing strategic planning which must involve from the top management to the bottom. Kotlar and Armstrong (2010) define strategic market planning as the process of developing and maintaining a strategic fit between the organization‟s goals and capabilities and its changing market opportunities. To carry out strategic planning effectively the objective and the goals of the bank must be identified and clearly spelt out. It is advocated that every plan must has an objective which should be quantified as target to be achieved within the planning period. For example the objective of the bank might be to achieve high profit for the benefit of the shareholders by providing efficient banking services that might attract huge deposits. While that of the division within the Bank may be to achieve high level of sales, improve deposit from the customers and capture more market segments and reduce none performing loans and etc.
The bank can achieve above objectives through situations analysis called (SWOT) which are strength, weaknesses, opportunities and threats. Strength and weakness of the bank are within the control of the management while opportunities and threats are outside them, but they can plan to make the best use of it. The government policies can create a threat for banks for example when the CBN came up with consolidation policy. A typical example of an opportunity to the banks is when the government directed the CBN to transfer public deposits from CBN to the banks.
The strength of the bank may be its strategic location where banking services are mostly required or the bank having professional and efficient staff that is very efficient and eager to satisfy the customers, whatever it is, and the good thing is the management of the bank can improve on it. The weakness of the bank could be internal fraud by the staff or going contrary to corporate governance; however, such internal weakness can be corrected through various management policies.
Marketing planning helps to set the goals and the objectives of the bank and mostly identify the strength and the weakness of the bank which the bank can manipulate to its advantage, through the marketing mix. The marketing mix is critically in triggering the bank to put all its effort to achieve the demand for its services. The marketing manager must pull the marketing mix together inorder to achieve the objectives of the bank by ensuring that they give value to the customer through creating positive relation with them. Kotlar and Armstrong (2010) define “the marketing mix as the set of tactical marketing tools that the firm blends to produce the response it wants in the target market.” The marketing mix according to McCarthy is made up four variables known as four „Ps‟ that is product, place, promotion, and price.
Product or services is concerned with its features and the quality, and the option available to the customer. Product features in bank lending for example, would include the terms of loans, variable or fixed interest rate, and the option, to switch from variable to fixed rates as the case may be;
i. Place is concerned with where the product or services is made available to the customer, or how the customer can obtain the service. In banking, the existence of the branch network and an ATM network are aspects of place.
ii. Promotion is concerned with advertising, direct selling, and other form of sales promotions.
iii. Price, in banking, refers to interest rates offered to depositors and borrowers and bank charges and commissions for individual services.
The important thing to note is that the management can manipulate the marketing mix in other to achieve the marketing g objectives of the bank thereby leading to the satisfying the needs of the customers.
2.1.3. Banks Services
During the era of universal banking in Nigeria in 2001, the banks were offering many services that were not their core functions ranging from insurance, mortgage, and security registrations etc. However, in 2009 during the period of restructuring of banks carried out by Central Bank of Nigeria, Universal banking model policy was reviewed with a view to focusing DMBs to their core mandates. The CBN was of the view that some Managing Directors of some banks used the subsidiaries of the banks to siphon the depositors‟ funds to their private pockets thereby eroding the potentiality of the banks to remain afloat and make profit. The banks were operating as financial supermarkets as well by offering unimaginable financial products. Nevertheless, for the purpose of completeness we shall examine all the services/products offered by the Nigeria Deposit Money Banks.
One of the major services provided by the banks is accepting of deposits from the customers, we have interest bearing deposit and none interest bearing as in form of current account. Interests are paid on fixed deposits, the term of deposit which is negotiable and Treasury Bills. Treasury bills are short term loans to the government with a term of 91 days, 180 days and 360 days and it can be sold at a short notice and at a discount. In Nigeria interest rate offered by the banks ranges from 3 percent to 5 percent.
In some cases some businesses enterprises may have surplus funds they want to deposit for a very short time before they making use of it, the bank may accept such deposit, invest the fund in the overnight money market which attract higher interest rate and pay interest on the deposit. This is to the advantage of the depositor and the bank as both gained from the transactions.
Another service the banks are offering to their customers is lending. The banks do not just keep the deposits they received from the customers idle but they invest them and lend to their customers; both personal and business. This is done through intermediation processes where banks borrow for the deficit sector and lend to surplus sector. Rose and Hudgins (2010) will take place.
1) “If there is a possible spread between the expected yield on loans that the financial intermediaries make to deficit spenders and the expected cost of funds intermediaries attract from surplus spenders and
2) If there is a positive correlation between the yields on loans and other assets and the cost of attracting funds. If intermediary‟s asset yield and its fund raising cost are positively correlated, this will reduce uncertainty about its expected profits and allow it to expand”
It should be pointed out that the major service delivery of banks is financial ending and through the processes the banks are able to create loans. The banks by lending to the real sector not only help to develop the sector but it also stimulates economic growth and development.
The banks also participate in the foreign exchange market. Banks participate in the foreign exchange market by buying and selling foreign exchange currency. However the CBN recently stopped the Retail and wholesale Dutch foreign exchange market because of the scarcity and dwindling foreign reserve occasioned by sharp drop in the world crude oil price. Nigeria derived its major foreign earning from the sale of crude oil. The banks were then compelled to source their foreign currency from the autonomous market which they sell to their customers. The banks accept foreign currency from their customers and deposit such funds in their domiciliary accounts. Furthermore, the banks help the customers to transfer and receive foreign currency; this is done through telegraphic transfer, debit card and credit card and Western Union Transfer and other means. The banks may also open documentary letter of credit for their customers which are issued by the buyer bank at the request of the buyer.
The banks normally support the government in the management of grants and disbursement of funds to the beneficiaries in the real sector thereby boosting the growth of agriculture and small and medium industries. Some of the examples will help to illustrate the function clearly:
3. N200 Billion Commercial Agricultural Credit Scheme (CACS). The grant was to promote commercial agriculture later small scale farmers was accommodated.
4. 500 Billion Development Bond: This the grant by the CBN to the real sector
5. 200Bilion Small and Medium- Scale Enterprises‟ Guarantee Scheme, the aim is to promote easy access to credit by SMEs
The main point to note is that the CBN made it possible for all the banks to be eligible to participate in the entire scheme.
Provision of credit card facilities to the customers: The credit card which sometimes referred as plastic money allows a credit card holder to a personal credit limit, the customer can use the card to purchase goods and services provided he does not exhaust his credit limit. The credit card provides limited credit to the card holder and also is used as a means of payment. The advantage of credit card is that it allows the customer to buy now and pay later. The card holder must pay a certain sum of money monthly to defer the credit and is not obliged to pay fully. The credit card is renewable automatically. Another advantage is that it avoids the problem of writing cheques, and can even obtain cash from the bank with a limit of N150, 000.00. Another advantage is that holders of Visa and Master card is able to purchase goods anywhere in the world and also get access to cash and can be used to make automatic payment. However, due to the recent foreign exchange policy review, naira denominated credit and debit cards are prohibited from international transactions. The disadvantage mostly is fraud that could be perpetuated with credit card.
Bank also have adopted new banking technology developments in the banking industry such as Automatic Teller Machine, electronic fund transfer at a point of sale(EFTPOS), home banking and mobile banking. The latest ATM is used to withdraw money anywhere in the world with payment of little price. In Nigeria there is a charge of N65.00 if the customer withdraws money through the ATM installed by another bank. It is also used to find out the balance, transfer money, pay bills such electricity bills, deposit funds; purchase air time credit from GSM providers, the ATM is available 24 hours every day. Due to the recent introduction of cashless policy by the CBN the installation and the use of ATM machines has grown tremendously. Even ATM machines are now located in the rural areas.
While EFTPOS provides the direct debit of the customer’s account by the retail at the point sales or the time the good or the services is purchased. This transaction must be authorized by the customers‟ bank. Infant there taller will have some advantages such as automatic debiting of the customer’s account and the crediting of his own account. It envisages that it will greatly reduce queues in the shops. However, many customers are yet to learn how to make use of it.
Factoring: Major Banks in Nigeria are now entering into factoring business by trading in the debts, and so manages the debits of their business customers on their behalf. They are three main aspect of factoring, the administration of the client‟s invoicing, sales accounting and debit collection services. Debt underwriting here the bank purchases the debt of the customer thereby taking over the risk of the loss of the bad debts and so „insures‟ the client as against such loss. In some cases the factoring enters agreement without recourse that is in the event the bank is unable to collect the debts he will not ask his customer to pay. However, it needs not to be emphasized that many banks in Nigeria is very reluctant to enter into such contract unless they are sure to recoup their fund. The most common factoring in Nigeria is the purchases of invoices at a discount from business customers, to enable them to execute government contract. This is very common way of obtaining soft loans from the banks. The business customers might want to discount his invoices with the bank when he has temporary shortage of money to execute a contract. In this case, the bank must ensure that the invoices to be discounted are genuine and not fake otherwise he will encounter a big loss. The proceeds of the invoices are paid directly into the account of the customers they maintain in the banks so that banks will be able to deduct the principal and the interest at sources.
Hire purchase: Some banks more especially Guaranty Trust Holding Company and the Diamond Bank are entering into the market of hire purchase through aggressive marketing strategies. The banks guarantees customers to purchase cars after paying initial deposits and the remaining money is paid installment by the customer over a period of three years. The customer is then allowed to take possession of the car. These enable the civil servants and other workers to be proud owners of brand new cars. The only collateral required by the bank is that the bank must make sure that the salaries of the customers‟ are paid into their accounts regularly held by the banks.


2.1.4. The Impact of Marketing on Banking Industry
Marketing has a profound impact on banks in the delivery of the array of their services. This new development has created additional impetus for many banks to create marketing sections/departments in banks, being headed by the Assistant Managing Directors and almost all the staff is encouraged to be marketers in order to attract huge deposits.
Marketing is a key to attracting deposits to the banks which is necessary for the survival of the banks. The banks make it compulsory for their staff to attract customers in opening of new accounts with the banks. The successful one are rewarded while the laze ones are sanctioned. It should be mentioned that banks create loans with the deposits of the customers. And lending is the greatest source of income for banks because through it, banks are able to create wealth, and not without inherent risk. This is why it is advisable for the banks to lend within their risk appetite.
Banks in Nigeria are now facing stiff competition due to rapid changes in the economy, globalization, and emergency of information technology, they are compelled in adopting aggressive marketing strategies to penetrate new market segments and expand the existing ones. Emefiela (1987) supported the view when he observed that the increased emphasized of marketing in the banking industry has been reinforced by the need to attract new customers and retain existing ones through efficient service delivery and customer satisfaction. The reason is that marketing is the engine of growth of the banks as it helps to increase the profitability of the banks. The greater the number of customers, the greater is the possibilities of the banks delivering their arrays of services to them and making huge profits. The major aim of marketing is to satisfy the needs of the customers at profit for the benefit of the shareholders. Banks through marketing are creating value not only for the customers but for the owners of the banks.

The above notwithstanding, marketing is a key for creating a strong relationship between the customers and the banks. The relationship arising from the marketing strategies are used by banks to retain their old customers‟ and also attract new ones by satisfying their needs efficiently. Such banks remain strong and resilient.
Marketing also helps to increase the market share of the banks. The management of the banks by carving out a market segment and designing products that will be needed by the people within the segment, the bank will be able to penetrate into the market and expand its market share. And these will enhance the greater possibility of the bank to sell more financial services to the customers.
The importance of marketing in the banking sector cannot be emphasized, this is predicated upon the fact that banks continue to train their staff in the marketing strategies and principles, to sharpen their skills and tact in the efficient delivery of financial service. It is envisaged that the training will go a long way to instill to the staff more market strategic skills. Upgrading the skills of the front officers on the techniques of handling customers, knowing quite well that the continuous existence of the bank depends on the impression and the confidence the customers have on the bank. Any organization without customers will die a natural death.
Marketing is also a critical factor to the success of the banks because it triggers effective performance of the banks in the competitive landscape as they struggle to retain their customers and attract new ones. And this may entails the banks designing new products that will strongly appeal to the customers and constantly formulating and applying marketing strategies that will capture more market than their competitors. According to kotler(2004) in presenting financial offerings to the market, the key premise that meets customers‟ expectations, needs, and wants must be emphasized to deliver good and the lasting customer’s experience.
Marketing stimulates effective service delivery of financial services there by eliciting customer trust and confidence in the banking industry. When a customer is satisfactorily treated, he develops confidence and trust in that particular bank and that boasts the image of the bank and also makes it to grow. Banks survive because of confidence the public have in them, when customers‟ lose confidence in any particular bank, there will be a run in the bank and that may lead to the liquidation of that bank.
Effective marketing strategy for the financial service delivery stimulates high quality services in aggressive competitive banking sector. Mostly if the bank adopts the Marketing mix model, the marketing manager can manipulate any of the variables to achieve high quality services that will be very competitive in the market. Wikipedia (2015) defined marketing mix model as the effectiveness of each of the marketing elements in terms of its contribution to sales-volume, effectiveness (volume generated by each unit of effort), efficiency (sales volume generated divided cost and return on investment (ROI). The Wikipedia went further to advocate that these variables are then adopted to adjust marketing tactics and strategies, optimize the marketing plan and also forecast while stimulating various scenarios. In short these activities if effectively carried out will lead to achieve effective and high quality services for their customers.
2.1.6. Challenges of Banks in the Delivery of Financial Services
One of the major threats to the banking industry in their quest to deliver banking services is the inconsistency of the CBN policies that made it very difficult for the banks to plan and formulate effective marketing strategies. Marketing is based in planning and designing appropriate services that will satisfy the needs of the customers and also using sound marketing mix to deliver the services to the customers. If the customers are satisfied perfectly they will establish positive experience and lasting relationship with the bank. The persistent inconsistency of CBN policies and directives to the banks have hindered the banks from formulating long term marketing strategies that are in line with their cooperate objectives. A typical example is the recent devaluation of currency by the CBN due to slide in the world crude oil, which has greatly depleted the foreign reserve of Nigeria. The Bank in its monetary policy carried out sweeping changes in the foreign market, and these among other things posited the devaluation of Nigeria currency from N156 to N168 to a dollar, but in no distance period Nigeria currency was further devalued N198 to a dollar and the band was increased from plus or minus +-5 percent. Furthermore, the CBN introduced flexible exchange rate which effectively depreciated the currency to N305 per dollar. The banks operating within this scenario will find it difficult to plan and have sound marketing strategies for effective and efficiency service delivery.
Another problem is training of staffs in the marketing courses. The management of the banks usually adopts fire brigades approach in the exposure of the staff in the marketing principles. For instant, a course that is supposed to last for two weeks is crashed for two days in the bid to conserve fund. The staff ends up being more confused. The Management must engage the staff in constant training and retraining in the marketing tools to make every staff marketing conscious and equipped them with modern marketing skills.
Marketing of financial services should help banks recognize the unique characteristics of services such as intangibility, perish ability and inseparability Lunt (2005). This issue pointed out by Lunt is a major problem to banking sector in the process of delivery of financial services. How does the customer know he is being satisfied as he cannot taste, touch, handle or even purchase the services in bulk? The banks through marketing should endeavor to translate the intangible nature of their financial products they offer to tangible features in order to create more lasting impression on the customers.
Another challenge banking industry is facing is stiff competition not only from other banks but from other financial institutions such as mortgage financial Institution, finance banks and even micro fiancé. The globalization has further compound the problem as the banks has to face competition from other international banks. This means for the viability and survival of the banks, they must budget more funds in designing effective marketing strategies that will enable them to have an edge over others and these involved continuous satisfying of the customers‟ needs profitably.
The emergency of the new banking information technology in banking industry has added more impetus in the delivery of banking services. However, it has also created other problems; massive fraud perpetuated through e-banking. The banks in Nigeria are now involved in the automation of the banking process; some of these technologies are ATM, POS, EfAS and Cell phones etc. The problems the banks are having are how to contend the problem of fraud from the hackers. In Nigeria there are fraudsters who specialized in defrauding the bank and banks‟ customers through the banking information technology and sometimes with connivance of the banks‟ staff. These technologies coupled with the sophistication of the banking customers have brought a lot of pressure on the banks, not only to adopt effective marketing tools but to continue to change their marketing strategies as a means of increasing their market shares in the banking industry. The challenge has put more pressure on the management of the banks who must continue to develop new products, which will deepen the financial services that will satisfy the needs of the sophisticated consumers. According to Rose and Hudgins (2010).Financial –service managers have discovered that they are facing better –educated, more interest-sensitive customers today, whose loyalty can move easily or be lured away by aggressive competitors. Banks must therefore be more aggressive in their marketing strategy not only to retain the loyalty of the old customers but to attract new ones.
The consolidation of banking sector has the advantage of producing banks with adequate capital base and high liquidity that could fiancé capital intensive project. However, the numbers of the banks was further reduced more due to the banking reorganization embarked by CBN in 2009. The measure encouraged some banks to acquire others; for example Eco bank plc. acquired Oceanic Bank while Access bank plc., acquired Intercontinental Bank plc. and so on. The reorganization further reduced the number of banks in the banking industry. The negative impact of the reorganization of backing sector is that banks were compelled to established many branches with the aim of reaching out to many consumers of financial products. This intends to increase the cost of service delivery but also put more pressure on the top management of the banks.
2.2.	Theoretical Review
2.2.1 Evolutionary Model 
According to evolutionary model of the firm by Nelson, et al., (1982) the behaviour of any firm consists of, and is based on, a set of learned principles or routines. The quality of individual firm’s routines determines its position in relation to rivals, analogous to the position of species in the evolutionary chain. Firms cannot, of course, maintain their superiority permanently on the basis of their existing routines. Innovations, which enable firms to develop new and upgrade existing routines, drive the continuous changes in the economic system. The endogenous growth literature introduces the simultaneity in the relationship between innovation and performance. In this model the growth of an economy is determined by the level of technology and innovation which, in turn, depend on the share of GDP devoted to these activities (Grossman, et al., 1994; Aghion and Horwitt 1998). 
2.2.2 Social Cognitive Theory 
Despite growing recognition for the role of managers in developing entrepreneurial behaviors, more needs to be known about the specific factors that can influence innovative objective. Social cognitive theory is a recent theory of human behavior that may have significant potential for influencing entrepreneurial activity in today's business organizations. It is believed that it provides a framework that helps to facilitate entrepreneurial knowledge within established organizations. The theory recognizes the impact of the environment on human development while also placing responsibility on the individual to grow from within. It incorporates the primary critical categories of variables influencing organizational behavior; that is, cognitive, behavioral, and environmental determinants (Davis & Luthans, 1980). In short, social cognitive theory posits that the environment, the focal behavior, and the person (including internal cognitions) reciprocally interact to explain individual actions. 
A social cognitive view of corporate entrepreneurship suggests that each person can transform into an innovative and entrepreneurial individual if given the opportunity and support to develop his or her abilities. In this respect, bank management support of entrepreneurial activity is key to ensure that employees become more innovative and creative. While the corporate environment plays an important role in personal development, the individual is also responsible and can affect his or her own manner of entrepreneurial thinking. Thus, even though the organization can provide a supportive environment for entrepreneurial activity, the employees must also actively manage themselves in understanding and taking advantage of these opportunities.
2.1. Empirical review
Adebowale (2020) found out that the need for quality services has made customers switch to other banks. He found out that customers are dissatisfied generally due to the inability of banks to ensure customers' focus and responses are raised to give them maximum satisfaction. In his findings, he concluded that banks averagely apply marketing practices to gain a competitive advantage. The marketing practices include production concept, product concept, selling concept, marketing concept, societal marketing concept and relationship banking. The result of the findings rated the level of application of marketing practices by banks to be significantly low. He posited that banks need to be more proactive in their approach to providing qualitative services to their customers at highly affordable rates and must be available. Banks should be more strategic and should focus on client relationship, innovative product delivery system that is convenient to consumers and are most cost-efficient. He also posited that a holistic marketing which involves an aggressive marketing approach is to be advocated if customers' satisfaction is to be attained. Although, banks were applying the marketing practices, the results coming from the customers showed that the application requires overhauling and re-engineering if customer satisfaction is to be attained. 
The study conducted by Abiodun, George, and Afolabi (2018) shows that marketing practices in the Nigerian banking industry have recorded a low -level standard relative to global standard practice. The effects on the overall industry performance in terms of customer satisfaction and customer loyalty have been on the negative.
The study was conducted to examine the changing trends towards embracing marketing philosophy and the extent of banks' performance level in response to changing expectations of customers. Theoretical issues relating to marketing, customer philosophy, financial marketing, customer loyalty, and satisfaction, were explored to establish the key performance variables and the existing relationships amongst them. The result of the study shows that there is a significant relationship between the new trends towards marketing orientation, financial services in the banking industry and performance level. Improved marketing performance and training to enhance service delivery, customer satisfaction and customer loyalty across all banks in the Nigerian financial markets were recommended by the study. 
The study conducted by Okoye (2017) established that the banking industry should establish a marketing department that is good, adequate and efficient that will see to the satisfaction of customers’ needs. The banks should embark on aggressive promotional activities in order that the customers are more informed regularly about the services offered by banks. This will enable the bank to be in a better position in this era of competitive banking. 
The study conducted by Dwivedi (2017) explained that finance functions are important but not as significant as the marketing functions. The resistance between the marketing and finance functions would be unfavorable to the smooth development and functioning of any business organization. Finance objectives like value maximization to shareholders are integral parts of any strategy adopted by the organization. But this objective
seems to have been lost amongst the flurry of marketing activities focusing on market share. Conscious efforts must be taken to avoid the missing core objective and for sales growth.
2.2. Gaps in Literature
The study of marketing of deposit money bank services has been researched by scholars locally and internationally. Most studies have focused on banks performance financially in terms of customers' satisfaction without focusing on continuous patronage and loyalty of the clients. Most study focus on how marketing can be used to accelerate deposit money bank performance in terms of its financial position without focusing on its effect on bank performance in terms of customer patronage and loyalty. Performance in the banking sector has been based on the accomplishment of the company's financial targets and profit maximization, rather than on customer- based expectation such as value creation to encourage patronage and loyalty. In an attempt to fill this gap, this study intends to view the impact of marketing in deposit money bank directly on the customer patronage and loyalty and to expand on the already researched study in this area.






CHAPTER THREE
METHODOLOGY
3.1 	Introduction
Owing to highly sensitive of a chosen topic in relation to the case study a vital means of data collection was chosen to facilitate the collection uninfluenced information from the appropriate quarters. To this end, a data collection tool of personal interview chose to effort our objectives. Also, the method used to obtain data is questionnaire method.
3.2 	Research Design
Research design embraces the methodology and procedures employed to conduct scientific research. The design defines the study type, data collection method analysis plan. This study took an explanatory research design since it seeks to establish the impact of marketing in service industries in the realization of company goal and objectives.
The research strategy used for research was a survey approach in order to collect quantitative data which was analyzed using descriptive statistical tools. The use of a survey enables generalization to be conducted using findings generated from a sample size which is representation of the whole population.
3.3 	Population of the Study
Sekeran (1990) reported that population refers to the entire group of people; event or things of interest that the researcher wishes to investigate.
The target population for the study consists of all staff of First Bank, Ilorin . The total of people forming the population is 88.
3.4 	Sample and Sampling Techniques
A Sample is a set of items or individuals selected from a larger aggregate or population. The sample was selected using random sampling method. This was due to the fact that not all the department and sections of First Bank Ilorin would be requiring making relevant information available only. Therefore, the sample size adopted in this research work is so. However, the number of questionnaire sent out and those received will be discussed in the next chapter of this work.
3.5 	Method of Data Collection 
For this study, primary data was used by the researcher to make a thorough analysis of the study problem at hand. The primary data was collected through the use of questionnaire distributed to the respondents selected in the population in the course of the research. Data was generated and results were also generated by processing the data obtained. 
A questionnaire is a sequence of questions with the main aim of assembling information from the respondent. A questionnaire is, therefore, originated from the statement of the research problem, research objectives, research questions and the stated hypotheses.
3.6 	Research Instrument 
Numerous research tools are used by the researcher to gathered data used in this project work some of the tools are discussed below:
Interview: This is s process by which the information that could not be collected accurately through questionnaires are been collected through interviews. Interview was conducted with most of the staff under the finance department. During the interview, information collected includes the general structure of trust Bank of Nigeria plc and that of finance department as well.
Questionnaire: Copies of the questionnaire were distributed personally according to the staff of accountancy department and monitored accordingly which from the single size of this project. The administration of questionnaire was limited to the Cadbury Nigeria plc and particular attention was placed to the finance department of the organization due to nature of the study. Positive result was received from the staff of the finance department and information collected made the writing of this project easier.
PERSONAL OBSERVATION: The researcher made personal observation of the company financial statement and nothing carefully activities of the financial controller.
3.7 	Method of Data Analysis
Statistical product and service solution package (SPSS) was the statistical tool used for this analysis. Analysis of data entails formation of categories, applying these categories to raw data through coding, presentation in tabular format and obtaining statistical conclusions. Coding operations was achieved by converting the data obtained to symbols and numbers that may be tabulated and counted. The method of analysis used was the linear regression. It was used to test the significance of the response by the respondents of the deposit money banks stated.
Table 1. Reliability test
	Cronbach’s Alpha
	No of items

	.820
	33



In order to validate the reliability of the primary data, the Cronbach’s Alpha must be higher than 0.7. According to the reliability statistic tested using SPSS on the questionnaire, the Cronbach’s Alpha gives a result of 0.9 which shows that the data is highly reliable as it is above 0.7.







CHAPTER FOUR
DATA PRESENTATION ANALYSIS
4.1	Introduction
This chapter is concerned with the presentation and analysis of data collected through questionnaire administrated to the staff of First Bank. The entire question presented in the questionnaire was analyzed.
It should be noted at this point that out of the eighty (80) questionnaires fifty (50) were duly returned. After the analysis of some selected questions from the questionnaire the result of the interviews conducted are here by presented
4.2	Presentation and Analysis Of Data
Table 1:  Sex of distribution 
	Respondent 
	Frequency
	Percentage 

	Male
	30
	60

	Female
	20
	40

	Total 
	50
	100


Sources: Field Survey 2025
This represent the number of the respondents on the basis of sex from the data it can be seen that majority of all respondents are male while minority of them are female 60% and 40% respectively
Table 2: Age of Distribution
	Respondent 
	Frequency 
	Percentage% 

	20-30
	5
	10

	31-40
	15
	30

	41-50
	5
	10

	51-60
	25
	50

	Total 
	50
	100


Sources: Field Survey 2025
The above table shows that the rate of the development is observed by 5 respondents is between 51-60 which is 50%. It is also believed by 2 respondents that development rate is between 41-50 which is 1%. Another set of 2 respondents has it that the rate of development is between 31-40 which is 30% which 1 respondent believe that the rate of 7-up bottling company development is fast growing.
Table 3: Marital status
	Respondent 
	Frequency 
	Percentage %

	Single 
	30
	60

	Married 
	15
	30

	Widow 
	5
	10

	Divorced 
	-
	-

	Total 
	50
	100


 Sources: Field Survey 2025
From the above table, about 60% of the workers in the company are single because the organization need young and dynamic worker.
Table 4: Education Background 
	Education Background 
	Number of Respondents
	Percentage %

	WASCE/ GCE
	5
	10

	ND/NCE
	20
	50

	HND/BSC
	15
	15

	MSC/ Above 
	10
	10

	Total 
	50
	100


Sources: Field Survey 2025
The above table shows that the worker qualities in 7-up bottling company with 10% of WASCE/ GCE 50% of ND/NCE 25% HND/BSC and 15% of MSC/ above holder.
Table 5: How long have you been working with the company
	Alternative 
	Number of respondent 
	Percentage %

	1 -5
	 25
	50

	6-10
	15
	30

	11-15
	6
	12

	16-20
	4
	8

	Total 
	50
	100


Sources: Field Survey 2025
The above table shows that 50% of the respondents have working experience between 1-5 years 30% have 6-10 working experience while 8% of the respondents have 16-20 years working experience 50, the result show that the company has more of recently employed worker of between 1-5 years 



Table 6: is there a marketing manager in your organization  
	Alternative 
	Number of respondents 
	Percentage %

	Yes 
	40
	80

	No
	10
	20

	I don’t know 
	-
	-

	Total 
	50
	100


Sources: Field Survey 2025
The above table indicates that there is marketing manager in the organization because number of 80% of respondents said yes while 20% of the respondents said which means the organization know the important of marketing manager.
Table 7: have you undertaken courses of study in the marketing department 
	Alternative 
	Number of respondents
	Percentages 

	Yes 
	30
	60

	No 
	20
	40

	Total 
	50
	100


Sources: Field Survey 2025
The above the table shows that majority of them have undertaken course of study in the marketing department.
Table 8: Does the marketing mix contribute to the realization of company goals and objective.
	 Alternative
	No of Respondents
	Percentage%

	Yes
	45
	90

	No
	5
	10

	Total
	50
	100


Sources: Field Survey 2025
The above table indicates that marketing mix makes positive contribution to the achievement of goals and objectives in an organization on because 90% said yes while 10% said no


Table 9: 
Are you involved in products innovation at your bank in any way ?
	Alternative
	No of Respondents
	Percentage%

	Yes
	15
	70

	No
	35
	30

	Total
	50
	100


Sources: Field Survey 2025
The above below show that 30% of the respondents said that raw materials are imported from abroad 70% believe that the raw materials are locally made one. The table indicates that the locally made raw materials are common in a company.
Table 10: 
Has your bank introduced new products in the recent years?.
	Respondents
	Male
	Percentage
	Female
	Percentage%

	Above average
	30
	60
	4
	69

	Average
	-
	-
	-
	-

	Below average
	20
	40
	2
	31

	Total
	50
	100
	6
	100


Sources: Field Survey 2025
From the above table 60% of the male respondents and 69% of the female respondents said that the company’s product is above average
Table 11 
Is your bank offering core products to its customers? 
	Alternative
	No of Respondents
	Percentage%

	Very high
	30
	60

	Low
	15
	30

	Undecided
	5
	10

	Total
	50
	100


Sources: Field Survey 2025
From table above shows that the production capacity of the company is very high. The respondents of 60% is very high while the respondents of low is 30% and undecided is 10%.


Table 12: what are the methods used in marketing mix
	Alternative
	No of Respondents
	Percentage%

	Above the average
	30
	60

	Average
	15
	30

	Below
	5
	10

	Total
	50
	100


Sources: Field Survey 2025
The above shows that the method used in the marketing mix which is product place, price and promotion contributes positive to the company.
Table 13: do you encounter problems while ensuring effective marketing
	Alternative
	No of Respondents
	Percentage%

	Yes
	20
	40

	No
	30
	60

	Total
	50
	100


Sources: Field Survey 2025
The below table show that 68%, at the respondents have been able to solve the problem encountered in a course of ensuring effective marketing activities while 16 members of the respondents which constituted 32% have not able to do so.
Hypothesis one
In order to test for the first hypothesis of this study, the researcher made use of linear regression. The first hypothesis is stated below:
H0: Marketing of deposit money bank services has not impacted customer’s patronage and loyalty

Table 3. Linear regression model summary

Model summary


Model	       R          R Square     Adjusted R Square     Std. Error of the Estimate

1	  .837a                .701            .698                    .46777

a. Predictors: (Constant), marketing of deposit money bank service
Source: SPSS analysis version 23, 2025
From the Table 3, the R Square value indicates how much of the total variation in the dependent variables, customer patronage, and loyalty can be explained by the independent variable, marketing of deposit money bank services. The R Square value is .701 which means that the independent variable explains up to 70% of the total variation of the dependent variable which is relatively high as it is above 50%.
	Table 3.1. ANOVA

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	Regression
	56.828
	1
	56.828
	259.710
	.000b

	Residual
	24.288
	111
	
	.219
	

	Total
	81.116
	112
	
	
	


[image: ]
Note: a. Dependent Variable: customer patronage and loyalty; b. Predictors: (Constant), marketing of deposit money[image: ] bank service; Source: SPSS analysis version 23, 2024
The ANOVA table is the analysis of variance which helps to show the overall significance of a model and its good fit. In the ANOVA table, to determine the level of significance, the value on the sig. column must be less than 0.05. The table shows a p -value of 0.000<0.05 at F-statistics of 259.710 which indicates that the model is highly significant. Hence we reject the null hypothesis (H0) Marketing of deposit money bank services has not impacted customer’s patronage and loyalty and accept the alternative hypothesis (H1).
	
	
	

Table 4. Coefficients a
	
	

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	
	
	

	
	
	
	Beta
	
	

	Constant
	.856
	.526
	
	3.394
	.018

	
	
	
	
	
	

	Independent
	.053
	.220
	.837
	16.116
	0.000



Source: SPSS analysis version 23, 2025

The coefficient table is also used to show the level of significance of the model. The table shows a p-value of 0. 000<0.05 which indicates that the model is significant. Also, the Beta value under the unstandardized coefficients is significant as it not negative. Hence we reject the null hypothesis (H0) Marketing of deposit money bank services has not impacted customer’s patronage and loyalty and accept the alternative hypothesis (H1).
Hypothesis two
In other to test for the second hypothesis of this study, the researcher made use of linear regression. The second hypothesis is stated below:
H0: Marketing of deposit money bank services has not improved customer's loyalty and patronage over time through effective communication system and the free flow of information.
Table 5. Linear regression model summary
[image: ]

Model	[image: ]        R        [image: ]    R Square    [image: ]    Adjusted R Square    [image: ]  Std. Error of the Estimate
[image: ]
1	[image: ]           .724a  [image: ]            .524  [image: ]                    .520  [image: ]                     .56981
[image: ]
Note: a. Predictors: (Constant), communication system and free flow of information; Source: SPSS analysis version 23, 2024
The R Square value is .524 which means that the independent variable, communication system and free flow of information explain up to 52% of the total variation of the dependent variable, customer patronage, and loyalty which is moderately high as it is a little above 50%.





	
	
	Table 5.1. ANOVA
	
	
	

	Model
	Sum of Squares
	Df
	Mean Square
	
	F
	Sig.

	Regression
	56.828
	
	1
	39.645
	122.104
	.000b

	Residual
	24.288
	
	111
	.325
	
	

	Total
	81.116
	
	112
	
	
	


[image: ]
Note: a. Dependent Variable: customer patronage and loyalty; b. Predictors: (Constant), marketing of deposit[image: ] money bank service; Source: SPSS analysis version 23, 2024
The ANOVA table shows a p-value of 0.000<0.05 at F-statistics of 122.104. This shows that the model is highly significant. Hence, we reject the null hypothesis (H0) Marketing of deposit money bank services has not improved customer's loyalty and patronage over time through effective communication system and the free flow of information and accept the alternative hypothesis (H1 ). Therefore, marketing of deposit money bank services has improved customer's loyalty and patronage over time through effective communication system and the free flow of information.
	
	
	Table 6. Coefficients a
	
	

	
	
	
	Beta
	
	

	Constant
	.817
	.229
	
	2.727
	.007

	
	
	
	
	
	

	Independent
	.794
	.072
	.724
	11.050
	.000


[image: ]Source: SPSS analysis version 23, 2024
[image: ]The Table 6 shows the p-value of 0.000<0.05 which indicates that the model is significant. Also, Beta value under the unstandardized coefficients is significant because it is not negative. Hence, we reject the null hypothesis (H0) Marketing of deposit money bank services has not impacted customer's patronage and loyalty over time through effective communication system and the free flow of information and accept the alternative hypothesis (H1)

CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1	Summary of Findings
This is a summary of all the findings gathered from the analysis of the response after the administration of questionnaires. The findings of this research work are the empirical findings which were originated from the data obtained from the primary data used. The empirical findings of this research are generated as follows:
· From the simple linear regression test undertaken which states that marketing is highly essential to banking operations as it determines the quality of services rendered by the bank. This resulted to the conclusion that marketing of deposit money bank influences customer's patronage and loyalty.
· Marketing of deposit money bank services has improved customer's loyalty and patronage over time through effective communication system and free flow of information. This conclusion is supported by the analysis carried out to test if deposit money bank communication system is effective and banks' staffs are able to interact effectively with customers in terms of providing enough disclosure of bank's activities.
· The simple linear regression test undertaken to analyze if marketing can be further enhanced in deposit money banks to improve customer loyalty and patronage resulted in the conclusion that further enhancements can definitely be made to improve marketing on customer patronage and loyalty. Also, the result is validated in the study by Ikpefan (2014), which postulated that marketing can be better enhanced by adapting to changes in the industry and providing efficient services on a continual basis and also by engaging in staffs training and promotion. It also validated the study by Adebowale (2020), which posited that banks should improve more on their marketing strategies, aggressive marketing, client's relationship and service delivery. Also, banks should boost their product image through effective advertisement so that customers' perception of their products are enhanced. According to Uppal (2010), marketing can be enhanced by increasing customers and this can be achieved by gaining their trust, also marketing is more effective if the deposit money banks are information technology (IT) oriented. He also emphasized the fact that banks should deepen their information flow processes in order to further inform and educate customers on their products.
5.2. Conclusion
The following conclusions were drawn based on the summary; marketing has a significant impact on customer patronage and loyalty; marketing through effective communication system and the free flow of information influence customers' patronage and loyalty; marketing can be further enhanced to improve customers' patronage and loyalty.
0.3. Recommendations
The study proffers the following recommendations:
i. Since the result from the analysis of the first hypothesis shows that marketing has a significant impact on customers’ patronage and loyalty, banks should ensure that marketing practices are applied to every aspect of the banks operations and that every department of the bank engages in marketing activities as increase in customers’ patronage and loyalty is solely dependent on the application of marketing principles in the banks’ daily operations.
ii. Marketing departments should create effective platforms for communication and the free flow of information that will enable customers to relate with banks' staff and have access to relevant information that will be beneficial to their choice of banks' products and services. These platforms should also enable the customers to offer advises and give recommendations on the improvement of the banks' services in form of an interactive forum. This will enable the customer and also the bank to have a better understanding of the ways in which developments can be made to these services. Banks' staff should also be oriented on how to interact effectively and take note of every complaint or suggestions by the customer in order to boost the chance of the bank in retaining those customers. Rewards in form of promotion and increase in payment should be awarded to staff that complies with these requirements and that are able to please the customers and enables their satisfaction. Deposit money banks should also apply the right channels of communication that will foster patronage of these products and services.
iii. Banks' management should improve on their marketing strategies by developing marketing principles that will enable them to acquire more customers and to have a long-term relationship with the existing ones. Banks should also improve on their responsiveness to changing environmental factors in order to develop and maintain their market share and competitive advantage. Banks should be involved in technological advancements as more effective marketing activities will be achieved. Banks should also constantly improve on the quality of their services based on customers' changing wants and needs, competition and also based on the general trends in the external environment. This will help to gain more customers and to retain the existing ones.
iv. Banks should disclose sufficient information of their activities through public information and other promotional activities so that customers can make right decisions based on their preference of the products at their respective cost in order to reduce the level of complaints in terms of charges that are unknown to the customers.
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