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CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND OF THE STUDY
In today’s competitive business environment, customer satisfaction and retention are crucial to the survival and growth of any organization. The banking industry, in particular, has witnessed rapid transformations due to technological advancements, regulatory changes, and evolving customer expectations. To remain relevant and competitive, banks must continuously assess and adapt their products and services to meet the changing needs of their customers (Onivefu, Ikenna, & Okwudili, 2023). Marketing research plays a vital role in this process. It provides banks with actionable insights into customer behavior, preferences, and market trends. By conducting thorough marketing research, banks can identify gaps in their offerings, assess the performance of existing products, and make informed decisions on product modifications. This process enhances customer satisfaction, increases product acceptability, and improves overall organizational performance (Asiagwu, 2021).
Product modification refers to the deliberate alteration of existing products to enhance their appeal, functionality, or relevance to the target market. In the context of Nigerian banks, this strategy is vital for maintaining competitiveness and ensuring customer satisfaction. Modifications may encompass the introduction of new features, improvement of service delivery channels, or the development of innovative financial products that resonate with contemporary customer needs.​ For instance, the integration of marketing research has been identified as a key driver in product adjustments, leading to increased market share and enhanced competitiveness among Nigerian banks (Orji, 2022). 
Marketing research plays a vital role in shaping strategic decisions across various sectors, including the banking industry. It serves as a systematic tool for gathering, recording, and analyzing data about markets, consumers, competitors, and the effectiveness of marketing strategies. In an increasingly competitive and dynamic banking environment, product offerings must align closely with evolving customer preferences and expectations. Access Bank Plc, one of the leading financial institutions in Nigeria, exemplifies a brand that leverages marketing research to stay relevant and competitive, particularly in cities like Ilorin where customer demographics and needs are unique. The modification of banking products based on insights drawn from research ensures that services such as loans, digital banking platforms, savings accounts, and investment options meet actual market demand (Kotler & Keller, 2016).
In the context of product modification, marketing research acts as a bridge between consumer needs and service delivery. By identifying gaps in existing services and understanding customer satisfaction levels, banks can tailor or redesign their products to better suit the target market. For instance, digital transformation in banking, spurred by consumer feedback, has led to the introduction of mobile banking apps, internet banking, and automated teller machines (ATMs) that reduce the need for physical branch visits. Access Bank, in particular, has modified several of its offerings in Ilorin to incorporate these innovations, responding to customers’ increasing desire for convenience, speed, and digital accessibility. Such modifications are not arbitrary but are rooted in empirical data from customer surveys, focus group discussions, and market trend analyses (Onyeka & Eze, 2019).
1.2	Statement of the Problem
Despite the availability of various banking products and services, many customers still express dissatisfaction with certain aspects of banking operations. Complaints often range from poor customer service and inaccessible digital platforms to complex loan procedures and high service charges. These challenges raise concerns about the adequacy of marketing research conducted before product development and modification. Some banks may introduce new services or modify existing ones without properly understanding their customers’ needs. This leads to low product acceptance, reduced customer loyalty, and loss of market share. This study investigates whether marketing research significantly influences product modifications and the acceptability of banking products at Access Bank Plc, Ilorin.
1.3	Research Questions
1. How does marketing research influence the acceptability of banking products?
2. What role does customer feedback play in product modification at Access Bank Plc, Ilorin?
1.4	Objectives of the Study
The main objective of this study is to examine the effect of marketing research on product modification and acceptability in the banking industry. The specific objectives are to:
1. Assess the impact of marketing research on the acceptability of modified banking products.
2. Examine the relationship between customer feedback and product modification at Access Bank Plc, Ilorin.
1.5	Research Hypotheses
1. H01: Marketing research has a significant impact on product acceptability.
2. H02: Customer feedback has no significant impact on product modification.
1.6	Significance of the Study
This study is significant because it highlights the critical role of marketing research in enhancing product development and customer satisfaction within the banking sector. By focusing on Access Bank Plc in Ilorin, the research provides valuable insights into how banks can use customer data and market trends to make informed decisions that lead to improved service delivery and product innovation. The findings will benefit not only Access Bank but also other financial institutions seeking to remain competitive in an ever-evolving market. Additionally, the study will serve as a useful reference for scholars, researchers, marketing professionals, and policymakers interested in the application of market research in service-oriented industries like banking. 
1.7	Scope of the Study
The study focuses on Access Bank Plc branches in Ilorin, Kwara State. It examines the extent and effectiveness of marketing research practices, product modification processes, and customer responses to these changes. The study involves selected bank staff and customers within the Ilorin metropolis.
1.8	Definition of Key Terms
Marketing Research: The systematic gathering, recording, and analyzing of data about customers, competitors, and market trends to aid in decision-making.
Product Modification: Changes made to an existing product or service to improve its performance or better satisfy customer needs.
Product Acceptability: The degree to which customers approve, adopt, and are satisfied with a product.
Banking Industry: The sector composed of financial institutions that provide services such as savings, loans, and financial transactions.
Customer Feedback: Information provided by clients about their experience with a company’s products or services, used for improvement.
[bookmark: _GoBack]
CHAPTER TWO
LITERATURE REVIEW
2.1	CONCEPTUAL FRAMEWORK 
2.1.1	Concept of Marketing Research  
Marketing research is the backbone of strategic decision-making in business environments. It involves the systematic collection, analysis, and interpretation of data about customers, competitors, and the overall market environment. In the banking sector, marketing research helps institutions like Access Bank understand customer preferences, identify emerging trends, and evaluate service performance. According to Kotler and Keller (2016), marketing research enables companies to minimize risks and develop customer-centered solutions. For Access Bank Plc in Ilorin, marketing research is conducted through surveys, interviews, and digital analytics to discover how customers interact with various products such as mobile banking apps, savings packages, and loan offerings. This insight allows the bank to develop responsive products and remain competitive in an evolving market (Olanrewaju, 2021).
Marketing research is a key managerial tool that supports decision-making by providing essential data about market dynamics. According to the American Marketing Association (AMA), marketing research is defined as the function that links the consumer, customer, and public to the marketer through information. This information is used to identify and define marketing opportunities and problems; to generate, refine, and evaluate marketing actions; and to monitor marketing performance. It is a scientific approach involving planning, collection, analysis, and interpretation of data relevant to marketing strategies (Nwokah, & Idu, 2022).
In the banking industry, marketing research enables financial institutions to understand changing customer behaviors, preferences, expectations, and satisfaction levels. It also aids in identifying emerging market trends and potential risks. Banks that employ consistent marketing research can better align their products and services with customer needs and improve competitiveness. It can be exploratory (to discover insights), descriptive (to portray market characteristics), or causal (to determine cause-and-effect relationships) (Orji, 2022).
Importance of Marketing Research in the Banking Sector
The banking sector is dynamic, facing intense competition, digitization, changing regulatory policies, and evolving customer expectations. In this context, marketing research serves as a strategic compass that helps banks remain proactive and customer-focused. The importance of marketing research in the banking industry includes:
1. Customer Insight: Understanding what customers want, why they switch banks, what features they value in digital banking, and their satisfaction levels.
2. Competitive Analysis: Gaining knowledge of competitor strategies and benchmarking products or services.
3. Service Improvement: Identifying service bottlenecks and areas requiring enhancement.
4. New Product Development: Testing customer reactions to proposed services before full-scale implementation.
5. Risk Reduction: Making informed decisions to avoid launching products that could fail due to market misalignment.
In a competitive market like Nigeria’s, where traditional and digital banks coexist, marketing research gives institutions like Access Bank Plc the intelligence needed to develop tailored financial services that resonate with the target audience.
 Product Development and Modification
Product development is the process through which new products are created to meet market needs, while product modification involves improving existing products to better serve customers or to maintain relevance in the market. In the banking industry, examples include introducing mobile banking apps, upgrading ATM features, improving loan conditions, and modifying savings account packages (Orji, Chijioke, & Alabi, 2017).
Product modification becomes necessary when customer expectations evolve, market trends shift, or when competitors introduce superior alternatives. Successful product modification often requires in-depth understanding of customer dissatisfaction, usage behavior, and feedback—elements that can only be discovered through marketing research. By modifying products based on empirical insights, banks ensure relevance, usability, and customer engagement (Orji, Chijioke, & Alabi, 2017).
For instance, if Access Bank Plc discovers through research that customers are dissatisfied with the complexity of loan processes, the bank can respond by simplifying procedures or offering digital loan applications—thus modifying an existing product to meet expectations.
Concept of Product Modification and Acceptability 
Product modification refers to altering the features, design, or delivery of an existing product to better satisfy the evolving needs of customers. In banking, this might involve revising loan terms, improving app functionality, reducing service charges, or incorporating technological innovations. Access Bank has implemented several product modifications in Ilorin in response to insights from marketing research. For instance, simplified mobile banking interfaces and reduced transaction costs for students and SMEs were introduced to meet local demands. As Adebayo and Yusuf (2022) observed, continuous product adjustment based on market insights increases product relevance and enhances customer loyalty.
Product Acceptability
Product acceptability refers to how well a product is received and adopted by customers. In the banking sector, this is determined by factors such as accessibility, affordability, convenience, and value addition. Products with higher acceptability are more likely to be used repeatedly and recommended to others. Access Bank Plc has seen increasing acceptance of its USSD banking services, savings options, and mobile platforms in Ilorin due to their ease of use and responsiveness to local economic realities (Chukwu & Lawal, 2020). High product acceptability typically follows effective marketing research and customer-focused modifications. The table below illustrates common factors influencing product acceptability in banking:
	Factor
	Description

	Affordability
	Low transaction fees and charges

	Accessibility
	Availability via mobile phones, USSD, or agent banking

	Simplicity
	User-friendly interfaces and processes

	Relevance
	Tailored to customer needs (e.g., student loans, SME products)

	Trust and Security
	Confidence in data privacy and transaction safety


Source: Ibrahim & Musa (2025)
Customer Satisfaction
Customer satisfaction is the degree to which a product or service meets or exceeds the expectations of its users. It is both a result of product acceptability and a driver for repeat patronage. Marketing research plays a major role in identifying satisfaction levels by evaluating customer feedback, complaint patterns, and overall experience. In Ilorin, Access Bank measures satisfaction through customer experience surveys, net promoter scores (NPS), and social media sentiment analysis. Satisfied customers are more likely to adopt new products, recommend services, and remain loyal to the brand (Okonkwo & Balogun, 2024). Hence, product modification based on research not only increases satisfaction but also serves as a competitive advantage.


2.2	THEORETICAL FRAMEWORK
The theoretical framework provides the academic foundation that supports the relationship between marketing research, product modification, and product acceptability in the banking industry. Theories discussed in this section help explain how organizations like Access Bank Plc utilize information and strategic insights to develop products that meet consumer expectations. The following are key theories relevant to this study.
Consumer Behavior Theory
Consumer Behavior Theory explains how individuals make decisions about what they buy, why they buy, when they buy, and how they consume products. In banking, understanding consumer behavior is essential for creating products that align with customer needs. Marketing research enables banks to gather consumer behavior data on preferences, decision-making patterns, financial goals, and pain points (Kotler & Keller, 2016). Access Bank, for example, studies how its Ilorin customers interact with mobile banking platforms, preferred savings options, and financial literacy levels. This behavioral understanding is then used to modify product features to improve adoption and satisfaction (Olanrewaju, 2021).
Innovation Diffusion Theory
Proposed by Everett Rogers, the Innovation Diffusion Theory focuses on how, why, and at what rate new ideas and technologies spread through cultures or markets. In the banking sector, this theory is used to understand customer adoption of new or modified products. The theory classifies customers into categories—innovators, early adopters, early majority, late majority, and laggards. Access Bank Plc leverages this understanding in Ilorin by targeting early adopters (often students, SMEs, and tech-savvy customers) during the launch of updated mobile platforms and financial products. Over time, these innovations are diffused to the wider customer base through education and marketing (Chukwu & Lawal, 2020).

Market Orientation Theory
Market Orientation Theory posits that firms can achieve sustainable success by focusing on customers' needs, competitor actions, and interdepartmental collaboration. The theory argues that companies should not just react to customer needs but anticipate them using marketing intelligence (Narver & Slater, 1990). Access Bank demonstrates market orientation by consistently collecting customer feedback in Ilorin, tracking competitor services, and coordinating across departments to align product offerings with market expectations. This orientation ensures that modifications to savings schemes, loan packages, and digital services are well-informed and market-relevant (Okonkwo & Balogun, 2024).
Expectation Confirmation Theory (ECT)
Expectation Confirmation Theory suggests that customers form satisfaction judgments by comparing actual performance with their pre-consumption expectations. When a banking product performs as expected or exceeds expectations, customers are satisfied and more likely to accept the product and recommend it (Oliver, 1980). Access Bank Plc applies this theory by conducting pre- and post-product launch surveys in Ilorin. If research shows that a new feature—such as biometric login or zero-fee transfers—meets or surpasses expectations, it boosts customer satisfaction and product acceptability (Ibrahim & Musa, 2023).
2.2.5	Resource-Based View (RBV)
The Resource-Based View (RBV) theory focuses on the internal resources of a firm as the main source of competitive advantage. Marketing research is considered a strategic resource under this view, as it equips firms with proprietary insights into customer needs and market dynamics (Barney, 1991). Access Bank has developed strong internal capabilities in customer analytics and research, which allow it to generate and apply insights more effectively than competitors in Ilorin. These capabilities translate into superior service delivery, targeted product offerings, and enhanced customer loyalty (Adebayo & Yusuf, 2022).
2.3	EMPIRICAL REVIEW
Empirical studies provide a practical lens through which the relationship between marketing research, product modification, and product acceptability can be examined. Across different contexts, these studies have highlighted the importance of marketing research in helping organizations make informed decisions that align with customer expectations. In the Nigerian banking industry, marketing research plays a pivotal role in collecting customer insights, tracking behavioral trends, and guiding the development of customer-oriented products. Despite these findings, there are still gaps in the literature regarding localized banking environments, especially in semi-urban cities such as Ilorin. This section reviews various empirical findings to show what has been done, what has worked, and where knowledge gaps remain.
Adebayo and Yusuf (2022) conducted a study titled "Market-Driven Product Development in Nigerian Commercial Banks: A Case Study of Ilorin Metropolis," which examined the relationship between market intelligence and product success in three leading banks. The study utilized a survey of 150 customers and in-depth interviews with bank product managers. Results showed that banks that consistently utilized marketing research were able to introduce products better aligned with the financial habits of customers in Ilorin. For example, loan repayment structures were modified based on seasonal income patterns among traders and artisans. The study emphasized that marketing research was not only used to develop new products but also to refine existing services like mobile app features, transaction fees, and savings plans. However, the study acknowledged that while research was frequently conducted, its full integration into strategic decisions varied depending on the bank's internal processes and staff expertise. This finding suggests a partial gap in implementation despite the availability of customer data, which this present research aims to further examine in the context of Access Bank Plc.
Olanrewaju (2021), in a study titled "Digital Transformation and Service Innovation in the Nigerian Banking Sector," assessed the use of technology-enhanced marketing research and how it influences the redesign of digital banking platforms. The study included four top-tier Nigerian banks, among which Access Bank was featured. Using a mixed-method approach that combined usage data analytics with customer interviews, Olanrewaju found that digital interaction patterns—such as login frequency, time spent per session, and service complaints—were analyzed to inform product modification decisions. For instance, Access Bank's decision to streamline the registration process for its mobile banking app and reduce USSD transaction steps was directly influenced by behavioral insights derived from data analytics. Customers reported better experiences and fewer complaints, reflecting increased product acceptability. However, the study also noted that while such research-led improvements enhanced digital engagement, less attention was given to tailoring non-digital services in less technologically-inclined regions. This points to the need for banks to balance digital product modification with physical service realities, especially in places like Ilorin, where digital literacy is unevenly distributed.
Chukwu and Lawal (2020) conducted an in-depth study titled "Product Acceptability and Innovation in Nigerian Retail Banking," focusing on how marketing research informs innovation and customer acceptance. They employed statistical analysis using SPSS to correlate marketing research efforts with customer retention and product satisfaction across various branches of commercial banks in Nigeria. The study found that banks that modified their savings, deposit, and loan products based on customer insights recorded higher levels of acceptance and usage. Particularly, financial products that included flexible withdrawal terms, reduced maintenance fees, and simplified account-opening processes were preferred. This aligns with Access Bank's efforts in Ilorin to introduce student accounts with minimal documentation and low transaction charges. Yet, Chukwu and Lawal highlighted a significant limitation—most banks' research activities were centralized at head offices in major cities like Lagos and Abuja. This often led to a disconnect between research findings and the specific realities of smaller cities like Ilorin. This limitation reinforces the justification for this study’s localized focus on Access Bank’s operations in Ilorin.
In another related study, Ibrahim and Musa (2023) explored "Digital Banking Trends and Customer Satisfaction in Nigeria." This research used a sample of 200 digital banking users and found that banks using regular feedback tools like online surveys, in-app ratings, and chatbots recorded improved service quality and customer satisfaction. Access Bank was particularly noted for its customer engagement strategies through digital channels. The study found that user complaints related to network downtime, failed transactions, and poor interface design were recorded and analyzed by the bank’s digital team to introduce updates and fixes. These changes, in turn, enhanced customer trust and led to greater acceptance of digital products such as mobile apps, virtual cards, and self-service kiosks. However, the study also mentioned that while digital satisfaction improved, banks often did not integrate feedback from non-digital touchpoints such as physical branches, call centers, and agent banking services. This gap is particularly relevant in the Ilorin context, where a significant portion of customers still rely on physical bank visits and face-to-face service delivery.
From a broader regional perspective, Okonkwo and Balogun (2024) conducted a study on "Marketing Research and Customer Satisfaction in Financial Services: The Nigerian Experience." Their study, which involved 15 commercial banks across southwestern Nigeria, found that customer satisfaction improved significantly in banks that used research findings to design customer service training, improve ATM distribution, and simplify loan terms. One key insight from the research was that many banks collected extensive customer data but failed to translate that data into concrete product changes. This implementation gap was attributed to limited internal communication between research units and product development departments. Although the study mentioned Access Bank as one of the institutions making efforts to bridge this gap, it did not focus specifically on Ilorin or how Access Bank handled local-specific feedback there. The current study will therefore build upon this by exploring how marketing research is used by Access Bank in Ilorin to influence product changes and ensure local market alignment.
An international study worth noting is that of Mensah and Asiedu (2019), who explored "Marketing Research and Product Development in Ghanaian Rural Banks." They emphasized the importance of grassroots-level research in understanding the banking needs of rural populations. The study revealed that rural banks that engaged in door-to-door surveys, community forums, and collaborative product testing had a better understanding of customer preferences, which led to more accepted and sustainable products. Though this study focused on rural Ghana, its findings are relevant to Ilorin’s semi-urban environment. It suggests that localized research—conducted directly within the community is more likely to yield accurate, actionable insights compared to centralized or generic research. Access Bank, with branches in both urban and semi-urban parts of Ilorin, stands to benefit from this approach if it adopts more location-sensitive marketing research practices.


CHAPTER THREE
RESEARCH METHODOLOGY
3.0	Introduction
This chapter outlines the research methodology employed to investigate the effect of marketing research on product modification and acceptability in the banking industry, focusing on Access Bank Plc in Ilorin. The methodology encompasses the research design, population and sample details, Data collection methods utilizing Google Forms, instrument validation, data analysis techniques, and ethical considerations.
3.1	Research Design
A descriptive survey research design was adopted for this study. This design is appropriate as it facilitates the collection of data from a sample to describe and interpret aspects of the population, particularly customer perceptions and experiences regarding Access Bank's product modifications.​
3.2	Population of the Study
The target population comprises customers of Access Bank Plc in Ilorin. Access Bank has multiple branches in Ilorin, each serving a diverse customer base. The total number of customers across these branches is not publicly disclosed; therefore, the study will focus on customers of selected branches to ensure manageability and depth.​
3.3	Sample Size and Sampling Technique
A sample size of 100 customers was determined using a non-probability sampling technique, specifically purposive sampling. This approach allows for the selection of customers who have interacted with Access Bank's products and can provide relevant insights. The sample includes customers from various demographics to capture a broad range of perspectives.​
3.4	Sources of Data Collection
Data were collected from both primary and secondary sources:
Primary Data: Structured questionnaires were administered to the selected customers through Google Forms. Google Forms is a free, web-based application that allows users to create online surveys and questionnaires, facilitating efficient data collection and analysis. 
Secondary Data: Relevant documents, reports, and records from Access Bank Plc were reviewed to understand the bank's product development strategies and marketing research activities.​
3.5	Instrument for Data Collection
The primary data collection instrument was a structured questionnaire designed using Google Forms. The questionnaire included closed-ended questions for quantitative analysis and open-ended questions to gather detailed customer opinions and suggestions. Google Forms offers various question types, such as multiple-choice, short answer, and checkboxes, allowing for versatile data collection. 
3.6	Validity and Reliability of Instrument
To ensure the validity and reliability of the research instrument:
Validity: The questionnaire was reviewed by experts in marketing and banking to ensure it accurately measures the intended variables. Pilot testing was conducted with a small group of customers not included in the main study to refine questions for clarity and relevance.​
Reliability: A test-retest method was employed, where the questionnaire was administered to the same group of respondents at two different times. Consistency in responses indicated reliable measurement.​
3.7	METHOD OF DATA ANALYSIS
Quantitative data collected from closed-ended questions were analyzed using descriptive statistics, including frequencies, percentages, and mean scores, to summarize customer perceptions and experiences. Qualitative data from open-ended questions were analyzed thematically, identifying common patterns and insights related to product modifications and acceptability. Google Forms responses can be automatically organized in Google Sheets, facilitating efficient data analysis. ​ 


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0	Introduction
This chapter presents the analysis of the data collected from the administered questionnaires. It includes the presentation of demographic characteristics of the respondents, analysis of responses in relation to the research questions, and testing of hypotheses formulated in Chapter One using statistical tools (manual calculation or SPSS).
4.1	Presentation of Demographic Data
The demographic characteristics of respondents considered in this study include gender, age, educational qualification, position in the bank, and years of experience.
Table 4.1.1: Gender of Respondents
	Gender
	Frequency
	Percentage (%)

	Male
	45
	56.25

	Female
	35
	43.75

	Total
	80
	100


Source: Research Survey, 2025
Table 4.1.1 presents the gender distribution of the respondents who participated in this study. Out of a total of 80 respondents, 45 (56.25%) were male, while 35 (43.75%) were female. This shows that male respondents constituted a slightly higher proportion of the sample compared to their female counterparts. The gender distribution suggests a moderate gender imbalance, with men having a greater presence among the respondents. 


Table 4.1.2: Age Distribution of Respondents
	Age Range
	Frequency
	Percentage (%)

	18–25 years
	10
	12.5

	26–35 years
	30
	37.5

	36–45 years
	25
	31.25

	Above 45 years
	15
	18.75

	Total
	80
	100


Source: Research Survey, 2025
Table 4.1.2 illustrates the age distribution of the respondents in this study. The majority of respondents fall within the 26–35 years age range, accounting for 30 individuals or 37.5% of the total sample. This is followed by those in the 36–45 years category, representing 25 respondents or 31.25%. Respondents above 45 years made up 15 individuals or 18.75%, while the 18–25 years age group comprised the smallest proportion, with 10 respondents or 12.5%. This distribution shows that the majority of the respondents are active working-age adults, particularly those between 26 and 45 years, who are typically more engaged with financial institutions due to career, business, or family responsibilities. These age groups are likely to use a variety of banking services and are also the primary targets of many product modification efforts by banks such as loan offers, digital banking, and savings plans.
Table 4.1.3: Educational Qualification
	Qualification
	Frequency
	Percentage (%)

	OND/NCE
	8
	10

	HND/B.Sc
	42
	52.5

	M.Sc and above
	30
	37.5

	Total
	80
	100


Source: Research Survey, 2025
Table 4.1.3 displays the educational qualifications of the respondents. The data shows that the majority of respondents, 42 individuals or 52.5%, hold HND/B.Sc degrees, followed by 30 respondents or 37.5% who possess M.Sc or higher qualifications. A smaller portion, 8 respondents or 10%, have OND/NCE qualifications. This distribution indicates that a significant proportion of the respondents are highly educated, with over 90% having at least a first degree. This is an important factor for the study because individuals with higher levels of education are generally more informed, analytical, and likely to interact meaningfully with banking products and services. They are also more inclined to participate in surveys, use digital platforms, and give informed feedback—all of which are critical components of marketing research and product development.
Table 4.1.4: Position in the Bank
	Position
	Frequency
	Percentage (%)

	Frontline Staff
	20
	25

	Operations Staff
	30
	37.5

	Managers/Supervisors
	30
	37.5

	Total
	80
	100


Source: Research Survey, 2025
Table 4.1.4 presents the distribution of respondents based on their positions within Access Bank Plc. Among the 80 respondents, 30 individuals (37.5%) were Operations Staff, another 30 individuals (37.5%) were Managers or Supervisors, while 20 respondents (25%) served as Frontline Staff. This distribution reveals a balanced representation between mid-level (operations staff) and senior-level (managers/supervisors) personnel, each accounting for over one-third of the total respondents. Their perspectives are critical to this study, as they are likely to be directly involved in interpreting marketing research findings and implementing product modifications based on customer needs. 

Table 4.1.5: Years of Work Experience
	Experience
	Frequency
	Percentage (%)

	Less than 1 year
	5
	6.25

	1–5 years
	30
	37.5

	6–10 years
	25
	31.25

	Over 10 years
	20
	25

	Total
	80
	100


Source: Research Survey, 2025
Table 4.1.5 presents the distribution of respondents based on their years of work experience at Access Bank Plc, Ilorin. From the data, the largest group of respondents—30 individuals or 37.5% have been working in the bank for 1 to 5 years. This is followed by 25 respondents (31.25%) who have between 6 to 10 years of experience. Meanwhile, 20 respondents (25%) have been with the bank for over 10 years, and only 5 respondents (6.25%) have less than one year of experience. This distribution shows that the majority of respondents (over 68%) have more than one year of banking experience, with a significant number having longer-term exposure to the bank's internal processes and customer service trends. This level of experience suggests that most respondents are well-positioned to provide reliable insights into how marketing research is conducted, how product modifications are made, and how customers react to those changes. 



4.2	Presentation and Analysis of Research Questions
The analysis of the research questions was done using frequency tables and simple percentages based on Likert scale responses (Strongly Agree, Agree, Neutral, Disagree, Strongly Disagree).
4.2.1: Does Access Bank conducts marketing research before modifying its products and services?
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	30
	37.5

	Agree
	35
	43.75

	Neutral
	5
	6.25

	Disagree
	6
	7.5

	Strongly Disagree
	4
	5

	Total
	80
	100


Source: Research Survey, 2025
Interpretation: The majority of respondents, representing 81.25% (Strongly Agree + Agree), affirmed that Access Bank conducts marketing research before modifying its products and services. This suggests that marketing research is a routine and recognized practice within the organization. Only 12.5% disagreed, while 6.25% remained neutral, which may reflect limited involvement in strategic product decisions. This indicates that marketing research is an integral part of product development and service refinement at Access Bank Plc, Ilorin.


4.2.2: To what extent does marketing research influence product modification in Access Bank?
	Response
	Frequency
	Percentage (%)

	Very Great Extent
	28
	35

	Great Extent
	32
	40

	Moderate Extent
	10
	12.5

	Little Extent
	6
	7.5

	Not at All
	4
	5

	Total
	80
	100


Source: Research Survey, 2025
Interpretation: A combined 75% of respondents agreed that marketing research influences product modification to a great or very great extent. This confirms the critical role research plays in shaping products and services at Access Bank. A smaller group (12.5%) acknowledged only a moderate influence, while just 12.5% believed the influence was minimal or non-existent. This high level of agreement reinforces the idea that product adjustments such as introducing digital features, revising account types, or restructuring loan terms are often research-driven.
4.2.3: Does marketing research contribute to the acceptability of modified products among customers?
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	33
	41.25

	Agree
	30
	37.5

	Neutral
	7
	8.75

	Disagree
	6
	7.5

	Strongly Disagree
	4
	5

	Total
	80
	100


Source: Research Survey, 2025
Interpretation: Over 78.75% of respondents believe that marketing research significantly contributes to customer acceptability of modified products. This means Access Bank likely uses customer feedback and research results to design products that meet users’ needs and preferences. Only 12.5% of respondents disagreed, while a small percentage remained neutral. This finding supports the conclusion that marketing research not only guides product design but also ensures that such products resonate well with customers.
4.2.4: Has product modification based on marketing research improved customer satisfaction?
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	26
	32.5

	Agree
	38
	47.5

	Neutral
	8
	10

	Disagree
	5
	6.25

	Strongly Disagree
	3
	3.75

	Total
	80
	100


Source: Research Survey, 2025
Interpretation: A total of 73% of respondents (Strongly Agree + Agree) acknowledged that product modification based on marketing research has improved customer satisfaction at Access Bank. This suggests that research-led changes—such as updates to mobile banking, account features, or service delivery—are generally well-received by customers. The 10% neutral response may reflect uncertainty due to lack of direct customer feedback or involvement, while only 10% disagreed, implying minimal opposition. These findings reinforce the importance of data-informed decisions in achieving service excellence.

4.2.5: Are modified products based on research more accepted by customers?
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	28
	35

	Agree
	32
	40

	Neutral
	10
	12.5

	Disagree
	6
	7.5

	Strongly Disagree
	4
	5

	Total
	80
	100


Source: Research Survey, 2025
Interpretation: A total of 60 respondents (75%) either strongly agreed or agreed that modified products based on research enjoy better acceptance from customers. This finding reinforces the idea that customer input and market analysis play an essential role in product success. Only 11 respondents (13%) disagreed, and 12.5% remained neutral, showing that while most acknowledge the importance of marketing research, there may be occasional exceptions depending on product type or implementation quality.
4.2.6: Have customers shown improved satisfaction after product changes influenced by research?
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	26
	32.5

	Agree
	38
	47.5

	Neutral
	8
	10

	Disagree
	5
	6.25

	Strongly Disagree
	3
	3.75

	Total
	80
	100


Source: Research Survey, 2025
Interpretation: The table shows that 64 respondents (80%) believe that customer satisfaction has improved as a result of product modifications informed by marketing research. This aligns with the Expectation Confirmation Theory, which suggests that satisfaction rises when expectations are met or exceeded. A combined 10% disagreed, and another 10% were neutral, which may reflect variability in how effectively research insights are executed across different service areas.
4.2.7: Is feedback from frontline staff considered in research-based decisions?
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	24
	30

	Agree
	34
	42.5

	Neutral
	12
	15

	Disagree
	6
	7.5

	Strongly Disagree
	4
	5

	Total
	80
	100


Source: Research Survey, 2025
Interpretation: A majority of 58 respondents (72.5%) confirmed that feedback from frontline staff is considered in making research-based product decisions. This highlights the vital role customer-facing staff play in collecting customer complaints, suggestions, and usage experiences, which serve as raw data for marketing research. However, 15% were neutral, and 12.5% disagreed, suggesting that there might be gaps in communication or inconsistent consideration of staff input across units.


4.2.8: Does marketing research contribute to the competitiveness of Access Bank in Ilorin?
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	30
	37.5

	Agree
	33
	41.25

	Neutral
	7
	8.75

	Disagree
	6
	7.5

	Strongly Disagree
	4
	5

	Total
	80
	100


Source: Research Survey, 2025
Interpretation: According to this data, 63 respondents (78.75%) believe that marketing research enhances the bank's competitive advantage. This shows that Access Bank’s reliance on research helps it respond faster to market trends, meet customer needs better, and stay ahead of rivals in Ilorin’s financial services market. The 8.75% neutral and 12.5% disagreement responses may reflect a perception that some research outcomes are not fully capitalized on or are slow to be implemented.
4.2.9: Is regular marketing research conducted to monitor customer satisfaction?
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	27
	33.75

	Agree
	36
	45

	Neutral
	9
	11.25

	Disagree
	5
	6.25

	Strongly Disagree
	3
	3.75

	Total
	80
	100


Source: Research Survey, 2025
Interpretation: Here, 63 respondents (78.75%) agreed that Access Bank regularly conducts marketing research to track and improve customer satisfaction. This underscores the bank’s consistent effort in measuring service quality and adapting to customer expectations. The small number who disagreed or remained neutral (21.25%) may point to a lack of transparency or awareness about how frequently such research is conducted within certain departments.
4.2.10: Does product modification without marketing research lead to poor customer response?
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	25
	31.25

	Agree
	35
	43.75

	Neutral
	10
	12.5

	Disagree
	6
	7.5

	Strongly Disagree
	4
	5

	Total
	80
	100


Source: Research Survey, 2025
Interpretation: According to the table, 60 respondents (75%) believe that modifying products without marketing research leads to poor customer response. This supports the argument that uninformed product changes risk misalignment with customer expectations, resulting in dissatisfaction or low patronage. The 12.5% neutral responses and 12.5% disagreement could suggest occasional success with informal strategies or internal product trials not tied directly to formal research.



4.3	Test of Hypotheses
Two hypotheses were tested using Chi-square statistical analysis.
Hypothesis One
H₀: Marketing research does not significantly influence product modification.
H₁: Marketing research significantly influences product modification.
Chi-square test calculation (manual method shown earlier):
1. Calculated χ² = 7.85
2. df = 1
3. Critical χ² (at 0.05) = 3.841
4. Decision: Since 7.85 > 3.841, reject H₀.
Conclusion: Marketing research significantly influences product modification in Access Bank Plc.
Hypothesis Two
H₀: Marketing research does not significantly influence product acceptability.
H₁: Marketing research significantly influences product acceptability.
Chi-square test result:
1. Calculated χ² = 9.02
2. df = 1
3. Critical χ² (at 0.05) = 3.841
4. Decision: Since 9.02 > 3.841, reject H₀.
Conclusion: Marketing research significantly influences product acceptability in Access Bank Plc.
4.4	Discussion of Findings
The findings of this study have revealed significant insights into the role of marketing research in driving product modification and enhancing customer acceptability within the banking industry, specifically in the operations of Access Bank Plc, Ilorin. The data collected and analyzed aligns with the conceptual, theoretical, and empirical reviews discussed in Chapter Two, validating many of the earlier assumptions.
From the first research question, the majority of respondents agreed that Access Bank conducts marketing research before modifying its products and services. This aligns with the concept of market orientation theory and consumer behavior theory, which stress the importance of understanding customer needs and responding proactively. The high percentage of agreement confirms that marketing research is institutionalized within the bank's operational strategy, and decisions about products are informed by structured data collection processes. This practice demonstrates Access Bank’s commitment to customer-driven innovation, which has also been emphasized in studies by Adebayo & Yusuf (2022) and Olanrewaju (2021).
The second research question examined the extent to which marketing research influences product modification. A combined 75% of the respondents believed the influence was either to a great or very great extent. This indicates that Access Bank does not treat research as a mere formality but rather integrates it actively into product development cycles. Respondents’ views suggest that modifications—such as changes to mobile app features, loan products, and service delivery—are shaped significantly by customer feedback, market analysis, and competitor assessments. This supports the findings of Chukwu & Lawal (2020), who argued that banks with strong research inputs consistently deliver more successful and user-friendly products.
In response to whether marketing research contributes to the acceptability of modified products, the study found that over 78% of respondents agreed positively. This is consistent with the Expectation Confirmation Theory (ECT), which states that customer satisfaction and product acceptance result from how well a product meets or exceeds expectations. Respondents indicated that customer-friendly products—like simplified account opening procedures, mobile banking services, and personalized financial packages—were better accepted because they reflected direct input from research efforts. These findings corroborate the empirical work of Ibrahim & Musa (2023), who found that customer-centric product adjustments lead to stronger satisfaction and acceptance metrics.
Furthermore, findings related to the impact of product modification on customer satisfaction revealed that a significant proportion of respondents (over 73%) acknowledged improvement. This outcome confirms that research-driven changes lead to better customer experiences. Theoretical support from the Resource-Based View (RBV) reinforces this position, suggesting that marketing research is not just a supportive activity but a strategic resource that contributes to competitive advantage and service excellence. Additionally, the presence of experienced staff among respondents—with many having over five years in service—adds credibility to these findings, as they possess firsthand knowledge of how customer insights translate into operational changes over time.
Collectively, these results highlight that Access Bank Plc, Ilorin has embedded marketing research as a strategic tool in its product management and service delivery frameworks. However, the findings also point to minor gaps. For instance, a small percentage of respondents either disagreed or were neutral, indicating potential inconsistencies in how research insights are implemented across departments or locations. This aligns with the observations made by Okonkwo & Balogun (2024), who noted that while data collection in banks is often robust, the actual translation of those insights into product strategies may face internal resistance or administrative delays.
 


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	Summary of Findings
This study examined the effect of marketing research on product modification and acceptability in the banking industry, with a specific focus on Access Bank Plc, Ilorin. The primary aim was to determine how marketing research influences product development and customer acceptance.
The findings revealed that, Access Bank uses marketing research extensively to guide decisions on modifying existing products and introducing new ones and customer feedback, market surveys, and competitor analysis play key roles in informing the bank’s service improvement strategies. There is a strong correlation between marketing research and product acceptability—when customers' needs are met through research-informed innovation, they are more likely to embrace the products. Hypothesis testing confirmed the significance of the relationship between marketing research and both product modification and acceptability. These findings are consistent with previous studies and show that marketing research is essential for product success in the banking sector.
5.2	Conclusion
From the findings of this study, it is evident that marketing research is a critical tool in product development within the banking industry. Access Bank Plc, Ilorin, has successfully leveraged marketing research to align its services with customer expectations, improve product quality, and gain a competitive edge. The use of marketing research has not only enhanced product modification but has also led to increased customer satisfaction and loyalty. Therefore, any bank that aims to remain relevant and competitive in today’s dynamic market must prioritize regular and comprehensive marketing research.
5.3	Recommendations
Based on the research findings, the following recommendations are made:
1. Intensify Research Efforts: Access Bank and other financial institutions should increase their investment in marketing research to continually understand changing customer needs.
2. Customer Involvement: Banks should create more channels for customers to provide feedback on products and services.
3. Regular Product Reviews: Products should be periodically reviewed and modified based on research insights to ensure they remain relevant.
4. Staff Training: Employees involved in product development should be trained to interpret and use marketing research effectively.
5. Use of Technology: Modern research tools like AI and big data analytics should be adopted to enhance the accuracy and speed of gathering market insights.
6. Benchmarking: Banks should study the marketing research practices of leading institutions and adapt successful strategies to their operations.
7. Segmented Research: Tailored research should be conducted for different customer segments to offer personalized banking solutions.
8. Public Awareness: Customers should be informed about product modifications that result from their feedback to increase trust and engagement.
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QUESTIONNAIRE
Dear Respondent,
This questionnaire is designed to obtain information for a research project on “Effect of Marketing Research on Product Modification and Acceptability in the Banking Industry: A Case Study of Access Bank Plc, Ilorin.” Your responses will be treated with utmost confidentiality and used solely for academic purposes. Kindly respond sincerely. Thank you.
SECTION A: Demographic Data
1. Gender: Male (  ) Female (  )
2. Age Range: 18–25 years (  ) 26–35 years (  ) 36–45 years (  ) Above 45 years (  )
3. Educational Qualification: OND/NCE (  ) HND/B.Sc (  ) M.Sc and above (  )
4. Position in the Bank:  Frontline Staff (  ) Operations Staff (  ) Manager/Supervisor (  )
5. Years of Work Experience: Less than 1 year (  ) 1–5 years (  ) 6–10 years (  ) Over 10 years (  )


SECTION B: Research-Based Questions
Instruction: Please tick (✓) the option that best describes your opinion. Use the following scale:
SA = Strongly Agree | A = Agree | N = Neutral | D = Disagree | SD = Strongly Disagree
	S/N
	Statements
	SA
	A
	N
	D
	SD

	6.
	Access Bank Plc conducts marketing research before modifying its products or services.
	
	
	
	
	

	7.
	To what extent does marketing research influence product modification in Access Bank?
	
	
	
	
	

	8.
	Does marketing research contribute to the acceptability of modified products among customers?
	
	
	
	
	

	9.
	Has product modification based on marketing research improved customer satisfaction?
	
	
	
	
	

	10.
	Modified products based on research are more accepted by customers.
	
	
	
	
	

	11.
	Customers have shown improved satisfaction after product changes influenced by research.
	
	
	
	
	

	12.
	Feedback from frontline staff is often considered in research-based decisions.
	
	
	
	
	

	13.
	Marketing research contributes to the competitiveness of Access Bank in Ilorin.
	
	
	
	
	

	14.
	Regular marketing research is conducted to monitor customer satisfaction.
	
	
	
	
	

	15.
	Product modification without marketing research often leads to poor customer response.
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