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ABSTRACT
This research project examined the impact of marketing strategies on organizational performance with particular reference to First Bank Plc. The objective was to investigate how relationship marketing and customer retention strategies influence performance outcomes such as profitability, customer loyalty, and operational efficiency.
The study adopted a survey research method with a stratified random sampling technique, using structured questionnaires administered to 100 staff and customers of First Bank Plc, with 80 successfully retrieved. The data collected were analyzed using percentage analysis and correlation coefficient techniques.
Findings revealed that effective relationship marketing strategies significantly contribute to enhanced customer retention, which in turn improves financial performance and market competitiveness. The study established a positive relationship between customer satisfaction, loyalty programs, and organizational growth.
It concluded that in the dynamic and competitive banking sector, firms that invest in customer-centric marketing strategies tend to achieve higher profitability and sustainable market share. The study recommended that commercial banks in Nigeria should intensify relationship marketing practices and continuously assess their service delivery to remain relevant and competitive.









CHAPTER ONE
1.0    INTRODUCTION
1.1   Background to the Study	
In the last four. decades, marketing strategies have evolved from "transactional" to "relationship"
marketing. The business model of yesterday supported mass marketing, mass production, and
standardized products and services. Companies that continue to rely and operate on this obsolete model will fall behind the competition. (Berry, et al 2002). The reasons for this development are several but include the following; more sophisticated and knowledgeable customers; dramatic changes in technology; the rise of competition; and declining product differentiation in the global business environment. Today's business world continues to change and has become more volatile in nature. It is against this background that Weinstein & Johnson (2003) recommend that at least 75% of an organization's marketing effort should be focused on customer retention, by building and maintaining strong relationships with customers. Relationship marketing uses event driven tactics and treats marketing as a process over time, rather than a collection of single unconnected events. Past and current customer behaviour is the best predictor of future customer behaviour. The longer customers are retained by a business, the more profitable it becomes as a result of predictable customer purchasing behaviour, decreased business operation costs, customer referrals, willingness of customers to pay price premiums, and reduced customer acquisition costs for the organization.
Further, it costs up to five times more to obtain a new customer than to keep an existing one, according to research by the American Management Association (Weinstein et al., 2003).
According to Yau et al (2000), relationship marketing should inevitably be the focus of business to business marketing, since marketing efforts are directed toward individual customer organizations (i.e. business customers). Relationship marketing calls for customer oriented employees. Who delivers satisfaction to customers in respect to their individual requirements (Achrol and Kotler, 1999).
With a global market share of over 65 percent, Heidelberg has developed from a traditional printing press manufacturer that was incorporated 155 years ago, into the world's largest supplier of print media solutions. The Nigerian commercial bank institution system is growing bigger by the day with the continuous emergence of new regulatory in financial institutions. Generally, people go into this business of attractive profit margin. Commercial bank is defined by Hassan (2000) as “profit making oriented financial institutions set up for keeping and lending money and other valuation items for the purpose of making profits. Commercial banks are joint stock establishments structured to conduct banking business, such as receiving deposits on current account ,savings account or other similar account, paying or collecting cheque  drawn by or other business as the governor of Central bank of Nigeria may include as the functions of the Commercial bank.
Hassan (2000), acknowledges that the commercial banks perform various functions such as, Acceptance and safe keeping of   deposits,   creating of loans overdraft, provision of  investments  advice,  underwriting, and brokerage services, providing facilities for safe keeping of important documents and title deeds, provision business status report and referees, provision of foreign exchange services, provision of insurance services acting as executor and the trustee of wills, buying and selling of stocks and shares for their customer, effecting of standing orders clearing of  cheque  for customers issuing of Bank drafts \certified cheque, direct crediting, electronics money transfers, transfer of funds on the instructions of their customers and so on, A lot of marketing strategies are adopted by the commercial banks, not only in attracting the customers but in customer retention and loyalty.
Banking service is mostly intangible and a lot of creation marketing is required to retain the customers. A service is an intangible product involving a deed a performance or an effort that cannot be physically possessed.  Kotler (2000) sees a service as an intangible product that results from applying human and mechanical effort to people or objects.lt is an activity or benefit that one party can offer to another  which is essentially intangible, and does not result in the ownership of anything.  its production may or may not be tied to a physical product.
Palmer (1999) in Baker (1990) classified services into (i) Degree of intangibility, (ii) producer versus consumer services, (iii) the status of the service within the total product offer  (iv) Extent of inseparability (v) The pattern of service delivery, (vi) The extent of people orientation (vii) The significance of the service to the producer (viii) The marketable versus unmarketable service and finally (ix) The multiple classifications. Each of the classifications has significant marketing management implications in its application to the customer.
With the recent merger of Nigerian banks and subsequent acquisition and transfer of ownership to new creditors, bank customer acquisition is no longer a vogue. Bank officials not only acquire new customers but adopt some basic strategies to retain them which will lead to greater customer satisfaction, profit, increase in market share and most importantly customer loyalty. Some basic relationship market retention strategies will go a long way in assisting commercial banks to maintain a major competitive strategy.
Relationship marketing refers to a short-term arrangement where both the buyer and seller have an interest in providing a more satisfying exchange. This approach tries to disambiguiously transcend the simple post purchase-exchange process with a customer to make more truthful and richer contact by providing a more holistic, personalised purchase, and uses the experience to create stronger ties. Relationship marketing can be applied when there are competitive product alternatives for customers to choose from; and when there is an ongoing and periodic desire for the product or service. The concept of relationship marketing has been looked at from different perspectives. It is viewed relationship marketing as a strategy to attract, maintain and enhance customer relationships (Berry, 1983). Developing further, relationship marketing was defined as a defined the term as a strategy by which the interactions, relationships and networks become fundamental issue (Gummesson, 1993). With the rapid growth of the internet and mobile platforms, relationship marketing is containing to evolve and grow as technology opens more collaborative and social communication channels. The overall goals are to nurture and retain existing customers, reduce the costs of marketing and build mutually satisfying relationships.
This study critically examines the impact of relationship marketing strategies that Nigerian commercial Banks should adopt in order to increase their market shares and also to maintain customer loyally in form of customers’ retention. Also, this study identifies various retention strategies that Nigerian commercial banks most adopt so as to maximize the differences between the value of the service to the customer and the cost of providing it.  
1.2   Statement of problem
Yusuf (1985) acknowledges the fact that Nigeria is still not only under-banked but also that the existing commercial banks operating within the economy have not performed up to the standard expected in the advanced countries. Some of the reasons attributed to this is that of the inability of the banks to live up to expectation in term of efficiency and suitable quality services to the customers; inability of the banks’ strategy to identify the needs and wants of their potential and existing customers and also inability to render various financial services and opportunities that are available in the banks to the existing and potential customer.
All these problems are indications of impact of relationship marketing and customer retention in which, he further stressed that banking system in Nigeria is the most unresponsive exhortative, inefficient, most destructive, and non- challant of all the institution development in the country.
This remark cannot be completely regarded as an over-statement if one examines objectively the activities and effective performance of the bank in our economy. It is therefore necessary to undertake the study which tries to examine the extent of relationship marketing and customer retention  in our commercial banks. Finally, the finding of this study will assist to show the inherent advantages in the implementation of the impact of relationship marketing and customer retention.
1.3   Objectives of the study
The broad objective of this study is to investigate the impact of relationship marketing and customer retention in commercial banks of Nigeria using some selected banks as case study. Other specific objectives are to:
i. Ascertain how commercial banks retain customers through relationship marketing strategy.
ii. Identify various retention strategies employed by commercial banks
iii. Critically investigate the causal relationship between customers’ retention and commercial banks relationship strategy through service quality
1.4   Research Questions
 It has been mentioned earlier (Yusuf, 1985), that there is an improvement in marketing and customer retention. In view of this, certain questions are set by the researcher in order to justify the objectives of the study. These are:
i. Is there any significant relationship between effective marketing strategy and customer loyalty in commercial banks?
ii. In what ways does relationship marketing and customers’ retention affect commercial banks?
iii. Is there any significant relationship between relationship marketing and commercial banks activities?                	
1.5  Significance of the Study
The study will provide benchmark data to the existing body of knowledge by highlighting the need for relationship marketing to business organisations. This study will also beef up the available literature on marketing for reference and further research. The study was significant in that it established the effects of relationship marketing on customer retention. Marketing managers in the printing equipment industry will use the study findings to enhance their
marketing strategies.
The significance of this study is necessary on the part of the substantial costs involved in relationship marketing and the increasing managerial focus on maximizing customers’ value, customer loyalty and customer retention which happen to be the most important challenges facing the Chief Executive Officers across the world (Ball, 2004). At the same time, it is also found that effective relationship marketing strategy helps the organization to understand customers’ needs, so that organizations can serve their customers better than their competitors, which finally leads to cost reduction and customers loyalty (Gaurav, 2008). Loyal customers can lead to increased sales and customer share, lower costs, and higher prices (Zeithaml, Berry ,and  Parasuraman, 1996). According to Reicheld (1996), a 5% improvement in company’s customer retention rate can push company’s profits to 75% higher. 
1.6 Scope of The study
The study concentrates only on impact of relationship marketing on customer retention in commercial banks of Nigeria using some selected banks as case study. Banking sector is selected due to few reasons. Perrien et al. (1992) suggested that strong competitive pressure has forced financial institution to revise their marketing strategies and to stress long-lasting relationships with customers. Most banks have tried to differentiate themselves from other banks by offering supporting services, which is a first step towards relationship marketing. Many banks would also claim to have implemented relationship marketing more fully by developing closer relation with their clients.
Again within the banking sector, corporate banking sector has been selected because recent research has shown that corporate banking customer still prefer personal relationships as the principal means of communication and exchange between bank and client firm (Tyler and Stanley, 2001). This research has further underlined the importance of the personal relationship by revealing that customers considered their banking relationship to be with their relationship manager rather than with the bank they represented (Tyler and Stanley, 1999). 


1.7    Definition of Terms
· Relationship Marketing: The concept of relationship marketing has been looked at from different perspectives. It is viewed relationship marketing as a strategy to attract, maintain and enhance customer relationships (Berry, 1983). Developing further, relationship marketing was defined as a defined the term as a strategy by which the interactions, relationships and networks become fundamental issue (Gummesson, 1993). Customer Relationship Management: Customer Relationship Management is an upright concept or strategy to solidify relations with customers and at the same time reducing cost and enhancing productivity and profitability in business. An ideal CRM system is a centralized collection all data sources under an organization and provides an atomistic real time vision of customer information. 
· Customers’ Retention: Customer retention refers to actions that a selling organization undertakes in order to reduce customer defections. Successful customer retention starts with the first contact an organization has with a customer and continues throughout the entire lifetime of a relationship. Customer retention (CR) is concerned with maintaining the business relationship established between a supplier and a customer (Gerpott et al, 2001). 
· Trust: Trust typically refers to situations that are being characterized by the following aspects: One party who is willing to rely on the actions of another party and the situation is directed to the future (Markova & Gillespie, 2007). Trust has been defined in numerous ways in the relationship marketing literature. It is the willingness to rely on an exchange partner in whom another has confidence (Hadjikhani and Thilenius, 2005; Moorman et al. 1992). another study defines trust as having the confidence that the other party will not exploit one's vulnerabilities (Hart and Johnson, 1999). 
· Customers’ Loyalty: Every supplier wants to create and retain a loyal customer who engages in continued profitable business with him. Customer Loyalty is the measure of success of the supplier in retaining a long term relationship with the customer. Thus customer loyalty is when a supplier receives the ultimate reward of his efforts in interacting with its customer. Customer loyalty tends the customer to voluntarily choose a particular product against another for his need. The loyalty may be product specific or it may be company specific. 
· Performance management: Is the systematic process by which an agency involves its employee, as individuals and members of a group in improving organizational effectiveness in the accomplishement of agency mission and goal. Is also strategic and integrated approache in delivery successful result in organization by improving the performance and developing capacity of individuals’ team. 









CHAPTER TWO
2.0 REVIEW OF RELATED LITERATURE
This chapter covers the overview of the impact of relationship marketing and customer retention in Nigerian commercial banks. It discusses relevant literatures and theoretical framework on the linkage between relationship marketing and customer retention in commercial banks.
2.1 Conceptual Framework 
2.1.1 Concept of Relationship Marketing
Relationship marketing emerged in the 1980’s as an alternative to the prevailing view of marketing as a series of transactions, because it was recognised that many exchanges, particularly in the service industry, were relational by nature (Berry, 1983; Dwyer et al., 1987; Grönroos, 1994; Gummesson, 1994; Sheth and Parvatiyar, 2000). Within a retail banking setting, Walsh et al. (2004) define Relationship marketing as “the activities carried out by banks in order to attract, interact with, and retain more profitable or high net-worth customers.” 
Relationship marketing thus aims at increasing customer profitability while providing better services for customers. Several studies have empirically demonstrated a positive association between Relationship marketing strategies and business performance (e.g. Naidu et al., 1999; Palmatier and Gopalakrishna, 2005). Within a banking context, Keltner (1995) found that German banks, in contrast to American banks, managed to maintain a stable market position during the 1980’s and early 1990’s as a consequence of relationship oriented banking strategies. 
Relationship marketing will not automatically lead to stronger customer relationships; rather, customers will exhibit different levels of relationship closeness and strength (Berry, 1995; Liljander and Strandvik, 1995). In order to be attractive, Relationship marketing strategies should enhance customers’ perceived benefits of engaging in relationships (O’Malley and Tynan, 2000). However, all customers do not want to engage in relationships and, in fact, it has been suggested that close customer relationships in banking are rare, and that they are being further weakened by the increase in self-service technologies (O’Loughlin et al., 2004). An alternative is to look upon new technologies as relationship facilitators (Sweeney and Morrison, 2004) and to use them strategically in customer relationship management (Payne and Frow, 2005). 

One of the basic tenets of relationship marketing is customer orientation. Already the SOCO (selling orientation-customer orientation) scale, developed by Saxe and Weitz (1982), was based on the premise that customer oriented sales people strive to increase customers’ long-term satisfaction. Selling oriented sales people were considered to prioritise the achievement of an immediate sale at the expense of customer needs. Subsequent research has shown that the degree of customer orientation indeed has an effect on a firm’s relationships with its customers (Clark, 1997; Yavas et al., 2004). In a study of financial services, Bejou et al. (1998) found that customer oriented employees had a positive impact, while sales oriented employees had a negative impact, on customers’ relationship satisfaction. 
To our knowledge, there are no previous studies on the effect of Relationship marketing activities on customer loyalty in different profitability segments. Before describing profitability segmentation, we will briefly review two desired relationship outcomes, customer relationship satisfaction and loyalty.
Relationship marketing attempts to improve profitability within two main dimensions; cost effective and time manner. It is important to note that a company implementing the process of marketing relationship should design its strategies and tactics based on the industry. This research tends to analyse the conceptual framework on the relationship marketing based on the following major concepts:
2.1.1.1	 Customer Satisfaction
Customer evaluation measures should reflect the type of exchange that is being evaluated, i.e. transactional or relational. Often used measures in a relationship context are relationship quality (e.g. Bejou et al., 1996; Crosby et al., 1990; Lang and Colgate, 2003), and relationship satisfaction (e.g. Abdul-Muhmin, 2002; Rosen and Surprenant, 1998). A positive relationship between service quality and satisfaction has been well established in the banking sector (e.g. Ennew and Binks, 1999; Jamal and Naser, 2002; Hooi Ting, 2004). However, the constructs are highly correlated and sometimes difficult to separate in transactional interactions (Bitner and Hubbert, 1994), but even more so from a relationship perspective (Dabholkar, 1995). In long-term relationships perceived quality and satisfaction are likely to merge into an overall evaluation of relationship satisfaction. 
Satisfaction is defined as an emotional post-consumption response that may occur as the result of comparing expected and actual performance (disconfirmation), or it can be an outcome that occurs without comparing expectations” (Bennett & Rundle-Thiele, 2004). Customer satisfaction is a substantial issue in relationship marketing, particularly those in services industries. Keiningham et al. (2005), state that it is a significant affiliation between customer satisfaction, purchase intentions, and consequently financial performance. The value of satisfaction has been more high-lighted through some past studies. Researches reveal that customer could defect at a rate of 10-30 per cent per year and meanwhile a decrease of only 5 per cent in customer defection can increase profits up to 95 per cent, depending on the industry. 
Therefore, Satisfaction should always be a permanent goal for all businesses in the purchase cycle. But, it is important to realize that satisfaction may not necessary lead to high levels of customer retention and loyalty. In fact in many cases, measuring satisfaction becomes difficult due to its fuzzy nature. Obtaining customer satisfaction may not be straight forward. For this reason, some believe that there is a weak relationship between customer satisfaction and retention. For example; there may be cases where the product enjoys customer satisfaction but due to other factors they may shift to other similar products such as changes in competitors’ offerings, new requirements of customers or other unknown intervention like changes in personal characteristics (e.g. demographic variables). 
Fredrick F. Reichheld (1994) states that in most businesses, 60 - 80% of customer defectors said that they were “satisfied” or “very satisfied” on the last satisfaction survey prior to their defection! In the interim, anything can happen and often does (Reichheld, 1994). Also, Bennett and Rundel-Thiele (2004) revealed in their research that there are different myriad factors (including latent and overt) influence the strength of satisfaction - retention and satisfaction- loyalty relationship (Bennett & Rundle-Thiele, 2004). Therefore, we cannot assume that high levels of satisfaction will certainly lead to increased sales.
Although satisfaction is an important factor in assessing the success of the product in the market, it may not be the sole factor to determine market value. As a result, satisfaction is an effort to measure state of mind. So, it may not always be reliable. Yet, it is believed that high levels of attitudinal loyalty are an outcome of high levels of satisfaction. In short, it is important to understand that the link between satisfaction and profitability is not simple and straightforward as typically assumed.


2.1.1.2	   Customer Retention
Retention can be defined as “a commitment to continue to do business or exchange with a particular company on an ongoing basis” (Zineldin, 2000). Also, “The direct retention effect is based on the customer benefit effect” (Bennett & Rundle-Thiele, 2004). In today’s highly competitive markets, companies strive to build professional customer retention management system alongside common strategies like process re-engineering and employee redundancy exercises. There are two central reasons for doing so, the first is the intensive cost of gaining new customers in competitive markets which is claimed that attracting a new customer costs five to six times more than retaining one (Reid & Reid, 1993). It is therefore safe to know that profitability gained by a sustained customer is much higher than new customer attendant. Second, it is a considerable profitability gained by a sustained customer is much higher than new customer attendant during the duration of business relationship. 
This was confirmed by Jamieson (1994) states that a two per cent improvement on customer retention has the same impact on profit as a ten per cent reduction in overheads (Jamieson, 1994). The main questions that need to be addressed in customer retention are about customer satisfaction drivers? What are customers’ expectations? What are of their towards product attributes? And how much effort needs to be invested to improve their attributes? It is recognized in this literature study that customer satisfaction has a good feedback to the firms to answer following questions in terms of customer needs. It is also confirmed that retention issues are initially based on customer satisfaction. As Bennett and Rundle-Thiele (2004), argue that customer retention is central to the development of business relationships with respect to satisfaction. 
Customer retention brings some remarkable benefits such as lower price sensitivity, higher market share, positive word-of-mouth, lower costs (Reichheld, 1994), higher efficiency, and higher productivity (Zineldin, 2000).  Furthermore, customer retention has often been assumed as a sign of the customer loyalty. We also have to consider this fact that the factors found to increase retention differ widely such as chemistry between people, presentation of changes and so on. There are some factors that help measure retention, such as annual retention rate, frequency of purchases. They aim directly at the real target: does customer’s behavior show that they are being convinced to maintain their stake in the firm? Do they buy the value proposition of the company, i.e., are they coming back for more?
2.1.1.3	    Customer Loyalty
Customer loyalty is defined as a deeply held commitment to rebuy or repatronize a preferred product/service consistently in the future, thereby causing repetitive same-brand or same brand-set purchasing, despite situational influences and marketing efforts are having the potential to cause switching behaviour (Oliver, 1999). 
As illustrated in the definition above, loyalty has both an attitudinal and behavioural dimension (Dick and Basu, 1994). It is assumed that customers who are behaviourally loyal to a firm display more favourable attitudes towards the firm, in comparison to competitors. However, in some cases behavioural loyalty does not necessarily reflect attitudinal loyalty, since there might exist other factors that prevent customers from defecting (Aldlaigan and Buttle, 2005; Liljander and Roos, 2002; Reinartz and Kumar, 2002). 
Customer satisfaction and loyalty are highly correlated (Athanassopoulos et al., 2001; Hallowell, 1996; Silvestro and Cross, 2000), but form two distinct constructs (Bennett and Rundle-Thiele, 2004; Oliver, 1999). Customer satisfaction with a bank relationship is a good basis for loyalty (Bloemer et al., 1998; Pont and McQuilken, 2005), although it does not guarantee it, because even satisfied customers switch banks (Nordman, 2004). One important reason for switching is pricing (Colgate and Hedge, 2001; Ennew and Binks, 1999). Hence, banks have launched customer loyalty programmes that provide economic incentives. Although the effectiveness of loyalty programmes has been questioned (e.g. Dowling and Uncles, 1997; Sharp and Sharp, 1997; Stauss et al., 2005), research has shown that they have a significant, positive impact on customer retention, service usage, and/or share of customer purchases (e.g. Bolton et al., 2000; Verhoef, 2003). 
In a business context of loyalty has come to describe a customer’s commitment to do business with a particular organization, purchasing their goods and services repeatedly, and recommending the services and products to friends and associates (McLlroy & Barnett, 2000). The aim of loyalty in all successful firms is based on long term beneficial relationship between the customer, and enterprise. When a company consistently delivers superior value and wins customer loyalty, market share and revenues go up and the cost of acquiring new customers goes down (Kobulnicky, 1996).
The nature of the relationships between satisfaction and loyalty is complex. Anyway it has emphatic influence in cash flow terms because of the link between loyalty, value, and profit (Bennett, & Rundle-Thiele, 2004) and (Reichheld, 1994),. Loyalty depends on industry, culture and market behavior. For instance, management consultant KPMG has defined three ways in which retail loyalty strategy works; (1) pure loyalty, (2) pull loyalty and (3) push loyalty. 
But the ultimate goal of all firms is to make the intention in their customers to make future purchases. The relationship between loyalty and satisfaction is not simple. It is assumed that loyalty is an outcome of high levels of satisfaction. But, there are some instances that show the prerequisite for loyalty is not always high levels of satisfaction. For instance, a study on 4 Australian big banks demonstrate that banks have 23-32 percent dissatisfied customers while their profits are in the top six public companies in Australia (Bennett, & Rundle-Thiele, 2004).
This shows that dissatisfied customers can remain loyal. By this we mean a highly satisfied customer may not be a loyal customer. Customer loyalty schemes bring some long term advantages and benefits through premium prices, decreasing costs, and increasing volume of purchases. If the customer feels a stronger identification with the corporation, he or she will remain (Bennett, & Rundle-Thiele, 2004). This can be due to other factors such as price, demand experiences and habits. For instance, “Waitrose management stress that it is the total customer experience that creates loyalty, not promotions” (Humby, et. al. 2003).
2.1.2	    The Link Between Loyalty and Profitability 
Numerous studies have shown positive links between loyalty and firm profitability (Anderson et al., 1994; Hallowell, 1996; Reichheld, 1996; Silvestro and Cross, 2000). Nonetheless, not all loyal customers are profitable (Storbacka, 1994; 1997). According to Reinartz and Kumar (2002), the overall link between loyalty and profitability in many industries is questionable for two reasons. These are:
· a relatively large percentage of long-term customers are only marginally profitable, and
· a relatively large percentage of short-term customers are highly profitable. 
It is noteworthy, however, that Reinartz and Kumar’s (2002) findings from four industries (high technology, postal service, retail food and direct brokerage) still indicate that a larger proportion of the long-term customers than of the short-term customers exhibit high profitability, and a larger proportion of the high-profitability customers than of the low-profitability customers are long-term customers. Thus, the theory of an overall positive connection between customer loyalty and profitability cannot be rejected. 
As noted by Anderson and Mittal (2000), customer relationship profitability arises through the acquisition and retention of “high quality” customers with low maintenance costs and high revenue. In the context of retail banking, Storbacka (1994) describes relationship costs as  comprising direct variable costs, such as transaction related costs and costs related to specific services, in addition to overhead costs that may or may not be attributable to particular relationships. Relationship revenue, meanwhile, is split into volume-based revenue that is derived from interest margins, and fee-based revenue. Customers’ patronage concentration (Storbacka, 1994), or share-of-wallet (Keiningham et al., 2003; Perkins-Munn et al., 2005), and pricing policies are important aspects of relationship revenue in banking. Since a large part of banks’ revenues are received from interest margins, customers’ volume of business has a major impact on profitability. 
If relationship costs are minimized and relationship revenue is maximized over time, long-term customers should generate greater profitability than short-term customers. 
2.1.3	   Profitability Segmentation in Banks
 Market segmentation is one of the central concepts in marketing, attributed to a seminal article by Smith (1956) in the Journal of Marketing. However, customer profitability as a segmentation criterion is a newer phenomenon (Storbacka, 1994). It has become increasingly predominant in many industries, leading to differential treatment of customers (Zeithaml et al., 2001). In order to increase the profitability of customer relationships, Storbacka (1997) suggests applying the principles of segmentation in an Relationship marketing context. The following segmentation criteria are proposed: 
· relationship revenue and relationship cost; 
· relationship volume; 
· relationship profitability, or 
· relationship volume and profitability. 

In an empirical study of two Nordic retail banks, Storbacka (1997) found that both banks opted for a segmentation based on relationship volume and profitability. Relationship volume was defined as the sum of the customer’s yearly average deposit and loan balances, and absolute profitability was measured as the customer’s relationship revenue minus relationship costs over a fiscal year. Six main segments were identified based on different levels of volume and profitability. The least attractive segment included the low volume, unprofitable customers. 
Storbacka (1997) recommends that efforts should be made to increase the volume of these customers, or impact the nature and/or price of transactions in order to increase relationship revenue and cut relationship costs. Similar recommendations are found in other studies (Zeithaml et al., 2001). The most attractive segment comprised high volume, profitable customers, a majority of whom represented a large portion of the total profitability of the customer base. Storbacka (1997) emphasizes that customer defections from this group must be kept to an absolute minimum (optimally at a nonexistent level) in order to maintain and/or increase the profitability of the customer base. In a similar vein, Reinartz and Kumar (2003) suggest that customers can be grouped according to share-of-wallet and profitable lifetime duration, and that each customer group should be targeted with a specific strategy. 
In summation, relationship marketing activities should be directed particularly towards the most profitable customers in order to increase their satisfaction with and loyalty towards the bank. Therefore, in the case study, which is presented next, we expect that the high profitability segment that was targeted with a relationship oriented strategy will express higher relationship satisfaction and loyalty than the mid-profitability segment that was targeted with a more sales oriented strategy. Furthermore, we expect the perceived relationship improvements since the bank’s Relationship marketing strategy was launched, four to five years prior to the study, to be greater within the high profitability segment than within the mid-profitability segment.
2.1.4	Adoption and Implementation of Marketing
For the past a decade the marketing strategy has been a popular topic in business publication, conferences and management development seminars, most of the early market strategy literature concentrate on explaining the need for companies to devote more time and effort to the requirement of their customers. Once convinced of the need for a customer orientation attention then turned to a more effectives approach to the marketing function (Allen 2001) while most articles, conferences and seminars of the subject still only briefly discuss the importance of adopting customer and profit orientation they concentrate more heavily now on methods designed to implement the strategy.
While the marketing strategy as a philosophy and method of doing business has the potential to improve the capacity of business organization to survive in the new competitive and changing environment, its adaptation may prove counterproductive unless the strategy is clearly understood and consciously a systematically implemented.
In order to implement the marketing strategy this belief system must be decomposed into observable overt system of behavior which the firm can implement this system of behavior or practices which the firm will have to implement in order to become marketing oriented have been derived from the element of the marketing strategy and are listed below:
2.1.5	Consumer and Societal Orientation
Think in term of saving the needs and want of well define market, choose for their long run growth and profit potential. Develop or adapt the product or service it will market or is marketing currently on the basis of customer as well as societal needs and are to be delivered taking into account the interests of all the participate to the exchange process. Take a whole system view recognizing the treats and opportunities created for the firm by changes in any part of the total system. Make conscious efforts to determine whether customer believes they are getting value of their services. 
Marketing oriented strategic planning implementing this element of the market requires that:
The firm agrees to accept input into its strategy generation from the market. The firm establishes a system for evaluating the effectiveness of its corporate strategy against the reaction of customer competitions and society. Install system yielding highly current strategies market information and fast reaction time.
2.1.6	Profit Reward
This calls for striving to achieve profits through the supply of customer satisfactions more efficiently and effectively than competitor, that is the firm. Agrees to established a system of knowing very well the sales potenetial and segments customer needs territories, products, and channel and orders sizes. Adopt the practice of probing, evaluating and dissecting everything it does with a view to improving efficiently. Reducing cost and enhancing profits.
2.1.7	Integrated Effort
Implementation of this element requires that top management understands and believes in the marketing strategy as an organization wide philosophy. Marketing thinking at the top be successfully communicated and implemented down the line. Major marketing functions are effectively integrated. 
The firm establishes a formal system for identifying the most important contingencies and developing contingency plans.
The firm establishes new product development system that is well structured and professionally staffed.
The firm gets its entire department co-operating effectively and resolving issues in the best interest of the company as a whole.
Top management and other employees down the line accept that the marketing department is only part of the total marketing effort and clearly recognize the importance of each specialist function within the company to the total and installs a system to ensure the successful integration of all departments to maximize marketing effort and impact. McNamara (2000) in his work distinguishes between two major dimension of marketing strategy that is adopting and implementation. Adoption of the strategy refers to whether a company has embraced the effective’s strategy philosophical implications for business management.
The specific organizational method for incorporating this philosophy into actual business practice are viewed as the implementation of the strategy separate criteria were used to rate each at these aspect, According to him, criteria for adoption are training programmes department emphasis at the product division level business background of key individual and group in a organization and the committee membership of top marketing executive that is whether a member of the board of director or a member of executive committee or a member of new product planning committee. The emphasis give to marketing in this various demission indicates the extent to which the strategy is adopted.
2.1.8	Emergence of Marketing Strategies in Commercial Banks
According to Okeafor (2001) marketing is the set of individual or corporate activities designed to direct the flow of need satisfying good and services to target buyer’s this is done through exchange process. Also marketing strategy is the reaction capability developed by able using the appropriate marketing mix to meet the banking needs of its customer. It comprises the set of set services program adopted by a bank to render its services at minimum cost.
The application of impact of marketing strategies to the banking industry is not new but its importance was not realized until very recently due to high level of competition in the industry.
The banks complete between themselves for depositors fund we witness depositors moving their funds at will in search of better deals. 
But basically all banks are the same in relationship to their services hence carpenter (2001) says the line of demarcation between these banks is so thin. Another reason why marketing was not taken serious before now in the banking industry was the fact that marketing had always been attributed to tangible products.
The research work, therefore is in an attempt to stream lined, impact of effective marketing strategy to banking with particular references of commercial bank services and specifically First Bank of Nigeria Plc. Marketing stresses Ltd, Bank must first of all identify the customer wants and get then satisfied with a attributes of its products/services in a way betters than that of its competitors. This guarantees the banks long run profit and survivals to determine their effective performances in the industry.
2.1.9	Attracting Deposit
The bank has to persuade the potential and current customers to deposit their funds with it. Marketing in banking involves the provision of services to customer as well as procurement of raw material (funds) on which most of these services is based.
2.1.10	 Customer Services in Commercial Bank
The mixture of the marketing mix elements, the sort of marketing strategies set up generally affect the satisfaction level of customers and hence the profit level of bank which show their performance. The quality of bank services rendered to customers is defined by customers services and this involves the scope of service offered, the frequency, speed and consistency with which bank service deliveries are made on a routine basis. Banking basically is a service industry operated by human beings, hence some degree of imperfect is expected from such an industry. 
These imperfect could be as a result of institutional effects or behavior of both bank officials and customers consequently, we find cases of customers dissatisfaction and provocation in the banks, when the degree of dissatisfaction is too high customers tend to level such a bank and this will adversely affect the bank profitability which will limit or jeopardize their effective performance.
2.1.10.1	Marketing Mix
This involves identifying, anticipating and satisfying customers needs, profitability those required that the profit of service how to be produce, price, promotion, and contribution to the customer. These constitute the four variable in the marketing mix and have come to be popular known and the 4 Ps in the marketing i.e. price, place, product and promotion. 

Price: This is monetary unit of which the service of product is sold.
Place:  This refers to the distribution outlet. 
Product: This refers to as the conception design development and service of the products.
Promotion: This refers to the network or channel employed to rich the marketing channel.
2.1.10.2	Marketing Segmentation
Marketing segmentation is derived from market research and it is subdivided at a market on to homogeneous subset at customer with each group have a broad set of similar need. A subset that can be distinguish for the effectiveness each segment should be measurable, essential to one or more of the substances (i.e Large enough to be more at consolidation and equal potentially profitability, marketing segmentation can take of the flotation form. The market for banking services is divided into two distinct categories.
· The personal customer
· The corporate customer
Each segment can further be subdivided, that is, the personal customer can be segmented into age group become level, social class, marital status geographical locations etc, while the corporate customer can be segmented further in small scale business, medium scale business and large scale business or importers, exporters and domestic traders. The segmentation analysis may be used to influences decision about how many and what types of products and service are needed to satisfy different demands. Alternatively, it is used to plan different way of selling the same product or services. Finally, the essences of market segmentation to the banker are the following:
· The bank can make adjustment to their product or service, which give them a more direct appeal, by satisfying customers need more specifically.
· The banker can develop a marketing plan and programme with a better understanding of how distinct segments of the market will respond to their programme.
· The bank will be able to discover and develop market opportunities more readily.
2.1.10.2.1	Condition for Effective Segmentation
It is a goal of any management to segment its market in a way that each segment will respond in a homogenous fashion to a given program for any management to achieve this.
2.1.10.2.1.1	Marketing Research
Kinner and Taylor (1990) define market research as systematic, objective approaches to the development and provision of information for marketing strategy in the market. Kotler (1999) sees marketing research as the systematic design collection analysis and reporting of data and finding relevant to a specific marketing situation facing the company. The concept of marketing research in banking is relative. It was not until in the 1960s that the first few banks realized the important of marketing research for their future planning. However, marketing research should help to add a new dimension by providing facts to supplement experience and judgment.
2.1.10.2.1.2	Test Marketing
This involves the sampling of a selected group of customers in order to obtain their reaction and suggestion on a newly develop product or service in a specified area test marketing helps the banks to find out how  well a product or service find favour with customers. For example, how many customers might use the service? The test areas show as much as possible a representative of the total marketing term of advertising media and sales outlets.
2.1.11	  The Need for Effective Marketing Strategy in Commercial Bank in Nigeria
The Bank must ensure and effectives marketing strategy in order to satisfy their customers because of the competitors among banks and other financial institution such as mortgage bank in the economy. Commercial can obtain through this following:
· They must ensure strategy to attract marketing deposit and borrower from their customer in Nigeria.
· They must attract user of other bank servicing to participate in their product and service to increase their profitability and performance. Research to determine what their customer and potential customer need as regard financial service.
· To ensure satisfactory delivery service to their customer and certain that customer requires services are meeting and satisfy.
· To design more service or re-package old one according to researcher funds.
2.1.11.1  	Stages in Marketing Planning Strategy
Strategies exist at a number of levels in an organization. Individuals may say they have a strategy to do with their career, for example. This may be relevant when considering influences on strategies adopted by organizations. Taking commercial banks as an example, it is possible to distinguished at least three different stages of marketing planning strategy.
2.1.11.1.1	The First Stage in Marketing Planning Strategy
Marketing planning strategy is concerned with the overall purpose and scope of the organization to meet the expectations of owners or major stakeholders and add value to the different parts (often individual businesses) of the enterprises.
In other publicity quoted businesses, marketing planning strategy is heavily influenced by the expectations of shareholders and the stock market. Being clear this marketing planning of strategy can be important; it is a basis of other strategic decision. It may well take form in an explicit or implicit statement of mission which reflects such expectations.
2.1.11.1.2	The Second Stage in Marketing Planning Strategy
The second level can be thought of in terms of business unit strategy. Here strategy is about how to compete successfully in a particular market; the concerns are therefore about how advantage over competitors can be achieved; what new opportunities can be identified or created in market; which products or services should be developed in which markets; and the extent to which these meet customer needs in such a way as to achieve the objectives of the organization perhaps long-term profitability, market growth or measures of efficiency. So, whereas corporate strategy involves decisions about the organization as a whole, strategic decisions here need to be related to a strategic business unit (SBU). 
A SBU is a part of the organization for which there is a distinct external market for goods and services (i.e, distinct from another SBU). In public sector organizations a corresponding definition of s SBU might be a part of the organization or service for which there is a distinct client group. At this level of strategy, the basis of strategic decisions is how customer or client needs can best be met, usually to achieve some sort of competitive advantage for the organization. It is therefore very important that there is clarity about the needs of customers (or clients) and who competitors are for a particular SBU. 
Confusion can often arise here because a SBU may not be defined in terms of an organizational structure. Since the company wishes to ensure its image, ranges and style are consistent with its overall purpose and identify throughout the world, there is a corporate level influences on business strategy. Within this, however, strategic need to be tailored to meet the needs of particular markets. Notionally, at least, each store has distinct markets and in that sense is a different SBU; but more realistically, it may be that strategies need to differ, by broader geographical markets. The market in Western Europe may be different from that in Eastern Europe or the Far East for example. If commercial bank does enter the market for housing, then it needs to develop a separate competitive strategy in the housing market; and in this sense housing would be a different SBU.
2.1.11.1.3	The Third Stage in Marketing Planning Strategy
The third level of marketing planning strategy is at the operating end of the organization. Here there are operational strategies which are concerned with how the component parts of the organization in terms of resources, processes, people and their skills effectively deliver the corporate and business-level strategic direction. For example, in commercial banks it was of crucial importance that design, store operations and sourcing operations dovetailed into higher-level decisions about product range and market enter. Indeed, in most business, successful business strategies depend to a large extent on decisions which are taken, or activities which occur, at the operational level. The integration of operational decisions and strategy is therefore of great importance.
2.1.12 Constraints to Impact of Effective Marketing Strategy in Commercial Banks of Nigeria
Are Banks in Nigeria marketing attending financial services to the customer effectively? Or are they adopting and effective approach in the marketing of their services? Accordingly it should be noted that the marketing objectives of satisfying customer’s needs is yet to be achieved through banks in Nigeria. This assertion may be largely due to the problems or constraints facing the banks marketing effort in Nigeria.
2.1.12.1 Level of Technological Advancement
The slow and inefficient services rendered by banks can be attributed to the labour intensive nature of banking in Nigeria. Since past of the works are stilt done manually by the banks workers. In the advance countries, the use of efficient or active computer has aided the delivery of quick and efficient service to bank customers.
Fortunately, there has recently been an increase in the use computers by banks in Nigeria. Though, the use of computers win surely help raise the volume of banks business and also reduce delays, it has some limitation, the technological environment in Nigeria are just approving the efficient use of computer, due to this, computer experts and technician are not much available, breaking down the network transmission in bank operation. There is need for the banks to still invest more in the use of necessary computer that can directly help improve the quality of banks financial services.
2.1.12.2 Level of Illiteracy
The couple of years ago the high level of illiteracy in Nigeria are still not overcome and it has been an impediment to effective marketing strategy. The “unbanked” illiterate publics do not see any good in saving their excess money in the bank; they prefer to keep it under their “pillows” at home. Also these people are not aware of the benefits that can be derived from making business with the bank.
Even the literate customers of the bank do not know their right, that is, the duties of bank to the customers. Most banks find it highly difficult to establish branches in the rural area due to the numerous problems faced by the banks.
2.1.12.3 Problem of fraud increase in bank
The alarming increase of frauds in banks now poses a great problem to the banks ability of marketing their services adequately. These frauds include forging of customers signatures in order to withdraw their money illegally from the account, the receiving of bribes by banks managers in order to grant loans and advances for unviable project, that is. “Ten percent” syndrome, the high rate of arbitrary provision for bad debt, and also collaboration by banks staff and customer to perfectly defraud the bank. The bank must therefore; devices mean to curb the increase of these fraudulent practices. The banking industry need to purge itself of eggs and any staff or customer caught involving in any of these acts should be made to face the music.	
2.1.12.4 The quality of services
Due to the intangible nature of banking services, sound performance and rendering of bank services denotes the quality of these services. This quality incorporates all the following.
i. The attitude of the banks staff to their customers.
ii. The rendering of quick and efficient services to customer.
iii. The reliability of the bank’s staff to problem their service.
iv. The provision of a conducive banks environment etc.
According to Aderson and Fulcher; one of the problems associated with the development of marketing in banks has been the delicate subject of staff attitude.
In most banks, tack of courtesy by bank’s staff to the customers is a very common phenomena. Also the conservative attitude and sack of innovation on the part of the bank has contributed a lot to the inefficient services rendered by the banks.

2.1.12.5  Other constraints are
i. The economic condition of the country that is, during will be an increase in banking activities and during recession low banking activities will be witnessed.
ii. The socio-cultural environment also influences banks marketing strategy. This has to do with the attitude of the people towards borrowing, spending and saving. As a result of the dynamic nature of the environment, this with reflected in the innovative seal of the bank in providing new services or repackage the existing ones.
2.2	Theoretical Framework 
2.2.1 	Relationship Marketing and the General Marketing Theory
The relational concept is not new for the commercial practices. Gummesson (2008) stresses the difference between term and phenomenon and says that relationship marketing is nothing more than a new term used to describe a phenomenon that accompanied commerce since its beginnings. In his view, marketing scholars, consultants and practicing managers, who are now confessing to Relationship marketing, are adding language and systems to a long existing phenomenon, just as Columbus did not create (America), he just gave it a name and put it on a map (Gummesson, 1997).
The exponential development of the interest in Relationship marketing generated numerous divergent opinions regarding the definition that should be given to relationship marketing, its domain and its position in the general marketing theory. We will first discuss the definition and the domain issues. Egan (2008) notes that a rift between the North-American school on one hand and the Anglo-Australian and Nordic schools on the other is now becoming visible. 
The former insist for a narrower approach, while the latter wish to include all relationships that appear in the business context rather than only customer relationships.

For example, Sheth and Parvatiyar (2000) propose limiting the domain of Relationship marketing to direct interactions among customers and suppliers in order to avoid the risks of diluting the value and contribution of the marketing discipline in directing relationship marketing practice and research or theory development. They offer the following definition for Relationship marketing: “the ongoing process of engaging in cooperative and collaborative activities and programs with immediate and end-user customers to create or enhance mutual economic value at reduced cost” (Sheth and Parvatiyar, 2000).
However, one of the most frequently cited definitions is that of Gronroos who states that the purpose of marketing is to identify and establish, maintain and enhance, and when necessary terminate relationships with customers (and other parties) so that objectives regarding economic and other variables of all parties are met. This is achieved through a mutual exchange and fulfillment of promises (Gronroos, 2007).
This definition reflects the Nordic and the Anglo-Australian point of view regarding the expansion of Relationship marketing’s domain to include all the complex networks of relationships that are established in the market among companies and their customers, suppliers, competitors and other stakeholders. By analyzing the practices in the business environment Gummesson (2008) identifies no less than 30 relationships of this kind and groups them in the following categories:
· classic market relationships: aspects such as the supplier-customer dyad and the supplier-
            customer-competitor triad or the physical distribution network are included here;
· special market relationships: the relationships via full-time marketers and part-time
            marketers, the relationship to the dissatisfied customer, the e-relationship, the parasocial
            relationships and many more are discussed here;
· mega relationships: these exist above the market level and provide a platform for market relationships (those from the previous two categories). They concern the mega marketing (lobbying, public opinion and political power), the mega alliances (e.g. NAFTA) and the social relationships (such as friendship and ethnic bonds);
· nano relationships: these exist below the market level, inside the organizations, and have an impact on external relationships.
All these elements add up and contribute to Gummesson’s (2008) definition: relationship marketing is interaction in networks of relationships”. There are several other broad approaches. One of them is the “six markets” model developed by Christopher, Payne and Ballantyne as an instrument for helping managers identify strategically important stakeholders. The Customer Markets are placed in the center of this model to emphasize the idea that organizations can only optimize relationships with customers if they understand and manage relationships with other relevant stakeholders (Payne et al., 2005). The other five markets, described below, have a supporting role:
· referral markets (satisfied customers that become advocates of the company and recommend it to other potential customers);
· influence markets (unions, business press, regulatory bodies, financial analysts, competitors, the government, consumer groups etc.);
· recruitment markets (potential employees and the channels used to access them;
· supplier and alliance markets (suppliers that the company has partnership relationships with, and other organizations with which the company shares capabilities and knowledge);
· internal markets (the organization and its employees).
Similarly, Morgan and Hunt (1994) note the existence of 10 exchange relationships that can be established in the context of four partnership types: buyer, supplier, lateral and internal partnerships. Kotler (1992) presents, although from a transactional perspective, the 10 critical players from a company’s environment: suppliers, distributors, end-users and employees (in the immediate environment), and financial firms, governments, media, allies, competitors and the generic public (in the macro-environment).
The last broad approach that we make reference to is the Contemporary Marketing Practices Framework. This continuing debate over the breadth of Relationship marketing’s domain is compared by Payne (2000) with the one generated by Kotler and Levy’s article “Broadening the Concept of Marketing”. The two authors advocated the idea of using marketing in non commercial activities which ultimately led to the development of new fields such as social, educational and even church marketing (Kotler, 2005). But not everyone agreed initially; in his article “Broadening the Concept of Marketing – Too Far” Luck expressed concerns that this proposal, although intriguing and imaginative may lead to confusion regarding the essential nature of marketing (Luck, 1969).
Payne (2000) believes that the first step in settling the current Relationship marketing debate is agreeing on a common terminology to distinguish between the broad and the narrow approaches. He suggests using the term customer relationship marketing for the supplier-customer dyad and leaving relationship marketing as a term for the more general perspective. In time, one of the two might become dominant. Egan, (2008) considers that the narrow standpoint will prevail as it is, to a certain degree, measurable and it sustains the functionalist marketing approach.
A second problem that we discuss in this section is the position that Relationship marketing might take within the general marketing theory. In an attempt to clarify this, Egan (2008) identifies four different philosophical viewpoints in the marketing literature: 
· A relationship dimension can be added to the Transaction Marketing, hence including Relationship marketing in the existing marketing paradigm; 
· Relationship marketing is a new paradigm and a paradigm shift has occurred, from transactional to relational;
· Relationship marketing and Transaction Marketing are different paradigms that coexist separately;
· Transaction Marketing and Relationship marketing coexist as part of the same marketing paradigm.
The first of viewpoint is rejected by established authors in the field of Relationship marketing. Grönroos (2007) insists on the fact that Relationship marketing is more than just a set of instruments, a new way of communicating with customers or a loyalty programme. All these could very well be implemented by an external agency, without involving a real and profound change of the company’s orientation towards relationships.
In Gummesson’s (2008) opinion, Relationship marketing and Customer Relationship Management (CRM) represent a new marketing paradigm, a new theory built upon relationships, interactions and networks. He also states that regarding Relationship marketing /Customer Relationship Management as elements that can be added to the traditional marketing management would obstruct these concepts from showing their true value.
Egan (2008) cites several authors who disagree with the idea that a paradigm shift has occurred as there is a lack of empirical evidence to support it and it is obvious that some big producers of consumer goods continue using primarily the Transaction Marketing. But the advocates of Relationship marketing do not completely reject the transactional paradigm. Gummesson (2008) is convinced that a certain degree of manipulation, which is typical for this approach, will always be necessary in marketing and that mass marketing will continue to exist, even though it will be less dominant. 
Grönroos (2007) recognizes that even though the relational approach is possible in any sector, not all clients are interested in developing relationships. In his view, customers may be in a transactional mode (they search for solutions that are pricewise acceptable and do not wish further contact between the transactions), in an active relational mode (when they search for opportunities to interact with the supplier in order to obtain additional value), or in a passive relational mode (those who rarely respond to interaction invitations but who want to know that they have the possibility to get in contact with the supplier if they want to).
2.3	Appraisal of Literature	
Relationship marketing emerged in the 1980’s as an alternative to the prevailing view of marketing as a series of transactions, because it was recognized that many exchanges, particularly in the service industry, were relational by nature (Parvatiyar, 2000). 
Relationship marketing attempts to improve profitability within two main dimensions; cost effective and time manner. It is important to note that a company implementing the process of marketing relationship should design its strategies and tactics based on the industry.
Relationship marketing will not automatically lead to stronger customer relationships; rather, customers will exhibit different levels of relationship closeness and strength (Berry, 1995; Liljander and Strandvik, 1995). In order to be attractive, Relationship marketing strategies should enhance customers’ perceived benefits of engaging in relationships (O’Malley and Tynan, 2000).
Satisfaction is defined as an emotional post-consumption response that may occur as the result of comparing expected and actual performance (disconfirmation), or it can be an outcome that occurs without comparing expectations” (Bennett & Rundle-Thiele, 2004). Customer satisfaction is a substantial issue in relationship marketing, particularly those in services industries. 
Satisfaction should always be a permanent goal for all businesses in the purchase cycle. But, it is important to realize that satisfaction may not necessary lead to high levels of customer retention and loyalty. Obtaining customer satisfaction may not be straight forward. For this reason, some believe that there is a weak relationship between customer satisfaction and retention.
Satisfaction is an important factor in assessing the success of the product in the market, it may not be the sole factor to determine market value. As a result, satisfaction is an effort to measure state of mind. So, it may not always be reliable. Yet, it is believed that high levels of attitudinal loyalty are an outcome of high levels of satisfaction. In short, it is important to understand that the link between satisfaction and profitability is not simple and straightforward as typically assumed.
Retention is a commitment to continue to do business or exchange with a particular company on an ongoing basis. It is therefore safe to know that profitability gained by a sustained customer is much higher than new customer attendant. 
Customer satisfaction has a good feedback to the firms to answer some questions as regards customer needs. Hence, it is confirmed that retention issues are initially based on customer satisfaction.
It is assumed that customers who are behaviourally loyal to a firm display more favourable attitudes towards the firm, in comparison to competitors. However, in some cases behavioural loyalty does not necessarily reflect attitudinal loyalty, since there might exist other factors that prevent customers from defecting.
Customer satisfaction and loyalty are highly correlated, but form two distinct constructs. Customer satisfaction with a bank relationship is a good basis for loyalty, although it does not guarantee it, because even satisfied customers switch banks (Nordman, 2004). One important reason for switching is pricing. Hence, banks have launched customer loyalty programmes that provide economic incentives. 
The aim of loyalty in all successful firms is based on long term beneficial relationship between the customer, and enterprise. When a company consistently delivers superior value and wins customer loyalty, market share and revenues go up and the cost of acquiring new customers goes down.
The marketing strategy system must be decomposed into observable overt system of behavior which the firm can implement, this system of behavior or practices which the firm will have to implement in order to become marketing oriented have been derived from the element of the marketing strategy.
Marketing is the set of individual or corporate activities designed to direct the flow of need satisfying goods and services to target buyers. This is done through exchange process. Also marketing strategy is the reaction capability developed by able using the appropriate marketing mix to meet the banking needs of its customer.
The quality of bank services rendered to customers is defined by customer services and this involves the scope of service offered, the frequency, speed and consistency with which bank service deliveries are made on a routine basis. Banking basically is a service industry operated by human being, hence some degree of imperfect is expected from such an industry.
Marketing mix involves identifying, anticipating and satisfying customers needs, profitability those required that the profit of service how to be produce, price, promotion, and contribution to the customer. These constitute the four variable in the marketing mix and have come to be popular known and the 4 Ps in the marketing i.e. price, place, product and promotion.
Constraints to impact of effective marketing strategies in commercial banks of Nigeria include the following: 
· Level of Technological Advancement
· Level of Illiteracy
· Problem of fraud increase in bank
· The quality of services
· The economic condition of the country
· The socio-cultural environment
One of the most frequently cited definitions is that of Gronroos who states that the purpose of marketing is to identify and establish, maintain and enhance, and when necessary terminate relationships with customers and other parties so that objectives regarding economic and other variables of all parties are met. This is achieved through a mutual exchange and fulfillment of promises.
Payne (2000) believes that the first step in settling the current Relationship marketing debate is agreeing on a common terminology to distinguish between the broad and the narrow approaches. He suggests using the term customer relationship marketing for the supplier-customer dyad and leaving relationship marketing as a term for the more general perspective. In time, one of the two might become dominant.
Egan (2008) cites several authors who disagree with the idea that a paradigm shift has occurred as there is a lack of empirical evidence to support it and it is obvious that some big producers of consumer goods continue using primarily the Transaction Marketing. But the advocates of Relationship marketing do not completely reject the transactional paradigm. Gummesson (2008) is convinced that a certain degree of manipulation, which is typical for this approach, will always be necessary in marketing and that mass marketing will continue to exist, even though it will be less dominant. 



























CHAPTER THREE
3.0 METHODOLOGY
Research methodology refers to a systematic and scientific process of gathering, recording and analyzing data about problems and issues relating to distribution of elements or objects that occur on the earth surface and administration and management of goods and services.
	This chapter gives the description of methodology adopted in the course of this research work which includes the research design, population for the study, sample size and technique, instruments, validity of research instrument and reliability of research instrument, administration of research instrument, sources of data and the technique of analyzing the data collected.
3.1	Research Design
This study intends to look into the impact of relationship marketing on customer retention in commercial banks of Nigeria. The research strategy analyzed by Robert K. Yin (1994) will be suitable for this study because it tends to follow the pattern of a survey by providing answers to questions such as ‘what are the factors influencing the customers’ retention and loyalty in some selected commercial banks in Nigeria and in what way do relationship marketing impact on customers’ retention in the banking industry in Nigeria.
This study used the questionnaire sampling method in line with the assertion made by Cooper and Schindler, (2003), in analysing reasons for customers’ retention and loyalty in Nigerian banking industry because it would be time effective and cost reduction being that all the sample population considered are banking customers and the collection and analysis of data will not be difficult, and the population sample would all be easily located. The research study will contain both quantitative and qualitative information from banking consumers. This research will be conducted to examine and predict the consistency of past empirical findings.
3.2	Population for the Study
The subject in this study consists of all members of staff of the selected branch of First bank Nigeria plc. The population comprises of both male and female employees in the selected organization making a total of 35 respondents.


3.3	Sample and Sampling Technique
This procedure to be adopted for this study is stratified random sampling method to ensure adequate representation of the various staff in the bank. A total of 35 staff of the bank was randomly selected for this study. The member comprised of staff belonging to different cadres with varied years of experience with the bank. These cadres include; (a) Top level management (b) Middle level management (c) lower level management. The sample technique have been chosen for the purpose of this study for its inherent advantages of the economy of time and cost effectiveness.
3.4	Instruments
The researcher used two sets of questionnaires. One questionnaire was designed for employees and the other for business customers of First bank plc. Some of the criteria in the two questionnaires were stated in the negative to ensure that respondents use both ends of the Likert scale. This scale ranged between (Strongly Agreed =SA; Agreed = A; Strongly Disagreed =SD; and Disagreed = D.
· To measure Relationship Marketing, the researcher used scales that were modifications of those developed. by Sharma & Patterson (2000) for trust and commitment and Wilson (2002) for social bonds.
· To measure customer orientation the researcher used a scale which was a modification of scales developed by Vasquez, Santos and Alvarez (2001) and Thomas, Soutar and Ryan (2001).
· To measure customer satisfaction, the researcher used a scale, which was a modification of the one developed by Pressey and Mathews (2000) and Cannon et al, 1999.
· To measure customer retention the researcher used a modification of the scale developed by Boles et al (1997). Repurchase intention was measured using a scale and willingness to recommend a 3 item scale.
3.5	Research Instrument: Validity of Research Instrument
To ensure that the questionnaire measured what it was designed to measure, the project supervisor scrutinized the questionnaire. Thus, the instrument was found to have content and face validity. Through the assistance, suggestion and piece of advice of the project’s supervisor, the questionnaire items were careful modified.
3.6	Reliability of Research Instrument
The reliability of the research instrument was determine through test-retest method in the study area. It was easier because research paper had been formulated on his study before, likewise some past research studies closely related to this research were also integrated the questionnaire was pilot tested using some local government and modification were made thereafter.
The instrument is also quite valid as it is the most common method of gathering a large number of data and information through First Bank Annual Report and Statement of Account for the period of 2003 to 2009.
3.7	Administration of Research Instruments
The researcher administered the measuring scale, which guarantees secrecy of the respondents, personally the assistance of the customer service representative. The researcher explained all aspects of the questionnaire to the respondents. With the assistance of the Branch Manager, the researcher was able to administer the questionnaire with ease. However, it took the researcher a period of two weeks to administer and retrieve the distributed measuring scale. The one hundred copies of questionnaire that were fully completed were utilized for the purpose of the study.
3.8	Method of Data Analysis
In analyzing the questionnaires, the following statistical tools shall be used.
(a) Percentage and Ratio Analysis: This will be used in analyzing the percentage of each of the respondents to the total of response. It formula is given thus: 
               No of Response                      x 100                 						      
	No of Respondent 



The total number of observed respondents will be represented by 100% and percentage will be given to various variables to reflect their individual importance. Furthermore, where the need arises frequency distribution table, bar charts and or pie chart, shall be used for added emphasis.
(b) Correlation Coefficient: This will be used to test the state hypothesis. It will test the correlation between financial performances through the financial parameter; the time series trend analysis shows exactly how each units of increase in independent variable (x) will increase the value of the dependent variable (y).
It formular is given by:
R=	n∑ XY- ∑X∑Y
	[n(∑X)- (∑X [n(∑Y) – (∑Y)
Where;
n = number of variable
X = independent variable
Y = dependent variable
∑ = summation
 The degree of freedom:       df = (r-1) (c-1)
Where:
r = no of rows
c = no of column
df = degree of freedom
Significance level = 0.05
Decision Rule
The decision rule is that if calculated value is greater than the tabulated value, then we reject the Null hypothesis (H0) and the Alternative hypothesis (Hi). But it the calculated chi-square is less than the tabulated value we accept the Null hypothesis (H0) and reject the Alternative (Hi).

CHAPTER FOUR
4.0  DATA ANALYSIS AND RESULTS
This chapter will analyze the data, which has been collected through the use of the questionnaire in order to achieve the set objectives. The questionnaire is considered to be the primary data, and will be presented and analyzed statistically with the use of tabular representation. For this research work however, a total number of 100 structured questionnaires were distributed and 80 of it were retrieved successfully which stands the chance of higher percentage of the sample size to test the research hypotheses in order to validate the objectives of the research.
4.1 Personal Characteristics of the Respondents
In this sub section of the chapter, efforts are made on analyzing respondents’ biographic data in terms of sex, age, education attainment and length of service with the organization. This are made by using the simple total, simple percentage ratios in analyzing the data gather in the course of study.
4.1.1 Demographic Data Analysis
Table 4.1 Showing Analysis of Respondents’ Gender
	Gender Distribution

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	35
	43.8
	43.8
	43.8

	
	Female
	45
	56.2
	56.2
	100.0

	
	Total
	80
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025
From the table above, 35 (43.8%) of the responds were male while 45 (56.2%) were female. The implication of this was that this type of job is well shared by both male and female.
Table 4.2 Showing Analysis of Respondents’ Marital Status
	Marital Status

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Single
	27
	33.8
	33.8
	33.8

	
	Married
	39
	48.8
	48.8
	82.5

	
	Divorced
	12
	15.0
	15.0
	97.5

	
	Widow
	2
	2.5
	2.5
	100.0

	
	Total
	80
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025
Out of the total respondents, 27 (33.8%) were single while 39 (48.8%) were married and besides, 12 (15%) were divorced while 2 (2.5%) were widow. 
Table 4.3 Showing Analysis of Respondents’ Age
	Age Distribution

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	25 and Below
	30
	37.5
	37.5
	37.5

	
	26 - 35
	35
	43.8
	43.8
	81.2

	
	36 - 45
	12
	15.0
	15.0
	96.2

	
	46 and Above
	3
	3.8
	3.8
	100.0

	
	Total
	80
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025
The age range between 25 years and below had 30, which is equivalent to 37.5%, the age range between 26-35 years had 35 which is equivalent to 43.8%, the age range between 36-45 years had 12 and it is equivalent to 15% while the age range between 46 years and above had 3 respondents and it corresponds to 3.8%. This analysis reveals that this type of job requires middle age and able-bodied personality.
Table 4.4 Showing Analysis of Respondents’ Educational Background
	Educational Qualification

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	O' Level
	3
	3.8
	3.8
	3.8

	
	OND/NCE
	10
	12.5
	12.5
	16.2

	
	HND/B.Sc
	34
	42.5
	42.5
	58.8

	
	Post Graduates
	33
	41.2
	41.2
	100.0

	
	Total
	80
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025
Among the respondents, 33 (41.2%) had Post Graduate Certificates, 34 (42.5%) had HND/B.Sc. qualification, 10 (12.5%) had OND/NCE qualification, and 3 (3.8%) had ‘O’ Level qualification.
Table 4.5 Showing Analysis of Respondents’ Length of Service
	Length of Service

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Below 1 year
	9
	11.2
	11.2
	11.2

	
	1 - 3 years
	26
	32.5
	32.5
	43.8

	
	4 - 5 years
	36
	45.0
	45.0
	88.8

	
	6 years and above
	9
	11.2
	11.2
	100.0

	
	Total
	80
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025
Among the respondents, 9 (11.2%) had worked in the organization for less than one year, 26 (32.5%) had worked in the organization between 1 – 3 years, 36 (45%) had been with the organization between 4 – 5 years, and 9 (11.2%) had been working with the organization between the period greater than 6 years. This implies that the higher the length of services, the lower the population of experienced workers due to the pattern of the job which requires new experience. 
4.2	Examining Research Questions
The results of the study were presented on the bases of research questions generated for the study.
Research Question 1:	Is there any significant relationship between effective marketing strategy and customer retention in commercial banks?
Table 4.6	Summary of ANOVA showing relationship between effective marketing strategy and customer retention
	ANOVA

	

	
	Sum of Squares
	df
	Mean Square
	F-Cal
	F-Table

	Between Groups
	6.479
	4
	1.620
	.886
	.476

	Within Groups
	137.071
	75
	1.828
	
	

	Total
	143.550
	79
	
	
	



Table 4.6 shows that sum of squares value of 6.479 and 137.071 for effective marketing strategy and relationship between effective marketing strategy and customer retention, and a mean square of 1.620 for marketing strategy and 1.828 for relationship between effective marketing strategy and customer retention at 0.05 level of significance. The calculated F-value (0.886) is higher than the table F-value (0.476), which shows that there is positive significant relationship between effective marketing strategy and customer retention.
Research Question 2:	In what ways does relationship marketing and customers’ retention affect commercial banks?
Table 4.7	Summary of ANOVA showing effect of relationship marketing and customers’ retention on commercial banks
	ANOVA

	

	
	Sum of Squares
	df
	Mean Square
	F-Cal
	F-Table

	Between Groups
	5.035
	4
	1.259
	.668
	.616

	Within Groups
	141.352
	75
	1.885
	
	

	Total
	146.388
	79
	
	
	



Table 4.7 shows that sum of squares value of 5.035 and 141.352 for marketing strategy/customers retention and relationship between marketing/customers’ retention and commercial banks, and a mean square of 1.259 for marketing strategy/customers retention and 1.885 for relationship between marketing/customers’ retention and commercial banks at 0.05 level of significance. The calculated F-value (0.668) is higher than the table F-value (0.616), which shows that relationship marketing and customers’ retention positively affect commercial banks.
Research Question 3:	Is there any significant relationship between relationship marketing and commercial banks activities

Table 4.8	Summary of ANOVA showing relationship between relationship marketing and commercial banks

	ANOVA

	

	
	Sum of Squares
	df
	Mean Square
	F-Cal
	F-Table

	Between Groups
	23.095
	4
	5.774
	3.870
	.007

	Within Groups
	111.892
	75
	1.492
	
	

	Total
	134.988
	79
	
	
	



Table 4.8 shows that sum of squares value of 23.095 and 111.892 for marketing strategy and relationship between marketing and commercial banks, and a mean square of 5.774 for marketing strategy and 1.492 for relationship between marketing and commercial banks at 0.05 level of significance. The calculated F-value (3.870) is higher than the table F-value (0.007), which shows that there is positive significant relationship between marketing and commercial banks.
4.3	Summary of the Findings
From the above results, we have discovered that:
· There is positive significant relationship between effective marketing strategy and customer retention.
· Relationship marketing and customers’ retention positively affect commercial banks.
· There is positive significant relationship between marketing and commercial banks.


CHAPTER FIVE

5.0 SUMMARY, CONCLUSION AND RECOMMENDATION
5.1 Summary of the Study
The study investigated the impact of effective marketing strategy on commercial bank performance in Nigeria (A case study of First bank Nigeria plc). Chapter one of the study focused on introduction of the problem by examining the background, and statement of the problem, objectives, research question, scope and significance of the study, some words as operationally used were defined in order to avoid ambiguity.
Chapter two of the study centered on the review of related literatures. The following concepts/theories were reviewed for the relationship marketing, customer satisfaction, customer retention, customer loyalty. The literature reviewed for the study was appraised to establish its relevance to the study.
Chapter three deal with the methodology adopted in carrying out the study. Thus, the research design, population, sample and sampling procedures, instrumentation, validation of the research instruments, reliability of research instrument, Administration of the instruments and smutted of data analysis were extensively discussed in the study.
Chapter four presented the results generated from a poll of data collected and analyzed for the purpose of the study.
Chapter five also presented the summary of the study, conclusion and recommendations made on the basis of the findings of   the study, limitation of the study and suggestion for further studies.

· There is positive significant relationship between effective marketing strategy and customer retention.
· Relationship marketing and customers’ retention positively affect commercial banks.
· There is positive significant relationship between marketing and commercial banks.
· Ascertain how commercial banks retain customers through relationship marketing strategy.
· Identify various retention strategies employed by commercial banks.
· Critically investigate the causal relationship between customers’ retention and commercial banks relationship strategy through service quality.
5.2 	Conclusions
The study examined the impact of effective marketing strategy on commercial bank performance in Nigeria. The study found that high quality relationships between buyer and seller in the banking industry had a significant positive effect on customer retention. The study also revealed that the level of customer satisfaction in First Bank Plc. is very low and the degree of customer defection very high. With improved customer satisfaction social bonds, trust and commitment, First Bank Plc will be able to reduce the degree of customer defection through relationship marketing. Of the three components of Relationship marketing, trust was found to be the best predictor of customer retention. Therefore First Bank Plc should embrace relationship marketing as a long term customer retention strategy, with special emphasis on trust, thereby improving customer satisfaction and becoming customer oriented consequently reducing on the degree of customer defection. Overall relationship marketing and customer retention relate positively.
5.3	 Recommendations
This study therefore recommends the following:
From the results of the study it is apparent that in order to address the concerns of customer retention in First Bank Plc, the employees need to understand and focus on the activities that can be used to build strong relationships with customers. Employees need to be trained and reminded to maintain frequent and timely communication with customers which will improve customer orientation and later on build strong social bonds and trust between the organization and its customers.

The management of First Bank Plc should make efforts to improve on its after sales support services. Most customers according to the findings of the study are unhappy with the after sales support they get from the company. This was given as the main reason for customer defection. This can be done by ensuring that their service engineers and support personnel are well motivated and competent enough to carry out repairs and maintenance.
Findings showed a significant positive relationship between customer orientation and customer satisfaction. The management of First Bank Plc should adopt customer retention as a long term strategy for managing existing customers, not merely as an outcome of marketing activity that pursues growth of market share.
Findings showed that First Bank Plc operates with little or incomplete. information about its customers. In order to pursue a relationship marketing strategy, the firm cannot let such ignorance continue. Technology, today, is allowing companies to achieve customer proximity as never before. Using databases, the Web, client server architecture, electronic data interchange etc., allows the company to build strong partnering relationships and win greater share of the customers' business (Brewer, 1998).
5.4        Limitations to the Study
[bookmark: _GoBack]Apart from usual financial limitations, the limitations to this study include time allocation between working hours during semester activities, the administration and retrieval of questionnaire used for the study. Feeling of lack of knowledge and supposed non-recognition of the need for the achievement as well as, delay in obtaining relative materials from credible source  virtually relevant for the study constitute some of the limitations to the study.
5.5	Suggestion for Further Studies
This study investigated the impact of effective marketing strategy on commercial bank performance in Nigeria (A case study of First bank Nigeria plc). Research in the area should further be conducted in other parts or regions of the country in other to foster generalization of the findings of the study. Also, in other parts or regions of the country the research should be carried out in other selected industries apart from bank industry.
Furthermore, research should be conducted on the influence of customer retention on organization growth. Also, relationship between customer satisfaction and organizational downsizing. 
Finally, study could be carried out on relationship among compensation management, customer satisfaction and employee retention in bank industry.
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QUESTIONAIRE
Dear Respondent,

This questionnaire is designed to collect data for a research project on “Impact of Marketing Strategies on Organization Performance: A Case Study of First Bank Plc.” Your honest responses will be treated with strict confidentiality and used strictly for academic purposes.
SECTION A: Demographic Information
1. Gender:   Male (   )     Female (   )
2. Age:   18–25 (   )   26–35 (    ) 	36–45 (   )  46 and above (   )
3. Marital Status:  Single  (   )    Married (  )   Divorced (   ) Widow/Widower (  )
4. Educational Qualification:   O’Level (   )  OND/NCE (   )   HND/B.Sc (    ) Postgraduate (   )
5. Position in the Bank:  Top-Level Management (   )   Middle-Level Management (  ) Lower-Level Staff (   )
6. Years of Service:  Less than 1 year (   )  1–5 years (   ) 6–10 years (   )  Above 10 Shove (   )
SECTION B: Impact of Marketing Strategies
Instructions: Please tick (✓) the appropriate option using the scale below:
SA – Strongly Agree | A – Agree | D – Disagree | SD – Strongly Disagree
	S/N
	STATEMENT
	SA
	A
	D
	SD

	7
	Marketing strategies influence customer loyalty.
	
	
	
	

	8
	First Bank has adopted effective marketing strategies to attract customers.
	
	
	
	

	9
	Marketing efforts are tailored to customer needs.
	
	
	
	

	10
	The bank’s promotional activities increase customer awareness.
	
	
	
	

	11
	Marketing strategies improve organizational performance.
	
	
	
	

	12
	The marketing mix (4Ps) is effectively used by the bank.
	
	
	
	









SECTION C: Customer Retention and Relationship Marketing
	S/N
	STATEMENT
	SA
	A
	D
	SD

	13
	First Bank prioritizes customer satisfaction through quality service.
	
	
	
	

	14
	Relationship marketing contributes to customer retention
	
	
	
	

	15
	I am likely to continue banking with First Bank due to their service quality.
	
	
	
	

	16
	The bank uses loyalty programs to maintain long-term customer relationships.
	
	
	
	

	17
	Marketing strategies have helped in expanding the bank’s customer base.
	
	
	
	

	18
	Customer feedback is considered in marketing and service delivery decisions.
	
	
	
	


SECTION D: Organizational Performance
	S/N
	STATEMENT
	SA
	A
	D
	SD

	19
	There is a strong link between marketing strategy and bank profitability.
	
	
	
	

	20
	Marketing activities enhance the bank’s competitive advantage.
	
	
	
	

	21
	Organizational performance has improved due to effective marketing.
	
	
	
	

	22
	Marketing strategies contribute to the bank’s growth and sustainability..
	
	
	
	



Thank you for your cooperation.
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