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CHAPTER ONE

INTRODUCTION

1.0
BACKROUND OF THE STUDY

In the modern banking sector, marketing has evolved from simply offering products to playing a critical role in enhancing a bank's liquidity and profitability. This transformation has been particularly evident in Nigerian banks, where competitive pressures have increased, and consumer behavior has shifted due to technological advancements and changing economic conditions.
Money marketing, which involves the promotion and sale of financial products such as savings accounts, loans, investment products, and more, plays a pivotal role in influencing both liquidity (the bank's ability to meet short-term financial obligations) and profitability (the ability to generate profit from its activities).
The Nigerian banking sector, led by key players such as First Bank of Nigeria, has undergone significant changes over the last decade. One of the most influential factors has been the adoption of aggressive money marketing strategies aimed at increasing customer deposits, managing cash flows, and boosting profitability.

1.2
Statement of the Problem

Despite the growing importance of money marketing in Nigerian banks, there is limited research on how these marketing strategies directly impact banks' liquidity and profitability, particularly in the context of First Bank of Nigeria. The challenge lies in understanding the balance between marketing expenditure and the potential return on investment in terms of liquidity and profitability.

1.3
Objectives of the Study

The main objective of this study is to assess the impact of money marketing on the liquidity and profitability of First Bank of Nigeria. Specific objectives include:

· To evaluate how money marketing influences the liquidity position of the bank.
· To assess the effect of money marketing on the profitability of First Bank of Nigeria.
· To examine the relationship between marketing investments and financial performance indicators such as Return on Assets (ROA) and Return on Equity (ROE).

1.4
Research Questions

This study will seek to answer the following questions:
i. How does money marketing influence the liquidity position of First Bank of Nigeria?
ii. What is the impact of money marketing on the profitability of First Bank of Nigeria?
iii. To what extent do marketing strategies contribute to overall financial performance?

1.5
Hypotheses

The study will test the following hypotheses:

H₁: Money marketing has a significant positive impact on the liquidity of First Bank of Nigeria.
H₂: Money marketing has a significant positive impact on the profitability of First Bank of Nigeria.
1.6
Significance of the Study

The findings of this study are expected to provide valuable insights to Nigerian banks on how to optimize their money marketing strategies to improve liquidity and profitability. Additionally, the study will contribute to academic literature on the intersection of marketing and financial performance in the Nigerian banking industry. Policymakers and financial regulators may also benefit from the study’s results as they seek to enhance the stability and profitability of the Nigerian banking sector.

1.7
Scope of the Study

The study focuses on First Bank of Nigeria and its money marketing strategies. It will specifically explore the period between 2010 and 2020, providing a historical view of how marketing strategies have influenced financial outcomes during this time. The study will consider data from First Bank's financial statements, annual reports, and marketing expenditures.

1.8
Limitations of the Study

This study faces several limitations:

The data used may be subject to reporting biases as it relies on the bank’s public financial records.

The scope of the study is limited to First Bank of Nigeria, and thus may not be representative of other Nigerian banks.

There may be challenges in isolating the specific impact of money marketing from other external factors influencing liquidity and profitability.

1.9
Structure of the Study

This study is structured as follows:

Chapter One: Introduction

Chapter Two: Literature Review – Discussing theoretical frameworks and previous studies on marketing in the banking sector, particularly regarding liquidity and profitability.

Chapter Three: Research Methodology – Outlining the research design, data collection methods, and analytical techniques used.

Chapter Four: Data Presentation and Analysis – Presenting and analyzing the data collected.
Chapter Five: Discussion and Conclusion – Interpreting the findings, discussing implications, and providing recommendations.

CHAPTER TWO

2.1 Conceptual Review


The Conceptual Review section aims to define and explain the key concepts central to the study of the impact of money marketing on the liquidity and profitability of banks. In this study, we will focus on three main concepts: Money Marketing, Liquidity, and Profitability.

2.1.1 Money Marketing

Money marketing refers to the activities and strategies employed by financial institutions, particularly banks, to promote and sell their financial products and services. These services may include savings accounts, loans, mortgages, investment products, and credit facilities. The goal of money marketing is to attract new customers, retain existing ones, and ultimately improve the bank’s financial performance by increasing revenue streams.


Kotler and Keller (2016) define marketing as the process of creating value for customers and building strong customer relationships in order to capture value from customers in return. In the context of banking, money marketing goes beyond just the advertising of financial products; it also includes customer relationship management, loyalty programs, digital marketing strategies, and personalized financial solutions designed to meet the unique needs of customers.


Harrison (2007) emphasizes the importance of differentiating financial products through marketing. As competition in the banking sector intensifies, marketing strategies are not just about making products available, but also about creating brand awareness, building trust, and offering value that resonates with customers’ financial goals. Effective money marketing can drive customer deposits, increase product uptake, and ultimately contribute to the bank's liquidity and profitability.


Furthermore, Aminu (2019) highlights that money marketing has evolved with the rise of technology. Digital platforms like mobile banking apps, social media, and online ads have transformed how banks interact with customers, making it easier to target and engage specific segments of the market, thus increasing the likelihood of achieving desired financial outcomes.

2.1.2 Liquidity

Liquidity refers to the ability of a bank to meet its short-term financial obligations as they come due, such as customer withdrawals, loan disbursements, and operational costs. In banking, liquidity is a critical measure of financial health, as it ensures the bank can maintain daily operations and cover unexpected financial demands.


Mishkin (2001) defines liquidity as the ease with which assets can be converted into cash without significant loss in value. For banks, maintaining liquidity is crucial because they must have sufficient funds to accommodate withdrawal requests from depositors, pay interest on loans, and cover operational costs. Liquidity is often a key factor in determining a bank’s stability and its ability to survive financial shocks.


The most common way for banks to maintain liquidity is through deposits. As Berger (1995) explains, banks manage liquidity by balancing the inflow of customer deposits with the outflow in the form of loans and withdrawals. Marketing efforts that encourage customers to keep their funds in the bank (such as offering competitive interest rates, loyalty programs, or easy access to funds) can directly impact liquidity by increasing the deposit base.

According to Adeyemi and Olagunju (2011), banks in Nigeria face particular challenges related to liquidity management due to economic volatility, inflation, and the fluctuating demand for credit. Therefore, it is essential for banks to design effective marketing strategies to encourage customers to deposit more funds, thus ensuring liquidity.

2.1.3 Profitability


Profitability is the ability of a bank to generate income that exceeds its operational costs, resulting in surplus funds or profit. In banking, profitability is typically measured by indicators such as Return on Assets (ROA), Return on Equity (ROE), and net profit margins.


Porter (1985) suggests that profitability is determined by the bank’s ability to compete effectively in the market, and much of that competition is driven by the success of marketing efforts. Banks that market effectively can attract more customers, increase their loan portfolios, and generate additional revenue from fees and services, all of which lead to higher profitability.


Jensen and Meckling (1976) emphasize that profitability is not just a matter of increasing revenue, but also involves controlling costs and efficiently utilizing available resources. In the case of banks, profitability is influenced by a combination of marketing strategies (to increase customer deposits and loans), operational efficiency, and financial management. Effective marketing campaigns can reduce customer acquisition costs, build brand loyalty, and promote cross-selling of financial products, all of which contribute to profitability.


As Madura (2011) explains, profitability in banks is largely driven by interest income (from loans and deposits) and fee-based income. Money marketing strategies that attract more customers to use these services directly impact profitability by expanding the bank’s revenue base.

2.2 Interconnections between Money Marketing, Liquidity and Profitability


The interrelationship between money marketing, liquidity, and profitability in the banking sector is complex and multifaceted. As Adewale and Olufemi (2015) highlight, successful marketing campaigns increase customer deposits, which improves liquidity. These deposits can then be used to issue loans or generate other financial services, which enhance profitability.


For example, marketing efforts that target savings accounts or term deposits often increase the bank’s available funds, which improve its liquidity. At the same time, by offering loan products, fee services, and other value-added offerings to these new customers, the bank can generate revenue, thus improving profitability. Oladejo et al. (2013) argue that a bank’s marketing strategy is directly linked to its ability to meet liquidity requirements while also generating sufficient profits from its operations.


In this context, Oni and Soluade (2019) emphasize that First Bank of Nigeria, through its innovative marketing strategies, has seen a significant increase in its deposit base, which has helped enhance its liquidity and led to better profitability over time. The balance between effective marketing and sound financial management is crucial for maintaining both liquidity and profitability.
2.2 Theoretical Review


The Theoretical Review focuses on the key theories that underpin the study of how money marketing affects the liquidity and profitability of banks. The theories discussed in this section offer frameworks for understanding how marketing efforts, financial strategies, and banking operations interrelate to impact a bank's financial performance.

2.2.1 The Marketing Mix Theory (4Ps Model)


The Marketing Mix Theory, also known as the 4Ps model (Product, Price, Place, Promotion), was developed by E. Jerome McCarthy (1960). This theory provides a framework for understanding how businesses, including banks, use a combination of product offerings, pricing strategies, distribution channels, and promotional activities to satisfy customer needs and achieve organizational goals.

Product: In the banking context, the "product" refers to the financial services and products offered by a bank, such as savings accounts, loans, mortgages, and investment opportunities. A bank’s ability to create a diverse range of financial products tailored to different customer needs is crucial for attracting and retaining clients.

Price: Price in banking refers to the interest rates on loans and deposits, fees charged for various services, and other pricing structures. Banks often use competitive pricing as a marketing strategy to attract customers while balancing profitability.

Place: "Place" refers to the distribution channels through which banks deliver their services. This includes branch locations, ATMs, online banking platforms, and mobile banking apps. The easier it is for customers to access the bank's services, the more likely they are to deposit funds and use the bank’s products.

Promotion: Promotion involves all the activities that communicate the bank’s offerings to customers and encourage them to use its services. This includes advertising, social media campaigns, loyalty programs, and direct marketing efforts.


According to Kotler and Keller (2016), the 4Ps provide a comprehensive approach to understanding how marketing strategies can influence consumer behavior, customer satisfaction, and financial outcomes. In the case of banks, effective use of the marketing mix can lead to higher customer acquisition, increased deposits, and improved profitability.

2.2.2 The Liquidity Preference Theory


The Liquidity Preference Theory was developed by John Maynard Keynes (1936) in his work on monetary economics. This theory postulates that people prefer liquidity (cash or easily accessible assets) over illiquid assets, particularly during times of uncertainty. In the banking context, this theory can be extended to explain why depositors may prefer to keep their money in banks that provide easy access to their funds and offer liquidity-related features (e.g., ATM withdrawals, online banking, etc.).


Keynes (1936) suggests that when customers have the option to choose where to place their money, they tend to prefer financial institutions that offer high liquidity banks that are perceived as stable and capable of providing easy access to funds in times of need.


The theory can be applied to money marketing in that a bank's marketing efforts (such as highlighting the safety and accessibility of their products) can enhance its liquidity. Effective marketing campaigns that focus on convenience, trust, and secure access to funds may encourage customers to deposit more, thereby improving the bank’s liquidity position.

2.2.3 The Profitability Theory of Banking


The Profitability Theory of Banking focuses on how banks generate profit through a combination of interest income from loans, fees, and services. According to Jensen and Meckling (1976), profitability in banks is influenced by both the volume of business (deposits, loans) and the efficiency with which banks manage their resources.

Jensen and Meckling (1976) argue that profitability is tied to efficient management of assets and liabilities. For banks, this means effectively utilizing customer deposits (funded through marketing efforts) to provide loans or investment products that generate interest income. A bank’s ability to maintain low operational costs and high-interest margins is also crucial to profitability.


Porter (1985) highlights that profitability is also influenced by a bank’s ability to differentiate itself in the marketplace, often achieved through innovative marketing strategies. Banks that market effectively, by offering competitive loan rates or personalized services, are more likely to attract a larger customer base, leading to increased profitability.
2.2.4 The Customer Relationship Management (CRM) Theory


The Customer Relationship Management (CRM) Theory emphasizes the importance of building and maintaining long-term relationships with customers in order to increase customer loyalty and retention. CRM practices focus on using technology and data analytics to understand customer preferences and deliver personalized services that enhance customer satisfaction.


Payne and Frow (2005) describe CRM as a business strategy that integrates customer acquisition, retention, and data analytics to create more effective customer interactions. In the banking sector, CRM involves using data to tailor marketing campaigns, offer personalized financial products, and anticipate customer needs. This leads to stronger customer relationships, which are essential for increasing deposits, promoting cross-selling of products, and driving profitability.


Jain and Yadav (2014) also highlight that effective CRM systems lead to better customer satisfaction, which, in turn, enhances the bank's reputation and profitability. Satisfied customers are more likely to stay loyal, deposit more funds, and use additional bank services, thereby improving both liquidity and profitability.

2.3 Empirical Review

The Empirical Review examines previous research studies and real-world evidence on how money marketing impacts the liquidity and profitability of banks. This review draws on both global and local studies, with a focus on Nigerian banks, particularly First Bank of Nigeria, to identify trends, challenges, and outcomes that may relate to the current study.

2.3.1 Money Marketing and Liquidity in Banks

Several studies have investigated the role of money marketing in influencing a bank’s liquidity. Liquidity is one of the primary concerns for banks, as it directly impacts their ability to meet customer withdrawal demands and maintain smooth operations. Effective marketing strategies can drive deposit growth, which directly affects liquidity.


Oladejo et al. (2013) conducted a study on Nigerian commercial banks and found that banks with more aggressive marketing strategies, particularly those focused on customer engagement and trust-building, tended to have higher deposit growth. This, in turn, improved their liquidity position. They argued that marketing campaigns that promote the safety and accessibility of deposits, such as offering high-interest rates or better digital banking services, attracted more customers and increased liquidity.

Adewale and Olufemi (2015) explored the relationship between marketing and liquidity in Nigerian banks. They concluded that banks that utilized targeted promotional strategies, such as offering competitive savings and investment products, saw an increase in their deposit base. This increase in deposits improved their liquidity by providing more funds to meet daily operational needs.


Adeleke and Olokoyo (2020) studied the impact of digital marketing on the liquidity of Nigerian banks and discovered that banks that implemented robust digital marketing strategies—such as promoting mobile banking services and mobile money products—experienced an uptick in deposits. Their findings indicated that digital marketing campaigns had a significant positive effect on both customer acquisition and liquidity.

2.3.2 Money Marketing and Profitability in Banks


Profitability is a key measure of a bank’s financial performance, and many studies have explored how money marketing influences a bank’s profitability. Money marketing can increase profitability by attracting new customers, driving up deposit volumes, and encouraging the uptake of loans and fee-based services.


Oladejo et al. (2013) also examined the relationship between marketing and profitability in Nigerian banks. They found that banks with more dynamic and comprehensive marketing campaigns saw a higher volume of loan products and financial services being subscribed to by customers. These banks generated more fee income and interest-based income, thus boosting their profitability.

Oni and Soluade (2019) conducted a study specifically on First Bank of Nigeria, analyzing the impact of its marketing strategies on the bank’s profitability. The study found that the bank’s marketing efforts—particularly through personalized services and loyalty programs—led to an increase in both deposits and loan volumes. This increase in business volume translated to higher profitability for the bank, with significant revenue coming from interest on loans and fees from new customers.


Madu and Obasi (2018) explored the impact of customer acquisition strategies on bank profitability in Nigeria. Their study found that banks that implemented targeted marketing campaigns aimed at attracting new customers saw a positive impact on profitability. These campaigns often promoted specific banking products, such as savings accounts with attractive interest rates, which led to higher deposit volumes, improved interest margins, and ultimately greater profitability.


Ezeani (2017) analyzed the impact of marketing strategies on profitability in Nigerian banks and concluded that banks that invested in customer relationship management (CRM) systems and personalized banking services saw improved profitability. The study found that banks that effectively marketed loan products, credit facilities, and investment products experienced a rise in loan uptake, which was a significant contributor to their profitability.

2.3.3 The Impact of Digital Marketing on Banking Performance


With the rise of technology and the shift towards digital banking, many studies have explored the role of digital marketing in influencing both liquidity and profitability in banks.


Oladejo et al. (2013) also analyzed the role of digital marketing in enhancing the performance of Nigerian banks. They discovered that digital marketing channels such as mobile banking apps, social media platforms, and email marketing allowed banks to reach a wider customer base. Banks that effectively used these channels experienced an increase in customer engagement, which resulted in higher deposit inflows, improved liquidity, and greater profitability.


Adeyemi and Olagunju (2011) examined how the digitalization of banking services impacted Nigerian banks. They found that banks that offered easy-to-use online banking services and promoted these services through digital marketing channels saw a significant improvement in both customer acquisition and retention. This led to a higher volume of deposits and an increase in profitability from both loan products and fee-based services.


Jude and Bamidele (2021) studied the effect of mobile banking marketing on the profitability of Nigerian banks. They found that mobile banking products, when marketed effectively through online channels, played a crucial role in increasing customer base and service usage. The growth in service usage boosted both deposits and the uptake of loan products, contributing to profitability.
CHAPTER THREE
RESEARCH METHODOLOGY

3.1
Introduction

This chapter discusses the research design, population of the study, sample size, data collection methods, and data analysis techniques used in the study. It aims to provide a clear understanding of how the study was conducted to investigate the impact of money marketing on the liquidity and profitability of banks in Nigeria, with a specific focus on First Bank of Nigeria.

3.2 Research Design


The research design refers to the blueprint for the collection, measurement, and analysis of data. This study adopts a descriptive research design, which aims to provide a detailed understanding of the impact of money marketing strategies on the liquidity and profitability of banks. The research is also correlational in nature, as it seeks to examine the relationship between money marketing (as an independent variable) and liquidity and profitability (as dependent variables).


The descriptive design is appropriate for this study because it allows the researcher to collect data through surveys and secondary data analysis, providing a clear picture of the current practices in money marketing and their outcomes in terms of liquidity and profitability.

3.3 Population of the Study


The population of the study consists of the entire financial data, marketing strategies, and performance indicators of First Bank of Nigeria. Specifically, it includes the bank’s marketing staff, financial managers, and the general customer base of the bank. The data needed for the study encompasses:

· The bank’s marketing campaigns and strategies.
· The bank’s liquidity and profitability indicators.


Information from customer surveys regarding their response to marketing efforts.

3.4 Sample Size and Sampling Technique


Given that First Bank of Nigeria is the focal point of this study, the sample will be drawn from various departments within the bank, including the marketing and finance departments. The sample size will be determined using stratified random sampling, ensuring that both managerial and non-managerial staff, as well as customers, are included in the sample.

Marketing Department Staff: 10 employees will be selected, based on their involvement in creating and executing marketing campaigns.

Finance Department Staff: 10 employees responsible for liquidity and profitability analysis will be selected.

Customers: 100 customers who have interacted with First Bank's marketing campaigns or used its products will be surveyed.

3.5 Data Collection Methods


To gather data for this study, both primary and secondary data collection methods will be employed.

3.5.1 Primary Data Collection

Surveys/Questionnaires: A structured questionnaire will be used to collect primary data from customers and staff of First Bank of Nigeria. The questionnaire will be divided into three sections:

Section A: Demographic information of respondents.

Section B: Impact of marketing strategies on customer decisions.

Section C: Perceived impact of marketing strategies on liquidity and profitability.

Interviews: In-depth interviews will be conducted with key managers from the marketing and finance departments of First Bank to obtain qualitative insights on how money marketing strategies are planned and implemented and how they affect the bank’s financial performance.

3.5.2 Secondary Data Collection

Annual Reports: Data from First Bank’s annual financial reports will be analyzed, including key liquidity and profitability indicators (e.g., total deposits, loan growth, return on assets, net profit margin, etc.).

Market Analysis Reports: Reports and studies from reputable sources on the Nigerian banking industry will be reviewed to provide context on how money marketing strategies affect banks in Nigeria, especially with respect to liquidity and profitability.

3.6
Data Analysis Techniques


After the data is collected, it will be analyzed using both quantitative and qualitative techniques.


Descriptive Statistics: Descriptive statistics such as frequencies, percentages, and means will be used to summarize the demographic characteristics of respondents and the main findings from the survey.


Inferential Statistics: Correlation analysis (such as Pearson's correlation) will be used to examine the relationship between money marketing strategies (independent variable) and liquidity and profitability (dependent variables).


Regression Analysis: To determine the extent to which marketing strategies influence liquidity and profitability, multiple regression analysis will be applied. This technique will help quantify the relationship between marketing strategies and the bank’s financial performance indicators.


Content Analysis: Interviews with key bank staff will be transcribed and analyzed thematically to identify patterns and key insights regarding how money marketing strategies impact liquidity and profitability.

CHAPTER FOUR

4.1
DATA ANALYSIS AND PRESENTATION


Data analysis of the research result and interpretation are important steps in the research process and vital to the conclusion and decision of the research study which is done at the end of data collection exercise


Data analysis is the process by which a whole range of activities of both quantitative and qualitative type of statistical methods and techniques are employed in carrying out data analysis to find answer to management problem.


This chapter explains in details how the data collected were analyzed, examined and interpreted the presentation of data according to the research questions and hypothesis were made and tested appropriately and the results were also discussed.


A total of fifty (50) questionnaire were given to the respondents which the employee of first bank Nigeria plc. Out of questionnaire distribution only forty three (43) were returned and properly filled while others were not returned to fill at all.


The presentation of data commenced from section A which comprises of five (5) questions that relate to the bio-data and geographical data of the respondents. Section B relates to the question on the impact of money markets on bank’s liquidity and profitability.

RESPONDENTS CHARACTERISTIC AND CLASSIFICATION


The given detail breakdown of the respondents attitude filling the questionnaire, the breakdown is tabulated below.

TOTAL NUMBER OF QUESTIONNAIRE ADMINISTERED

	OUTCOME
	NUMBER
	PERCENTAGE (%)

	Questionnaire return
	43
	86

	Questionnaire unreturned
	7
	14

	Total
	50
	100


 
The tables above shows that 86% of the questionnaire distributed to the respondent were retrieved and properly filled while 14% were not.

TABLE 1: GENDER DISTRIBUTION

	GENDER
	NO OF RESPONSE
	PERCENTAGE (%)

	Male
	25
	58.1

	Female
	18
	41.9

	Total
	43
	100


 Source: Researcher Survey, 2025

The table above shows that 58.1% of the respondents are male while 41.9% are female; this means that there are more male participant than female.

TABLE 2: MARITAL STATUS

	VARIABLES
	NO OF RESPONSE
	PERCENTAGE (%)

	Single
	15
	34.9

	Married
	28
	65.1

	Total
	43
	100


Source: Researcher Survey, 2025


The table explains that 65.1% of the staffs are married while 34.9% are single

TABLE 3: EDUCATION BACKGROUND

	VARIABLES
	NO OF RESPONSE
	PERCENTAGE (%)

	WAEC/SSCE/GCE
	-
	-

	HND/OND
	20
	46.5

	B.A/BSC
	23
	53.5

	TOTAL
	43
	100


Source: Researcher Survey, 2025


The table above shows that the total of 53% are degree holders while HND/OND holder are 46.5%

TABLE 4: WORK EXPERIENCE

	VARIABLE
	29
	67.4

	1-10
	29
	25.6

	11-20
	11
	25.6

	21-40
	3
	7.0

	41 and above
	-
	-

	Total
	43
	100


Source: Researcher Survey, 2025


The table above explains that 67.4% of the respondents have spent nothing less than 10years in the banking industry, while 25.66% have being in the banking industry for 11-20years and only 7% have spent above 21years in the banking industry.

TABLE 5: MANAGEMENT LEVEL

	VARIABLE
	2
	4.6

	Top management
	15
	34.9

	Middle management
	15
	34.9

	Lower management
	13
	30.2

	Total
	43
	100


Source: Researcher Survey, 2025


The table above shows that only 4.6% of the respondents are in top management, 34.9% are in middle management while majority of 60.5% are lower management

4.1
DATA PRESENTATION AND ANALYSIS


Impact of money market on bank’s liquidity and profitability

RESEARCH QUESTIONS

Statement 1: the money market provides sufficient short term debt instrument for the Nigeria banks.

	Variable
	Strongly agree
	Agreed
	Undecided
	Disagreed
	Strongly disagreed
	Total

	Responses
	19
	20
	4
	-
	-
	43

	Percentage
	44.2
	46.5
	9.3
	-
	-
	100


Source: Researcher Survey, 2025


From the table above 44.2% and 45.5% respondents is strongly agreed and agree with the statement while 9.3% of the respondents are undecided.
Statement 2: Trading in money instrument helps bank in improving their liquidity position

	Variable
	Strongly agree
	Agreed
	Undecided
	Disagreed
	Strongly disagreed
	Total

	Responses
	23
	20
	-
	-
	-
	43

	Percentage                              
	53.5
	46.5
	-
	-
	-
	100


Source: Researcher Survey, 2025


The analysis above shows that 53.8% is strongly agree while 46.5% of respondents agree with the statement trading in money market instrument helps in improving banks liquidity position

Statement 3: Trading in money market instrument helps bank in achieving profit maximization objective

	Variable
	Strongly agree
	Agreed
	Undecided
	Disagreed
	Strongly disagreed
	Total

	Responses
	15
	18
	8
	2
	-
	43

	Percentage
	34.9
	41.9
	18.6
	4.6
	-
	100


Source: Researcher Survey, 2025

The table shows that 41.9% agree with statement, 34.9% of the respondents agreed with the statement trading in money market instrument helps in improving banks liquidity position.

Statement 4: the money has helped in developing the banking industry

	Variable
	Strongly agree
	Agreed
	Undecided
	Disagreed
	Strongly disagreed
	Total

	Responses
	23
	18
	2
	-
	-
	43

	Percentage
	53.5
	41.9
	4.6
	-
	-
	100


Source: Researcher Survey, 2025


The analysis above shows that 53.3% of the respondents is strongly agreed with the statement “money market helped in developing banking industry, 41.9% are undecided”

Statement 5: the money market helps bank in the control of excessive retains of funds in their value

	Variable
	Strongly agree
	Agreed
	Undecided
	Disagreed
	Strongly disagreed
	Total

	Responses
	15
	13
	6
	6
	3
	43

	Percentage
	34.9
	30.2
	14.0
	14.0
	6.9
	100


Source: Researcher Survey, 2025


The table above shows that 34.9% of the respondents is strongly agreed, 30.2 agreed, 14% undecided and disagreed while 6.9% is strongly disagreed

Statement 6: The portfolios of banks assets and liabilities have been managed by many marketers.

	Variable
	Strongly agree
	Agreed
	Undecided
	Disagreed
	Strongly disagreed
	Total

	Responses
	19
	20
	10
	2
	1
	43

	Percentage
	23.3
	46.5
	23.3
	4.6
	2.3
	100


Source: Researcher Survey, 2025


The above table shows that 46.5% of the respondents agreed with the statement. 10% is strongly agreed and undecided, 4.65 disagreed while only 2.3% is strongly disagreed

Statement 7: The portfolios of banks assets and liabilities have been managed by many markets.

	Variable
	Strongly agree
	Agreed
	Undecided
	Disagreed
	Strongly disagreed
	Total

	Responses
	19
	20
	10
	2
	1
	43

	Percentage
	23.3
	46.5
	23.3
	4.6
	2.3
	100


Source: Researcher Survey, 2025


The table shows that 46.5% of the respondents agree with the statement. 10% is strongly agreed and undecided, 4.6% disagreed while only 2.3% is strongly disagreed.

Statement 8: The money market provide instrument outlet for the outflow of surplus found the banks

	Variable
	Strongly agree
	Agreed
	Undecided
	Disagreed
	Strongly disagreed
	Total

	Responses
	20
	21
	-
	2
	-
	43

	Percentage
	46.5
	48.8
	-
	4.7
	-
	100


Source: Researcher Survey, 2025


The table shows that 48.8% agreed with the statement and 46.5% is strongly agree while only 4.7% are disagreed.

Statement 9: Banks have been able to meet their foreign exchange obligation through the interbank market

	Variable
	Strongly agree
	Agreed
	Undecided
	Disagreed
	Strongly disagreed
	Total

	Responses
	10
	29
	4
	-
	-
	43

	Percentage
	23.3
	67.4
	9.3
	-
	-
	100


Source: Researcher Survey, 2025



The above table explains that the largest of the respondents agreed, (i.e. 67.4%) while 23.3% and 9.3% are strongly agreed and undecided with the statement.


“Banks have been able to meet their foreign exchange obligation through the interbank market” 

Statement 9: The money has brought about positive development to the economy

	Variable
	Strongly agree
	Agreed
	Undecided
	Disagreed
	Strongly disagreed
	Total

	Responses
	8
	30
	5
	-
	-
	43

	Percentage
	18.6
	69.8
	11.6
	-
	-
	100


Source: Researcher Survey, 2025



The table above clearly state that money market has brought about positive development to the economy because 69.8% of the respondents agreed, 18.6% is strongly agreed while 11.6% are undecided.

4.3
TESTING OF HYPOTHESIS


Upon the systematic presentation of the data gathered from the questionnaire, the hypothesis will be tested using the statistical test of this study. The chi-square formula as follow

	Variables
	O
	E
	O-E
	(O-E)2
	(O-E)2

	Strongly agree
	23
	8.6
	14.4
	207.36
	24.1

	Agreed
	20
	8.6
	11.4
	129.96
	6.5

	Undecided
	-
	8.6
	-8.6
	73.96
	8.6

	Disagreed
	-
	8.6
	-8.6
	73.96
	8.6

	Strongly disagreed
	-
	8.6
	-8.6
	93.96
	8.6

	Total
	43
	43
	0
	559.2
	56.4



X2 = E(O-E)2


E = Expected frequency


O = Observed frequency


To test each hypothesis, “H1”will be used for the alternative hypothesis, and “Ho” will be used for the null hypothesis.


The decision will be to accept (Hi) alternative hypothesis and reject (Ho) null hypothesis. If X is greater than X2 tab or otherwise, to avoid committing type 1 error i.e rejecting a true hypothesis, 95% confidence is used against 5% level of significance.

HYPOTHESIS TWO:


Trading in money market instrument help the bank in achieving it’s profit maximization objectives.

HYPOTHESIS THREE: 

Money market has helped in developing the banking industry

TESTING OF HYPOTHESIS AND INTERPRETATION

HYPOTHESIS 1:

Ho: The money market has not increase the level of banks

Ho: The money market has increased the level of liquidity in banks using statement 2; because of it relevant for testing the hypothesis, trading in money market instrument help bank in improving their liquidity position.

Determination of critical value

X2 at 5% significance level

Where degree of freedom (df) = 4

X2 tab = (r-1)(c-1)  


     (5-1)(2-1)


     (4)(1) = 4


     X2 = 9.49

DECISION RULE

Since the x2cal (56.4) is greater than x2tab (9.49) Hi should be accepted i.e trading in money market instrument help banks in improving their liquidity position and reject Ho (null hypothesis)

HYPOTHESIS TWO: 
Ho: Trading in money market instrument does not help the banks in achieving their profit maximization objectives

Hi: Trading in money market instrument help the banks in achieving their profit maximization objectives.


Using statement 3: trading in money market instrument help the bank in achieving profit maximization objectives.

	Variables
	O
	E
	O-E
	(O-E)2
	(O-E)2

	Strongly agree
	15
	8.6
	6.4
	40.96
	4.76

	Agreed
	18
	8.6
	9.4
	88.36
	10.5

	Undecided
	8
	8.6
	-0.6
	0.36
	0.04

	Disagreed
	2
	8.6
	-6.6
	43.56
	5.07

	Strongly disagreed
	-
	8.6
	-8.6
	73.96
	8.6

	Total
	
	
	0
	247.2
	14.2


 X2 at 5% significance level

Where degree of freedom (df) = 4

X2tab = (r-1)(e-1)


     (5-1)(2-1)


     (4)(1) = 4


     X2 = 9.49

DECISION RULE


Since the x2cal (14.2) is greater than x2tab (9.49) we accept Hi and reject Ho. Therefore trading in money market instrument has helped banks in achieving it profit maximization objectives

HYPOTHESIS 3

Ho: Money market has not helped in developing the banking industry

Hi: Money market helped in developing the banking industry

Using statement 4: the money has helped in developing the banking industry

	Variables
	O
	E
	O-E
	(O-E)2
	(O-E)2

	Strongly agree
	23
	8.6
	14.4
	207.36
	24.1

	Agreed
	18
	8.6
	9.2
	88.36
	10.3

	Undecided
	2
	8.6
	-6.6
	43.56
	5.07

	Disagreed
	-
	8.6
	-6.6
	73.96
	8.6

	Strongly disagreed
	-
	8.6
	-8.6
	73.96
	8.6

	Total
	
	
	0
	487.2
	56.67


 X2 at 5% significance level

Where degree of freedom (df) = 4

X2tab = (r-1)(c-1)


     (5-1)(2-1)


     (4)(1) = 4


     X2 = 9.49

DECISION RULE


Since the x2cal (56.67) is greater than x2tab (9.66) we accept Hi and reject Ho at 5% level of significance. Therefore, money market has helped in developing the Nigeria banking industry.

Using statement 7: also test hypothesis 3 the portfolio of bank’s asset and liabilities has been managed by money market

	Variables
	O
	E
	O-E
	(O-E)2
	(O-E)2

	Strongly agree
	20
	8.6
	11.4
	129.96
	13.1

	Agreed
	21
	8.6
	12.4
	153.36
	17.9

	Undecided
	-
	8.6
	-6.6
	73.96
	8.6

	Disagreed
	2
	8.6
	-6.6
	43.56
	5.1

	Strongly disagreed
	-
	8.6
	-8.6
	73.96
	8.6

	Total
	
	
	0
	475.2
	53.3


 X2 at 5% significance level

Where degree of freedom (df) = 4

X2tab = (r-1)(e-1)


     (5-1)(2-1)


     (4)(1) = 4


     X2 = 9.49

DECISION RULE


Since the x2cal (55.5) is greater than x2tab (9.49) we accept Hi and reject Ho. Therefore money market has helped in managing the bank assets and liabilities, definitely, it will help in developing the banking industry.

4.4
DISCUSSION OF FINDINGS


It can be summed up from the analysis that the market has bought about a noticeable development to the Nigeria banks in particular and economy at large, through the presentation and analysis of data. It has also been seen that the money market has enhanced liquidity and profitability of banks.


To prove the credibility of the findings further, let take a look at bank trading activities in the money market, bank under consideration is first bank of Nigeria (FBN).


First bank plc Annual report, the bank investment in the following money market instrument






2010


2009



                                                         N                                 N
Treasury bills                              78,703,000

15,945,000

Banker’s Acceptance                   10,873,000

30,055,000

Other instrument (securities)       313,659,000     

150,565,000


From the above it can be seen that there was improvement in money market instrument and the testing of the findings shows that the bank will need to accommodate adequate composition of money instrument in their portfolios of asset for the purpose of balancing liquidity with profitability to ensure efficient financial management of their operations which would lead to their continuing in operation.


Lastly there is need for effective management of funds to be put in place by all banks to ensure proper management of funds because the bank must ensure that they are not liquid in order to make profit and they must be well ensure adequate liquidity and they must as well ensure adequate liquidity to always meet customer demands. Hence, the management must always ensure adequate balancing of liquidity and profitability.
CHAPTER FIVE


SUMMARY, CONCLUSION AND RECOMMENDATION

5.1
SUMMARY


The aim of this study is to be able to find out the problem on impact of money market of liquidity and profitability of banks in Nigeria which has been able to achieve.


Secondly, to find out the extent to which the money market has been able to affect the banking industry in particular and the economy in general.


The study which is divided into five chapters including the introduction, literature review, research methodology, data presentation and interpretation, and lastly summary, conclusion and recommendation.


As stated in chapter one the main objectives of the research work is to evaluate the impact of money market in increasing the liquidity and profitability of banks. Also to access the concept of money market and it development in the Nigeria context, also stated in chapter one are the significance of the study, scope of the study and the limitation of the study


Chapter two deals with literature review, when explain the money market in Nigeria context they have and to what extent they have developed. It is also discussed about the concept of liquidity and profitability and liquidity. Its objectives and method of achieving adequate profitability and liquidity, it also discusses the approach or reconciling approach, Assets allocation approach and application of management science techniques, the impact of money market on liquidity and profitability of Nigeria bank was clearly stated.



Chapter three deals with the research methodology, which discussed about the procedures for collecting the data, the data gotten from questionnaire and method of analyzing the data which is chi-square method.


Chapter four discussed comprehensively the assessment of the questionnaire gathered from the selected bank; the table shows the response from bank officials data were gotten from the bank’s annual reports to show the level of investment in money market instruments.


Chapter five discussed about the summary, conclusion and recommendation

5.2
CONCLUSION


This study has been able to identify the fact that liquidity and profitability determine the state of health of banks, from the analysis of data; I understand the fact “the money market instrument has enhanced the liquidity and profitability of banks”. Findings from the studies also shows the volume of trading in money market has increased over the year and that treasury bills was a dominant growth in value of all instrument traded in the Nigeria money market, it is closely followed by commercial paper.


It can be concluded that liquidity in banking system and development in the foreign exchange market largely infected activities in the Nigeria money market. Also effective trading in money market instrument has a serious liquidity and liquidity implication for both the private and public sectors of the economy.

5.3
RECOMMENDATIONS


The following recommendation are made to ensure maximum optimum benefits from money market activities and also improved on facilities rendered by money market.


Firstly, due to the global financial crisis which affecting Nigeria financial system, banks should always use money market instrument to finance temporary reserve shortage and this can as well be used by government to bridge the gap between tax receipts and expenditure instead of restoring to deficit financing or taking loan from either domestic or foreign borrowers which eventually has put the country in huge national debts.


Secondly, the research reveals that there is always existence of motive for accusation of financial assets by individuals, banks, governments, this motive have both profitability and liquidity implication for participating in the market, thus, financial manager at different sectors of the economy should take advantage of these positive motives for establishing financial markets. 


Thirdly, operators in the financial market should double their efforts to make financial market well developed in order to reap the full benefit of an efficient money market system in Nigeria 


Finally, there should be adequate composition of money market instrument in banks portfolio as asset for the purpose of banking liquidity with profitability to ensure efficient financial management of their operations which would help them to remain in business from one banking era to another Nigeria.
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