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ABSTRACT
Promotion is veritable tools in the hands of marketers to not only serve as a defensive strategy but an offensive weapon to combat the ever-increasing competitive environment of the organization its primary objectives is to act as a conduit through which marketers can build loyalty of consumers as well induce quick profits as a result of return purchase. Therefore, the study is an attempt to critically and empirically examine the sales promotion strategies of financial institution in Nigeria. The main objectives was to find out if such a revues is necessary in a dynamic business environment and to underscore whether or not sales promotion strategies are effectively adopted in the banking industry in Bayelsa state. Total is 15 banks was randomly selected with 278 respondents who are marketers structured questionnaires were admitted and results gathered were analyzed using tabulation and single percentage method. The summary of the result was that sales promotion is aptly adopted by majority of banks in yenagoa, and it subsequently recommended that the widest possible understand of the strategy has to be key words: consolidation, economics development, financial institutions sales promotion strategies.  
Keyword: Marketing, Promotional Strategy, Financial Services.
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CHAPTER ONE
INTRODUCTION 
1.1	BACKGROUND OF THE STUDY 
	Globalization is growing faster than ever, in order to keep up with the competition, companies are forced to think globally and to expand their business across borders. National boundaries are falling multi-national companies are increasing in numbers. The focus on internationalization efforts and development of global strategies has tended to fall upon manufacturing companies. However, due to the growth of the services sector and its important role for many countries in compensating trade deficits as well as its increasing internationalization, Service Companies have become more and more important. (Mc Laughlin & Fitzsimmons 1996). 
	Today, Service are the fastest growing part of the world trade and account for the largest share of grass domestic product in almost every country (Albers-Miller & Straughan, 2000). In an internationalization process, Service are assumed to be encountering larger risks than manufactured goods, since service providers often immediately have to establish its operations abroad and cannot gradually export the goods (V% Likangas” & Lehtinen, 1994). This is dues to the fact that service generally cannot be separated from the person performing or selling them (Nicolaud, 1989). One of the sectors within the service industry that has been influence the most by the charges in the globalization process, and at the same time has been highly internationalized. is the banking sector. (Sanchez-Peinado, 2003).          
1.2	STATEMENT OF THE PROBLEM
	Experience has been show that operating a broad involves many difficulties, such as cultural difficulties, language, laws and regulations, lack of foreign contacts and business connections these factors are ever so difficult for bank, since their operations involves a high degree of risk taking. The establishment of banks has generally taken a long time, and every few have attained a strong position on foreign markets (Marquardt, 1994).  
	Promotion of Financial Service is an understudy’s area. Much of the bank marketing literature has concern traded on marketing theory more than promotion practice. 
	Unfortunately, the issues of marketing are becoming more complicated internationalization of financial service countries to increase. (Albers-Miller & Straughan, 2000). Effective promotion of financial service is crucial since service are intangible products, and it is hard to standout, considering the fact that all banks offer similar products (Meidan, 1996). 
1.3	OBJECTIVES OF THE STUDY
The aim of this study is:
1. To find the relevance of sales promotion strategy of the banking industry in Nigeria generally.
2. To identify the specific sale promotion strategies used in Nigeria Banking Sector. 
3. To systematic examination of alternative strategies in the banking industry
4. It will also attempt to evaluate the extent and relative impact of sales promotion on the development, growth, and survival of banks.
1.4	RESEARCH QUESTIONS 
	Based on the problem discussion above, the purpose of this thesis is to gain a better understanding of banks promotion strategies in Nigeria.
	In order to fulfill this purpose three research question have been constructed and will be used as a foundation for the research. 
1. How can the promotion mix for banking services in Nigeria can be described?
2. Hoe can the external factors influencing the choice of promotion strategy for banking service in Nigeria be described?
3. Hoe can the adaptation vs. standardization of the promotion strategy for banking services in the Nigeria be described. 
1.5	RESEARCH HYPOTHESIS 
Ho:  there is no significance relationship between promotional strategy and banking industry. 
Hi: there is significance relationship between promotional state and banking industry.
Ho: promotional mix in banking industry has no value. 
Hi: promotional mix in banking industry has a major value on customer patronage. 
1.6	SCOPE OF THE STUDY 
	This product is restricted to examine the impact of promotional strategy for marketing of financial services with a references to first bank Nigeria plc.
	This project will find out the problems surrounding the promotional product will available to banking industry and also provide the direction on how to implement the tools.
1.7	SIGNIFICANCE OF THE STUDY
	After the completion of this project it will be of great benefit to these following people: 
Banking industry: this research will be great advantage to the banking sectors because it will pave way for them to know an appropriate promotional strategy to use and how proper to implement.
Researcher: this study will help the researcher a bit because it will boost the scientific reasoning of the researcher on how to carry out a good research work and also leads to award of national diploma in marketing. 
General public: the public stand to gain enough from this study, because it will introduce them to the impact of promotion anal strategy as one of the effective marketing activities use in financial service and it will also serve as a good project material for anyone who wishes to carry out research of this nature. 
1.8	LIMITATION AND CONSTRAINTS OF THE STUDY
	During the course of carrying out this research, researcher had some experience that constituted hindrance of the product they purchased. 
The limitation encountered in the process are as follows: 
· Time constraints
· Financial constraints 
· Respondents constraints 
Time Constraint: the time allocated for this study is very tight, the approved in the mindset of researcher studies, such as lecture, assignment and even the home work. Therefore, all these stated above made the product to be too tight but the problem was solved through time arrangements, researcher scheduled Friday and Saturday for the project only and researcher have decided to execute other assignment. 
Financial Constraints: in fact, one of the major obstacles to this research work is financial aspect if it in the course of this product, research was not financially alright, therefore, it makes this very tedious, but the problem was solved through researcher parents and relatives. 
Respondents Constraints: another hindrance to this study is the respondents, some respondents are luke warm, and some are very hostile while some gave irrelevant information. The population was solved by adequate communication with respondents and enlightment of the respondents.          
1.9	DEFINITION OF TERMS 	
Marketing: it means business activities that direct the flows of goods and service from the producer to the consumer or financial users. 
Product: A product is anything that can be offered to a market attention, acquisition, use or consumption. It includes physical objects, services, personalities, place organization and ideas. 
Marketing Mix:  the marketing mix is the collective name for the (four) 4p’s of marketing which are; product, price, place or distribution and promotion. 
Promotion: selling and promotion are normally defined synonymously. Though, promotion is more appropriate language for many people selling a suggest only the transferring title or only the activities of sales people and does not include the advertising and other method of stimulation demand. 
Advertisement: any paid form of non personal presentation and promotion of ideas, goods and service by an identified sponsor.        
                  


CHAPTER TWO
LITERATURE REVIEW
3.0 INTRODUCTION
In term of definition, promotion according to scheme (1987) is any techniques that persuasively communicates favourable information about a seller’s product to potential buyers either directly or through others who can influence purchase decision.
This is one of the several definitions given to explain promotion. In another instance promotion refers to any kind of information designed to bring a company and it’s product and service to the favourable attention of the customer. What this point to is the fact that promotion is the communication element of the marketing mix which aims at communication element of the marketing mix which aims at communicating the existence. Of the product and emergency of new products in terms of quality, durability availability, benefits as well as other comparative advantages of the product over rival products.
Promotion aim at ensuring that customers develop some taste for the product over a given period of time and become loyal to the product. Through communication to the people about a product more buyers are sought and firmly rooted in brand loyalty. In order to achieve this promotional objective various aspects of promotion have been developed in to the AIDA concept and the hierarchy of effects model. The acronym AIDA stands for  
2.1.1MARKETING CONCEPT 
	There are 5 different concepts of marketing, each which in the function that they deal with. For example-population concept deals with production and selling concept deals with selling. Each of the concept was developed as per the need of the market. As the market changed. So did the concepts of marketing. And today, we have an opportunity to look at all 5 concepts of marketing and what they represent. 
1. Production concept
2. Product concept 
3. Selling concept
4. Marketing concept
5. Societal marketing concept 
Production concept-consumer prefer products that are widely available and in expensive. The production concept is more operations oriented than any other concept. 
Product concept-consumer favour products that offer the most quality, performance, or innovative features. The product concept believes in the consumer and its says the consumer are more likely, to be loyal if they have more option of products or they get more benefits from the product of the company. 
Selling concept-consumer will buy products only if the company aggressively promotes or sales these product. Off course, in this era of marketing, we know that selling is not the only tactic to sell your product. You have to focus on marketing as well. 
Marketing concept focus on needs/wants of target marketing and delivering value better than competitors. The marketing concept believes in the pull strategy and says that you need to make your brand so strong that customer themselves prefer your brand over every other competitor. This can be achieved through marketing. 
Societal marketing concept focus on needs/wants of target market and delivering value better than competitor that preserves the consumer’s and society’s as well-being. 
2.1.2	PROMOTIONAL CONCEPT 
	Promotional is the economical and informational incentives, which are offered by firms to buyers or distributors (Guiltain and Paul, 1982). It emerged as a reaction by manufacturers marketer and marketing strategies alike to find a short term solution to the problems of excess stock of goods which are available in various manufacturers were house but are not demanded by consumer and organization (Aham, 2008). Kotler (1984) express that sales promotion consist of diverse collection of incentive tools, mostly short term, designed to stimulate quicker and /or greater purchase of particular brand, products, or service by consumer or the traders in a similar fashion, Ndupu (1987), cited by Anah (2008), opined that sales promotion as always been of the variable strategies of making quick sales and help to establish brander naives and ginger trail purchases.
	Promotion and advertising are not one and the same practice. Sales promotion is described by Kotler (1980) as all promotional effort other than advertising personal selling, and publicity that stimulate purchase and dealer effectiveness. These stimulants could be displays, exhibition shows, demonstration, non-recurrent selling efforts, in insensitive coteries, catalogue. Stamps, money off free premiums of point of sales, free marketing, coupons, sampling, liquidating, offers, bourse packs, shows, sponsorship etc. this view is also shared by ik peze (1990). Advertizing on the hand is described as any form of non personal communication through the mass media that is paid for by an indentified sponsor (Nwokoye, 1981). 
	This agrees with Baker (1974) who explained that advertizing is any point form of non personal presentation and promotion of ideas, goods or services by an identified sponsor, whereas advertising and personal selling offers response to consumer to be aware of the existence of a product, sales promotion gives the consumer the reason to make the purchase. In a bid to oust sell competitors, retailers offer gifts to customer who would rather buy or purchase a product which they will get something free rather the other product and achieve nothing. 
	This is also useful in times of slow or sluggish sales (Nwokoye, 1981). Essentially while advertising offers “reason” to buy, sales promotion offers an “incetive” to buy. 
	Srivastava and Agronwal (1980), as well as well Brown (1974), cited by Inyanga (1980), contrasted sales promotion with advertising they noted that.
· Besides direct mail advertising, the medium for other advertising is regulated by other individuals.
· Advertisement is a daily commercial matter which sales promotion periodic and come to achieve a particular purpose.  
· The product of advert cannot work profitably without advertisement and personal selling but sales promotion is an additional activity to promote sale.
· Sale promotion yield faster response than advertising
· Legal brand buyers tend not to change their buying patterns as a result at competitive promotion.
2.1.3	FINANCIAL SERVICES CONCEPT
Financial services are the economic services provided by the finance industry, which encompasses to broad range   of business that manage money, including credit unions, bank, credit card companies, insurance companies, accountancy companies, consumer-finance companies, stock brokerages, investments funds and some government sponsored enterprises. The term “financial services” became more prevalent in the united state partly as a result of the gram leach- Bliley Act of the late 1990s, which enabled different types of companies operation in the U.S. financial services industry at that time to merge. Companies usually have two distinct approaches to this new type of business. One approach would be a bank which simply buys an insurance company or an investment bank, keeps the original brands of the acquired firm, and adds the acquisition to its holding company simply to diversity its earnings. Outside the U.S. (e.g. in japan), non- financial services companies are permitted within the holding company. In this scenario, each company still look independent, and has its own customer, etc. in the other style, a bank would simply create its own brokerage division or insurance division and attempt to sell those products to its own existing customers with incentives for combining all things with one company.
A financial export is a financial service provided by a domestic firm (regardless of ownership) to a foreign firm or individual. While financial services such as banking, insurance and investment management are often seen as a domestic service, an increasing proportion of financial services are now being handled abroad, in other financial centers, for a variety of reasons. Some smaller financial centers, such as Bermuda, Luxembourg, and services sector and have developed a role providing services to non- residents as offshore financial centers. The increasing competitiveness of financial services has meant that some countries, such as Japan, which were self- sufficient, have increasingly imported financial services.
The leading financial exporter, in terms of exports less imports, is the United Kingdom, which had N95 billion of financial exports in 2014. The Uk’s position is helped by both unique institutions (such as lioyd’s of London for insurance, the Baltic exchange for shipping e.t.c) and an environment that attars foreign firms; many international corporations have global or regional headquarters in the London and are listed on the London stock exchange, and many banks and other financial institutions operate there or in Edinburgh.
2.2	THEORECTICAL FRAME WORK     
THEORY OF PROMOTIONAL STRATEGY
Firms need to carefully consider the message that their promotion strategy will be converging to their target audience what message will promotion activity send to the target the promotion’s message should reinforce product benefits and help the firm to develop a positioning strategy for their products.
Media strategy
	Media strategy refers to how the organization is going to deliver its message. What aspects of the promotional mix will the company use to deliver, their message strategy. Where will they promote it? Clearly the company must take into account the readership and general behaviour of their target audience before they select their media strategy. What newspapers do their target markets read? What TV programmes do they watch? Targeting through effective media campaigns could save the company valuable financial resources.
Promotion Through The Product Life Cycle     
	As products move through the four stages of the product life cycle different promotional strategies should be employed are these stages to ensure the healthy success and life of the product.
	Promotion strategies that can be employed at each stage of the product life cycle are as follows:
· Introduction: When a product is new, the organization’s objective will be to inform the target audience of its entry. Television, radio, magazine, companies etc may be use to push the product through the introduction stage of the life cycle. Push and pull strategies will be used at this crucial stage. 
· Growth: As the product becomes accepted by the the target market (at this stage of the life cycle). The organization will employ strategy to increase brand awareness and customer loyalty.
· Maturity cycle: At this stage of the life cycle the product will be experiencing increased competition and will need persuasive tactics to encourage consumers to choose their product over their rivals. Any differential advantage/ benefit will be need to be clearly communicated to the target audience.
· Decline: As the product reaches the decline stage of its life cycle, all the organization can do is use strategy to remind consumers about the product in a bid to slow the inevitable.
PROMOTION THROUGH THE INTERNET
The development of the world wide web as changed the business environment forever. Dot com fever has taken the industry and stock markets by storm. The e-commerce revolution promises to deliver a more efficient way of conducting business. Shoppers can now purchase from the comfort of their home 24 hours a day 7 days a week. 
Owing a website in now a crucial ingredient to the marketing mix strategy of an organization. Consumers can obtain instant information on products or services to aid them in their crucial purchase decision. Sony Japan tools pre-order of their popular play station to console over the net, which stopped 1 million offer a few days, European football storts issue press releases through the internet and have website registered under their new moved their name. it rates are phenomenal . Advertisers have now moved their money over to the internet as customers are now spending more time online than watching TV. 


2.3	EMPIRICAL FRAME WORK 
2.3.1	The Promotion Mix for Breaking Services 
	Promotion is accordingly to brassington & pettitt (2000) the direct way in which an organization communicates the product or service to its target audience. Within the financial services industry. Promotion is used in many different ways (median, 1996) brassington & pettitt (2000) has categorized the promotional tools in to five main elements. 
· Advertising
· Sales promotion 
· Public relations 
· Personal selling 
· Direct marketing 
ADVERTISING
	Brassington & pettitt (2000) define advertising as any paid form of non-personal communication directed towards target audience and transmitted through various mass media in order to promote and present a product, services or idea. The key different between advertising and the the other promotional tools is that it is impersonal and communications with large number of people through paid media channels. 
	Median (1996) states, that a financial services organization can use its advertising for either its short-term of its long-term objectives. A bank attempting to generate a long-term bull-up of its name would use institutional advertising, while a bank interested in promoting its brand name and its different services would use a brand advertising policy.     
	Median (1996) further states that the institution advertising consist of promotion of the firm image as a whole, and promotion of the products offered, with extra emphasis on the specific firm name organization. The organization seeks through its marketing communications, to build awareness and to impress customers looking for the best range of financial services. Due to the former impression of banks as impersonal institutions with no interest in their customers as people, and of financial service as abstract and quite similar, the institutional advertising follows closely in the footsteps of institutional advertising. its purpose is to create awareness of the banks name and to advertise the different services, it is offering. 
	Since financial firms are serving a mass of people, the problems of brand advertising are to know who to advertise to, and how to advertise. While institutional advertising is directed towards the whole population, the brand advertising of particular products has to be much more selective, since it has to show that the customer will benefit from the services. Furthermore, all the individual campaigns of brand advertising have to be compatible in tone and presentation, and match the image the bank has created through its institutional advertising. 
	Mortimer (2001) states that an important part of advertising is to make the service tangible in the mind of the customer in order to reduce perceived risk and provide a clear idea of what the service comprises. Furthermore, she considers it important to advertise consistently. With a clear brand image, in order to achieve different and encourage word of mouth communication. 
2.3.2	ADAPTATION AND STANDARDIZATION OF THE PROMOTION STRATEGY                   
	The decision whether to adopt or standardize the marketing mix is, according to brassington & pettitt (2000), complicated for any organization operating in more than one environment. Too much adaption might lead to failure of the organization to exploit the synergies that become possible when going international. (ibid). however, van mesdag (2000) state that a pure, comprehensive standardization is not possible, since the differences in for example language, retail structure, regulations and cultural feature between countries are too great. 
ADAPTATION 
	Agra wal (1995) states that marketers in favor of the adaptation strategy tend to arguer that advertising have to take differences including culture, stage or economic and industrial development, stage of product life cycle, media availability and legal restrictions into consideration. Brassigton & pettitt (2000) claim tat when action on an intentional market, an organization always have to consider to which degree a customer needs and wants are different from those on the domestic market, and if adaptation is necessary. 
	Brassington & Pettitt (2000) further state that promotional mixes often have to be adjusted to suit the local environment and reflect the target markets preferences. 
	Promotion has to take language as well as local regulation in terms of both media choice and content, in to account, sales promotion is also affected by local regulations; therefore, the choice activities must respect these regulations and consider the preference of the customer. 
	Brassington & pettitt (2000) also indicate that marketing communication might have to be adapted, due to consumer readiness stage. A product that is mature in one market might be totally unknown in another market and therefore the promotional mix will have to be adapted. 
	Cauusgil etal. (1993) claim that adaptation of the promotion includes the cost of using different promotional messages, appeals packaging/labeling and media.
	There are four variables that significantly and consistently impact the promotion adaptation. These are the firms international experiences, technology orientation of the industry, product exclusively and the competitive intensity of the market.                  
Cauusgil etal. (1993). Further state that both reactive and productive approaches of promotional adaptation exist. Proactive harmonizing with the characteristics of the market includes modification of positioning, packaging/labeling, and promotional approach. Firms may also choose to reactively adapt their products in order to improve their competitive position, especially if competition in the market is intense, the industry is technology intensive, or the product is unique. 
2.3.3 EXTERNAL FACTORS INFLUENCING THE CHOICE OF PROMOTIONAL STRATEGY
	The product and industry according to cavusgil etal. (1993) the product and industry influences include four factors, type of the product, product uniqueness, technology orientation of the industry and cultural specificity of the product. 
TYPES OF PRODUCTS 
	Cavusgil etal. (1993) define the type of product as the product classification. Nicolaud (1996) state that service are intangible products which often cannot be separated from the person performing or selling them, C2inkota & Ron Kainen, (2004) further state that the value of service harder to measure, its performances harder to observe and to process, compared to manufactured goods.
	According to 	Bossone (2000) banks are intermediaries between savers and user of capital. They supply transaction services and provide liquidity to both consumer and industrial markets. Median (1996) states that banks need offer a wide range of products and service to meet a variety of financial and related needs from different customer in different areas. The general types of product offered by a bank can be divided into five categories cultural specificity of product. 
	According to cavusgil etal. (1993). Cultural specify of a product concern if the product relates to the extent to which the product mediates the needs of a specific culture. \
	Albers-miller etal. (2000), state that consumer expectations con differ tremendously and the issues of culture should therefore be thoroughly examined by the bank in wish conducting international business. An understanding of the customer is essential in order to create effective promotion (ibid). Root (1994) indicates that the greater the distance between two cultures, the harder it is to communicate effectively. Culture can affect many, if not all, of an organizations strategic decision.
	Meidan (1996) states that banking service tend to meet general needs rather than specific. He claims that a bank should analyze the wants and needs of different market segments and design its marketing mix to fulfill them. Consequently, market segmentation is essential. Consumer behavior towards financial service is very much a function of social class. 
TECHNOLOGY ORIENTATION OF THE INDUSTRY 
 	According to cavusgil etal. (1993) the technology orientation refers to the technology intensity. Joseph eeal. (1999) claim that technology has increasing been applied in the delivery of service since the mid-eighties. The adoption of technology into service industries has become important, and service providers are being urged to invest in technology as a way of securing their future in the electronic age. 
	Meidan (1996) states that new products, new payment systems, new form of distribution and delivery and improved management information system are increasing the demand of technology within the financial services sector. According to Flolir-Nielson (2002) internet banking should be seen as part of general trend in which customer relationship as well as new web-technology have become very important. The banking industry provides strong incentives for banks and customer to use the internet. Banks can reduce their costs considerably, and at the same time meet potential demands of customers, such as convenience and cheap transactions. 
PRODUCT UNIQUENESS       
	Covusgil etal. (1993) defined the product uniqueness as the degree to which the product is made or designed to satisfy unique needs of the customer. According to Julian & Ramaseshan (1994) there is constant pressure within the competitive environment of banking to innovate and develop new wys to improve customer service. Long-term person-to-person relationship between a financial institution, its distributors and its customer, are seen as an important factor for a bank to achieve a competitive advantage. 
	However, meidan (1996) claims that since banks offer similar products, it is very hard to stand out. According to marquardt (1994) a banks service are seldom unique and they are easy for competitors to copy. Additionally, meidan (1996) states that banking services tend to meet general needs rather than specific, and since there are no particular benefit distinguishing different banks from each other, promotion of financial service is essential. A bank must strive to attain a good overall image and to attracted customers with the right message. 
FIRM INTERNATIONAL EXPERIENCE
	According to cavusgil etal. (1993). A firm international experience refers to its previous international practice and the amount of information management had gained about the target country. A firm can gain international experience through involvement in international transactions, operating in many foreign markets, and through interaction with foreign suppliers or distributors. Ghauri & Holstius (1996) mean that gaining information about the target market can be very difficult in developing countries and in the former socialist countries, because the infrastructure is often underdeveloped. Getting information from local countries may also be difficult, and necessitates the development of relationships and mutual trust. However, research shows that this is less of in issue in the Baltic countries. 
2.3.5	PROMOTION OF FINANCE SERVICES 
	Promotion is the direct way an organization tries to reach its publics. This is refered through the five elements of the promotion mix, i.e advertising, sales promotion, personal selling, public, relations, and direct marketing (Zinkota& Ronkainen, 2004) with the growing importance of the financial marketing management of the financial service. Deposit the recent recessions, the financial service sector is continuing to grow in terms of turnover and profits and thus, has a supreme impact on the other spheres of the economy. Consequently, these is currently growing interest in applying marketing techniques and tools in financial services. (Meidan, 1996) inspite of major change on the market of financial institutions, there are indications that banks have not yet successfully embraced the marketing philosophy or achieved levels of its implementation consistent with satisfied customer. Finance institutions are realizing that their established promotion practices are inadequate for new market conditions as levels of customer defection in the sector grow. 
	Traditionally, banks have tried to reach out to everyone in the community, but recent research proposes that banks should aim to identify and serve micro-segments. (Dawes&Brown, 2000) the role of promotion has been redefined into managing long-term relationships with carefully selected customers, including construction of a learning relationship where the market maintains a dialogue with an individual customer (Dawes& Brown,2000), due to this fact, the personnel are one of the most important resources of a bank. Their competence will determine the quality of the bank and how well it operates. (Marguardt, 1994) the difficulties with understanding a foreign culture often leads to insecurity, which as a result makes it harder to operate on a new market. This is a reason why many banks choose to operate in markets that are similar to those on their how countries. (Marguardt, 1994).               
                            


CHAPTER THREE
RESEARCH METHODOLOGY 
3.0	INTRODUCTION
	This chapter also discuss the method of data collection and the problems encountered during the research work of this study. The method used in data collection include primary data that comprises personal interview journals and seminar paper. 
3.1	RESEARCH DESIGN
	The research work for this project that is the is the methodology to be adopted in this research study the research work has adopted the descriptive design which shows that the research work related itself with a systematic description of data to the impact marketing activates in banking industry/Sector a case study of first Bank of Nigeria, Ilorin. 
	Hypothesis was not tested so far instead research questions raised in chapter one were carried out i.e analysis. 
	Although there can be no single research design that will be suitable for investigation all social problems on design or methodology may be appropriate for particular investigation that may not be adequate for another. 
3.2	POPULATION
	Population refers to the universe of one’s research target audience. The population target of the study as earlier stated will be the number of years from 2001-2003 annual time serve as data relating to the year after 2013 are not available at the first Bank Plc.
3.3	SAMPLING TECHNIQUES 
	Since is impossible to cover the total population of the stude, the research is decided to collect relevance data from the same member of the population that are carefully chose and in order words sampling is used. The sample method used in this project is random sampling techniques. 
3.4	SAMPLE SIZE DETERMINATION 
	Sample in the total numbers of customer that are chosen to represent the populations and again the member of the sample must possess similar characteristic with the population. 
	In order sense, the sample can also be seen as a way of random selection which is the only major way to design a true representative, therefore research use sample random section they were chosen randomly to make the study easy. 
3.5	METHOD OF DATA COLLECTION 
	Data collection can be defined as the way of gathering information or source for information. In order to made the research, work factual and to have dept study of the research the researcher will use both primary and secondary data. 
PRIMARY DATA
This can be referred to as a means of gathering information on a particular issue, through personal, interview discussion questionnaire etc. another example of this is company reports doing original report notes and letter. This is referred to as primary data because it is from main source. 
SECONDARY DATA 
	This can simply refer to as system of data collection that you make use of information or data which other in various documents including books, magazines, journal, periodic reports, bulletins and newspaper etc.       
3.6	METHOD OF DATA ANALYSIS 
	In a process of caring out the research study, data were collected through responses given in the questionnaire. The data analyzed and interpreted with the use of the following method. 
· Description Research: is data research which specifics nature of given phenomenon. It aims at deserting an event. The essence may scientific studies or events. 
· Analysis/Analytical: it is the systematic attempt to investigate the possible causes and effect of relationship between one or more variables. It explains whether relationship exist among some identified variables and a nature of these relationship.
· Tabulation: this involves tabulation of collected data into meaningful growth. This enable the researcher to prepare quantitative data so that they should be readily understood and their significance value appreciated in addition to the user of tables which are also employed to enhance more clearly of data presented the data collected from responses given to the percentage of data collected in respect of each alternative in order to make good comparative analysis and pick the highest. 

CHAPTER FOUR
4.1	PRESENTATION OF DATA 
Table 4.1: axe distribution of respondent 
	Respondent 
	Frequency 
	Percentage 

	Male 
	33
	3.8

	Female 
	52
	61.2

	Total 
	85
	100


Source: field survey 2025 
	From the table above, it has been served that out of 85 respondents 33 male which represent 58.8% of the respondents, the researcher ca now conclude that female dominant in banking industry is more than make due to the aim of the organization in applying marketing strategy to gain more customer. 
4.2	 ANALYSIS OF DATA
	Response 
	Frequency 
	Percentage (%)

	20-30
	25
	29.4

	31-40
	25
	32.9

	41-50
	21
	24.7

	51 years and above 
	11
	12.9

	Total 
	85
	100


Source: field survey 2025 
	From that table shown above, it is observed that out of 85 respondents, 25 were in the age category of 20-30 years which represents 29.4% of the respondents 28 were in age group of 31-40 years which represent 32.9% of the respondents, 21 were in the age category of 41-50 years which resent 24.7% of the respondent while were in the age category of those above which represent 12.9%. 
Table 4.3: Marital Status of the Response
	Respondent 
	Frequency 
	Percentage (%)

	Married 
	40
	47.1

	Single 
	45
	52.1

	Widow 
	-
	-

	Widower 
	-
	-

	Total 
	85
	100


  Source: field survey 2025 
	From the table above, it can be clearly seen that out of 85 respondents, 40 were married which 45 were singly which represent 52.1% of respondents. There is no widow and the rate of married and single are closely related. 
Table 4.4: Academic Qualification of Respondent  
	Response 
	Frequency 
	Percentage (%)

	SSCE
	10
	11.8

	OND/NCE
	23
	27.1

	HND.BSC
	31
	36.5

	CIM/MBA/MSD
	21
	24.7

	Total 
	85
	100


   Source: field survey 2025 
 	The table above show that out of 85 respondents, 10 were having SSCE their educational qualification in which represent 11.8% of the response 23 were those that have national Diploma/NCE MBA/MSD which represent holder represent higher frequency of the distribution and this implies that people in this category can deal with public very well.    
Table 4.5: Years of Service of the Respondent
	Response 
	Frequency 
	Percentage (%)

	1-5 years 
	25
	29.4

	6-10 years 
	21
	24.7

	11-15 years 
	20
	23.5

	16 years above 
	19
	22.4

	Total 
	85
	100


 Source: field survey 2025 
	The researcher is able to analyze number of years that the respondent has spent most fall in the number of 1-5 years that have 25 frequency and 29.4% of respondents. 
Table 4.6: What is Extent of Customer Patronage in the Company? 
	Response 
	Frequency 
	Percentage (%)

	Highly patronized 
	25
	29.4

	Patronized 
	21
	24.7

	Un-patronized 
	20
	23.5

	Strongly un-patronized 
	19
	22.4

	Total 
	85
	100


Source: field survey 2025 
	It shoes that 56 out of 85 respondents highly patronized the organization and 29 also show patronage in essence the total of patronage are (64%+34.1%) then the researcher concluded that level of patronage of first bank plc, case not over emphasize. 
Table 4.7: to what Extent has your Organization Achieve Setting Objective?
	Represent 
	Frequency 
	Percentage (%)

	Effective Achieved 
	60
	70.6

	Moderately achieved 
	18
	21.2

	Inefficiently achieved   
	7
	8.2

	Total
	85
	100


Source: field survey 2025 
	From the above table, 60 out of 85 respondents believe that the extent to which organization achieve setting objects is effectively achieve while 7 respondents have country view, therefore, the organization achieve their setting objective, hence the research concluded that the rate at which the company achieve objective is effective. 
Table 4.8: the key technique of marketing and its promotional are that of marketing and promotion. 
	Respondent
	Frequency
	Percentage (%)

	Yes
	65
	82.4

	No
	20
	17.6

	Total
	85
	100


   Source: field survey 2025 
	From the table observed that out of 85 respondents, 65 agreed with this statement while 20 disagreed with it, in view of this, the research concluded that they key of marketing researcher and promotion. 

Table 4.9: though the noble banking that was introduce in 1963, can you still say it still has stood the test of time?
	Respondent
	Frequency
	Percentage (%)

	Yes
	70
	82.4

	No
	15
	17.6

	Total
	85
	100


 Source: field survey 2025 
	From the analyzed it was observed that 82.4% believe that the mobile banking introduced still stand the test of time value, 27.6% are of opinion that it does not stand the test of time any longer. 
Table 4.9: first bank as a bank has lot of other bank as a friend is its normal. 
	Respondent
	Frequency
	Percentage (%)

	Yes
	70
	82.4

	No
	15
	17.6

	Total
	85
	100


Source: field survey 2025
	Here we find out that, 80 respondents agreed that three organization do have joint advertisement when business bring them together while 5 disagreed within view of this the researcher, concluded that first bank plc as a first-generation bank do joint other bank of advertisement when they bring them together. 


Table 4.11: does the new Generation Bank Affect your Organization  
	Response 
	Frequency 
	Percentage (%)

	Positively 
	65
	76.5

	Negatively 
	20
	23.5

	Not at all 
	Null
	0.0

	Total
	85
	100


Source: field survey 2025
	The table above also indicates that only 76.2% supported that new generation bank effect the organization positively but 23.5% are the opinion that it affect of negatively. 
4.3	DISCUSSION OF FINDINGS 
	A number of findings were obtained from the questionnaire, the application marketing concept in the operation of functional institution in marketing organization visited first bank of Nigeria. 
	The major problem of bank in application is where and when to use depositors’ funds, have liquidator problems in banks working out the generation of funds to abide in necessary to the bank day to day affairs.    
 
  
 
     	 

CHAPTER FIVE
5.0	SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY
	The analysis of data presented in a research project, work reheats the following most of the marketing concepts strategies adopted by the approvable number of financial institutions towards achieving better services appear to average response rate of all, that twenty items measured of all, that twenty items measure on which the data analyzed were presented and give a value of 64.4% measured on the base of;
i. Customer patronage and quality of service represented the most acceptable marketing concept for financial services.
ii. Emphasis on the improvement of alternative for marketing financial services gives an appreciable response rate. This is indicating no clearly visible alternative that can readily complete with financial services, especially where it is relevant to market competition. This is evident form the acreage of 37.4% for all the twenty items used for the analysis.
iii. Achievement of set objectives is favored in the bank and it has an appreciable percentage of 50% which effectively achieved and 33.3% of mode rarely achieved therefore, achievement of setting objectives to the time of 83.3%.
iv. Meeting of customer need in one of the research questions which is greatly favored in UBA Plc, with the percentage ration of 83.3% to 16.7% therefore, the bank is meeting the customer’s needs very well.
However, in order to facilitate any alternative to improving financial serving staff and computerization of operating gave quiet a reasonable response on improvements alternatives it’s quite interesting to note that training of currently serving staff hand on edge over corporate operating. This may not be uncounted with the need to bring up to data knowledge. Experience skill of workers before exposing them to modern technology.
The researcher lays greater emphasis on the strategies of marketing concepts in financial services and customer patronage; it is imperative on the part of any form and looking not financial institution strategy in line in all its management process. Strategies management is very essential for the success of an organization in particular where it operates in a dynamic turbulent and unpredictable Nigeria business.
5.2	CONCLUSION
	The banking industry in Nigeria adopts some form of promotional work which appeals to its peculiar nature. A well-articulated promotional programme enhances the level of performance of this industry. Therefore, sales promotional strategies are of the most vital instrument in retail banking in Nigeria its activates have been generally geared towards the effective mobilization of the excess cash reserves of these banks. And further strengthen and acquired savings form the public. The general feelings of the public to the banks depend largely upon its ability to create a good image and its ability to discharge its service promptly and efficiently.
	Therefore, such importance has led to banks setting aside time for promotion plans, and other activities to improve profit shares.
	The planning of promotional programmes is as a result of factors which need to be considered before a choice of important component is adopted it is, important to note that the different components of promotion have their own objectives and the choice of any in influence by the unique objectives of such component indications show that advertising is the most frequently used component. Findings however parole that the highest objectives of this are to increase customers base.         
5.3 RECOMMENDATION
· Based on the findings above, the researcher would like to make the following recommendations:
· The sales promotion objectives of the industry of firms should determine its promotional strategy. The researcher suggest further that in order to achieve the objectives of developing favorable association as well as to impress whole sales/retailers, a strategy should be designed to promote the image of the industry or firm. This is possible through the use of both personal selling and sales promotion devices that is bankers must not go out for their offices to meet good, clients, and even present such prospective customers with gift and other incentives in order to attract their deposits and patronage. The right type of institutional adverb tising must be build and integrated.
· The image of the bank can also be improved by adequate instructions laid down by management. The counter clerks and the cashiers should be instructed to be more customers oriented. The should be made to understand that they are the link between the bank and the public. This can be very helpful to establish favorable images. The bank may as well create good public image by donating a part of their huge annual profits towards alleviating some of the societal problems. They must not be seen as developing a habit of shifting away from societal problem that also affect them. In building public image, management should be aware of bad publicity and therefore must not allow unnecessary press report about fraud and fraudulent officials gives the felling of insecurity of money deposited at the bank by depositors.
· Finally, management must not view sales promotion as an expensive campaign to settle the hungry and greedy customers. They must understand and train employees that sales promotion is a too that encourage depositor to keep depositing and creating capital for the banks. The expenditure on sales promotional campaign is for less than the benefits that will be arrived form such practice. 
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