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ABSTRACT

The study |Is an enpirical exercise based upon observabl e data and
practices of the operators in the N gerian financial sector. This is
viewed and anal ysed froma narketing perspective agai nst the
background of a deregul at ed econony brought about by the Structural
Adj ust nent Programme ( SAP) .

The study reveals that the SAP induced free narket econony has
given birth to very stiff conpetition in the financial sector.

This has sent the banks and other financial institutions scurrying
for innovative marketing strategies for survival and growh. There
are indications that so far, they have succeeded as revealed in
the growi ng level of aggregate deposits accunul ated and the rising
level of credits granted to fund users.

The result of all this is that the N gerian consuner of
financial products and services now, nore than ever before, has
a very wi de choi ce anong the conpeting, innovatively packaged
financial products and al so enjoys a relatively nore efficient
service delivery fromthe nunerous financial houses across the
country.

The study is divided into five chapters. Chapter one
i ntroduces the study, setting out the objective and significance
of the study. Chapter two exam nes the conceptual framework for
the study, setting out a broad reviewof literature relevant to
the study. Chapter three presents the operations of the financial
sector. In Chapter four is found the analysis of data collected on
nmarketing practices of some of the key operator in the N gerian

Fi nancial System while Chapter five concludes the study.
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CHAPTER 1

INTRODUCTTION

Preamble

The major thrust of the Structural Adjustment Programme (SAP)
is the "dismantling of complex administrative controls and
reliance on market forces" in the economy. To paraphrase
Chief Christopher Eze, Managing Director, John Holt PLC, SAP
has brought in its wake monumental changes, upheavals and
challenges in dizzying torrents. The ability to manage

change has become critical, and an imperative for survival

and success.

"It must be admitted and recognised that increasingly, there
is spirited agressiveness and innovation going on, especially
among the newbreed banks, finance, and mortgage houses. New
products and services are being unveiled more frequently;
corporate and branch offices now wear architecturally-
sophisticated looks in elite neighbourhoods, and
cowputerisation is advancing at a faster pace. The drive
for funds, the higher expectations of customers and the
general logic of competition that have spurred these
agressiveness and innovation are sure to intensify, not
diminish. Survival would therefore be guaranteed to those
banks that lead in innovation and new products that take
into account customer convenience and satisfaction"

(National Concord, June 30, 1992, p.7).

wonlZe



1.2 Statement of the Problem

1.

As the Nigerian economy moved a;ay from a heavily regulated
environment (characterised by the presence of artificial barriers,
stiff control measures, and marked presence of government in every-
day commerce) on to a deregulated, free market enterprise with
characteristic absence of artificial control measures, the
country suddenly witnesses the emergence of a largely buyers'
market situation.

The advent of the Structural Adjustment Programme (SAP),
introduced in Mid=1986 to reverse the artificial distortions
inherent in the earlier regulated economic system, brought an
end to armchair banking as there emerged an unprecedented surge
in the number of banks and other financial institutions operating
in a cash crunch economy. A healthy competition thus inevitably
emerged as the increasing number of banks and financial
institutions strive to curry favours with fund depositors, all
in the spirit of free market economy. The major problem
therefore is how to survive and meet other corporate objectives
under this SAP induced enviromment through developing relevant

strategies,

Objective of the Study

In view of the foregoing, the cbjective of this study is to
examine the Nigerian Banking and Financial environment with
the view to identify how the banks and financial institutions have
been coping with the problems and challenges posed by the SAP
induced competition through aggressive and innovative marketing

strategies.

0011/30



1.4

1

.5

Scope of the Study

Generally, efforts were made to highlight most of the
major financial institutions in the literature review and
framework for the study, but for the purpose of analysis,
only readily observable and accessible marketing practices
of selected banks, finance companies, mortgage firms,
leasing companies, and insurance companies were chosen. To
this end, 19 banks (comprising 12 commercial and 7 merchant
banks), 5 finance companies, 3 mortgage firms, 4 leasing
companies, and 1 insurance company were selected for
analysis (see the list in Appendix L).

Due to limited time constraint and inaccessibility to
readily available data, this study does not delve into the
backgrounds of the individual banks and other financial
institutions whose marketing practices were examined.

Significance of the Study

The importance of the financial sector to the economy
cannot be over-emphasised. Every development in this sector
has the tendency to snowball into other sectors of the
economy. Any study therefore into any hspect of the sector
should be welcomed.

This study is important in that it permits a broad look
at how operators in the Nigerian financial sector have been
harnessing available marketing resources to meet the
challenges and opportunities brought about by the SAP
induced volatile environment of today's business.

The understanding of the manner and the degree to
which marketing resources are being employed in the
financial sector should give an indication of how really

free and competitive the Nigerian financial markets have
'll/&.



become and how prepared the major operators are to meet
customers' growing needs and wants.

Methods of Data Collection

Data for the study were coliected through secondary
sources, seminar papers and other publications obtained
from CBN and some financial institutions. Personal
observations, unstructured interviews and questionnaires
were used to assess the various marketing and promotional
practices of several banks and other financial
institutions and on the current modes of service
packaging and delivery within banking premises.

Problems and Limitation

The major problem in the study of this type is the
lack of up~dated, readily available data on some key
issues relevant to the study.

The observed limitation of this study is the nearly
daily changes being witnessed in the financial sector
according to the dictates of CBN, thereby rendering

some issues outdated.

-t-l/So



l.B

- 8 =

Definition of Special Terms

Advertising:

Branding:

Concentric
Diversification:

Deregulated
Economy:

—

Direct
Marketing:

Deposits:

Any form of non-personal presentation and
promotion of ideas, goods or services by

an identified sponsor.

The act of using a name, sign, symbol or design,
or a combination of these for the purpose of
identifying or differentiating the products or

services of a seller from those of competitors.

Seeking to add new products that have
technological and/or marketing synergies
with the existing product line; such products
will normally appeal to new classes of

customers,

An economy that is characterized by absence of
artificial barriers and stiff administrative
control, and marked absence of government in

everyday commerce; a free market economy.

A form of direct supply which involves a
promotional, sales and supply relationship
between an enterprise and the customer which
does not normally include the use of any

channel intermediary.

Money left with Banks and some other financial
institutions by individuals, companies and
government units which can be withdrawn either
on demand, or on giving the specified notice
by the owner.

Normally such deposits attract

interest payment to the owner.
Il..l/sl



Generic Product:

Horizontal
Diversification:?

Ingurance Policy:

Insurance
Premiums:

Interest Rate:

Marketing Mix:

Market
Penetration:

A standard, unbranded, plainly packaged

{and usually less expensive) product,

A gtrategy that seek to add new products that
could appeal to current customers though
technically such new products are unrelated

to current product line.

Insurance agreement which set out the insurance
company's promise to indemnify the insured
person or his representative if certain losses
occur upon regular payment of premiums by

the insured person to the insurance company.

The periodic sum that is paid in order to

be insured.

Charges made against a borrower by.the lending
institution. The price pald for receiv}ng a
loan facility. The amcunt paid by deposit
taking Institutions on money kept as

depesits with them. : S

The particular blend of controllable marketing
variables that a firm useé to achieve its
objectives in the target market. Such
variables are usually classified as the

"four Ps'':- product, price, place and promotion.

A strategy of seeking increased sales for a

company's products in existing markets through

more aggressive marketing effort,

.oo-;’?o



Market Strategy:

Policy Holder:

Prime Rate:

Product
Development:

Sales Force:

Saleg Promotion:

Segment
Consolidation:

The fundamental marketing logic by which g
business unit intends to achieve its marketing
objectives. It consists of a coordinated set
of decisions on target markets, marketing mix,

and marketing expenditure level.

An insured person.

Interest rate charged by banks on short-term

loans to large low-risk businesses.

A strategy of seeking increased sales by
developing new or improved products for

existing markets.

Persons responsible for cbntacting and selling

to prospects and customers.

Short-term incentives to encourage purchase or
sale of a product or service. It comprises a
wide variety of tactical promotional tools
degigned to stimulate earlier and/or etronger

target market response.

A strategy of positive and active defence and
reinforcement of existing market and segment
provision.

«eel8,
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CHAPTER 11
2,0 CONCEPTUAL FRAMEWORK

2.1 The Financial System in Perspective

In order to have a healthy economy, a country requires a

vibrant financial system.

The financial system 'tonsists of the institutions and
markets that serve companies and individuals in financing the
acquisition of goods and services, in investing capital and
in transferring the ownership of securities.....The financial
system provides the principal means by which a person (an
individual, a business firm, a government unit, etec.) who has
saved money out of current income can transfer these savings
to someone else who has productive investment opportunities
and needs money to finance them" (Schall and Haley, 1980, pp 14&15).

In general, therefore, the role of the financial system
is to aid the transformation of savings of some individuals,
companies and government units into investment by others. This

transformation results in the creation of financial assets

which constitute the basic "products" of the financial system.
The three general classes into which financial assets
(or "products") fall are money, debt and stock.

The saving-investment transformatfion process may be direct
or indirect.

"A direct transfer occurs when an individual or company
that wants to acquire money issues a financial asset (debt or
stock) and directly sell it to someone who has money available.
For example, a person starting a small business might issue
shares of stock to friends and relatives in exchange for money,
He might also borrow from them (issuing a debt claim in exchange

for money). The finanecial assets issued in this process is simply

L 8
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a piece of paper which indicates the nature of the financial asset
and which meets legal requirements for establishing the claim
(debt or stock) in case disagreements arise between the two parties
involved. Financial institutions such as security Brokers and
Dealers are often used to facilitate direct transfers. Brokers
simply act as "go-betweens" who don't actually own the financial
assets but charge a commission for their services. Whereas
dealers buy and sell financial assets and their income depends
on the difference between the price they pay for an asset and
the price they sell it for.

"Indirect methods for transferring money involve the use
of a group of financial institutions called financial

intermediaries. It is with this group of financial institutions

that this write up ia principally concerned. These include

banks, insurance firms, finance companies, etc, These institutions

purchase the financial liabilities of firms and individuals

and they also borrow by issuing their own financial liabilities,

including money. Some of the advantages inherent in money

transfers performed by financial intermediaries are:-

- Flexibility and Liquidity:- The intermediary is able to
provide large sums of money to a borrower by pooling the
savings of several investors. Moreover, the intermediary
can provide investors with financial assets which may be
money or readily convertible into money at the same time
that it is making loans which will not be repaid for a
long time.

- Diversification:~ By purchasing debt issues of many different
borrowers, the intermediary is able to increase the chances
that most of the monmey lent will be repaid. Therefore, it

is able to provide relatively low-risk assets to investors.

....../10.
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- Convenience:- Intermediaries offer a variety of financial
services to their customers besides lending money and
creating financial assets. It.ia more convenient for a single
person (individual or business) to deal with a single firm
that can supply whatever services are needed.

- Expertise:- The intermediary, because it is continuously
purchasing financial assets issued by many borrowers, becomes
expert in the process. A single person, whether borrower
or investor, is apt to be much less knowledgeable as to

exactly what the proper form of the assets should be.

From the foregoing, the following financial institutions

may be identified in a country's financial system:-

- Banks

- Mortgage Institutions

- Insurance Companies

- Development Finance Institutions

- Stockbroking firms

- Investment Companies (i.e. Stock dealers)

- Discount Houses

& Leasing Companies

- Pension Funds

v Mutual Funds

- Trust Funds
To the above is usually added such regulatory bodies as a
Central Bank and a Security and Exchange Commission in order
to ensure an efficient, orderly financial system for a country's

economy . R B 1



In the financial system is thus a vibrant financial market
where financial transaction occurs.. The basic product involved
in such a financial transaction 1is the financial asset created
or transferred during the exchange process. Financial

markets are generally classified into two:- Money Markets and

Capital Markets, "Money markets deal in short-term debts

whereas capital markets deal in long-term debt and stocks"
(Shall and Haley, 1980, p. 28). Each of these markets can
be further subdivided into specific product market such as
the savings wmarket, the government bond market, the stock

market, etc.

The operators in the financial markets are the
aforementioned financial institutions and intermediaries,
the borrowers and the investors or depositors, The role of
the financial institutions is principally to mobilize funds
from investors (or depositors) and disburse such funds to
borrovers, As these financial institutions operate within
the same financial markets and as the markets become
deregulated and freer, there arise keen competition among
them in the mobilization and disbursement of loanable and
investible funds. As deregulation set in, the financial
markets are no longer the monopoly of banks and the marked
distinction between banks and other financial isntitutions
becomes almost non-existent. "To survive, banks must compete
in the market place as never before, not just with each
other but with all sorts of financial institutions"

(Exrihri, P.0O., 1992, p.8).

e eood Lo
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escalating costs of operation. Not only are industries operating far
below capacities, they are finding it even more difficult and tasking
to sell the little they produce. The.fact is that "a large number of
the consumers are now unemployed not necessarily because of the
deregulation of the economy but mainly as a result of the negative
effects and the consequences of our immediate past” Giwa R.F.

(1990, p.27) positted. Giwa R.F. continued that "the importance of
these......1is8 that there are consumers with needs, but no effective
demand/purchasing power to meet these needs'".

In view of the harsh realities of the economic environment,
industry operators had to think and evolve winning strategies to
survive and also to meet their set corporate objectives. SAP thus
brought a dramatic shift in focus from production to the market
place in order to identify what markets exist; who constitute the
markets; what the markets want; where the market is located; ané
whether the company is capable of satisfying the markets' needs more
efficiently than competitors at a profit. This, largely, is the
essence of marketing (also, see Routamo, R., 1991, p. 9). And in
it "many companies, old and new, have found their survival magic wand.
To several of these companies, the practice of marketing is the
beginning of (business) survival and profitability in this era of
SAP", (Bello, R.O., 1990, p. 24-=25).

The resilience of aggressive marketing is inevitable as no
industry, no firm is left out of the present hard competition. The
finance industry is certainly not unaffected by the current stiff
competition. As Erihri, P.0. (1992, p.8) quotes in his well
researched write—up: "banks, bullding societies, financial
institutions of every complexion, even chain stores compete
fiercely for banking services".

esafllb,
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2.2 Marketing of Financial Services -
Basic Characteristics

The Resilience of Marketing

Before the advent of SAP, the Nigerian market had been
largely dictated by suppliers who found ready buyers for their
products as a result of the large amount of disposable Naira
in circulation. It was a sellers' world!

In that pre-SAP era, the Buyer needed little or no
persuasion for his patronage of any product or service,

The particular product or service might do virtually
nothing towards satisfying his needs and wants. Yet the
Buyer did not have to bother about wasting some of his money
on even useless items. Afterall, there were still more
where that money came from; there was oil Boom! For this
reason, the suppliers paid only lip service to marketing.

In their myopic view, marketing was not a determining factor
in their sales figures. Their only determining factor was
their production capacities. And theirsong was: "as long as
you can produce, you can sell anything". Marketing, to
them, meant occassional advertising in the media, an
unnecessary, avoidable luxury.

The coming of SAP, however, has fundamentally altered
the nation's economic picture. Not only are consumers feeling
the pinch of SAP, the suppliers of goods and services also
appear to be at the receiving end. SAP induced policy of
deregulation and a host of other economic measures have led to
a freer market environment characterized by fierce competition
among providers of goods and services in the face of
drastically dwindling purchasing power of consumers and

P ) I N
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Erihri also quotes Rothwell and Jowett to the effect that '"the
market for wholesale and retail financial services has, in recent
vears, been the victim of dynamic change. The barriers which once
existed between distinct operations have been eroded, at times,
swept away, creating a new, less tangible market structure. The
activities of financial institutions can no longer be arranged
neatly into compartments of banks, building societies, insurance
companies, portfolio managers, etc. They have successfully invaded
each others territory. There are no more distinctive territories
of banks and non-banks."

Quoting further from experts, Erihri writes: "......perhaps,
the most remarkable change is the extra-ordinary expansion in
financial services offered by insurance companies, dealers and
retailers. These non-depository institutions now offer virtually
every financial service that banks and savings and loans
provide... Once deregulation is fully in place, Banking as a
separate industry distinct from other parts of the financial
services industry will cease to exist......What is clear,
therefore, is that the traditional -=—=—-- financial system
composed of familiar institutions operating within narrowly
defined areas and offering fairly limited financial services
has been transferred into one which is far more diverse and
where the distinctions between different types of institutions
is no longer clear".

Erihri observes that in 1985, "it was no longer clear which
firms should be regarded as part of the financial system in
USA." He continues that "with recent developments in the
financial markets, banks have been swept out of their cosy

world of banking into the cold blast of financial services,

vouflle
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where the only lasting shelter is built from profit. To survive,
banks must compete iIn the market place as never before, mnot jyst
with each other but with all sorts of financial institutions,

"For centuries, banks have been allowed a privileged position,
not just among financial business but also among the classes of
commercial ventures. In return for performing the twin functions
of turning savers' deposits' into "investment funds" and of
providing the mechanism through which payments could flow to
sustain economic growth and prosperity, governments isolated
banks from many of the regenerative regours of the market place.
Banks, especially big commercial ones, were not readily allowed
to go bustj in turn they were meant to ensure that the financial
system did not collapse either,

"Banks were told what business they could or could not conduct,
and how they should conduct those they were permitted to undertake.
In turn, competitors were kept at bay. Banks were able to use
their privileged position as primary intermediary between savers
and borrowers to make oligopolistic profits, virtually irrespective
of how good or bad they were". b

Referring further to the current trends in US, Erihri, in
the words of Bank of America Chief executive, reports: "Bankers
had to go out and grab customers, not wait for them to walk in
with their cash as they did in the days when banks and savings and
loans (firms) had a monopoly on taking deposits. By the mid 1980s,

the monopoly evaporated".
...l/lﬁ.
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Although. in Nigeria Banks and Mortgage firms are legally the
only deposit takers, yet "the competition for savings has become very
keen -~ involving banks, licensed financial houses, community banks,
mortgage institutions, insurance companies, unit trusts, the local
"ESUSU" and others", Aburo, D. (1992, p.ll) also observes a similar
trend between Banks and Insurance Companies,

In such a stiff competitive environment, banks and financial
institutions must evolve innovative managerial tools to move ahead.
In this SAP era, Banks, for example, have defied all predictions of
collapse and have maintained a steady growth (Sanusi, J.0., p.9; see
also the steady rise in bank deposits in Appendix H). For according
to Chief Femi Adekanye (1992, p. BVI) the comparison of the results
for the pre-SAP and SAP periods revealed that only managerial
efficiency was significant in distinguishing banks' performance
(see also Financial Guardian, May 11, 1992, p.l16). Marketing is
certainly the core managerial tool for customer satisfaction and
profitable performance. As Ogbechie, C. (1990, p.35) puts it,

marketing is "what you have to do to be ahead of competition all

the time",

Service Marketing

Banks and financial institutions offer services to their
customers. A service, as distinct from a physical a product is
defined by Kotler, P. (1980, p. 624) as "any activity or benefit
that one party can offer to another that is essentially intangible
and does not result in the ownership of anything, a production may or
may not be tied to a physical product".

In designing a service-marketing programme, it is important to
understand the peculiar characteristics of services and their
marketing implications. According to Morden, A.R. (1991, pp 704-723),
services are characterised by five general properties, namely:-

intangibility, inseparability, heterogeneity, perishability and

ownership. caes /17,
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Intangibility:~ This is the most outstanding characteristics
of a service. A service is merely a performance, not a physical
object and therefore incapable of being felt, seen, tasted, smelled,
or heard before it is purchased. A service is thus invisible,
although it may be capable of being described. Because of the
above reason, a customer's perception of whether or not a service
is good or bad is a matter of individual expectations, and
may be difficult to influence or control.

From the marketing point of view, the level of difficulty
to which the intangibility characteristic gives rise to may be
reduced by:-

- Increasing the level of tangibility by, for instance,
providing physical or conceptual representation or
illustrations;

- Stressing upon the principal benefits on consumption
instead of just describing the features of the service;

- Differentiating the service by assigning brand names
and building strong corporate reputation.

Inseparability:— Production of a service and its consumption

are, in most cases, inseparable in that consumption takes place
simultaneously as the service is being produced. Personal services
are characterised by this conterminous pattern. Therefore, a
service delivery may not be separable from the person or
personality of the provider. The quality of a service will
therefore depend on the function of the level of competence

of the provider. However, since inseparability gives rise to

user involvement during service delivery, the quality of the
service may also be affected.

e /18.
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The major solution to inseparability problem is to employ
highly motivated and well trained workforce, instilling In them

a clear customer service ethic that emphasises service quality,

reliability and efficient customer service.

Heterogeneity:— In service delivery, it may be difficult to

maintain a high degree of consistency of output standard. These
variations between units of service are almost inevitable not
only because of who perform the service but also because of
when the service is performed. The level of experience of the
service provider, and even the individual perception of the
service users could make an otherwise identical service look
differently, It has also been observed that the performance of
people generally fluctuate from time to time, thereby making
service quality inconsistent.

In order to reduce service variability, marketing emphasis
will be to provide uniform and continuous training to staff,
constant monitoring of customer reactions, and “pre-packaging"

part of the service well in advance whenever possible.

Perishability:- Generally speaking, services are perishable and

cannot be stored like physical products for future sales or use.
Since performance or provision of service is time based, if the
service is not provided or used at a specified time, its value
expires at that point in time., Service perishability constitutes
a problem only when there is a considerable fluctuation in

demand for the service, which gives rise to disequilibrium in
supply and demand for the service. The major task is that of
matching service delivery capacity with demand. Substantial
losses may arise if this matching task is inadequately performed.

Some of such losses may not be quantifiable, for example, loss of
.l‘.’lgl
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future patronage due to non—sérviﬁg-or dissatisfaftion of
customers (Hassan, M., 1987, p. 8). *T
| B Some of the ways for tackling the problem are:-
- Using pricing variation to encourage off-peak demand,
and discourage demand at peak times;
- Using promotion to stimulate off-peak demand;
- Providing complementary services during peak fiﬁe;
'_ - Using part-time staff during peak times;
- Redeploying staff from other service areas to areasl
where demand is peak, |
Ownership:- The purchase of.a service may ﬁnly confer upon -
the customer the access to, or use of a facility. The customer
does not obtain ownership of that facility, unlike the purchase
of a physical product in which title and control are fransferred.
Compare, for example, a leased equipment versus own equipment.
Lack of ownership maf in some way lessen perceived customer
value of the service. To reduce or eliminate such a perception,
the followlng may be done:-
- Promote the advantages of non-ownership such. as built-in
maintenance, or periodic replacement of leased cars
or equipment;

- Increase the opportunity of ownership, e.g. financial lease.

Financial Service Marketing

Of all the characteristics discﬁssed above, intangibility and
inseparability are the two major features of financlal services

marketing. B T 120
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Although the degree of intangibility varies from product to
product, it is also manifest in conceptual difficulties (such as
complex financial and actuarial calculations), associated with
lengthy time spans and controllable variables like interest rates.
The process of marketing financial services may therefore ne;d:-

- To focus customer attention on the principal benefits

of purchase;
- To establish some degree of differentiation between

the products on offer, and those marketed by competitors;
- To build up supplier reliability, quality and reputation;
- Te reduce customer perceptions of:-

lack of urgency/necessity,

o

purchase inappropriateness, or
?  purchase risk,

The other feature of financial services is inseparability.
The provision of financial services is often associated with the
person or personality of the seller, whether this be an agent,
or broker, or the manager of bank or mortgage firm. Hence the
critical importance of personal professionalism and technical
competence, empathy towards the customer, and a capacity

effectivity to represent and enhance the reputation of the

organisation supplying the service.

The Marketing Mix for Financial Services

Product

Banks and other financial institutions are fast moving away
fr>m being providers of a limited range of customer and specialist
scrvices (such as current and deposit accounts in banks) to a
br rader provision of "financial services'". And these services
ar: not just offered in their generic forms any longer. They are
now creatively packaged and branded in order to generate the

necessary appeal to prospective customers.
'III;Zl.



Price :
This may come in form of interest rates, premiums, commissions or
fixed fees, depending on the nature of the financial transaction. The
marketing of financial services varies considerably in the degree of
price competition. In Nigeria, banks are free to set their prices
within a specified range above CBN rediscount rate. Thus all prices
(interest rates) charge are related to the prime lending rate. And
there is room for differential interest rates depending on the

customer's standing and the objective of the bank. See Appendix J

for some selected interest rates operative in 1991,

Place

Banks and other financial institutions maintain branches in all
major cities and towns and they are usually located at choice parts
of such cities or towns. In order to encourage even spread, banks
were sometimes compelled to or even prevented from siting their branches
at certain locations. For banks, they must get CBN approval to start
a branch. Appendices D and E show that Nigerian Banks have 2,107
branches with commercial banks alone having 2,023. Thus the number
of persons to a bank branch is 42,003 as at 1991 ending. Appendix K
shows the compulsory Rural Banking Programme as at the end of 1991.

Insurance Companies make use of retail intermediaries such as
licensed brok;}s and consultants, agents, direct marketing, and
often their own personal sales forces, in addition to their own
branch outlets.

Finance companies and others may employ one or a combination of

these.

Promotion
Financial services are promoted and sold in a variety of ways,
and as the market gets more competitive, so the level of expenditure

on promotion has risen.
....fzzl
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- retail selling insitu is used by all major finmancial
fnstitution;

- field sales forces are used in the sale of some insurance
policies;

- direct marketing based on customer data bases and
directories is used by some operators;

= media advertising is heavily employed by banks, mortgage
institutions, finance companies, insurnace companies,
leasing firms and unit trusts operators. Such advertising

has two main directions thus:-

® Promotional support for specific services and brand names

such as'™high interest/easy access personal savings accounts)
"life assurance plans,'etc,
° Corporate promotional campaigns to build corporate image.
This promotes and reinforces perceptions of company

friendliness, expertise, and reliability, which is

particularly important in financial service marketing.

Marketing Strategies for Financial Services

The following are highlights of some strategies for financial
services marketing (Morden, 1991, pp 670-5):-

a)  Segment Consolidation:-

- Capitalizing on existing strengths;

- Increasing utilization of existing assets;

- Widening service provision;

- adding complementary products;

- increasing the strength and depth segment provision.
b) Market Penetration:-—

- increased competition within existing markets

and segments;

-~ expanding the available market.

oo sf23s
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e) New Markets and niches.
d) Complementary and new products.
e) Diversification:-

- horizontal;
- concentric;
- vertical.
In Section 3.2 of Chapter 3, we shall try to examine how
Nigerian Banks and financial institutions have employed various
marketing mixes and strategies such as the ones mentioned

in their operations.

The Structural Adjustment Programme (SAP)

Introduction

The Structural Adjustment Programme was introduced by
the present Government in July, 1986 to remove what was seen )
as fundamental distortions inherent in the Nigerian economy
after the rejection of the conditionalities of the IMF loan
following an extensive public debate. In the words of
President Ibrahim Babangida, SAP was aimed at "altering and
realigning aggregate domestic expenditure and production
patterns so as to minimise dependence on imports, enhance

the non-oil export base and bring the economy on the

part of steady and balanced growth.
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The Objectives of SAP

Within the broad aim as stated  above, SAP was designéd to

attain the following objectives:- |

- to restructure and diversify the ﬁroﬁﬁc;ive baée of the
economy in order to reduce dependence on the oil
sector and on 1lmports;

- to achieve fiscal and balance of payments viability
over the medium term by altering and restructuring the
production and consumption patterns of the economy and
eliminate price distortions; | |

- to lay the basis for sustainable non—inflationar? or
minimum inflationary growth; and

- to reduce the dominance of unproductive investments in
the public sector, improve the efficiency of the sector

and enhance the growth potentials of the private sector.

Policy Elements of SAP

The following are some of the specific policy elements
| undertaken to implement SAP:-

i) Adoption of a realistic Exchange Rate policy through
the establishment initially of the Second-Tier Foreign
Exchange Market (SFEM) which has undergoné séveral
reforms into what is presently referred to as a
reformed inter-Bank Foreign Exchange Market.

11) Strengthening of the hitherto strong demand management
;olicies;

iii) Adoption of measures to stimulate domestic production
through incentives and reduction of administrative
controlsg

1v) Trade liberalization and re-allignment in tariff structure;

.../25,



v)

vi)

vii)

viii)

- S -

Removal of price control and abolishing agricultural

commodity boards as part of major institutional reforms;

Adoption of supporting monetary and fiscal policies
including the liberalization of interest rates;
Rationalization in public enterprises through
privatisation and commercialisation; and

Debt rescheduling.

The Roles of Banks and Financial Institutions

The areas in which Banks and other financial institutions

play or ate expected to play major roles include the following:-

a)
b)
c)

d)

e)

£)

8)

Determination of realistic exchange rate;
Determination of interest rate;

Stimulation and finance of non-oil exports;
Direct participation in industrial and commercial
enterprises;

Establishment of Mortgage Finance Companies;
Establishment of Unit Trust Schemes to promote
savings mobilization; and

Establishment of Discount Houses.

Debt conversion programme is yet another policy measure on

SAP designed as part of the country's management of external

debts and industrialization strategy (Umar, S.D., 1991, pp 5 = 7).

The Impact of SAP on the Financial Sector

At a recent seminar organised to examine the new Banking

policies introduced since the advent of SAP and the impact of

these policies on the financial sector in particular and the

economy as a whole, as well as the challenges posed by these

policies, the following were observed (Business Times,

May 25, 1992, p. 13):-

«es /26,



- 76 -

Deregulation of the foreign exchange market;

Removal of controls on interest rate;

Reduction in the number ok sectqrs for the purpose of
credit allocation from eight to two;

Establishment of domiciliary account;

Privatisation and commercialisation programmes;
Introduction of equity participation by banks in °*
industrial enterprises;

Establishment of Nigeria Deposit Insurance
Corporation (NDIC);

Introduction of Debt Conversion Programme ;

Granting of greater autonomy to Central Bank of Nigeria;
Liberalization of bank licensing procedure;
Introduction of prudential guidelines;

Promulgation of banks and financial institutions

decrees 24 and 25 of 1991.

Positive Impacts

The identified positive impact of these policies include

the following:—

The phenomenal increase in the number of banks and
other financial Institutions and the resultant keen
competition for funds mobilizationj

Improved delivery of banking and financial services,
and increase in the level of savings;

Improvement in capacity utilization in industry;
Appreciable increase in non-oil exports especially

manufacturing;

“Substantial growth in agricultural output;

Reduction in the level of imports;
Appreciable growth in Gross Domestic Product (GDP); and
Improvement in local sourcing of raw materials especially

in the agro-allied sub-sector.
oo-/27u



Negative Impacts

The policies also created negative impacts which have become
new chalTenges. These include:-

- High cost of funds;

- Depreciation of the Naira exchange rate;
- Reduction in the level of investments;
- Substantial rise in price levels.

The pertinent question is, how have the various banks and
financial institutions been coping with the challenges posed by

SAP? The following chapter will try to find some answers to this,
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CHAPTER III

3.0 STRUCTURE AND OPERATIONS OF THE NIGERIAN FINANCIAL SECTOR

3.1 Components of the Nigerian Financial System

The Nigerian financial system is made up of the following

institutions:~-

o

Banks

Central Bank of Nigeria
Commercial Banks '

Merchant Banks

Development Finance Institutions
Mortgage Institutions

Finance Companies

Insurance Companies

Leasing Companies

Bureaux de Change

Discount Houses

Pension Funds

Unit Trust Funds

Mutual Funds

Stockbroking Firms

Security and Exchange Commission

Nigerian Stock Exchange

The Central Bank of Nigeria is the apex Bank that

regulate

the activities of banks, and, lately Finance Companies in Nigeria

(See CBN Annual Report, 1991, pp. 15-17). Commercial Banks and

Merchant Banks are the conventional deposit taking institutions.

While the differences in the operations of commercial and merchant

banks are getting narrower by the day, it is still proper to speak

of commercial banks as "retail" banks dealing with a multitude of
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both small and big time depositors and fund users, and Merchant Banks
as "wholesale'" banks dealing with only medium to big time depositors
and fund users.

As at the end of 1986, there were only 29 commercial banks and
12 merchant banks, making a combined total of 41 banks. By the end of
1990, this had grown to 109 banks (see Appendices B and C) and this
figure had increased to 119 banks by the end of 1991 with a branch
network comprising 2,107 branches (See Appendix D). Recently, a new
set of banks, the Community Banks and the Peoples Bank have been
introduced to tap and disburse funds at the grass-roots level. As
at 1991 ending, there were 93 Community Banks in operations out of
the 593 granted licenses (New Nigerian, 1992, p. 10). CBN puts the
number at 66 as at 1991 ending (See Appendix F). Within three years
of its existence, the Peoples Bank has opened 206 branches and

508 satellite cencres nationwide (Wright, D., p. 18).

Development Finance Institutions

Development Finance Institutions (DFIs) are financial institutions
set up principally to mobilize and disburse loanable and investible
funds for the promotion and development of industries. These DFls
include the Nigerian industrial Development Bank (NIDB), the Nigerian
Bank for Commerce and Industry (NBCI), New Nigeria Development Company
Limited (NNDC), Nigerian Agricultural and Cooperative Bank (NACB),
Northern Nigeria Investments Limited (NNIL), Kaduna Industrial and
Finance Company (KIFC) and a host of others established by nearly
all State Governments to service their individual indsutrial
development needs. As at the end of 1986, there were about 23 DFIs,
but with the recent creation of more states, the number of DFIs is

expected to have grown to about 30 (see Umar, S.D., 1991, p. 1).
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Mortgage Institutions

These are institutions whose sole aim is to mobilise and disburse
funds for housing development, especially for owner-occupation. Until
recently, the Federal Mortgage Bank (FMB) was about the only mortgage
institution in Nigeria, with branches in all state capitals and some
major towns. The FMB was then supported by State Housing Finance
Corporations set up by each State Government. But the structure of
housing finance received a major boost with the promulgation of the
Mortgage Institutions Decree No. 53 of 1989 which decentralized
mortgage finance in the country. FMB was constituted into the apex
mortgage institution in the country with a decentralised network of
building societies, housing cooperatives, housing associations, credit
unions and loans and savings banks collectively referred to as
primary mortgage institutions operating at the grass-roots level.
Under this new two-tier structure, FMB (the first tier and the apex
institution) will concentrate on "wholesale" mortgage by lending to
the primary mortgage institutions (the second-tier) who are in turn
expected to perform retail mortgage services, FMB as the apex
institution is expected to guarantee loan stocks floated by the primary
mortgage institutions and also to license and supervise the operations
of such primary institutions (Sani, A.M., 1991, pp 11 & 12).

On the mobilisation of funds for this new housing finance scheme,
individuals are expected to save at low interest rates with the primary
mortgage institutions and also borrow at the same low Interest rates
to build or buy their own houses.

In addition, there is a mandatory home saving scheme under the
National Housing Fund to which workers in both the private and public
sectors earning N3,000 or more annually will contribute 2.5%Z of their
monthly salaries at 4Z interest rate under the management of the FMB
for on-lending to the primary mortgage institutions at 6% who will in

turn lend out to individuals at not more than 50Z of the prevailing
l...;31l
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interest rate in the economy. Alsc, under the mandatory scheme, both
commerclal and merchant banks will invest L0%Z of their loans and
advances in the FMB at 1% above interest'chargeable on current account.
Furthermore, insurance companles are directed to invest a minimum of 20%
of their non-life funds and 40% of their life funds in real estate
development of which a‘minimum of 50% is to be channelled through FMB
at not more than 4% interest.

The other source of funds for the scheme is direct Budgetary
allocations of a sﬁﬁ not below 2.5% of Government revenue at both
the Federal and State levels.

All this is geared at easing access to funds at low interest
rates for housing development for the mass of individuals who find it
very difficult and virtually impossible to meet the requirements of
the conventional banks {Bichi, K.M., 1991, p. 9).
| The modalities for operating the scheme has been spelt out in
the National housing Fund Decree 3 of 1992. .

With this new development in the housing finance sector, a total
of 48 mortgage institutions have been granted licenses, most of which
are already in operation, with more still expected to be granted
licenses in the near future {The Guardian, July 20, 1992, p. 22
National Concord, June 3, 1992, p. 9). And, as the number grows, so
competition becomes stiffer among the operators.

Finance Companies : S o - - : v

Finance Companies are ncen-bank financial intermediaries engaged in
the business of extending credit facilities to consumers and to
industrial, commercial, or agricultural enterprises, including lending
of money, leasing activities, hire-purchase business, factoring
(i.e. the business of acquiring debts due to any person), project
financing or consultancy, debt administration, LPO (Local Purchase Order)
financing, export finance, financial consultancy, electronic fund transfer
and issue of vouchers, coupons, credit cards and tcken stamps

(Daily Times, October 11, 1991, p. 4). /32
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Finance Companies mobilise their funds principally through
equity capital reserves and borrowing from both individuals and

corporate bodies including banks.

Until the promulgation of the Banks and Other Financial
Institutions (BOFI) Decree No. 25 in June, 1991, nearly all
finance companies in Nigeria were taking deposit at specified
interest rates and were engaged in several other business
exclusively reserved for Conventional Banks.

It was observed that not only did the finance companies
take deposits, but also "they operated interest rates which were
out of proportion with the prescribed levels for banks. They
traded in foreign exchange and added margins which ensure
galloping profits. Little wonder many banks promoters and
operators have finance houses on the side, and to which they
allocated substantial exchange from their banks. Short of the
Bureaucracy and impersonality that mark the operations of Banks,
these finance houses provided quickservice to businessmen
especially in the areas of import and export and financing of
LPOs. Their real value was ﬁmore) in the quickness of service
to traders rather than in the value added to the growth of the
economy' (Asomugha, E.M., 1992, p. 29).

Such was the level of competition posed by Finance Companies
not only to themselves but also to Banks, especially. The BOFI
Decree categorically prohibited them (Finance Companies) from
advertising, soliciting or accepting deposit in whatever form,
and also stopped thew from dealing in foreign currency.

Before coming into being of the BOFI Decree, the activities
of finance companies were largely unregulated. As banks felt the pinch
of their (Finance Companies) free for all operations and as their
number grow everyday, there arose calls by Banks for the authorities to
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put a check on the activities of the finance houses. This was what
led to the promulgation of the BOFI Decree that empowered the Central
Bank of Nigeria (CBN) to regulate their activities and define their
scope of operations (CBN Annual Report....., 1991, pp. 15-17).
Although the Decree has succeeded in limiting their scope of
operations, Finance Companies still pose serious compeition to the
banks. According to the Vanguard of Friday, June 5, 1992, 77 finance
companies haVe been granted full licenses while about 320 others-
have been granted provisional licenses to operate in Nigeria. A total
of 558 applications for licenses were received by the end of 1991

(CBN Annual Report 1991, p. 15).

Insurance Companies

The basic role of insurance companies is to provide the needed
relief for financial losses arising from the different risks to
which the economy is exposed. This it does by accumulating cash
deposits in form of premium from which an insured person or corporate
body cculd be readily indemnified.

The insurance sector is a significant aspect of the financial
system designed as a palliative for losses incured on property insured
against such risks as fire, burglary, and accidents of various forms,
as well as death. But, as The Guardian of April 9, 1992 points out,
"the insurance industry has grown from just cushioning losses and
providing security to a major facilitator of practically all sectors
of the economy....Insurance Companies also invigorate business
activities by releasing investible funds to the economy.

"With more than 124 direct underwriting insurance companies,

5 reinsurance companies, about 14,000 agents apd 5,000 insurance
brokers, Nigeria has the largest insurance market iﬁ Africa. Last
yvear, Nigerian Insurance Companies had about N2 billion total

premium, the bulk of which was used to finance long-term development
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projects. By mobilising money from other sectors of the economy,
insurance companies perform vital investment function which helps
tremendously in economic development":

"Insurance Companies", as The Guardian goes on, "are also
a veritable saver and manager of money - something akin to the
function of Banks. By receiving regular premiums for fixed
period and paying interest or bonus to good policy holders,
the insurance industry fosters the saving habit. In fact, they
appear to be very useful in this area as they, unlike banks,
don't provide for withdrawals of deposits (premium) at will.
Besides, again just like banks, insurance companies invest the
funds they hold in trust for policy holders in the economy and
provide credits {(bonus) to their policy holders at sometimes
higher interest rates than banks.

"Part of the long-term benefits of the s§ving culture
nurtured by the insurance industry is that the policy holder is
sure of some ready money in moments of need, i.e. during loss
of or damage to property or business. Dependants of a holder
of life insurance policy who dies are also certain of '

immediate financial succour by virtue of the monetary compensation
they are entitled to according to the terms of the life

insurance policy".

Leasing Companies

Leasing Companies are firms engaged in lending or making
available a piece of equipment or appliance for the use of another
party, either individual or corporate body (called lessee) who
agrees to make periodic payments in return. There are two basic
types of leasing:- Operating Lease and Financial lease. Under
the operating lease, the lessee only make periodic payment and
he reserve the right to cancel the agreement after using the asset

leased for some period. Whereas, under financial lease, the lessee
I.l/35.
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may choose to own the item leased at the expiration of the rent
period and the lessee will be responsible for the servicing and
repairs of the leased item in his pos.session. Leasing is fast
catching on in Nigeria especially under the current cash crunch
economy. Presently, several equipment, machines, and appliances
for both buBiness and household use are being acquired through
leasing arrangements {(See Lagos Life, May 27, 1992).

As a measure of its growing appeal, especially since the
emergence of free-market reform, the leasing business which
used to be virtually monopolised by just 3 major Merchant Banks
and a couple of non-bank leasing companies, is now comprised of
300 lessors, including virtually all banks in the country, some
finance companies, and some non-finance companies such as Leventis
Leasing, Holt Leasing, Mandilas Leasing, VI Leasing Limited and
Leasing Company of Nigeria Limited, among others. As at
December, 1991, 66 of these lessors were members of the Equipment
Leasing Association of Nigeria (ELAN). By 1990, total assets on
lease acquired by ELAN members were worth N654,839million. 1In
1986, only W100.136million worth of assets were under lease by
ELAN members.

One of the reasons for the growth witnessed is that leasing
is a relatively convenient way to spread the strain of leasing
capital commitment especially under a cash crunch economy. Secondly,
lease credits are often easier to obtain than straight loans as
the item under lease serve the dual purpose of being the loan and
the collateral for it since the lessor still retains owrership.

(Corporate, November/December, 1991, p. 12).
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As ELAN points out (Corporate, November/December, 1991, p.12),
"leasing is undoubtedly the most effective way to ensure that scarce
financial resources are allocated to new capital investment. Every
Naira used by leasing companies is spent on productive equipment,

By allocating funds directly to purchase of new equipment, leasing
companies avoid the leakage problem of funds being diverted by
obligors to non-priority uses......Equipment Leasing is probably the
"purest" investment tool. If you give a loan to a farmer or to an
industrialist, he can use the money for whatever purpose and you
might not be able to monitor it. But with a lease you know the
equipment must be there or else you don't have a lease. The lessor
buys the equipment and pays for it. The lessor obtains the receipts
and the invoices. The diversion of funds is minimal. Therefore,
leasing pushes money into direct production™.

Other classification of leases apart from the two basic types
mentioned earlier, are leaverage lease, sales and leaseback,
back to back lease, and consortium or syndicated lease. Competition
in all these lease classes is as keen as the number of lessors

operating in the leasing business.

Bureaux de Change

These are finance institutions set up solely for the buying and
selling of foreign exchange under the deregulated foreign exchange
market. These institutions are very new to Nigeria, and they are a
product of an attempt to stem the threats posed by the black-market
operators of the foreign exchange market., Their operations are
governed by the Central Bank of Nigeria and they serve no major
economic purpose other than as an additional avenue to engage in
foreign exchange transactions without the added rigours and
formalities associated with Banks. As at the end of 1991, there

were 102 Bureaux de Change in Nigeria. As a measure of their
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growing importance, 82 of them reported $175.7 million worth of
purchases and $162.1 million worth of sales of foreign currencies

in 1991 (CBN Annual Report....., 1991, pp 15 & 142).

Discount Houses

These institutions specialise in discounting bills, especially
bills of exchange and relieve banks of the risks attached to the
variations in the demand for credit. They are usually set up by a
consortium of banks and other corporate bodies, especially publicly
quoted ones (Jones and Jones, 1977, p. 265-266),

These institutions are new on the Nigerian financial scene.
Infact, as at the time of writing, only one Discount House was
reportedly granted a license, while two others were on the verge
of securing theirs from the Central Bank of Nigeria, which has been
empowered to grant such licenses and regulate the operations of
Discount Houses under the provisions of the Banks and Other Financial
Institutions (BOFI) Decree No. 25 of 1991. Discount Houses, like
the Bureaux de Change, are products of the deregulated economic
environment and are being set up to stimulate activities in the
money market (Vanguard, June 5, 1992; see also New Nigeria,

October 5, 1992, p. 1).
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CHAPTER IV

DATA ANALYSIS

AN OVERVIEW

SAP has.inaeed 1a;d to fest.tﬁe era.of armchair
banking and has tickled in no small measure the
creativity of Nigeria's financial practitioners.

As Dr. Abraham E, Nwankwo (1991, p. 123), an

Executive of ABC Merchant Bank points out, SAP "with

all its difficulties created a number of new service
optilons" and the varidﬁs.ﬁhnka and Financial Institutions
have been exploiting these optiomns through various
innovative marketing strategles, developing new

products or repackaging old ones, ﬁonsolidatiug hold

on existing markets or moving on to new ones.

Such was {and still 1s) the fierceness of
competition that, before the preomulgation of the
BCFI Decree in 1991, Finance Companies, for
example, were dabbling into every aspect of banking
busienss to the detriment of the banks, Ewven though

—

they charge a relatively high interest rate, they were

snatching customers from the banks because their operations

were devoid of the bureaucratic trappings assoclated

with banks. Moreover, they were not concerned with any
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credit ceiling guidelines or interest rate regulations. For
example, a Borrower who fails to secure a loan facility from
a Bank because the Bank has reached its credit ceiling could
eagily turn to a finance house to satisfy his needs.
Similarly, a depositor who care less about risks would
rather take his funds to a finance company where the
interest rates are by far higher than to banks whose
interest rates are ridiculously lower in comparison.

A celebrated case in point was the Resources Managers
Limited of Port-Harcourt based finance company, tagged
the "magic bank" by many, offered a staggering interest
rate of 60Z monthly on deposits. The Company had
chalked up over N75 million in deposits according to the
Police (but Umanah, the Chief Executive of the Company
claimed the figure should be over ¥250 million) before
being sealed up by the Police on the orders of the
Government. It had almost driven banks in Port-Harcourt
out of business as depositors withdrew their savings for
the "magic bank". Such was the sad state for the
banks that they started processing deposits for the maverick
finance house on commission. Infact, it was at the height
of the_controversy generaged by the closure of the Company
by Government that BOFI Decree was promulgated mid=-1991
(See TSM, May 26, 1991, pp. 9, 10 & 13; and June 9, 1991,
pp. 21, 22 & 47).
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The BOFI Decree has not removed the competition between Banks and
Finance Companies, for there is very little differences in their
operations and the products and service they offer (See Appendix A).

It was for this reason that some banks had to take a strategic way
out by setting up their own subsidiary finange companies to which they
(the banks) divert some of their loanable funds where they expect
higher returns. Examples are STB Finance Limited owned by Pinnacle
Commercial Bank; PS Finance Limited owned by Savannah Bank PLC: and
IBWA Finance Ccupany Limited owned by Afribank Group (See Busine'ss
Times, May 11, 1992, pp. 1 & 30; and African Business, April, 1992, p.43).

Let us now examine in detail some of the strategic marketing

steps taken by some selected sub-sectors of the financial indsutry in

the face of stiff competition.

Banks and Strategic Marketing

The key marketing strategies employed by Nigerian banks in the

face of fierce competition include:-

- Market Penetration Strategy;
- Product Development; and
- Concentric Diversification.

Market Penetration

The key tactic here was banks take extra care to innovatively
repackage existing products with possible offer of additional incentives
or benefits backed with extensive promotion in order to make the offer
more attrative and appealing to the existing market segments they serve.

Take Zenith International Bank Limited's "Individual Retirement
Account" for example. It is designed to meet the needs of the holder's
children's education and other future family needs. The product is
presented as a safe and profitable investment for the prospective
account holder, such that N5,000 saved today with quarterly addition
of W500 will mature into N25,393 in 5 years time (Fame Weekly, p.17).

See Appendix Gl for the promotional advert.
A7
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UTB (Universal Trust Bank) came up with a more flambouyant offer
tagged "UTB.éavings Account Bonanza Raffle'", which was aimed at.
boosting their savings deposit funds. To qualify for the scheme, a
customer must have a minimum of W1,000 in his savings account with UTB
which then entitles him to a raffle ticket and a free personal accident
insurance cover. Every N1,000 increase in savings account entitles
the customer to an additional raffle ticket. The scheme lasted from
February 15th to August 15th, 1992. And some of the prizes won
include cash prizes totalling N500,000 with the first prize winner
carting away N100,000 of it. (See City News, April 3, 1992, p.6;
and Saturday Punch, February 29, 1992, p.17). As a measure of the
effectiveness of the promotional campaign, the Bank received over
B400 million in savings deposits directly attributed to the
promotional efforts, and the banks still look forward to using similar
sales promotion strategy in the near future (New Nigerian,
September 21, 1992, p. 12). See also Appendix G2 for a sample
of the promotional adverts used by UTB.

"Quick Customer Service" or "Express Counter Service" designed
to fasten service delivery for small cash withdrawals by bank
customer, has now catch up with several other commercial banks since
IBWA pioneered it some years ago. Recently, Wema Bank PLC came up
with its own version for withderawals up to é500 within 5 minutes
(Fame, February 29 - March 6, 1992, p. 2). See Appendix G3.

Another aspect that has been imitated by most banks is
computerization of their service operations for fast, improved -
customer service delivery. For example, First Bank PLC, Union Bank,

Societe Generale Bank, are but few of such banks.
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Recenfly, some banks have introduced what is termed
"Relationship Officers”" that are specifically assigned to their
big account holders who will personally discuss, handle and
structure banks products for the benefits of such clients.

Societe Generale Bank and Chartered Bank are two of such banks

with this'personalized service for customers as service improvement
incentive to them (See Business, October, 1990, p. 18 & 19; an&
Corporate, November/December, 1991, p. 25},

Savannah Bank has what it called "Savan-Export' package for
export finance and documentation. While Scciete Generéle Bank, one
of the banks that ploneered innovation in the Nigerian Banking
industry, has its "SGN Corp" package for personalized service to
corporate clients, UBA (United Bank for Africa) also improved
exlsting products and repackaged them for its customers. Such
products include "House Savings and Loan Scheme", "Credit Scheme
for Rural Women™, "Statement Savings Scheme”, free advisory services
on new projects and other customer relations activities such as
"Customer Guest Night" and "Women Forum", all of which were designed
to instill customer loyalty and increase patronage. (S5ee Corporate,
Novembet/December, 1991, p. 2; Business, October, 1990, p. 8;

TSM August 12, 1990, p. 39; and Hints, January 23 - February 5, 1990,
p. 243, B R |

In its évér aggressive drive for more dépbsits,.UTB packaged
a"Free Personal Accldent Insurance Scheme" for all savings accounts
holders aged between 18 and 65 years with a minimum of K500 deposit.
Tt covers any accldent which may result in death or permanent
disability. TUTB takes care of premiums for its customers and
compensation is in percentage of balance standing in the savings
account and could go as high as 1002 of guch balances. It is

noteworthy that this free 1nsurance incentive has been copied by
00--/43-



several other banks and other financial institution. When this UTB
insurance scheme is added to its earlier mentioned UTB Raffle, it would
appear UTB's drive for increasing its saving deposit funds is unmatched
by other banks (See African Concord, March 19, 1990 p.42). Characters
in the popular TV drama, "New Masqurade', were effectively used in
all the TV adverts' for the promotional campaign. As a measure of
effectiveness, a recent opinion poll conducted by Media Review put
UTB tops in the category of electronic advertising (See Punch,
October 3, 1992, p.4).

Abacus Merchant Bank's "Abacus Investment Scheme" which promises,
among others, upfront payment of interest at the time of investment,
is designed for the bank's prime customers with a minimum deposit of
§50,000, tenor of 90 days and above with interest floating at prime
lending rate less 5Z. The offer of interest in advance is indeed a
very tempting offer for customers and it is an effective penetration

strategy. (African Concord, March 19, 1990, p.42).

Product Development

The increase clamour for deposits and the resulting stiff competition
led manv banks to shift from direct lending to focus greater attention on
treasury management, foreign exchange transactions, equipment leasang,
and on fee based activities like business advisory services. New
products were introduced and some existing product lines were redesigned
and expanded for their existing markets. (Business, October, 1990, p.13),

Thus, UBA introduced the "UBACARD" which has now been copied by
some other banks. The card allows current account holders to make
cash withdrawals from any branch of the bank in the country and can
also be used in making some amount of purchases at some Department

Stores and Hotels in Nigeria.
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Societe Generale Bank also introduced the "Automated Teller
Machine (ATM) at some of its branches to facilitate cash withdrawals
by customers anytime of the day or ;ight. Of course, several other
banks have copied this too. Only recently, First Bank announced
the introduction of its own ATM called "First Cash" with the slogan:-
"Money, anytime you want it" through an aggressive advertising
campaign. The ATM is presented for its 24 hour service;
convenience; and safety. (Business, October, 1990, pp. 8, 18 and 19;
The Guardian, May 12, 1992, p. 21). See Appendices G4(a) and
G4(b) for the newspaper promotion which were replicated on TV,

To several banks, going into equipment leasing business is a
product development strategy. Until recently, commercial banks were
not allowed to deal in equipment leasing. ' But now, what used to be
an exclusive preserve of a handful of Merchant Banks is a free field
for all banks, involving virtually all the 119 banks or so
operating in Nigeria.

The approval given recently (1988) to banks to engage in
equity participation with small and medium scale enterprises is
yet another avenue for product development strategy as well

as for diversification strategies (TSM, August 12, 1990, p.27),.

Diversification Strategies

These strategies aim at increasing returns by the development
of new products essentially directed at new markets or segments.

Thus, Trade Bank's intreduction of a Registrar's Department,
and the setting up of "Trade Ventures Limited" to go into joint
ventures with customers in trading activities are in line with

the diversificiation strategy. (Herald, May 28, 1992, p.2).
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The venturing by several banks into Unit Trust is seen as
efforts by banks to diversify their product offerings. Abacus
Unit Trust, Lead Unit Trust, MBA Mutual Trust Scheme and
Continental Unit Trust are some of the ones created by Merchant
Banks. Abacus Merchant Bank was the pioneer in this area when
it launched its Unit Trust in early 1991. Only recently,
Intercontinental Merchant Bank (IMB) launched its own
"Intercontinental Diamond Fund" with an added incentive of a free
annual insurance cover which entitles the beneficiary to claim
100%Z of the investment in the event of accidental death of the
investor up to a maximum of Nl million (City News, April 3, 1992,
p. 15; See also Manager's Digest, July - August, 1991, pp. 10-12).
Appendix G5 shows the campaign advert used for the product.

Another diversification strategy employed by some banks is
setting up their own subsidiary Finance Companies to stem the
incursion of other finance companies into their traditional
areas of operation. An example is found in STB Finance Limited
set up g; Pinnacle Commercial Bank. Some banks have also
diversified into the insurance brokerage business as exemplified
by Afribank Insurance Brokers owned by Afribank Group (See
African Business, April, 1992, p.43; Business Times,

September 28, 1992, p. 11; and Banking Review, lst Quarter, pp.l4-43).
Lately, Banks have moved to exploit the New National Housing
Fund Scheme by floating their own mortgage firms. Examples include

"STB Home Finance Limited" owned by Pinnacle Commercial Bank;
Countrywide Savings and Mortgage Ltd" established by Financial
Merchant Bank Limited; and '"MBC Mortage Limited" set up by

Merchant Bank of Commerce (Business Times, May 11, 1992 pp. 1 & 30).

From the foregoing, it becomes obvious that banks have
effectively employed various marketing strategies in order to

remain in business and to grow in this fierce competition. This
....f&ﬁl
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may explain the steady growth in deposits of Commercial Banks as
observed in Appendix H., The increase level of deposit has also
enhanced the ability of the banks to expand credit to their customers

over the years as shown in Appendix I.

Finance Companies and Strategic Marketing
Finance Companies in Nigeria have employed very aggressive
marketing strategies, not only against each other but also against
banks who, feeling the pinch most, had to develop counter strategies.
Dabbling into nearly all aspects of traditional bank operations,

Finance Companies employ, in the main, penetration and diversification

strategies.

As their market penetration tool, finance houses offer very
attractive interest rates (often twice the normal bank rates) to
fund's owners, backed up by incentive offer of brokerage or commission
fee (ranging between 2% - 5% of total fund) to any informal broker
that aids in fund acquisition, and aggressive sales forces. Withrall
these, there is little wonder why banks are loosing business to the
finance companies. Banks have found it virtually impossible to
compete effectively with Finance Companies on price (i.e. interest
rate) basis. But CBN claims that "although reported bank interest
rates were generally lower, the indications were that the effective
borrowing rates were higher than the reported rates". This being
the case, it may be right to conclude that some banks also source
deposit funds at high interest rates.

Presently, a number of finance companies have diversified into
the Unit Trust business. Some of them are "Cash Link Student
Investment Fund" managed by Cash Link Finance and Investment Company
Limited, and "Public Finance Unit Trust" managed by Public Finance Limited.

The Cash Link Student Investment Fund is aimed at mobilizing and
managing prudently idle funds held by or for students; to encourage

savings and investment culture; and to reduce graduate unemployment by
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funding viable projects from the capital pool. The incentives attached
to the scheme are free life insurance policy worth up to N20,000;
247 returns to holders; income disbursement half-yearly, but only half
of total income is distributed while keeping the other half in the
capital pool; holders can apply for funds from the capital pool to
start own business. The scheme is open to gtudents, parents, guardians,
relations, educational endowment bodies, government parastatals,
co;porate bodies and general public. It must be observed the very
clever way a scheme designed for student is targeted at virtually
everybody (TSM, June 2, 1992, p.33).

As a result of stiff competition for deposit funds, a number
of Finance Companies were reported to have resorted to diversification
strategies such as floating subsidiary trading companies for direct
importation, warehousing facilities, direct distributorship, setting
up Mortgage firms to mobilize funds for trading activities, and
organising seminars and workshops to boost income and to promote

corporate image (Guardian, August 5, 1992, p.l1l1).

Mortgage Institutions and Marketing Strategies

These mortgage firms have to contend with competition emanating
not only from within themselves, but also from Finance Companies and
banks through diversification strategies employed by them
(Finance Houses and Banks).

The current efforts of mortgage institutions are directed toward
building a éLlid saving deposit base in the face of the stiff
competition. To this end, various market penetration strategies are
being employed. Among these is heavy media campaign to create the
much needed awareness on the new housing scheme under the National
Housing Fund as well as to individual firm's offerings. Mutual Trust
Savings and Loans Limited employed heavy advertising and sales
promotions when it opened new offices at Oshodi and Balogun areas

of Lagos. The sales promotions comprised raffle draw and fabulous
sosil BB,
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gifts for whoever opened accounts before a specified date or with some
specified account numbers (See Appendix G6).

Another penetration strategy is the innovative packaging of
mortgage products, For example, Countrywide Savings and Mortgage'Limited
recently introduced its "Multiple Mortgage Investment Certificate"
presented as a package with a profitable combination of high and
competitive returns at low costs, with the added incentive of a free
Life Assurance Policy worth W50,000 and covering the tenure of the
investment (City News, May 8, 1992, p.l15).

Another innovatively packaged product is that of Network Mortgage
Finance Limited called "Network Savers Voucher Account" which saves
the holder the trouble of going to the bank to draw from or pay into
Savings Account. You simply fill in the voucher, just like a cheque,
and send it to the bank (See Appendix G7 and also Appendices G7 a-c).

Such is the competitive desperation that some mortgage firms were
found, contrary to Decree 53 of 1989, to be channelling some of the
funds {(acquired at very cheap rates) to financing non-personal housing
business such as LPO financing, forelgn exchange transfer, and commercial
real estates (Business Times, May 18, p.31).

Leasing Companies and Marketing Strategies

Strategies in the leasing sector have centred around penetration
through price incentives, tie-in service incentives and offer of other
benefits.,

For example, Holt offers:- office efficlency, industrial safety,
cool comfort;-back—up services and maintenance; while Leventis offers:-
savings on capital expenditure, savings on maintenance bills,
replacement of equipment within hours if repairs cannot be effected in
case of breakdown; Mandilas offers:- comprehensive insurance coverage,
replacement of equipment in case of breakdown, enhanced cash flow
forecast, 100Z tax deductible expenses, fixed leasing rate not subject

to inflation, new equipment supplied at end of the lease period

(Corporate, November/December, 1991, pp. 20, 25 & 40). See Appendix G-9.
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Very recently, VT Leasing Limited (Domestic Leasing) launched a
new product tagged "Credit Life Insurance Scheme" whereby dependants
of a lessee (the policy holder) in the event of an untimely death,

continue to enjoy the leased items without having to make any more

lease payment. (Vanguard, March 16, 1992, p, 9).

Insurance Companies and Marketing Strategies

Insurance Companies are now waking up to the challenge posed by
banks and finance companies on some of the areas insurance companies
are normally expected to show dominance. Infact, there is even the
fear tht banks may seek further incursion into the insurance industry
by setting up their own insurance companies. Already, Banks are
actively involved in Pension Funds and Unit Trust Schemes.

(0Osoka, 0., 1991, pp. 18, 19 & 26; Aburo, 1992, p. 11).

Of late, innovative marketing strategies have started to be
employed. Market penetration strategies employed include the use
of extensive network of sales outlets complemented by aggressive
sales forces and media campaigns (Appendices G8 a-c for samples
of adverts). Innovative policies have also been introduced. For
instance, African Alliance Insurance Company Limited offers range
of creati§ely packaged policies such as:-

- Self-Employment Pension Scheme - which gives a self
employed person the opportunity to provide for his
retirement}

- Partnership Insurance Scheme = which provides financial
support to keep a business going in the event of an

earlier death of a partner;
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Increasing Endowment Assurance - which puts a hedge against
inflation by granting automatic increases in sum assured

at intervals with no corresponding increase in premium;
Master Plan Assurance Protection =~ designed for any borrower
who has built or purchased a house on mortgage, such that,
in the event of premature death before mortgage is fully
repaid, the holder's family is left with a home free of

all financial distress;

Family Income Rider - which ensures that when a holder dies,
his dependants are assured of regular income from the
insurance company for the remaining period of the policy; and
Couple Accord Plan = which fills the financial gap created
by the death of any of the couple. (The Guardian,

April 9, 1992, pp. 21 & 22).
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Customers' Response.

Respondents' Characteristics

The demographic characteristics of respondents are presented
in Tables 1 to 7 below.

The tables reveal that majority of the respondents (63%)
were in the 30 - 40 years age bracket. 247 were over

40 years of age, while 13% were below 30 years. 74%Z of

the respondents were males while 26Z were females. About

3% of the respondents had at least primary education,

187 had secondary education and 787 had tertiary education,
Majority (57Z) of the respondents were company employed,
307 were civil servants while the rest 137 were

self-employed.

Table 1: Age of Respondents

Age Frequency %

Less than 25 years 4 3
25 years - 30 years 12 10
30 years - 40 years T 63
40 years - 50 years 14 12
50 vears and above 15 12
Total 120 100

Table 2: Sex of Respondents

Sex Frequency Z

Male 89 74
Female 31 26
Total 120 100

01-0/521
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Table 3: Occupation of Respondents

Occupation Frequency %
Civil Servant 36 30
Company Employed 68 57
Self-Employed 16 13

Total 120 100
Table 4: Educational Attainment

Education Frequency Z
Primary 4 3.3
Secondary 22 18.3
Tertiary 94 78.3

Total 120 100

Table 5 shows that all respondents patronize commercial banks,

The table also reveals that the respondents patronize other

financial institutions in addition to commercial banks.

Merchant Banks were mentioned 217 of the time, insurance

companies 26Z of the time and finance companies 147 of the

time.

business with financial institutions.
only personal business, while 5% transact on behalf of companies.

79% of respondents had transacted business for over 6 years,

75% of respondents transact both personal and company

However, 217 transact

16Z for between 3 to 6 years, and only 5% for less than

3 years,

All this goes to show that most of the respondents selected for

the study were well informed and capable of articulate

assessment of the financial sector.
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Table 5: Type of Financial Institutions
patronized by Respondents

Institution . Frequency Z
Commercial Bank 120 28
Merchant Bank 87 21
Mortgage Bank 28 7
Finance Company . 59 14
Insurance Company 112 26
Leasing Company 16 4

Total 422 100_

Table 6: Nature of business transaction
by respondents

Business Frequency 4
Personal only 25 21
Company only 6 5
Both of the above 89 75
Total 120 100

Table 7: Length of Business Transaction with
Financial Tnstitutions

Length Frequency z
Less than 3 years 6 5
3 years - 6 years 19 16
6 years - 10 years 53 44
10 years and above 42 35

Total 120 100

Several factors influence customers' choice of financial institutions.

The most prominent once mentioned by customers are summarized below:-:

* Company Policy

* Personal Preference (unexplained)
# Nature of Service sought

* Safety of Funds

* Proximity

veod 54,
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* Uniqueness of product/service

* Quick/efficient service delivery

* Interest rate level ;

* Friendly/courteous service staff

* The ease with which business are transacted.

The implication of this is that only banks and other financial
institutions that offer some or all of these attributes as
part of their product offerings would enjoy the sustained

patronage of customers,

Looking at Table 8, it may be right to assert that greater number
of financial houses are meeting customers' preferences in current
SAP induced free-market enterprise more than ever before. The
table shows that 82% of custéﬁe;s;are dging a better job now than
before the advent of SAP. Only 157 prefer the pre-SAP performance,

while just 37 could see no difference between current and past

performance,

The slightly higher rating (47Z) given to product/service delivery
of new banks as against the 417 given to the older banks may be a
further testimony to the superior performance of banks in the
curent deregulated economy than ever before (Table 9), This

is so if it is realised that most of the new banks emerged during
the SAP era and most of them have continued to wax stronger in
spite of cynicism from several quarters, as well as the imposing
and frightening presence of the much bigger old generation banks.

Table 8: Customers general assessment of financial
- institutions' performance since the advent of SAP

Assessment Frequency Z
Better than before SAP 98 85
Same as before SAP 4 3
Worse than before SAP 18 15

Total 120 100
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Table 9: Customers ratings of product/service deliverv of
new Banks against that of older banks

Ratings Frequency p4
New Banks are better 57 47
01ld Banks are hetter 49 41
Both are the same 14 12

Total 120 100

The SAP induced competition currently prevailing among various
types of financial institutions has brought about the
introduction of new or improved financial products and services
into the market. But to what extent are customers aware of
these and how do they view this development? Table 10 shows
that 927 of customers surveyed were aware of such new or )
improved products/services in the financial market. Only 8%
claimed ignorance. And, Table 11 reveals that 937 of those

who were aware of the new or improved product/service offering
consider them as highly desirable. Only 37 believed they were

not desirable, while 47 showed indifference.

Table 10: Customers' Awareness of new/improved
financial products/services

Awareness Frequency 4
Yes 110 92
No 10 8

Total 120 100

Table 11: Customers' Assessment of new/improved
Finanical products/services

Assessment Frequency 4
Highly desirable 102 ' 93
Not desirable 3 3
Indifferent 5 4
Total 110 100
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What major benefits have accrued to customers of financial
institutions since the emergency of SAP? 'Table 12 summarizes
what customers considered as benefits of SAP,

Table 12: Customers' perceived benefits of SAP
on the Financial Sector

Benefit Frequency Z
Wider choice 115 25
More efficient service delivery 101 22
Freedom to strike better bargain 100 22
Freer access to advisory services 93 20
Ratively better cultured service staff | 52 11

Total 461 100

The table shows that nearly all customers believed they have
wider choice now than before the arrival of SAP. Other benefits,
in order of frequency are: better service delivery; freedom to
strike better bargains due to the increased clamour for the
patronage of the customer; freer access to advisory services as
top officials of financial houses abandon armchair banking and
instead go after the customer; finally, customers believed
service staff of financial houses, especially banks, are now
better cultured than what used to obtain in the pre-SAP era. This
may be due to the fact that most bank staff, especially those

of the new generation banks, are better educated, well groomed,

and better trained to be more responsive to customers' needs.

However, customers are not fully satisfied. They still want more,
and Table 13 summarizes the additional financial product/service

augumentation required by customers.
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Table 13: Additional financial product/service features
recuired by customers

%  Improvement in customer relations.

*  Further reduction in customer waiting time.
*  More credible product/service advert claims.
* Easy transfer of funds across cities.

*  (Greater openess in banking terms of transactions.

The inference here is that while the current performance of
financial houses are considered as better than what it used to
be, customers still believe there is room for further
improvements in their services, The operators should therefore
not rest on their oas. In fact, customers (and of course,

the generality of the public) would expect greater and genuine
commitment of financial houses to their (customers') overall
well being. This much can be deduced from their suggestions

for a better financial sector as summarized below:-

% Removal of stiff requirements for loans;

* Checking the excessive rise in interest rates;

& Reversal of the continuing fall in the value of the Nairaj; and
* Stopping the undue obsession for excessive profits.

If they must continue to reach out for greater heights, financial
houses must never fail to identify and accord greater attention
to customers needs and view-points such as those highlighted

in the foregoing. Only then could they continue to meet

customer expectation and sustain the enviable status they

presently enjoy in the Nigerian economy.
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CHAPTER ¥

CONCLUSICN AND RECOMMENDATION

5.1 CONCLUSION

SAP has indeed alteréd the Nigerilan economic environment
in a most fundamenta% way. It has brought some positive as
well as negative effects on the economy.

.Sume of its effects posed problems and.challenges for
the various sectors of the economy. The financial sector
which we choosed to examined in this paper has effectively
adapted dits resources towards meeting the challenges. Through
the empleoyment of innovative marketing strategies, the
financial sector has come out successfully amid the fierce
competition induced by SAP. Banks and financial institutione
have remained vibrant inspite of all the SAP induced problems,
thereby becoming the envy of the other sectors of the economy.

In a deregulated, free market enterprise economy such as
the cne being witnessed in Nigaria currently, strategic
marketing is indeed the magic wand for survival, sustained
groﬁth and profitability in the volatile world of Banking

and Finance.

The success of the Nigerlan financial sector in the
employment of effective marketing strategles is evident in‘
the growing level of aggregate deposits accumulated and the
rising level of credits granted to fund users.

The result of all this is that the Nigerian consumer of;
financlal products and services now, more than ever before,
has a very wide choice among the competing, innovatively
packaged finanecial products and also enjoys a relatively

more effirient service delivery from the numerous financial

houses across the country.
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RECOMMENDATIONS

Although the Nigerian financial institutions have by
and large succeeded in weathering the storm under SAP by the
employment of innovative marketing strategies, there
exists room for some improvements in their operations. It

is towards this end that the following recommendations are

made,

| 8 There is still need to further augment product and
advertisement claims with quicker and more credible
service delivery. This is especially more important
for banks and insurance companies.

25 The marketing skill of most personnel in the financial
sector needs further improvements. Improving their
marketing orientation will make them realise the
importance of good customer relations and efficient
gservice delivery. The older banks especially need to
adopt this suggestion urgently if they do not want to
lose more of theilr customers to the new, more aggressive
banks.

3. There is need for a well coordinated market research
programme that will ensure continuous assessment of
customer needs. This would form the basis for developing
new or improved product.

4. Time is now ripe for the suggestion that some financial
houses should imbibe concentrated marketing strategy.
That is, focussing on one or a few segments of the total
market and designing specialised product to serve the
selected segment. This will remove the current tendency
to do whatever everyone else is doing. Each operator in
each of the subsectors in the fipancial system should

endeavour to carve a niche for itself. FEveryone should
u-ofﬁ{]-
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look different in form and substance. A situation whereby
everybody goes after everything could in the long run spell
the doom for especially the new, relatively smaller banks

who would have to contend with the older, much stronger ones.

The total or mass market approach which prevails currentlyis
not necessarily the best for all operators in the system.
It would be more beneficial for each operator to reassess
its strengths and weaknesses so0o as to enable effective
positioning in the market. There is enough room for
specialization, or target marketing. For example, a

recent study abroad reveals that there are about 150 lines
of business in banking. The new and small financial

houses are more dynamic and would do better as specialists,
while the old and big outfits are well equipped for volume
transactions or what is termed undifferentiated or mass
marketing.

There is need for a more effective and efficient
telecommunication system to ensure faster, risk-free,
fraud-proof banking transactions across the country. This
is_one area that requires urgent government assistance. An
effective telecommunication network would enable a bank
customer in, say, Kaduna to have his signature and

bank balance verified within a few minutes if he wants to
encash his cheque in another bank branch in, say,
Port-harcourt. The improvement in telecommunication

will also facilitate introduction of nmew financial products
such as Electronic Funds Transfer at the Point of Sale
(EFTPOS), Electronic Card Products, and Electronic Debit
Cards, to mention but a few.
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In view of the strategic lwmportance of the financial
sector to a nation's economy, the operators in the

sector should not allow the desire to make huge

profit in a competitive environment such as we have

" under SAP to over~ride their socilo-economic role of

mebilising and channelling idle funds inte productive
sectors of the economy. This suggestion is in harmony
with the meodern thinking in marketing - the societal

marketing concept. This 1s about the only way to

avold public disenchantment.
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APPENDIX 'A'

Given here are 3 lists comprising the products and services provided
by a Merchant Bank and 2 Finance Companies, Note the very thin
differences in their lists.

1. RIMS MERCHANT BANK LIMITED

(a) Treasury and Foreign Exchange:

- Term Deposits

- Corporate Cash Management

- Bill Discounting

- Commercial Paper Issues

- Banker's Acceptances

- Interbank Placements

- Foreign Exchange Dealings

- Spot and Forward Transactions

(b) Credit and Marketing Services:

- Overdrafts

- Acceptance Credit

- Revolving Cash Advance

- Loan Syndications

- Term Loan and Advances

- Export Development and Finance
- Small-Scale Business Finance

- Equipment Leasing

(c) Corporate Finance Services: 4

- Investment Advisory Services

- Public and Private Debt-Equity Issues
- Long Term Debt and Capital Floatation
e Mergers and Acquisitions

- Debt-Equity Conversion

= Pension Scheme Management



(d)

APPENDIX 'A' (Cont'd)

International Operations:

Source: - RIMS

2. FORUM

Documentary Credit

Bills for Collection

Direct Tmport

Foreign Exchange Remittances
Correspondent Banking

Foreign Currencies Domiciliary Accounts

Current Accounts

Export Letters of Credit and Collection.

Merchant Bank Limited, Kaduna Branch

BUSINESS FINANCE LIMITED (a Finance House)

(a)

(b)

(e)

Treasury and Financial Services:

Commercial Papers
Banker's Acceptance
Financial Advisory Services

And Others

Corporate Finance:

Overdraft for Working Capital
Term Loan
Loan Syndication

Equipment Leasing

Trade Finance

LPO Finance
Import and Export Financing
Bonded Warehouse Financing

Project Finance

Source: Forum Business Finance Limited, Kaduna Branch.



APPENDIX "A' (Cont'd)

3. KWARA INDUSTRIAL TRUST FUND LIMITED (a Finance House)

= Project Financing

- LPO Financing

- Export Financing

- Import Financing

= Commodity Brokerage/Warehousing
- Trading Financing

- Working Capital Financing

- Equipment Leasing

- Stock Broking

- Unit Trust Scheme

- Port-Folio Management

- Mergers and Acquisitions

- Financial Advisory Services

- Revolving Loans

- Capital Market Operations

S Money Market Investments

- Loan Syndication and Management

Source: National Concord, May 28, 1992, pp. A4-A5.



APPENDIX B

NUMBER OF COMMERCIAL BANKS' BRANCHES IN NIGERIA ;\T\‘D ABROAD AND DISTRIBUTION

1970
1971
1972
1973
1974
1975
1976
1977
1978
1979
1980
1981
1982
1983
1984
1985
1986
1987
1988
1989
1990"
19907

Number
of Hanks

S () —

14
16
16
16
17
17
18
19
19
20
20
20
22
25
27

-
-

pavl
M
42
47
57
S8

Note: Classification Of Branches into Urban and Rural started in July, 1977,

1/
Py

Source:

As at Qctober, 1990
As at Decomber 19,

P 35

Llrhan IRural Branches Total Number
Hranch Branch Abroad of Branches
I ¢ I i8] (4) () + (3) + (1)
. 27
. . 318
- 367
¥ 385
s - 403
. 430
. - . 463
474 13 5 492
511 98 3 614
513 133 o 07l
S68 163 7 740
622 20 ] 849
0676 RU 7 591
694 107 7 1,108
810 an 7 1,249
819 asi 7 207
#79 481 7 1,7
947 529 7 1,483
1,050 602 g, 1,659
1.078 m 7 1856
. % 2 1,876
1079 m 1,877
CBN Statistical Bulletin, Vol. 1, Nos. 1 & 2, December, 1990




APPENDIX C

NUMBER OF MERCHANT BANKS' ERANCHES INNIGERIA AND DISTRIBUTION

Year Number of Banks Number Branches
n (2)

1970 1

1971 b 1

1972 1

1973 2

1974 3

1975 5

1976 5 .
19717 5 1
1978 5 7
1919 1] 7
1980 6 12
1981 6 15
1982 8 19
1983 10 24
1984 11 25
1935 12 26
1986 12 27
1987 16 33
1988 24 46
1989 ke | 56
1990 49 74

Source: CBN Statistical Bulletin, Vol. 1, Nos. 1l & 2,
December, 1990, p. 42.



APPENDIX D

NUMBER OF BANK BRANCHES IN NIGERIA AND ABROAD AS AT 318T DECEMBER, 1991

Overseas No. of Branches

Urban Rural Total

No. Commercial Banks (n () &) (4
1 Access Bank Nigeria Ltd .. ..0vvvn.. e — 2 - 2
2 Rirbank FSMIE .o avsammunis iy N e — 46 39 95
3 African Continemtal Bank Lid ... oovviviiievinnens 1 68 ay 117
4 Alrican International Bank Ltd...ovvviiniinnnnns . - 23 22 45
5§ All States Trust Bank Lid,...... A R o — 11 - 11
6 Allied Bank of Nigeria Ltd.....ooocnviiniay. S — 39 24 63
7 Amicable Bank Lid .......... e e — 3 - 3
8 Bank of the North Lid . ...... e AR R - 56 19 95
9 Broad Bank Limited.......0.iv0ues P — 2 — 2
10 Chartered Bank Ltd ...... - S v b B . - 6 - 6
11 Citizens International Bank Ltd...... S ——— — >y — 5
12 Commeree Bank Lud . aviiee oo vomiisasis — 8 —_ 8
13 Commercial Bank of Africa Ltd ... oviinicivinin o 1 - 1
14 Commercial Bank (Credit Lyonnais) (Nig) Lr.d ...... - 4 5 12
15 Commercial Trust Bank Ltd....cvovivvnnes R— - 2 - 2
16 Co-operative & Commercial Bank (Nig]  Ey . [ — 1 24 56
17 Co-operative Bank Ltd ,....... i — 35 22 57
18 Co-operative & Development Bank Led ............ - 4 - 4
19 Credite Bank (Nig) Ltd ..cvivionivasvnossmsans — 2 - 2
20 Crystal Bank of Africa Lid .....0viveiininnn A — 3 - 3
2] Diamond Bank Lid. .. ..coveeireaivensorsonrisssns - 1 - 1
22 FEcoBank Nigerin Ltd ..ot ivvrnnernrnnnennsonss —_— 3 o 3
23 Eko International Bank Ltd .. ocoviiieiinniiianian - -] — §
24 Equitorial Trust Bank Ltd . ..ovveiiniinninnnnns i - 3 .- 1
2% First African Trust Bank Lid ..o vrsvs vonssvnensan - 1 — 1
26 First Bank of Nigeria L1d .. ... R A AR v 1 169 105 274
27 FS5B International Ltd .ouiiviviiiier s — 1 - 1
28 Gamji Bank of Nigeria Lid ,....vvvvrvrnnrrncenss — 6 5 1§}
29 Gateway Bank of Nigeria Lid ...oovvvvvirinnns. — 2 - 2
30 Guaranty Trust Bank Ltd ........... i AR Wiis - 1 - 1
31 Gulf Bank Limited ......0vi0ieiians A A PR - 3 - i
32 Habib Bank Nigeria Ltd . ....cvrvrrirnnnssasnins — 20 6 26
33 Hallmark Bank Lid ...ovvovmssvnrsnamsnesnss S - 2 - 2
34 Highland Bank of Migeria le ........... P —_ - —_ 5
35 Inland Bank Nigeria Ltd........... ey Ry — 3 - 3
36 Intercity Bank Ltd . .......0vue. vy - i - 3
37 Lion Bagk of NiGere LA cownan e snssvsses —— - 5 - 5
38 Lobi Bank of Nigeria Ltd ... ..oiiuiinieiiiinanins - 15 f 21
39 Mercantile Bank of Nigeria Ltd. ... covvivvvyenn. — 18 17 35
40 Meridien Equity Bank of Nigeria ........... RN — 2 — 2
41 National Bank of Nigeria Ltd ........ R A - 67 43 110
42 New Nigeria Bank Ltd....... covvunines SN .- 38 21 59
43 Nigeria International Bank Lad ool . 1 6 - 11
44 Nigeria Universal Bank Led oo .viiiiirinivivansins — 11 14 25
45 Nigeria-Arab Bank Ltd ... coviiiviirinnnninnnas - 16 22 38
46 North-South Bank Nigeria Ltd.oooooniooniiinon, — 2 - 2
47 Oceanic Bank International Ltd.. .....ooviiiinnnn — 4 - 4
48 Orient Bank Nigeria Lid ..o iiiiiiiivieiiiiaiaas — | — 1
49 Owena Bank (Nigeria) Lid ..o inanns i —_ 18 6 24
50 Pan African Bank Ltd....... R — - 22 16 18
51 Pinacle Commercial Bank Ltd .....o.000, R .- 1 — |
52 Premier Commercial Bank Ltd .......co0iiviiinnn — 7 — 7
53 Progress Bank of Nigeria Ltd .............. ————— — i3 5 38
54  Republic Beik Lid .. oo oimoaomssmne s ve s v - 3 — 3
55 Savonnah Bank of Nigeria Lid .....iieviiiinnines — 18 12 70
56 Societe Generale Bank Ltd . ........ i dan g e - 14 21 s
57 Trade Bank of Nigeria Ltd .. ... .o0v0 AR R Wl - Il - 11
S8 Trans International Bank Lad...o.iiiiviiniiiinne, - 5 —_ 5
£9 Tropical Commercial Bank Led .. ..o ovnrinnnenns — 4 17 21
60 Upion Bank of Nigeria Ltd ......... e e 1 148 91 239
61 United Bank for Africa Ltd .....ooovvnnns e A 1 108 g7 195
62 United Commercial Bank Ltd ... ..ooiieniiniinrens — 1 — i
63 Unpiversal Trust Bank of Nigeria ... ...cooiiinan. — 13 5 18
68 emn Bank L o oo ovmiemes femsoe v 5 s siEe ¥ —_ 42 17 59
65 Zenith International Bank Ltd .....ovvvinennnrones — 3 — 3
SUBTOIAE o ovvns o uvia TR vals o i b AN b 1,253 765 2,023

Source: CBN Annual Report, December, 1992, p. 134



APPENDIX E

rasatlilyr -

NUMBER OF BANK BRANCHES IN NIGERIA AND ABROAD AS AT 31ST DECEMBER, 1991

Overseas No. of Branches
Urban Rural Total
No. Merchant Banks m (2) (3 (4)
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‘Nationwide Merchant Bank Lid.......co0viine

Abacus Merchant Bank Ltd ......ccvvvvvinnrnnes
ABC Merchant Bank Nigeria Ltd ......ovvvvnvinns
Afribank International Lid .......ovviiiiinnnna...
Alpha Merchant Bank Ltd ......coiiiiiiinnnnnns.
Centre Point Merchant Bank Ltd ..........oov0.0.
Century Merchant Bank Ltd. .....oovviiiinnnnnas.
Citi Trust Merchant Bank Lid . .... .
Comet Merchant Bank Ltd . ........ociiviian
Continental Merchant Bank Nigeria Ltd ...........
Crown Merchant Bank Lid..... A A R
Deveon Merchant Bank Lid ........ Py e
FBN (Merchant Bankers) Ltd. ... conevssnciniaiis
Fidelity Union Merchant Bank Ltd . ............. i
Financial Merchant Bank Ltd........ivcvevnceinnss
First City Merchant Bank Ltd ......ovviiviiienan.
First Interstate Merchant Bank Ltd.........o00\...
Fountain Trust Merchant Bank ....... I T—
Great Merchant Bank Ltd. . ..o viiivrennnnnne P
Grindlays Merchant Bank Ltd ...... A ¥
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Lead Merchant Bank Ltd ............ T
Liberty Merchant Bank Ltd .....ccoviiiiiininnnss
Manufacturers Merchant Bank Ltd .. ....ovnvnia.,
Marina International Bank Ltd ... ...
Merchant Bank of Africa Nigeria Ltd .......... A
Merchant Bank of Commerce Ltd. ........oovvn.t.
Merchant Banking Corporation Ltd .......v0vnne.
Metropolitan Merchant Bank Ltd ........0.0.0. i
Midas Merchant Bank Ltd ............... S
NAL Merchant Bank Ltd ... oo iiiiiiinaiins.
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New Africa Merchant Bank Lid .......o0vniinn,
New World Merchant Bank Lid ...........o000 .
Nigbel Merchant Bank (Nigeria) Ltd ........ RO
Nigeria Intercontinental Merchant Bank Ltd. ..., ..
Nigeria Merchant Bank Ltd .. ..oovviviii i
Nigeria-America Merchant Bank Lid ........ it e
Pacific Merchant Bank Lid.......oociviiiiiinnn
Peak Merchant Bank ......cooivviiinnnircniinans
Prime Merchant Bank Lid ... iciiiisviviacinaees
Prudent Mercham Bank Ltd.............. AP
Rims Merchant Bank Ltd .. ..ovvniiinriiannnnnes
Royal Merchant Bank ...iieeesransensrarnssssns
Societe Bancaire ......... R TR b AR e R S
Triumph Merchant Bank......... e T e
Victory Merchant Bank Ltd .......... S .
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Sub-Total .oveuuvus T — 84

Grand Total .iv.iueiarainninncianiannnns T 5 1,337 765 2,107

Source: CBN Annual Report December, 1992, p.135



10.
11.
12.
13.
14.
15.
16.
17.
18.
19.
20.
21.
22.
23.
24,
25.
26.
27.
28.
29.

30.

APPENDIX F

COMMUNITY BANKS IN OPERATION IN 1991

Ado-Ekiti Community Bank (Ondo State).

Agbado Community Bank (Ogun State).

Agege Community Bank (Lagos State).

Ajose Community Bank (Ogun State).

Akabo Community Bank (Imo State).

Akin Community Bank (Cross River State).

Alimoso Community Bank (Lagos State).

Amaigbo Community Bank (Nig.) Limited (Imo State).
Amana Community Bank (Kaduna State).

Ariaria Community Bank (Imo State).

Avabe Community Bank (Nig) Ltd. (Ondo State).

Awe Community Bank (Nig) Limited (Oyo State).

Awka Community Bank (Nig) Ltd. (Anambra State).
Birni Community Bank (Kaduna State).

Bodija Community Bank (Nig) Limited (Oyo State).
City Community Bank (Nig) Limited (Lagos State).
Ebenator Community Bank (Nig) Ltd (Imo State).
Emekuku Community Bank (Imo State).

Gamakai Community Bank (Nig) Limited (Bauchi State).
Gombi Community Bank (Adamawa State).

Gwong Community Bank (Kaduna State).

Himma Community Bank (Nig) Limited (Kaduna State).
Home Community Bank (Nig) Limited (Imo State).

Ibeto Community Bank (Nig) Limited (Anambra State).
Idimu Community Bank (Nig) Limited (Lagos State).
Igbogbo Community Bank (Nig) Limited (Lagos State).
Igueben Community Bank (Edo State).

Thiala Community Bank (Nig) Limited (Anambra State).
Ijesa-Isu Community Bank (Nig) Limited (Ondo State).

Ijesha-Tedo Community Bank (Nig) Limited (Lagos State).



31,
32.
33,
34.
35.
36.
37
38.
39.
40.
41,
42,
43,
44,
45,
46.
47,
48,
49,
50.
51
52.
23.
54.
55,
56.
5.
58.
9.

60.

APPENDIX F (Cont'd)

Ijesowapo Community Bank (Lagos State).

Ilaje-Ese Odo Community Bank (Nig) Ltd. (Ondo State).
Ile-0Ogbo Community Bank (Osun State).

Ilupeju~Ekiti Community Bank (Nig) Limited (Ondo State).
Inye Community Bank (Kogi State).

Iperu Community Bank (Nig) Limited (Ogun State).

Ira Community Bank (Nig) Limited (Lagos State).
Ire-Ekiti Community Bank (Nig) Limited (Ondo State).
Isoko Community Bank (Nig) Limited (Delta State)

Iwaya Makoko Community Bank (Nig) Limited (Lagos State).
Mbayon Community Bank (Nig) Limited (Benue State).
Mbayon Community Bank (Nig) Limited (Benue State).
Matunci Community Bank (Kaduna State).

Nnobi Community Bank (Nig) Limited (Anambra State).
Obia Community Bank (Abia State).

Oduduwa Community Bank (Nig) Limited (Osun State).
Odofin Community Bank (Nig) Limited (Lagos State).
Ogba Community Bank (Nig) Limited (Lagos State).
Ogbagi Community Bank (Nig) Limited (Ondo State).

Ogbe Community Bank (Nig) Limited (Imo State).
Ogbomoso Community Bank (Nig) Limited (Oyo State).
Oke-Ona Egba Community Bank (Ogun State).

Omuma Community Bank (Imo State).

Oraifite Community Bank (Nig) Limited (Anambra State).
Ore Community Bank (Nig) Limited (dndo State).

Orodo Community Bank (Nig) Limited (Imo State).
Oshimili Community Bank (Nig) Limited (Delta State).
Osina Community Bank (Imo State). .
Osumenyi Community Bank (Nig) Limited (Anambra State).

Owo Community Bank (Nigeria) Limited (Ondo State).



61,
62.
63,
64,

65,

APPENDIX F (Cont'd)

Sabo Community Bank (Nig) Limited (Lagos State).
Somolu Community Bank (Nig) Limited (Lagos State).
Umuaka Community Bank (Nig) Limited (Imo State).
Unity Community Bank (Nig) Limited (Edo State).

Urualla Community Bank (Imo State).

Source: CBN Annual Report, December, 1991, p. 46,
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You should start planning your retirement wday,
whether you sre 20 or 65 years old.

To be able 1o Tive well Womorrow, meet your children's
educational and other family needs. you need 1o
systematically save and invest in safe and profilable

INSTUMEN.  Through a skillful blend of investment
options, and the power of

Compound INVESTMENT PLAN
Inizrest, our INDIVIDUAL RETIREMENT GUARTERLY
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" Bankmg on the fast‘laﬁe

... for people on the move

In the go-go world of today, you can't afford to waste
hours in a bank just to withdraw a little sum of money.
That's why WEMA bank has now introduced the Ex
MHRWLS. vice, using on-line computer, in desi-
gnated branches. The computerised processing of your
cheque ensures you can withraw up 1o ¥500.00 with-
in & minutes, This is yet just another of the many att-
ractions of 1oday'’s W EMA, Take advantage, come to

WEMA today.

Today's WEMA .. Different. Better. Responsive.

WEMA BANK pPLC

Wema House 27, Neamdi Azikowe Steeel, Tinubu
POAH O TJHEY Lagn Tel BORYOS 6B 7130 1 304
Telex 22515, 27899 NG

Source: Fame Weekly, February 2¢
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In the banks. that is. Doasn't Ife already
have enough wosries as it 1s?

% That's wity he chose the corvenient way 1o
draw mongy - Firstcash from Fust Bank. it
doesn't matter what branch he banks with;
. all he needs do to collect tus money & 1o
walk into any cashpoint in Lagos and
punch, punch. and out comes his money
Pecause ITS A 24 HOUR SERVICE
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FirstCasn..

TRAFFIC JAMS| = %%

ITS VERY CONVENIENT

ITS ALSD GAFE

Frsteash means that moming, noon o
nght . on anry day, you can simply stroll
irto any cashpont and pne, twe. you are
ot wrth your maney.

To geta FIRSTCASH Card, youmust be a
CURRENT ACCOUNT holder at First Bank.
Contact your Bank Manager for more

MONEY

ARNYTIME YOU WANTIT

CBA/BSD/ADY 1011/00252
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Of courea she hrew she ookt conmveneantly Firstzash maans that morming, Hoon

: '_ or might... or any day, you may not have
i:;“mﬂ,hwxmmﬁh & koba o0 you this minute but rexd mewte
Corveniencs, that's 2 big advantage offersd you have all the money you nesd.
uﬁrmmﬁnmmm ke Te ge12 FIRSTCASH Card,

tritier wha baanch you bank with, afl you you must be a CURRENT
e 3 & 10 walk into any of Qur cashpoints AGCOUNT holder #t First

p nch L]
iyl::lxn:rqw . = g;?ﬂ’;cl your Bank Manager F’Wﬂ.ﬁh ATM MONEY
ANYTIME YOU WANT IT

Pecase |1§ crf z; HOUR szrzwui;.s lo{umm :;:m. . P
I Y CONVEN ATM ints are installed 1
115 ALSO SAFE n tre underdisted branches: mw

35 Mariea Branch, Niger House Branch, Western House Branch, NI Bliding Victoria Istand Branch, Apspa Branch, Alrpodt Road firafa Branch
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Source: Fame Weekly, March 14-20, 1992,
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ONCORD’s F TERLY, Tueaday, Jure.
Jugialy e COUCORD NANCE QUARTERLY, Tuseday, June 30, 1992
- - -
...a precious package for discerning investors
The Interc ontinental Diamond Fund (IDF) hbz:u rare invasted sum up to N1,000,000 00 in case of death.
opportunty 10 ensure hgh yeld on your inves! @ Free medical expenses in case of inury up 10 @ maxmum of
while lking care of your Joved ones. NB,00000 Insurance Cover is underwnitien by UNIC. -
Hete e sorme of the Sey facts ™a) make the dference ... © . THE REASONING
- THE PROFIT The Interc ontinental Dismond Fund 18 spenafy packaged and
E watanieed by NIGERIAN INTERCONTINENTAL MERCHANT
@ Atleat! 26% net yield (p ) on a munimum ol N100 000.00 ANK, 15 give you tha bes! of o worlds - hgh returns on your
irvesiment invesiment, as well as secury lor yourse!! and your loved
& Invesiment dscoumable ones These are some of the reasons why you should put your
@ Jont inves'ors a"owed 1o 80 oy all the benefts money whets your toldlinferes! s assured - Inlercontinental
@ Investment usab'e as collateral 10 oblain bank loans Diamond Fund.
8 Meoumum tlenor of 80 days with option of rofioyer
® Owrershp vang'e able from one person 1o another within Take atdvantage of ths preGous investment package at any of owr
Ngeria. oMices in Lagos Kane Onitsha and lkeji by simply calling:
« THE SECURITY Niyl Adatume (Lagos) 01 - B01500 - 10, 6345820, 615029
Kaduna Danjuma (Kano) D84 - 600510, 620424
Frue Acodent Insurance Cover gwmg an addbonal 100% of ¥oon OFi {Onsha) DAB - 21638, 216542
- Blassing Akhighs (lkea) 01 - 935040, G35025
y .
Nigerian Intercontinental
Merchant Bank Limited ...we make the difference
- st floor, 12 Berkley Street, PO, Box 5443 (Faloma)
INTERCONTWENTAL  Lagos '\n;rm Tel: 636080, 601 500-19 TELEX 22020 ICBANK. -
- [ ' . v
r — Y % A g 2 MR LS -
i o A P D, WP L T i 2 I; : .':,:: wb Lo el e Wit ) A Pt AR gy
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SOURCE: National Concord, June 30,
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Here we come. |

And we have come (o Oshodi and Balogun Street
with two branches, at

445, Agege Molor Road, Oshodl and o B N e Bl el .

24/26, Balogun Street, Lagos, I}E oy W) 1 bty

» All accoun's opened before July 31st, 1992, _ utual TI'US[‘.
qualify for & raffle drawl ' mﬁ”

* Expensive shopping bags, antique car radio, umbrelias o “E"_ e ‘“g

and other fantastic prizes lo be wonl

N oot i 1) Sepud S OBEN Witada i

* Al Mutual Odds and Mutual Evens accounts ' WHutually building on trust
opened before July 31st, are automatically Head Office: 158, ldown Taylor Sueet, RO, Box 74788,
entitled to fabulous gifts. Vitoria 1dand, Lages. Phone: GIESG6, 615446, 613782, 61871,
- Bandies  Oshodi: 5, / Maotor Road, Oshodi
S came aficn an accsunt md{d_w delayl Patonsan: 34/ Raogan Smeet, Lagou Tek 665355, S4S41,
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Excell Nurse

hoaca Ly ll!: P;imlry Schoal recently marked
at the school promises in Kakurl, Kaduba, roprie!
hyang delivers a speech al the secasion. By his lu:': I;"l.'hr:.r:lh:irt:lun .‘lar plind g £ 1mf

lis Prire Giving Day and Second gradustion

Use occasion, Chief M

Akpabio,

Olumilua

orders for

| staff audit

. From LEKAN ODUNJO. Akure

GOVERNOR Bamidele
(dumilua of Ondo State has
ardered the State Civil Service
Commission to-carry oul a stafl
aditing exercise in the state civil
serviee,

Guvernor Olumilua pave the
drective in Akure while receiy
g the annual t of the cam-
mussion in his office.

According to him, the exercise
which is to be conducted in con
unction with the state Ministry
o Finance was to enable govern-
ment ascerfain (he aclual
mumber of people oaits payroll.

He said that the civil service’
E—ud ure at present was over-

oaled because more hands
were m:rulltn‘d into the m‘viu r

. Former NSE chief calls for

ANUNNE UCHE, Lagos

REY. ENGINEER .0,
Oyebolu former National Presi-
dent of Nigerian Society of
Engineers has made a call for the
structural re-organisation of the
MNational Electric Power Anthori-
By (NEPA) for court to have
mmtlefrumd puldic electnieily
supply.
tev. Oyebolu made this call
during the weekend in Lagos in
his paper entitled “Thal we May
Have Light" delivered as lin
guest Jecturer in this year's Oc-
tober lecture of the Nigeria
Society of Engineers

He contended: that the NEPA
should be split into three — th
Nigerian National Electricity
Counell (NNECI, the Nigerlan
National Electricily Board
(NNEB) and the Zonal Eleeirici-
ty Distribuion Board (ZEDEB?

According to Rev. Enginee
Ovebolu, the Nigerian Natjong
Eleetricity Ceunell (NNEC
hould be the JE? regalatory bocky
which would responsible {or
policy making and monitoring
the activilies of other electneity
authorities that would gperate
within approved framework and
o formulate—tlectric power
poliey for Nigeria.

—To make regulations for electr)

gm-r supply at National o
nal levels, 1o collect and vollale
data for forward planaing, to e
oo rage and fund the manufae-
ture af electrical plants, to for-
mulale and ensure maintenanet
o standards i collaboration with
standards organisation of
Nigeria (SON) are other fune-,
Hoes Mhat would be eartied out by
the NNEC

Rev. Engineer Oyeholu who
was the president of the Societ
from 10821563 pointed out Y
the Nigerian National Electric
Poard (NNER) would be respon-
sible for the provision and
mamtenance of national elee.
tricity generation.

Rev, Uyebola stressesd that fo
plan, bulld and run electricity
generaling stations and
trarsmission Hoes of 132KV and
above, to raise and allocale
necessary capilal for national
decleicily generation and Lo sell
WICTRY & power 1o neighbours
g countries which would be sub
et to the approval of the NNEC
would be among other functions
of [he Nigerian National Electric
oard

The third arm according to
therm would be the zonal electric
v distrinution boards fundedak-
ng wonld be responsible for the
ocal distribotion of electricity in
their areas.,

The ZEDIVZEDU, he saul
woutld aperate 48 an independent,
aulonomous commercial enter-
prise with or without govermmeit
pirticipation ar | the govern
roent would participate, it should
e risiricted to the government
o governmenls of the stale or
states of focation with a max
i total cquily of 30 per eent

Hev  Engincer PO, Oyeboly
cbserved that i these recommen-

re-organisation of NEPA

dations were implemented, the up,

" H
udable objucifves of NEPA maintenance and el of 0T
o nes peen able to  sistency ’
achieve due to it monopalistic set- .-m“m_m Planning would be

past .

| The charged the com.
mu&oﬁ: strengthen its moniter-
ing unit o ensure thal the service
is not overbloated beyond its pre-
|sent & .

ton

'the ~ammission prameted a total
|ef 458 officers and accepted the

peers during the period under
el

oW

In anather development, Mr.
Olumilua has wamed that educa-
1N of mere possession of papes
qualification would no longer

ranteo income in the state.

He gave the warning at lhe han-
Ang over of M buses worth about
A millon Naira to the state
chapter of the Nigerian Union of
Road Transporl werkers
(NURTWI.

The governor sald that only
those who were ready to earm a
Iving by creative nitiative would
e encouraged and assisted, ad
.dnz] Ihat his administration ha.
sesblved Lo shift the balance of in

ome in favour of these who

deserve it rather than those whe
segard their earping a8 & right.

‘withdrawal of service of 52 of,

N
- -t =L

1f 4t the envd ol this century, we have falled 1o
provide decent housing for the majority of
our people, who shall we hold responsibie?

It is not the government, nore is it the shylock
landlord. It is you, if you become a stumbling
block in the way of successlully implement-
inry the National Housing Fund Decree 3 of
1802

Government is providing a substantlal par of
tha Fund, while all Nigerlan workers earning
N3.000.00 p.a and above will invest only
2.5% of their salanes in it

Banks and Insurance companies are ex-

L SO .

E.O. Amosu
Prescent

~Ifwe can’t house our
will you be called the stum

= S8 . it Sj_!otl'l(xl'(ff?}’
. g

s
i

“1'9'-"‘3

')e,op]c i
lDlmg block:

pected to invest 10% af their loanable funds
and 20% - 40% of their Lite and Non-Lite
funds, respactively, in the same scheme

Fully implemented, the average Nigotian will
be entitled to a housing loan which will make
it easier for them 1o own their houses. Al the
end of the day, we'll have a healthier citizenry

in a healthier envivonment

But the whale plan may crash
Uinless we're all committed 10 11 So play your
pant in this historle process of bulding a

better sociaty!

MORTGAGE BANKING
Association of Nigeria.
/at}a@h}faﬂ?uh.‘fﬁy @ beller ooy

140, iowy Tayor Sveet, PO Doe 74706 Veaena nland. Lagoe Tu (V800

ey

1. Abayomi Akinads
Seciwtary

L Lh Ra

Primeion wel
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THODEL Savings and
Yoans is oae merigase
insudution that brows ils
onion and leaving no
done wilurned 1o see
that the clieatele
“Housing for Al by the
Year 2000 is lifted from
a nightmare to readity.

An ouilit that 18 compre-
hensive in scale, and ser
vice in the total anea of
howusand delivery, Thodel
has inghly  toanwed  stalf
that do evervihiog 10
make house ownershinp a
reality for thase eaper o
Hives,

Accorhng to the Manag-
ing Dirpctor, Mr.
thenezet Akinke, who s
a gura in mortgage busk
ness with close to three
dicadies of expericnce,
everything  possible o
fote 10 ease the bueen
ot the client,

To make dieam a reality,
Thodel has devised some
ne
of the apphicants. These
include House Owner-
ship account, which en-
courages individuals o
save  towards  ownng
their own houses. Rental
Savings Scheme, desiy
ped ta and individesss
et up with thedr et

| payment

| (ke

lope-r.ne this account, a

3

|

stheme s k-
poyees Maortpage Depos-
it Scheme, designed 1o

| asaist eriployers wha are

interested  in helping
their employees 1o build
their own  houses. 10

T T

[ PR A PPV IS Wy P
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AN TR s Aty
S T UBRCED RO
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o sum amount is dee
posited wath Thodel a1 a
negataiie wterest rate.
Thereatier, loans will be
granted 1o stalf recom-
mended by the em-
ployer, wiule  monthly
deducuon of 2 and half
per cont will be made
from the salary of the
employee,

Highlighting the benefits
derivable  trem  these
Schemes, !'.‘.ullcl [pss
pointed oul that they will
sftord one casy way of
owning howse with ﬁn_g'!é
carning,  management
will be teed of loan
burden; and canvenient
means for the idividual
1o pret wp woth this ren-
1l obligations.

Mr, Akinfe hinted that
disbursement ol momey
for  comstruction of a
building will be by three
instaliments, while house
purchase atlracts a fump

sumn dishurserent,

Within
opreraion,
wpreratian
19491,

o year ol
commencing
in July 15,
Thodel  Savings
and Lloans Lud., has
waxed sironger in the
firmamant. This shows in
the manner o has been
alle o sl s tenta-
cles almost spanning the
country.  len  branchos
have Dot apened at steae
twegic peographical loca-

tions  thioughout  the
country
The lwanches ae  si-

twated In lkeja, Central
Lagos, Alaba, tbadan and
Kaduna., Others are

. TR L1 5 ) TEAO
— —

“Witkin one year of operation,
commencing opeation in july 15,
1991, Thodel Savings and Loans
Ltd,, has waxed stronger in the fir-
mament., This shows in the manner
it has been abie to spread its tenta-,
cles dlmost spanhing.the country.”!

Ten'branches have boenopened a
strategic  geographical locati
ihroughout the country.”
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liorin, Abuja, Point Mare
court, Umuahia ood Bae
Cita In Kwara Stale
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Bankis

Leaders] g@

We are the first to promote house ownership
schemes to more people than any in Nigeria.
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ACCOUNT
i THESTL |
This & 30 account Bat I soectfically deigned ot saving lowanis e desiey
the cwrership of your cwn house | ASEOUsE

Yalew

W abo olfer you o Spoodt Femead Depist Adounis  Save
wvards 3y o ol of e omaees Raser, B2E Rabe,

FrE [
N AvNaE"
ACCOUNT

‘ This s 8 sk i, opersied by # depoien ou behaflawaied | R PERAUgE AL
berela ey, Tha acoun maas al 1 speclic cveal ; . N
| . . I 'IH:'D'II-WO:? 3 |
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i 90 el scheme for Gronps, Unioms aed (ommarims totegh
comemunal conubutons and onchiag Fre dal be oo fand w0
w0 U Banagemen o 1 fed,

1t orialiy designed for clikdren uader 18 yean, and i et
on & 0 behall by G paseass or This aouis teerly
s il Acholanhip Boranma
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Providing oxcelieng sarvices in pramary Mors
gage Businass achivities is tha dynomc drive
g firce propelling ALPHA MORTGAGE
FINANCE COMPANY LIMITED. 'We got it
conceived and Boin; oW name is engraved in
Sobd Gold as 3 potent engime of growih for
the Housing soctor.

Al ALPHA MURTGAGE FINANCE COM-
FANY L'MITED we have smactly identified
the chaligngos awaiting Medigage Banking
and moest mmportantly, we wndorstand our

rate i providing good SHELTER at alford-
2ble poces for You... fulfiling your dreams!
CUR PRODUCT S INCLUDE;

“ALFHA REGULAR SAVINGS
ACCOUNT
Desgned to meluhze funds from
faw and medwm - sied savers,
thas account gunerates interest on
3 daily basis,
You can apen an aces nt with a
miramum deposit of NSO 00 [ty
newval, and 3 you Ruyd 12 with-
drawe mongy Of closd 1he actount

IS just to present yous ALMF 10
card! You can alsa tike advantage
el our ALPHA SPECIAL CRAWERAS
COUPGHN

*ALPHA BIS 18

YVery migh mterest yielding savings
accuunt scheme, designed for -
frors and anmed 3t INCUICAtiNG sav-
mgs habas in youwr kids 1l adult-
hood. With a mitumum of N50.00
deposit, you can open and hold
this aecount i trust for your kids
untd they are old encugh 1o decide
weliat 1o do wath theif #C couite.

Providerce
griow’'s Shelicr.

Alpha Morigage Finance
Company Limited

MOHTGAGE BANKERS
T Awstaner Sedd (dod Senrs Wakaie Mourr. Biyi Laged  Ter 07 a )i o ebaT s

e 7&’: Mﬂ'a& m :JW am'f e

* ALPHA SHELTER PHOVIDENT
PRIODRITY ACCOUNT

Packaged far intending Muuse owners!
Cpen an account vl & runimum de
pomt of KLOOU OO and bulld up your
account up 10 20'% of e cost Bf your
dregam House. You can now apply for a
morigage lean alter sia months of oper-
ating thig account 1o siar building the
house

.

YLADANS ...

Wo otter loan fecdives tor shelter on

sochl and commercial basis (0 individu-

By, Yroups and corporate citizens (bod-

1es] wahvoantend 1o byl purchase, reno-

wate, relinatiLe of bridoe morigage loans

Faciites here ingluoe

¥ Mengage loan faciities for individ-
wal, groupjont end corporate or-
gansanons: Staft lnan Guaramee
Schemes, Relyrbisnment and” Re-
construcuon/Fiustiog  Tuuches
loans.

N Loan Syndicatiun, Brdge and Reli-
nance Morgages.

" Kortgage Bonds @40 Luaraniees

CTREASURY..,
Bayond the Fronters of savings and loan
activilies, we provide ancillary services
such as:
™ Money Market Dealings
* Fursd Management
- Depasit  Admunistration

And rmany more.

|

b !—‘.M
A bovsetiful hous - the droau

May Fair: Solid
Ground To Build

THE goal of actess to he said would improve *heme ﬂ-rrrwmm o~
housing is achievable if :};:.:fﬁ::rimw of 21; m ':::u:- gy mx;
dered . b

mortgage firms 10 cus ’:ﬁ'l“;”*:'.}: are sovdered
vigorousty. tomers and  ultimately, by 3 cop el sthaem walt o
view of the Managing the better mortgage insti- ;‘:‘-‘ Addecila Hapewell corpor
Director, Mayfair Build- tutions will s:iand ‘:;ur. headguarens.
ing Soclety, Mr. Ralph 1h-lmﬂa‘a:i rm ."rm-

urther to insure all depos
Okpon. :::‘Fl.ln eraure sabety. Maylair fas
Though the task js her-
culean, but the dream is

a yade artay ol Modgage pro-

ducts, social mortgage, prnsion
not 100 far fetched,” he linked morgage, syminated
said,

Mr. Okpon who  als0  drawn out 4 long and shon weem
said that the licensing of  expanon plan intends 16 open
more mortgage institu- Up branches a1 Lawanwon,
tions is healthy for the
mongage market as this,

mamy Nigerians

by
Maylair include saving deposit

ershuppaigeiey " b
© An heasing eutate in fhivi, Lages.

varanmel §
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Shelter Gin

5t IELTERS Saving 40
Luans Linuted 15 amongst
the new entrants in the
ncreasingly  competitive
HIOTRAREe Seclor.

Housed i the yellow -
and  green  butlding
whieh s last becoming @
landhmark on the choice
area of Tkoyy, Lagos, it 1s
set o facilitate housing
lor Nigenans who want
o either buy, build at
renovate  their own
houses  with  morigage
prodon s sy as dhwe
home ownership
st by,

Home lmprove-
mentiReaovation  lean
st ol shediny spe-
cial scheme are some of
the other products being
offered by the company,
Onhers are moigage ad-
nunistiation scheme and
laan  syndicate propedy
chevelopunent as well as
el estate services,

Sonwe of thee produets ane
customised to individual
dermands; for examyie,
Shelter Hybnd  Account

which 5 a fipbrid
al savings amd current
ACEDnE 1 eayoys e ace
cosihilily ol a cuneant
with chegue while guar-
anteeing a high intergest
Pl % T SOVTIES L et
tach ol the operator of
this account enjoys this
OF eV MOre ersongd-
lisedd services, This pioe
eluct Frs attractedd a lot ot
respote fram the pulilic.
The  Shelters Personal
Pensions Savings Sclwme
makes i possibile (o sove
for one's retirenient, The
account i 10 be joitly
operated with Crusader
lnsutance  which  will
underwrite  the  policy
pension. Mr. Thad Ugah
said Shebter will soon

Canon:
Continmed from Page 1§

supervise the indusry. “We
need an idependent body
such as FMI 1o eosve the
impslementation of the oo
i pilicy s well done, Wee
fave a ovnlier of sasonoed
peobessionals i, FME wihni, 0
can handle all the ssoes.

open its Citsha branch,

Shelter Mortgage pro-
ducts Line-Ugx:

*Home ownership
Loan Scheme
*Home Improve-
mentRenovation  Loan
Scheme

A Shelter Special  Se-
cured Loan Scheme

tion Scheme

* Loan Syndication
*Property De-
velopment

& Real Estate Services

Ay

gers Up T
Service

A Morigage Administias  sphefter Savings Products . Plan

*Regular  Savings Ac-

count
wTarget  Savings  Ace

count

Account '
 Capital Builder Funed
* Loans Savings Scheme
* Personal—Pensions
*Home Ownership

Scheme

# Hybrid Account
Shelter Investment And

*Children’s Savings  Treasury Products

* Deposit Accounts

#Martgage Deposit
Adminisiration Scheme

AMoney  Market  and
Treasury Services.

Al these are delivered
by a team of efficient and
qualified wam and aided
by the state-olthe-at
technology.

_“ H‘ —

00

’

- s, e b

reason

why you will be better off

with us.

Wihon will you o receiving such letiers as this7 Today? Tomormow? Never? You can pt a slop ta stch

Jotlers todey Ly bolng your own kandiond, ¢ )
Yous s owis & homa ol yours with all the convenlences that make kving comforable, It you thurk that's

<22 fal enough deal, MWumwmrmmﬂhudeﬂ Bccdyu!i-d-

For now, his goal 15 wen. @ D10

dow'Canon wih sl W [V/10 ANAYFAIR

trapgungs of & future cone *..L.-.'.'.._;"‘L__._::“'"'

quetor, A owinnee i the

mattyige Netile o A SOLID GROUND YOU CAN BUILD ON
tomortow. <The e gy oo fo conat v 0 v pee edena se Ul 101 JON T o Contesi:

sty bright  for Maytaic Builfins Societs Lisited

ey Yt vl 131,_.'
Thanking becie e vision

in there,* he enthuses,

Pt 141, At et b, Vi It Lagon. PLOL i 0137, Faboms, i, Lorgen. T 1007, BI04

= iy b A s Tt e e TR T

5 AT A W D T R

M A SNSAY



NS p—

APPENDIX G8a
THE GUARDIAN. hursday. April 9, 1992

Page 20

Strong enough to share and care
in times of need |

"NATIONAL INSURAI\CE CORPORAHON OF Nl(.HlIA
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Fise YAEN'P

®Being a poper pre-
semded by Chief Ernest
. Shonekan, chairmen
L Sand  ehinf executiva: of
at the Inas.
P garal Dabanglda Lec-
4 ture at Cambridge Unl.
versity Jechure theairs,
Cambridge, on Jaly 11

AM particularly bor.

ouwad and pleased o
heim:]ied 1o h_m;b;:ln-
augura] speech in the pe-
ries erganised in honour
of Presidesy Ibrahim
Babangide. [ feel de-
lighted and would like
10 expresy Y Apprecias
tisn 1o the Hritain-
Higeria Association for
inviting me 10 come and
“open the floor” in these
series’ of lectures de-
signed 10 homous
the greal Aliican leaders
of our Lime

1 fee} a special interest
in this topic [0r two rea-
sons. Fust, the tenure of
Pressdent Babangiils can
nghtly be termed as a
watershed in the na-
tional history of Nigeria
His administration has
not only taken bold and
uncapecied decisions
(economic, poliical and
social), bot has also
shown an uncanny abil-
iy for wnacity, as well
as strong and unrivalled
commitment 10 choser
causes. Whatever the
place history may as
sign o him, one fact re-
mains clear, and thay is
that he made a genuine
ellory avviackling head
on the mynad of prob-
lema confronting  the
Nigerian nalinn.

In paricular, he has
worked 1o establish an
cffective dialogue with
the privaie seclor. Presi-
deni Babangida has
played his own part, and

i Jead,
u1§73,14 i sea that they, ;

g fa s the foundation ¢ stoly; - fol nwmz ‘I.ndn-
: .nkudy pat iniplace by !
«the Babangida 'adminis-

one of '

A Businessman’ s view of .

well o, My mestage
mday ¥ our

ration.

Second, the wpic rep-

ing which you will egroe
with me is most diffieult
10 do in our peculiar en- '
viroament. Because of
cwrrent problems, it is
all 1oo easy 1o be a hide
cynical about the future.
However, as 1 tumed
this matter over in my
mind, it became clear to
me that the sign-posts
foc the 1990 are already
quite visible to the dis-
cerning mund. However,
it is nocessary to bear in

mumhwmlﬂ

Jn;the,

Nigena as in-

other Sub—

Ssharan  Alrican coun-
wies made tremendous
up o the end’

progress
of the duad-: of 19705,

Nige:in's Gross Domes-

tic Product {GDP) aver-

aged a healthy growth
rae of 6.1 per cem be-
tween | and 1980,
This, however, slipped
Lo aboyl (4.0 per
bétween 1980 and 1989,
In absolute iermsy,
Nigeria's GDP
amounted 10 $753 bil-
Lion (N1.397 willion) in
1985, but by 1989, this
had declined to about
$28.9 hillion (N536,)
million), In 1985, per

cent) -

®Shonekan

capita_ GNP stood "at
about $800 (14,8 bullon),

but by 1989, |h|: had,

taken ¢ & 1o une
|[.lur 5400 { r.he blfkﬂ]
n spile o new pop-
u!l:?on figure of 88.5
million which is still by

country
by world standards, -

" Witk per'Cipita GDP at *

1‘|bbul 32290 at the end ./
of !Wl terms’ of -
wth ol’ capita
..gUP lecm could
only manage 0.2 m
cent on the average
"tween 1965 and 1989,

1. Yet in the same period,
* the populalion was as-

~sumed 0 have grown
by 25 cent on an
angnual
grave implications for -

" the wellare of our peo-

The dismal record
was, however, nol pecu-
liar 1o Nigeria. Accord-
ing to Pius Okigbo, a

* Migerian economist of
fine repute, no Alrican
country had a positive
per capita income
growth between 1980

i§ — posing .

mdlmnmfmm

Swaziland (l 2 per .39 pet

‘cent), Congo (1.7 per

. gent): ' Cameroon (&..!

' pef cent), Mauritius (4.4
* per cent) and Bouswana
(8.0 per cent). The other
countries wilnessed de-
clines in per capita in-
come growth, with Ni-
geria showing the larg-
est of %"4“.3 per cent)
Cote d'lvoire (-3.0 per
cent) and Ghana (-20
per cent).

Between 1965 and
1980, gross domestic
" investment increased in
Nigeria 14.7 per
cent. This, however, [ell
bry about 12.9 per cent
between 1980 and 1989,
For the whole of Sub-
Saharan Africa,” Gross
domestic Invesument in;
creased by 8.6 cenl

between 19635 u';';fl_?_&(_l_.__

cent  het
1980 and 1989, Nigeria
thus “out-performoed”
the rest of Sub-Saharan
Africa, both during the
period when investment
was growing and also,
when il was on lhe de-
cline,

In 1965, I'I1|.ncrl|l.
metals and fuels
amounited 1o 32 per cent
of total merchandise ex-
pors in Nigenia, while
Gther primary Conunod-
ittes amountod 1o aboul
65 per cent. Manufec.
lures amounied 1o a
mere 3 per cent. By
1989, mincrals, metals
and fuels alone
amounted 10 about 94
per comt of merchandise
export — leaving other
primary commodities 1o

Continued on Page 20

murd that we live in a
dynamic workd, and the
possibility of cerain un-
anticiputed changes lak-
ng place cannol be jg-
nored. 1 see ‘a rather
posilive outlook for Ni-
gena in the year 2000
provided we ensure bet-
ter manasgement of the
opportunities  available
o us

It will soon be 32 years
spce Nigena  attained
political independence
from Britain in 1960,
Although 32 years in the
tife of a nation may not
have becn enough for
fria jor |n|r.~.fmllllliulu.
especially piven the -
1al conditions, and

when considered in relar
Lon o ihe development
history of many coun-
tries in the waorld, it is

cerainly enough for the

HIRE PURCHASE
& ASSET LEASING

Wb far g ot pachage af

~ LTD.

—

(S Ve

IR A}
wsaien il cretkt bnance
marvice, wa pul malor vehocles. oM squpment snd
pihar hagh quabty msets within the sasy reath of prvate

ndvnduals, FINER0TNE and COMPOTIE liod e

vl §
AT A
You can also come to us for
L.P.0.Finance and the Fund-
ing of other projects!
Pinnacle Finance Ltds First for fast flexible finance.
PINNACLE
FINANCE

ot

Source:

The G

':n

Leadersh1p comes
n dlfferent shades

and reliable perfm mance

to our numerous clients.

’.' i

,
g

jon Road, P.O. Box 4
ras Sic, Suiere PO,

or over two decades, we have
shown consistent devation, towards
providing efficient insurance services

LEADWAY stands out for efficient

ith a national network of
branches, Leadway covers all
classes of insurance including life and

Pensions. We ensure that claims are

. Seltled when due...

. and promptly too.

I.EABWAY ASS! HANGE CO. LTD. 4

o (062) 200660-1, 211882 Fax.

"ﬁ'ﬁm

Lagos. Tel. 8328304, Fax: {6%;1!?

Guardian, August 5771992, p.19
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Mo lﬁubﬂh Olubum, )
Chrel Executive, Armour [nsurance Company,

NICON’s plan may
boost forex inflow.

Members, be  said, shold
chamguan the crusade to ensue
that brokerage fima bear the

A RECINT decwom by the
Natkonal [murance Corporation
o Nigena o encourage mome
indigenous firms 10 handle the
corporation’s interests in the
international MeROMITENCE T
ket may ogen a new avenue for
addivonal  joreign  exchange
warnings for the country,

NICON'S Managing Director,
A, Ogala Osoba s while re-
cetving cound il members of the
Miperian Losposabon of insur-
ance FBrokers INCIH) who
wiuted him in Lagos recendly,
that fis company was neview-
ing the list of brokers involved
i manine, sviabion aned odl rein-
surance 1o (acilitate the assimi-
latran of pdecpiate espetive by
those invalved.

He cationed that although,
MICON was commitied 1o the
encouragement ol more inds
genous bvokerage firms, “we
will ot compeoniie proles-
sionalisen and quality of ser
wie.”

The managing dirsctor noted
that the greatest concem of a
pood e urance company was
adeguite protechon and guar-

anive dor ity yisks, adding that
MNICON would do everything 1o
wphald this basic principle of
insurance,

Mr. Osoka urged the council
members i support the on-
going crusade 10 give the insur
ance industry a beter image.
He, therrdore, called on NCIB
10 put in place, & selivegulatory
max hipery,

CONTIRANY, ¥
Mrs. Odubuisl Later had a sting®
with Scottish Widows, one of

the oldest Lite Assutance socie

thes which started at St An-
drews Square In Scotland, The
Ammour  Insurance  helmswo-

Being one of the few 3
sive ﬁmulﬂ in the male

inchustry,
Mﬂ-okhuiﬁwaﬂ‘mdhnd
a senbor M POsition
at African Alliance. Two years

she moved over o the
e C

anm-ﬂcﬂN‘lC(N She rose

throush the rank and file, from

...g L

. poslion of a Superinten

dent w0 Depaty Genersl Man-
ages belore diving off 10 TA
Braithwaite and Company in-
surance Bro

Last year, e insurance
‘saleswoman’ made what
seemed like her last job - hunt-

of Fagle Paints Nigeria
Limited), Chuel James O, Faro-
doye, a chanered accountant
and ewecutive chairman  of
Access Bank, Chael Mrs, Tinu
Agbelusi an educationist and
businesswoman and Me Nath

aniel Ademuyi, a trained in
surer and managing deirector of
RIB Insurance Brokers,

Chief Olubsisi has susch great
plans for Armour, “We had oo
teething problems in the firg

pronved

cummently  dealing on 'Imll
bumivess but we plan 10 go
CrUmpesite very soon.”

Probably before the year num
ont Armon witll Launch a Mads-

cal Insurance Scheme o take
care of medical expenses. The
Lieget comuamen here are tom-

ames. 2

Along with management, Mn,
Olubuisi s warking on the
pmdbihfrdhmﬁhmllfrlr\d

o P NICON's
new shilt o facilnate “profita-
bl inward business” for Ni;er-
ian twuhrm firms,

Settle claims

A CALL has been made on (n-
AN e COMIPAn B operaling in
the country 10 sirive lowards
upliftment of the |nwrance in-
dustry’s image through prompt

settlement of all  sdminted
clasms.
Me. AT Adenigl, Managing

Director and Chiet Executive of
Sun  Isusance Nigera Pl
while speaking ata MN10 milhon
cheque presentation for a claim
al the Lagoon Restaurant, Vic-
toria Island, argued that it re-
mairad de mont ellective way
of romainiog wlevant

Mr Adermifs . who contended
that inurance houses were
wnly as good as their claims de-
pariments, sisted that i the
Favwe of the curient imagecrisis
et horig thie wsdustry, the best
appeoah wwards changing the
wsurang public s perception of

promptly ...Ademn adwses

colleagues

the imsurers will be theough
PrOMmR Compen-
sation of chients  wha suffer
any loss
The wswance chieflain haq.
ded down this charge in Lagos
recently while s ing al the
preseniation a M10 million
chegue To 1LE P, Engineenng
MNigeria Limited a8 part payment
af a N20 million clam filed in
by the engineerng firm in re-
spect of a fue loss o sulfered last

your,
Spweaking at the venue of the
presentation, Mr. Adeniji sard
that insurance companies
should neither il nor delay
payment of clims, adding tha
it represents the fulfillment of
their own side of the insurance

conlract,

“Sun Insurance is being called
upon o fulfill s own side of a
contract loday on a very lage
scale. We are pleased 10 say
that we are not found wanting
when reliability as insurers has
been tested,” he stated promis
ing that HIP would soon
receive the second part of the
total sum due to 1

Following & fire outbreak
which on May 8 last year com-
pletely razed the siores of HFP
At their [ketun ', the com-
pany submitted a claim of N33
milfon  to Sun  insurance
However, this was to be ad-
Justed within six months 1o 2
et armount of N20 million afie
Making provision for salvage, a

-

usual adjustment ﬁpnull», n
fire ¢ Iaunm

ARMOUR

For protection against the dang-
ers of attack from enemies, a
Roman Soldier’s Armour
cluded a crested - helmet,
protector called greaves andl a
shield made of |
‘ther, an lron headed javelin, a
dagger and a sword.
When besieging <ity
Roman Soldiers
shelds together to form a testudo
(tortoise) under which protection
they withstood heavy blows
from above while digging under
. enemy fortifications.

LIFE ENDEAVOURS ARE FULL
OF RISKS CLAD YOURSELF (N
ARMOUR
COVERS FOR STRONG AND
COMPLETE PROTECTION
AGAINST ALL POSSIBLE LOS-

SES.

Contact:

ARMOUR INSURANCE COMPANY LIMITED
34, BALOGUN STREET,
P.O. BOX 6240.

TEL. 01 665736 LAGOS

in-
leg

‘wood and  lea

walls,

often fitted

INSURANCE
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|| marketers 1o
AFRC for
review of
sale marygins

R L Ly

el & & KX B - gy

v em-——

By
FRIDAY ATUFE

IGERIAN  Na-
tional Petroleurs
Corporation
(NNPCT has washed its
hands ol the issue of
-u ins on  peltalenm
cHe, Sdying petroles

um marketing companies
should appeal 1o ihe
A Fopees  Jtuhing
Council (AFRCY an the
need o revicw margios
_on the products they sell

The issue of inrg
- prives on petrolem sl
ucts s the preroganue of
the AFRC and the NN(%
o jusl 4 passive particl
pant n s mplonenia
tion," a sondor elficel
the corpotation wki th
BUSINESS TIMIES wn 1a

s

He sand that the AXIX
had alrvady mad + kn.\
e stand ca Pw e
through the b= hhcation
of all s oificials
Belgore ndwind Co
st ol ir iy it
oent tued scanoiy, s
that resmoval of sais |h
would varn NNIC aboast
NAO mullion yearky

The wtficsal temarkod
that the sy > Pt
politwal rather ihon oo
L

The isavy of the pevd L
review penbit margiis on
products has beva 1 1
mews b recent e
Some  marketens huse
even sad that o the o
dustry was pot desegilat
el culy enough, then
would be gradual doclie
becaund Uy cost o i)
ing awély has  bedoin
enormous due to the o
flationary  tremd n the

/i
’ couptry.
6 m M Analysts of the imtus
try enprossed dismay on

why government fas oo
deregulated the industn

Heavy-duty generators: Peugeot Cars: : wince it has alrady dores:
15kva to 100kva; portable and sometimes A combination of luxury and comfort to ™ o W
containerised for uninterrupted power. enhance business efficiency. ..3‘:;‘.‘,3,‘.‘.&‘,‘.‘,; e

trade Gebis due to the

Alrconditioners: - Mercedes Benz Cars: i g

. Silent performers with compact dimensions For that touch of luxury you've always "'Kj"mf;"&!i‘::;‘:‘w_
that ensure greater comfort dreamt of, Fused to dwclose (he ext

amount of the debls, 1y
vestigation showed that i
cuts across alf the masr

- marketing compantes that
pﬁ . «regular service/maintenance Rt o prod:

. :g}egggre spare parts if replacements = = - Pt e g lhons o

«replacement if we cannot effect repafrs e

. (incase of a bmakdawn) ; : e that-olficiais of the

NNPC who were sup-
. posed to raise proper in-
. . > : vosres and debi) acooints

o - . ace !‘d 1 » - . of marketers appropriite
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L) * Mg, 4 an  overs

Blown debis figure die 1o
ﬂw NNPC by the market-
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APPENDIX H

DEPOSITS AT COMMERCIAL BANKS
(«N=MIlllon)
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COMMERCIAL BANKS' CREDIT TQ THE PRIVATE SECTOR

APPENDIX I

(End of the Month)
W Billion) (M Billion)
35 3s
0 . 30
25 - 25
Bank Credit _
20 Livinns and Advanves T
15 -1 15
10 - - 10
I o - - 5
0 — T T ¥ I 0
D T D ] D I D ( D 2]
1935 1986 [987 1988 1689 190 199}
SOURCE: CBN Annual Report, December, 1991, p.40.



SELECTED INTEREST RATES

(Percent)
1970 1991
December Murch June Seplember Diecvimber
1) (2) (3) (4) 5)
Government Scourities
Treasury Bills lssue Rate ... ..vvivnenn 17.50 14.50 14.50 14.50 14,50
Treasury Certificates (1vr ¥ovvnv v, 18.20 15.00 15 06 15.00 15.06)
Treasury Certificates (2yes)....ovviivan. 18.50 15.50 15.50 15.50 15.50
Fedcral Government Stocks .............
4-8 Years Majurity....o00 R AR 18.64 16.00 16.00 16.00 1630
9.14 Years Maturity....ovvven 18.91 16,50 16.50 16.30 16.20
15-20 Years Maturity . .ovoovinnenveans . 19.58 17.20 17.20 17.00 17.00
2025 Years Matarily . .ovnnvnnnnnives 20,42 17.90 17.90 - —
Aintmiwen Rediscount Rate, .. .oovoiinnnn. 18.50 15.50 15.50 15.50 15.50
Commercial and Merchant Barks
Deposit Rates'
Commerctal Banks
BRVIGEE it e a s W il 5 17.80 13.60 14,00 11,80 14.00
Time Deposits Maturing in:
Tdays..nv S s 18.30 14.10 14.10 14.20 14.20
L IR i s e g N Rk 18.90 14.50 14.90 14.80 14.60
D WONING oo e i s e e 19.80 14.80 15.40 15.30 15.20
6 months ......... e e 20,40 15.40 16.20 16.20 16.10
S B T T e T 20,90 16.00 16 8D 16.70 1650
Owver 12 months . ..., e e 21.50 16.00 17.20 16.90 16.50
Merchant Banks
Time Deposits Maturing it :
bl § L PR S R e Sy Lt i 18.60 15.50 15.80 16.20 15.70
Ly R i s ot M e 20.40 16.00 16.40 17.00 16.90
71D ) T - 21,%0 16.80 17.30 17.%0 18.20
L s Ve 23.10 17.10 17.90 18.60 18 80
1 2 T R e 24.40 17.20 18.40 19.00 19.00
Ovor 12 montiE ,.ovamenvnssesspamees 25.40 18.10 18.20 IR 50 19.40
Commercigl ond Merchant Banks
Lending Rares
Commercial Banks
PR s v i m R S 2640 19.90 20,00 20.40 20.20
Mydmumy cis vaiveaiie oL Ve 26.50 20,50 20,50 200,80 21,00
Merchant Banks
PRIOe o s v sewninwes T AN 28.50 20,40 20.80 20,40 20040
Maximuny ..., SR e -y 25.00 20.80 21.00 21,00 2110

'Weighted .'\\'r:r.:!gcs

SOURCE: CBN Annual Report, December, 1991, p. 32
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APPENDIX L

LIST OF FINANCIAL INSTLTUTIONS USED FOR ANALYSIS

IN THIS STUDY

COMMERCIAL BANKS

1,

1¢.

11.

12.

Pinnacle Commerce Bank Limited
Savannah Bank PLC

Afribank Limited

Senith International Bank Limited
Universal Trust Bank Limited (UTB)
Wema Bank PLC |

First Bank PLC,.

Unicon Bank PLC

Societe Generale Bank Limited (SGN).
Chartered Bank Limited

United Bank for Africa PLC (UBA)

Trade Bank PLC.

MERCHANT BANKS

Rims Merchant Bank Limited.

Abacus Merchant Bank Limited

Continé;tal Merchant Bank Limited (CMB).
Intercontinental Merchant Bank Limited (IMB).
Financial Merchant Bank Limited B

Merchant Bbaunk of Commerce Limited.

Merchant Bank of Africa Nigeria Limited.

FINANCE COMPANIES

1-
2.

3.

Cash Link Finaﬁce and Investment Company Limited.
Forum Business Finance Limited.

Public Finance Limited.

Kwara Industrial Trust Fund Limited.

Resources Managers Nigeria Limited.



APPENDIX L (Cont'd)

MORTGAGE COMPANIES

L Mutual Trust Savings and Loans Limited.
3 Countrywide Savings and Mortgage Limited.
3. Network Mortgage Finance Limited.

LEASING COMPANIES

1% Mandilas Leasing.
25 Holt Leasing.

3. Leventis Leasing

4, VT Leasing Limited.

INSURANCE COMPANY

1. African Alliance Insurance Company Limited.



Appendix M(a)

QUESTIONNAIRE ON FINANCIAL INSTITUTIONS

MARKETING FINANCTIAL SERVICES UNDER THE STRUCTURAL ADJUSTMENT PROGRAMME

Note: Please tick ( ) or write on the space provided.

1. Type and Name of Financial Institution:
(a) Commercial Rank SeT—
(b) Merchant Bank W
(c) Finance Company & S R
(d) Mortgage Bank PP e
(e) Ingsurance Company e dihe
(f) Leasing Company R AR

2. How old is your Bank/Company? SRS

3. Generally, how would you assess your Bank/Company's
performance since the advent of SA? in the following
areas:
(a) " Level of deposits: rising or falling? ......
(b) Level of funds disbursed: rising or falling? ......
(c) Level of performance relative to competition:-

i) Very satisfactory A——

i) Fairly satisfactory ..ecees

iidi) Not satisfactory iR e
4, Briefly describe the key marketing strategies employed
since the advent of SAP in the following areas:
(a) Product/Service (designing, improvement,
development, packaging and branding) b Es e
(b) Pricing (interest rates fixing) Ceeeann
(c) Promotions (adverts, personal selling,
sales promotions) DR
(d) Place (branch network, service outlet) T
5. How would you describe the level of marketing consciousness/

skill of the generality of your workforce?

N



Briefly state the major complaints/suggestions received
from the following:

(a) Customers W e
(b) Practitioners i R
(c) Employees e S R
(d) General Public/Press  ..... » s
(e) Regulatory bodies e IR

(f) Government SRS

What is needed to improve your product/service
offering? PRSI <R

Briefly, state your marketing plans, if any, for the
future e

Any other comment/suggestions? ........ =



Appendix M(b)

Questionnaire on Customers

MARKETING FINANCIAL SERVICES UNDER THE STRUCTURAL ADJUSTMENT PROGRAMME

1.

What type of financial institution do you patronize
(you tick more than one)?

(a) Merchant Bank P
(b) Commercial Bank va et ess aean
(¢) Mortgage Bank crsesaasens
(d) Finance Company sa e e ER e
(e) Leasing Company Wb Siee e T
(£) Insurance Company LT R
(g) Others (please specify) ..........

What is the nature of your transactions with the financial
institutions?

(a) Personal cesssaasasan
(b) Company e AR
(e) Both of the above e BN e e .

Fow how long have you been transacting business with the
financial institutions?

(a) Less than 1 year S R e R
(b) 1 - 3 years R e
(c) 3 - 6 years senesssrinnes
(d) 6 - 10.years SRR TS
(e) 10 years & above RN ARG

What influences your choice of financial institution?

Are you aware of any new or improved financial product service?
(a) Yes SeabeE

(b) No o B



— r. -

il

" b o How would yoﬁ assess such new/improved prﬁductfservice?
(a) Highly desirable crvanensa
(b) Not desirable  sveeenees
{c) Indifferent a et
7. As a customer of a financiai institution, Qhat would you

say are the major benefits brought about by SAP to the
financial sector?

8. Generally, how would you assess the performance of
' financial Institutions since the coming of SAP?

(a) Better than before SAP ..ivevnrs
(b) Same as before SAP N
(c) Worse than before SAP .........
'9;' In general, how would you rate the product/service delivery

cf new banks compared to the clder banks?

{(a)" New banks are better .....ccices -
(b) 01d banks are better «sesueses
(e) Both are the same cesresean

10. What additicnal product/service improvement would you

want in the financial institution?

LR NI A A I R R A B I R R I I B R R A I O R R A I R R R N R R N N LR R R R R R I RN A A

[ I BRI SRR R I I RN R RN RS R R I NI B B BRI RO B E R RN B B B RN R IR B B R )

11, What in general would you suggest for a better financial
: sector?
12, Age of Respondent:- X
| (a) Below 25 years _ , g_ evesasns
(b} From 25 years - 30 years criaeenne
(c) From 30 years = 40 years caennnas
(d) From 40 years - 50 years cesanans
{e) 50 years and above " eessnsen

13. Sex: (ﬂ) Male...... TR (b) Female.colltoolo .



14,

15.

Occupation:

(a) Civil Servant
(b) Company Employed
(e) Self Exmployed

Educational Attainment:
(a) Primary
(b) Secondary

(e) Tertiary

LR I SRR

LRI I R I

LR R



