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CHAPTER ONE
1.0	INTRODUCTION
The fact that changes is inevitable in taste; style and desire for new things bring out the underlying factor of the need of continuous research in a product the result of product research is now being used in developing new products and modifying existing ones to ensure that the overall objectives of the organization are achieved.
The idea of product modification is to have a competitive advantage over competitors. Here product is modified to add new features that would expand the. Usefulness, safety and convenience which tend to make product unique. It is a strategy to out play your opponent. In the American financial firm, product is constantly subjected to modification having discovered that human beings prefer a convenience banking operation and their wants are unstable. That is why they came out with credit card, debit card, on-line banking, money transfer, automated teller machine e.t.c.
The idea of products modification theory must be complemented by the theory of the market dynamic that provide guidelines as to the structure of the total market and the kind of new attributed to which the market is ready to respond. Organizations that are innovative always have something new for the market to complete for, before competitors start entering the market with similar of different products. They would have considered their investment.
On the other hand, product acceptability can be seen in the light of communication means put in place to ensure that the products modified are acceptable The advertising strategy and theme based on careful qualitative and quantitative research are carried through, in other forms of communication and all of the promotional activities that can play vital role in accepting the product. Product modification like new product starts idea generations, which are the result of innovative idea. The process starts with searching for ideas. Since all idea cannot be adopted, there is need to solve idea through idea screening, in screening, the company must avoid the error of dismissing a good idea; organization can use different rating devices to ensure that right idea is adopted.
The stage of the concept development involves surveying idea to be developed into product. A product concept is an idea of a product an organization sees itself offering to the market. A product concept is an elaborated version of the idea expressed in meaningful customer's terms.
Concept positioning is determined on how the product modified would be acceptable. That is what is the rating of such product modified would be acceptable. The new product has to be tested in term of quality, convenience and how the benefit which customers derived.
Concept testing calls for testing the concept with appropriate customer group. The idea of product testing determines how successful that products is the rate which product would be acceptable would be measured in product testing and test marketing; it enables the organization to have ideas of whether the product has met the condition acceptable to customers.
1.2	STATEMENT OF THE RESEARCH PROBLEM
The Nigeria economy is basically a seller market where the problem is not selling but producing and innovating product. Banks are not exempted from this. These necessities that the banks came out with innovative products that will set them apart from sales orientation which had characterized the market of financial service of the expenses of the consumers. The focus of this research will be to identify the effect of marketing research on product modification and acceptability in the banking industry.
1.2	RESEARCH QUESTIONS
In the case of the research work answers will be provide to the following research questions.
· Is market research inevitable for product modification?
· Does product modification enhance sale or cash flows?
· To what extent does the Company product qualify or benefit strength is competitive stand in the market?
· Does product modification guarantee acceptability?
· Is marketing research on important toll in measuring acceptability of product modified?
1.3	OBJECTIVES OF THE STUDY
The objectives of marketing vary from the organization to organization however, however the following are the objective that are commonly to the purpose of marketing research. Objectives are;
· To  have positional and reliable information about competitors.
· To develop information files, on consumer.  
· To find collective and sources information about future prospect and activities.
· Identification of market opportunities customer need and want
· To assists management in making decision about market strategy.
· To collect information about sales activities cash flow
· To measure product acceptability.
In making reference to relevant bank journals, magazines and other relevant materials.
1.4 		RESEARCH HYPOTHESIS
The hypothesis of the study in the null hypothesis which are:
HO: Marketing research is not significant in product modification.
H1: The Company's product quality or benefits does not strength the competitive stand in the market. If the calculated value which is x2 is less than tale value, it means that the null hypothesis (Ho) will be accepted and reject alternative hypothesis (H1) and vice versa.
1.5		SIGNIFICANCE OF THE STUDY
The study would be of immense assistance to the stake holder in the banking industry as the research will throw more light on the issue that dynamic and progressive bank must seen the environment to identify requirement at a profit.
It will serve as relevant guide for future researchers in the area of marketing research on product modification and acceptability in the banking industry. It will also enable the financial institution to know that Nigeria economy is a smaller market and the bank that continuously innovate and after a better product will out play its competitors.
1.6	SCOPE OF THE STUDY
The study focused on the effects of marketing research on product modification and acceptability in the banking industry, using access bank plc as a case study. The study will cover the period of 2016-2020 fiscal years.
1.7   ORGANIZATION OF THE STUDY
This project is divided into five (5) chapters, the first chapter is the introduction  chapter, it gives an insight introduction to the entire study.
Chapter two deals with the literature review i.e. the works that were do similar topic, which have to be reduced or add some introduction to it.
Chapter three consists of the historical background of the organization Access Bank Plc, llorin) which the explanation of research methodology carrying out our observation method,
Chapter four comprises method of data collection which his primary secondary method collecting data.
Chapter five deals with the summary of the findings, conclusion recommendations.










CHAPTER TWO
2.0	LITERATURE REVIEW
There has been a considerable debate and concern about innovation in both the academic as well as the practitioner press in recent times. This primary reason for this focus is the evidence that innovation improves performance of firms (Damampour, 1991: Hult, Hurley and Knight, 2004). In this sense, there is no more fundamental issue to new product managers than understanding the factors that separate success from failure in product innovation (Cooper and Kleinschmidt, 1987a).
2.1	CONCEPTUAL FRAMEWORK
Product superiority is mentioned as the number one factor that influences commercial success and that project definition and early pre development activities are the most critical steps in the new products development process. Success, they argue is earned. It is not the adhoc result of situational or environmental influences. Synergy, both marketing and technical, is crucial. (Cooper and Kleinschmidt, 1987a.p.169).
Hence evaluation of product innovation performance (PIP) is a critical issue on innovation management research, and its measurement is gaining importance as its effectiveness and efficiency not only determines as organizations competition advantage (Barney, 1991, Castrol, 2011) but also its very survival (Cedergren, Wall and Norstrom, 2010).
In the product innovation literature there is some extensive reviews  that has examined the determinants of new product success (Cooper, 1979, Montaya weiss calantone, 1994). Previous empirical research on new product performance has provided considerable evidence that a wide variety of antecedent factors can influence the outcomes of new product development activity. The determinants proposed usual involve some combination of strategic, development process. Organizational, and/ or market environment factors as drivers of new product performance (Montoya Weiss and (Alantone, 1994).
In management research, general form performance has traditionally been the dependent variable of empirical studies. (Alegre, Lapiedra and Chiva 2006 .P 334). On the other hand, practitioners also need instruments to assess innovation management and innovation outcomes (Arteche et al, 2017). Through this paper, the reader will achieve to a better understanding about determinant factors of product innovation performance. In this sense, the paper unfolds as follows: first, the state of the art about business innovation is presented it aims to highlight the importance of innovation and performance in business and economic research, and develop subsequently a measurement scale of the Product Innovation Performance (PIP). Next, our expanded understanding of the PIP is described and a model is proposed to study relationships between performance determinants and outcomes. Finally, conclusions are presented.
The major variables of this study were product development (Independent variable). Product development is denoted by (PD) while organizational performance is symbolized by (op) the focus of this study was Nigerian beer industry which in recent years has been characterized by many innovative products in the forms of design and sizes thus, the researcher operationalized product development in terms of product quality, product design product line and project size it should be emphasized at this juncture that there are other criteria or variables that may be used to measure product development since the focus is beer industry the researcher limited himself to the afore-mentioned criteria.
Organizational performance in this study is measured in terms of financial profitability sales volume and customer loyalty.
	PRODUCT
Boonz and Kotler (2004) see a product as tangible tasks that satisfy the consumer and industrial user when efficiently development and distributed to chosen market segment.
Stanton (2002) defines product as” a set of tangible and intangible attributes include packing colour, price, manufacturers and retailers services which the buyer may accept as offering want satisfaction”.
Mc Carthy (2002) ascertains that a product is “the benefit derivable from a physical entity of service marketed” from the above definition it can clearly be seen that when a consumer set out to buy a product they actually desires to satisfy a need and thus sees the product as a means of satisfying ones desires.
Kotler (2006) defines product as “any want satisfying goods and services out of its perceived intangible attribution this lead to emphasis on consumers satisfaction which is the ultimate motives for buying the product by the users.
It is opined that a product is any entity (goods or services) or idea that consumer believes will satisfy a want or desired.
PRODUCT INNOVATION     
The term “innovation” has acquired various meanings over the years in general terms, it is the process of developing a new item the new item (Zaitman et al,1973) other authors define innovation as a broad concept as the ideation development and commercialization of substantially new products, services or businesses which facilities the development of new sources of competitive advantages (Alegre, Lapiedra and Chiwa 2006).
Product innovation can be defined as the development and market introduction of a new redesigned or substantially improved goods or service.
On the other hand product innovation consist of the successful exploitation of new ideas (Myers and Marquis,1989) which implies two conditions novelly and use (gee,19781) more specifically product innovation is a  new technology or combination of technologies introduced commercially to meet a user or a market need (Utterback and Abemathy,1982) as a process in the marketing of a new (or improved) product that includes the technical design manufacturing management and commercial activities.
BUSINESS PERFORMANCE
We have established that being able to innovate and launch new products is important for a company’s success as companies cannot depend on their current product offerings alone to meet their profit sales and growth objectives however important still many new products do not succeed in the market place on the contrary, several studies have shown that a majority of new products fail for example Booz Allen and Hamilton inc (1989), reported failure rates between 30% and 40% and American demographics estimated that 17000 new products were introduced in the U.S in 1993 and 85% of them failed a 1995 study by information resources inc found that 70-80% of new product introductions failed with each failure resulting in a net loss of up to 25 million (Iyer Laplaca Y Sharma, 2006) for these reasons it is not surprising that researchers managers and consultants alike have shown an increasing interest in the determinants of Product Innovation Performance (PIP) this is because there is consensus in the marketing literature that market knowledge the firm’s knowledge about its customers and competitors is one of the fundamental drivers for successful product innovation (Deivca and Atuahene-Gina, 2007). However, few studies examine the dimensions or characteristics of market knowledge and how and why these resources influence product innovation performances (Delvca and Alvahence Gina 2007).
	BUSINESS ORGANIZATION
In order to earning profit, production of goods produced goods distribution and all activities related to allotment are call business for these tasks of business there are needed  many efforts and elements those are land labor and capital absent of any of these business process can’t be possible.
But, all of these essential elements of business do not stay together they are spread away at various place an business man or entrepreneur needs to collect these there we go organization or business organization is called the process of adjustment and making equilibrium among those essential elements of business such as land, capital, labor thus, efficiently performing of business activities by collecting elements of business activities by collecting elements of production, preservation, adjustment and keeping equilibrium are done by various experts have already mentioned their opinions regarding to business organization.

2.2	THEORETICAL FRAMEWORK
Kotler (2009) defines product modification as changing or adding uniqueness characteristic that would expand the usefulness, safety and convenience in order to outplay the competitors in the market. Modification is aimed at adding incremental benefits so as to act as reinforcement to the area of durability, reliability of the product.
Product modification is another scope of product research for the life of a product to be strengthened; there is the need for a modification. Modification can come at every stage of a product life. The introductory life cycle is characterized by slow or low cash inflow, minimal profit.
The growth stage is also characterized by improved sales or cash inflow and profit; modification could come in response to competitive activities. For instances, when seven-up came out with big blue (50cl), coca-cola also came out with 1 liter. This occurs in response to competitors activities. Similarly, the maturing stage also characterized by growth slowdown and profit stability.
The company can seek innovation strategies through modification.
At the decline stage, sales and deteriorate. The company task at this stage to see ways of improving the product through modification rather than phasing out. However, if this strategy fairly, rather than wasting the company's resources the product could be phase out or replace by new ones.
Since modification seem to be a stately commonly used by management to reinforce the sales, it is basically involves changing product characteristic such as its uses serve as competitive advantages by adding uniqueness to the product. In short, it is a competitive strategy used to beat opponent in their own game. Product modification is effective when the quality of a product can be improved, when users benefit more in using the product. On the other hand, product acceptability can be seen in the light of communicating means put in place to ensure that the products modified are acceptable.
According to CBN (2012) in a publication titled financial market in Nigeria, banking services like 'conventional products in the goods market in order to enhance their acceptability to consumers, banking products must be well designed, packaged, timely and competitive with similar products in the market.
In today complicated marketing world, the marketing manager plans. Strategy and tactics in such a way that all the communicating tools are put to work in a concocted campaign that uses the strength of each to compliment the other in the marketing mix. The advertising strategy and theme based on careful qualitative and quantitative research is carried through, in other forms of communication and all of the promotional activities that can play vital role in accepting the product are employed.
Four main   channels of promoting   banking" services   or   products   may be considered. A bank must realize that before choosing one or more of the methods of communications. It must be clear as to the type of customer short and the nature of a product to be promoted.
The four channels are:
· Branch network
· Advertisement
· Direct mail
· Personal selling
BRANCH NETWORKS: The branch networks are the retail business outlets to promote bank services. It is part of the everyday task of the manager to offer the ever growing products of his bank to the customers and strive to capture the market. This he will do in conversation and in correspondence with both the existing customers and potential ones.
ADVERTISEMENT: A customer may be unaware of the product a bank can offer and one of the biggest obstacles to the development of banks product being offered. Another way of promoting bank products or services us through advertisement and this may include the use of television, national dailies, bill boards and radio network.
DIRECT MAIL: Since not all customers visit the branch, another method of promoting services is through this method. The branch would occasionally send their customers leaf- let with their statement of account; the leaf lots will pin-point some appropriate products and invite + further enquiries. The bank will also circulate newsletter or magazine designs to promote its products. The newsletter or magazine will also be displayed in the bank halls.
PERSONAL SELLING: Occasionally, the branch managers and other officers will go out to meet the customers at their premises or a local hostel where they can chat or be chatted about the array of products and every things also that the bank has to offer.
Philip (2012), describes the importance of sales or cash inflow to a company on a measure of success or failure of the enterprise concerned, change no doubt has become a wild master, which no man can stop.
However, the strategy to combat change as a factor is making adjustment. In the light to complex matter of modern economy and increase in the uncertainties, the strategy to combat change as a factors in product modification 'sales is central to the success of any business such as at the level of specific firm or industry change is inevitable.
Basically, any firm that wants to increase its sales or cash inflow must be ready to satisfy customers need through product modification. Whenever market grows or change complexion, economic condition fluctuate, competition intensifies or technology evolve rapidly, the pay off of doing effective product modification can be substantial.
However, many years back, many firms or industries did not see the need for any research talk less of product modification, so also in the banking industry, bank staff sits in office to wait for customers. What firm believes is just make the product and with aggressive promotion they would self. However, in recent time, these have been probed wrong.
In the light of today severe competition and the dynamism of change has forced companies device strategy to services the forces of change and one of the strategies id product modification.
In essence, every organization that want to win the game, must consider the following factors:  A company that want to maintain its market share, leadership position, expand its profit margin through sale volume or cash inflow as it call in the banking industry must constantly modify their product in response to market needs. A change in the economic tend as means a lot on sales.
The Ansoff matrix (1957), as a business technique provides a framework enabling growth opportunities to be identified as it helps firms to device the strategies they adopt and each of these growth options draws on both internal and external influences. The matrix offers a structured way to assess potential strategies for growth. The four strategies are: market penetration, product development, market development and diversification. Market penetration involves selling more established products into existing markets, often by increased promotion or price reductions or better routes to market, for example online. Product development involves developing new products or services and placing them into existing markets. Market development entails taking existing products or services and selling them in new markets. Diversification involves developing new products and putting them into new markets at the same time. Diversification is considered the most risky strategy. This is because the business is expanding into areas outside its core activities and experience as well as targeting.
THEORY OF PRODUCTION
In economics, an effort to explain the principles by which a business firm decides how much of each commodity that it sells (its “outputs” or “products”) it will produce, and how much of each kind of labour, raw material, fixed capital good, etc., that it employs (its “inputs” or “factors of production”) it will use. The theory involves some of the most fundamental principles of economics. These include the relationship between the prices of commodities and the prices (or wages or rents) of the productive factors used to produce them and also the relationships between the prices of commodities and productive factors, on the one hand, and the quantities of these commodities and productive factors that are produced or used, on the other.

THE COMPETITIVE INTERACTION APPROACH
One of the most elegant approaches to product-mix interactions is what we might call the competitive interaction approach. It grows out of positioning theory, where the attractiveness of a product to a consumer segment depends on the distance of the product (as determined by its attributes) from the segment’s ideal product (Johnson, 1971). A company’s selection of products entails a careful balance of position, where products within the mix are distant enough from each other to minimize cannibal-ism, but close enough to avoid gaps that might be exploited by competitive entries (Teach, 2008).
THE DESIRED PORTFOLIO APPROACH
As noted earlier, Cannon et al. (2012) draw on relationship marketing theory to develop a second approach, what we might call the desired portfolio approach. Specifically, they use Rust et al.’s (2000) concept of the “Profitable Product Death Spiral” to suggest that the competitive interaction approach might result in suboptimal long-term profitability if consumers who buy one product from a company expect the company to offer other complementary products as well.
THE VOLUME-ORIENTED RESOURCE UTILIZATION 
With the aforementioned need for a more customer-oriented approach, Rust et al. (2000) address the product-mix problem from the perspective of relationship marketing theory. This is appropriate for companies whose key investments are customer-related rather than product-related (Cannon & Cannon, 2008). For instance, it might be much more appropriate for a retailer. However, the contrast suggests a company that is heavily invested in technology or manufacturing would take a different approach. The approach would still look at potential interactions among products within the product mix. The interactions would be based on shared costs as opposed to the shared demand that characterized the desired portfolio approach. The sharing favors products that have common components and manufacturing processes, thus drawing on the economic theory of economies of scale. Here volume is king, as suggested by the label, the volume-oriented resource utilization approach.
Returning to our automobile example, a company such as Chrysler might have a compelling reason to increase its presence in the small, economy car segment of the market. However, Chrysler’s technological and product expertise may be in larger cars and trucks, thus reducing the potential economies of scale available by sharing current technology and production capabilities with new small-car development and production activities. 
This would suggest Chrysler adopt a strategy of either omitting small cars from the product mix or joining forces with a company that possesses production and design strengths in small cars to achieve the required economies.
UTILITARIAN THEORY
This old theory of Laissez Faire business gives way  to determinism, individualism to public control,  and personal responsibility to social responsibility. Utilitarian could also be taken synonymously with instrument theories (Garriga and D Mele, 2004: Jensen, 2002) in which corporation is seen as instrument for wealth creation and its social activities are only means to achieve economic results.
The utilitarian theories are related to strategies for competitive advantages, the proponents of these theories are, for instance Porter and Cramer (2002) and Litz (1996) who viewed the theories as bases for formulating strategies in the dynamic usage of  natural resources of the corporation for competitive advantages  the strategies also include altructic  activities that are  socially  recognized as instruments of  marketing.
Sechi (2007), further divided the utilitarian group of theories into two namely: the social cost of the corporation and the corporate  social responsibility in which the social  economic system in the community is said to be  influenced by the corporate  economic forces.  It is also called  instrumental theory (Garriga and Mele, 2004) because it is understood that corporate social responsibility as a mere means to the end, which leads to the fact that the social power of the corporation is materialized specifically in its political relationship with society.
The utilitarian theory, therefore, suggests that the corporation needs to accept social duties and rights to participate in social cooperation within it, the functionalist theory, specifically advocates  that the corporation is seen as a part of the economic system,  which one of the goals is profit making.
The firm is viewed as an investment and investment should b profitable to the investors and stakeholders.
ASSUMPTIONS OF UTILITARIAN THEORIES
The assumptions that govern the utilitarian theory are surrounded by moral agents, utilitarian’s believed that moral agents always have to promote the best possible outcome seen from an impartial perspective. Thus, companies are equally obligated to promote the happiness of total strangers, for example the employees, utilitarian have generally argued that helping the poor and hungry people for example, in Africa, rather than relatively well-off people.
MANAGERIAL THEORY
Secchi’s (2007), analysis further stressed that the logic of managerial theory that emphasizes corporate management in which corporate social responsibilities are approached by the corporation internally. This makes the difference between utilitarian and managerial perspective of corporate responsibility. This suggests that everything external to the corporation is taken into account for organizational decision making managerial theories based on the conceptualization by Garrigh and Mele (2004) and supported by Lodgson and Wood (2002)  as  well  as Detomasi (2008) they  stressed that social responsibilities of business arises from the amount of social power, corporation has and the corporation is understood as being like a citizen with certain involvement  in the community. The origin of the political power of corporate social responsibility is based on Davis’s (1960) idea who proposed that business is a social institution and the  most use power responsibilities.
RELATIONAL THEORY
Relational theory has a root from complex firm-environment relationships. The theory was developed by Garriga and Mele’s (2004) analysis of stakeholder approach which was then supported by the whole of Mitchel, Agle and Wood (1997). As the term  implies, interrelations between the two are focus of the analysis of corporate  social responsibility are as follows: utilitarian is simplified in its views by the individuals and mechanical from the corporation perspective, managerial is very organizational oriented  and measurable and relational is values based as  well as interdependent between the corporation perspective and society. This conclusion is further strengthened by another not so distant conceptualization about corporate social responsibility in that the theories are grouped into instrumental, political, integrative and value based, instrumental theory is focusing on achieving economic objectives through social activities,  political focusing on a responsible use of business power in the political arena; integrative concentrating on drawing together management issues, public responsibility, stakeholder management and corporate social performance; and ethical theory is emphasizing strategies to achieve a  good society of the  above mentioned theories, the managerial theory is applied in the study because it believes that social power is generalized from inside and outside of the corporation, it considers that internal and external  environment and it is factored in the decision making process of the organization, the populace is represented and their voice is heard using this theory.
2.3	EMPIRICAL REVIEW
Cornell and Shapiro (2007) studies on the relationship between corporate social responsibility and patronage and brand loyalty showed there is a positive correlation. The authors‟ viewpoint for positive correlation between corporate social responsibility and patronage and loyalty suggested that as a company‟s explicit costs are opposite of the hidden costs of stakeholders, therefore, this viewpoint is proposed from the perspectives of avoiding cost to major stakeholders and considering their satisfactions.
The study recommended that organization that desires to maintain its market, share, sales volume and its image should endeavours to make marketing research a priority, since consumers are very sensitive to change in their environment and to bring acceptance quality in response to change require adequate research.
Bowman and Haire (2008) pointed out that some shareholders regard corporate social responsibility as a symbolic management skill, namely, corporate social responsibility is a symbol of reputation, and the company reputation will be improved by actions to support the community, resulting in positive influence on sales. Therefore, when a company increases its cost by improving corporate social responsibility in order to increase competitive advantages, such corporate social responsibility activities can enhance company reputation. The study recommend that organization should see  marketing research as an opportunity to yield to the yearning and the aspiration of their customer and should make research a regular exercise.
Grant (1995), further emphasized that a firm’s capability to deal with environmental ambiguity was imported  to this  confined feasibility, the implication of this is that firms are unable to  forecast or  manage its external environment, uncertainty emerges then could  intensely influence the firm’s  operations.
2.4 GAP IN LITERATURE
Marketing research is crucial in product development and launch, enabling businesses to understand customer needs, preferences, and behaviors. By leveraging marketing research, companies can create products that meet market demands, reduce the risk of product failure, and increase the likelihood of product acceptance.
This research explores the impact of marketing research on product modifications and acceptances in the banking sector. The findings indicate that marketing research significantly influences product modifications and acceptances. Customer feedback informs product improvements, enhancing features, functionality, and user experience. Competitor analysis helps banks identify areas for differentiation and improvement, enabling them to develop unique selling propositions.
A key aspect of the research is the application of SWOT analysis, which revealed market gaps and opportunities. Changes in exchange rates, monetary policy, and innovation of new products, as well as shifts in customer preferences, were identified as significant factors. By understanding these strengths, weaknesses, opportunities, and threats, banks can develop targeted marketing strategies. Marketing research leads to product modifications by informing product design and development, ensuring products meet customer needs and expectations. Additionally, marketing research impacts product acceptance by helping businesses understand customer needs and preferences. Effective product positioning, informed by research insights, resonates with target audiences, driving customer engagement and loyalty.
Gathering customer insights reduces uncertainty and increases confidence in product launches. Our mixed-methods approach, combining qualitative and quantitative data collection and analysis methods, provided comprehensive insights. A survey of 50 product managers and marketers shed light on the role of marketing research in product modifications and acceptability.
This research highlights the significance of marketing research in driving business success in the banking sector, emphasizing its role in product development, launch, and modification. By leveraging marketing research and SWOT analysis, banks can stay competitive and meet evolving customer needs.
CHAPTER THREE
3.0	RESEARCH METHODOLOGY
3.1	INTRODUCTION TO METHODOLOGY
Research methodology state that sequence which the research will take, the procedure for collecting data i.e. primary or secondary data or both the presentation and analysis of the data.
3.2	RESEARCH DESIGN
Survey research design was adopted for this study. The design according to Creswell, (2012), is a survey design which enable the researcher to describe an event, opinion or situation as at the time of study. 
Survey was utilized as the only data collection technique employed for this research. Shaughnessy et al., (2011), explain that survey research is often used to assess thoughts, opinions, and feelings. Surveys can be specific and limited, or they can have more global, widespread goals. A survey consists of a predetermined set of questions that is given to a sample. With a representative sample, that is, one that is representative of the larger population of interest, one can describe the attitudes of the population from which the sample was drawn.
3.3	POPULATION OF STUDY
The population for the study comprised of staff of Access Bank of Nigeria Plc in Ilorin. There are total of fifty (50) respondents including senior and junior cadre in the organization. Questions are asked using questionnaire as the research instrument and the questions asked are based on the topic of the research work so as to keep within the scope of the study and also ensure the validity of the data gathered and ultimately answer the research questions asked in chapter one.
3.4	SAMPLE SIZE AND SAMPLING TECHNIQUES
The banking industry is the population for the study. Access Bank Plc
While
Access Bank will be taken as a sample from the entire banking industry.
Also, stratified sampling method is used to determine the sample size, and the sample size will be 50 respondents.
3.5	METHOD OF DATA COLLECTION
The data for this research work is obtained from both primary and secondary sources.
Primary source of data is collected by the researcher from interviews and questionnaire distributed to the respondents.
Secondary sources of data are also collected by making references to relevant bank journals, magazines and other relevant materials.
3.6	METHOD OF DATA ANALYSIS
The data collected in this study was analyzed by the use pf percentage and chi -square for hypothesis testing. The chi-square denoted by the Greek letter X2 is used in testing a hypothesis concerning the differences between a set of observed ".Frequency of a sample and a correspondence set of expected or theoretical of a sample and a correspondence set of expected or theoretical frequencies.
The chi-square statistic is denoted as: Xn 
( oi Ei)   Ei
Where:	X2 = chi-square
£ = summation 0| ^observed value Ei = expected value Degree of freedom = (r-1) (c-1)
r = Number of rows
c = Number of columns
Expected valve is derived as: e = Row total x Column total
Grand total
DECISION RULE: If the calculated value which is X2 is less than the table value, it means that the null hypothesis (Ho) will be accepted and reject alternative hypothesis (Hi) and vice versa.

3.7	LIMITATIONS TO METHODOLOGY
Limited of the research study are those respondent reluctant to divulge vital information because of the secretly owed to the customer and the bank rule to retained contained sensitive and confidential information from the public.
However, hundred (100) questionnaire were given out to the staff of Access Bank Plc, only fifty (40) were returned proper detailed analysis shall be based on the returned questionnaire.
Finally, finance was also a major challenges in the course of gathering suitable and vital information for this research work.



















CHAPTER FOUR
4.0 	DATA PRESENTATION, ANALYSIS AND INTERPRETATION OF DATA 
4.1	DATA PRESENTATION
Data interpretation and analysis is a great importance in research effort. It intends to outline the analysis and interpretation of data collected from respondents through questionnaire, which are analyzes with these of percentages. Chi-square was also employed to test data relating to the hypothesis.
The analysis and interpretation of data was as followed.
TABLE 1. DOES PRODUCT MODIFICATION ENHANCES SALES OR CASH FLOW? 
	RESPONSE
	No Of Respondents
	Percentage %

	Yes
	45
	90%

	No
	5
	10%

	I don't know
	-
	-

	Total
	50
	100%






Source: Field Survey, 2025
The above table 1, shows that 90 of the respondent agreed that product modification enhance sale while only 10 disagree. Based on the above analysis banks should modify their product to enhance sales or cash flow. 
TABLE 2: DOES PRODUCT MODIFICATION GUARANTEE ACCEPTABILITY?
	RESPONSE
	No Of Respondents
	Percentage %

	Yes
	35
	70%

	No
	10
	20%

	I don't know
	5
	10%

	Total
	50
	100%






Source: Field Survey, 2025
The above table 2 shows that 70% of respondents said product mod guarantee acceptability, 20% agreed that it does not, while 10% said they were r whether product modification guarantee or not
TABLE 3; IS MARKETING RESEARCH IS AN  IMPORTANT   TOOL IN MEASURING ACCEPTABILITY OF PRODUCT MODIFIED?
	Response
	No Of Respondent Respondents
	Percentage %

	Yes
	47
	94%

	No
	3
	6%

	I don't   know
	-
	-

	Total
	50
	100%


Source: Field Survey, 2025
The response from the above table show that 94% of the respondents said that marketing research is an important tool in measuring acceptability of product mo while 6% were of the contrary opinion.
TABLE 4: DOES MARKETING RESEARCH PROVIDES VITAL INFORMATION FOR DECISION?
	Response
	No of Respondents
	Percentage %

	Yes
	32
	64%

	No
	10
	20%

	I don't know
	8
	16%

	Total
	50
	100%


Source: Field Survey, 2025
From the analysis of the above table 64% of the respondents were of the opinion that marketing research provide information for decision making, while 20% were of the contrary opinion, 16% were not certain .
TABLE 5:  CAN PRODUCT BE MODIFIED WITHOUT CONDUCTING MARKET RESEARCH ?
	Response
	No of Respondent respondent respondents
	Percentage %

	Yes
	-13
	26%

	No
	35
	70%

	I don't know
	2
	4%

	Total
	50
	100%


Source: Field Survey, 2025


From the analysis of the above table, 70% of the respondents were of the opinion that product cannot be modified without conducting marketing research, only 26% said product can be modified by conducting market research, while 4% were not certain whether product can or cannot be modified without conducting marketing research.
4.2	DATA ANALYSIS
TABLE 6: CHI-SQUARE TABLE ON CUSTOMERS  COMPLAINT CAN REQUIRE PRODUCT MODIFICATION
	Respondent view
	OI
	EI
	OI-EI
	(OI-EI)2
	(OI-EI)2

	Strongly agreed
	15
	7
	8
	64
	9.41

	Agreed
	16
	7
	9
	81
	11.57

	Undecided
	2
	7
	-5
	25
	3.57

	Disagreed
	1
	7
	-6
	36
	5.14

	Strongly disagreed
	1
	7
	-6
	36
	5.4

	Total
	35
	35
	0
	242
	34.56


 	 Source: computed from data, 2025
Therefore, 22  (chi-square) value calculated is 34.56 the degree of freedom K-L, 5-1 = 4 from the c hi- square rule.
Table X2 calculated = 34.567
X2 tabulated = 9.4877
DECISION RULE: Since X2 calculated is greater than X2 tabulate, (34.567 > 9.4877) at 5% confidence level and 4 degree of freedom, the first null hypothesis is rejected and the alternative hypothesis which state that “customer complaint can regulate product modification” is accepted.




TABLE 7:  CHI-SQUARE TABLE ON MARKETING RESEARCH SHOULD  BE A REGULAR EXERCISE
	Respondent view
	OI
	EI
	OI-EI
	(OI-EI)2
	(OI-EI)2

	Strongly agreed
	13
	7
	6
	36
	5.14

	Agreed
	12
	7
	5
	25
	3.57

	Undecided
	5
	7
	-2
	42
	0.57

	Disagreed
	3
	7
	-3
	16
	2.29

	Strongly disagreed
	2
	7
	-6
	25
	3.37

	Total
	35
	7
	0
	106
	14.94


  Source: computed from data, 2025
Therefore, 22 (chi - square) value calculate is 14.94
The degree of freedom K-L, 5-1 = 4
Using the statistical table to find the value of 22 4, 0.05, the result is = 9.4877
Therefore, x2 calculate = 14.94
X2 tabulate = 9.4877
DECISION RULE: Since x2 calculated value is greater then x2 tabulate value, (14.94 > 9.4877 ) at 5% confidence level and 4 degree of freedom.
HYPOTHESIS
The second null hypothesis is rejected and the alternative hypothesis which states that “ marketing research should be a regular exercise is accepted.
4.3	DATA INTERPRETATION
i.	Based on the tested hypothesis it can be generalized that product modification will have a great significant effect in the service  delivery in banking industry.
ii.	Hypothesis two, we can also see respondents agree that marketing research could be a regular exercise.


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY
The data collected from the organization indicated that marketing research to product modification and acceptability in inevitable. Since the effect of change as a phenomenon cannot be ignored every organization that wants to survive need product modification in response to the yearning of the customer.
The response also clearly indicates that lo survive in the change that have developed the world and the attendance competitiveness a modified product which become acceptable, it met refined standard and the relevant promotional tools are appropriate applied. Application of promotional tools would become effective why research request have indicated the right media to use and in what mode the messiah have to be put access so as to have impact and stimulate demand.
Hence, marketing research becomes necessary to give the right quality product to consumer's decision. Also it's a sure way of bearing competitors. Above all, the study has further prove that the survival of every organization have a direct limit to he organization can only respond to consumer need through research. The result of which might provide organization with the right antidote to combat the factor change which enhance good performance of the company's product in the market.
Reveal the significance of marketing research on product modification and that of company's product quality benefit strengthen its competitive stand in the market.
Finally, questionnaire was the major instrument of research used in the collection of data for this research work. From the study    of this research work. This  research work was from the study of how the product  modification is important to enhance cash inflow on sales especially in changing world and also any organization which intend to survive in this competitive market must also embark on marketing research. 

 5.2   CONCLUSION
It is clear from the research that Nigerian economy is a seller market; where the problem is not selling. This organization must offer a quality product or service to the market in order to remain in business and have competitive advantage thus to maintain market share and sales volume the research work shows that:
· Product modify guarantees acceptability.
· Product modify stimulate demand.
· Product modification is essential satisfy customer desires.
· Modifying product without proper research will result in failure, customers complaint in an indication for product modification
5.3      RECOMMENDATIONS
Having considered relevance of the study, recommendation therefore become inevitable for improvement. Organization that desires to maintain its market, share, sales volume and its image should endeavors to make marketing research a priority, since consumers are very sensitive to change in their environment and to bring acceptance quality in response to change require adequate research.
Besides product like every living things posses through different stages of life. As such, at the maturity stages where a product requires product modification in order to maintain its stability require adequate research so as to give the right product to their loyal encouraged.
Apart from that, technological breakthrough and its attendance changes has encouraged competition and endurance change has encouraged competitive and organization that want to beat their opponent in their game need to research. Coupled with this, organization should not ignore the customer opinion and other coalition members of an organization share opinion could enhance good decision marking as far as product standard is concerned.
Above all, organization should see marketing research as an opportunity to yield to the yearning as an opportunity to yield to the yearning and the aspiration of their customer and should make research a regular exercise.
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