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ABSTRACT

Gven the conpetitive nature of the business world today, firms nust be
up and doing in order to neet the ever-increasing challenges of the
econony. One vital way to succeed is for a firmto be able to strate-

gically market its products or services.

The banking industry, which is the focus of this study, is in business
to render services. Therefore, the commercial banks nmust be prepared
not just to provide the services, but to do so qualitatively and aggres-

sively if they nust survive

CGone are the days Wen banking was viewed as a "sellers market" whereby
customers had the inpression that they were priviledged to enjoy the
services of a bank. Today it is the turn of the bankers to go out and
seek for customers and also strive to retain them by identifying their

various needs and satisfying them

This study was done to review the marketing strategies of Union Bank Plc

and Inland Bank Plc.

The findings have shownthat the two banks have only just begun to grasp
the full nmeaning and understanding of nmarketing and its application to
business. Even then, there are still to be found traits of poor staff
attitude to custoners, long delays in banks, lukewarmattitude of manage-

ment towards rural banking, among others.
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Abstract cont.

In the light of these findings, the follow ng recomendations were
proferred:

(D) That the banking industry should go all out to market their
services nore aggressively by stepping up the use of sales
men, bankers who will serve as consultants and advisers to
clients who are seeking financial services.

(2) Furthernore, banks should get up research units to carry
out nmore research into different custoner needs; and based
on that,

(3) To be nore custoner - conscieous in the design of their

services.
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CHAPTER I

1.0 INTRODUCTION

Marketing is becoming increasingly necessary in todays competitive
business environment and in the service industry. The role of market-
ing in a service industry is synonymous with marketing in the banking
sector. It is predominantly centred around the provision of diverse

financial service to customers.

In Nigeria today, the present state of the economy, as it affects the
financial sector in particular, has led banks to take marketing as a

sericus factor for survival in business.

The intense competition in the banking industry has made marketing to
become the banking's tool for meeting new forms of competitors and for

searching out new opportunities.

adls
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1.8 HISTORICAL BACKGROUND

Modern Banking in Nigeria can be traced to the late 19th century.

According to Osubor 1984, "the origin can be traced back to 1892,

when the Elder Dempster Company - a foreign shipping company based

in Lagos, Nigeria invited the African Banking Corporation of South
Africa to establish a branch in Lagos ....N%ince that date till about
1954 the Nigerian Banking Industry became dominated by expatriate
banks notably the Bank of British West Africa (Later renamed Standard
Bank and now First Bank) established in 1894 and Barclays Bank (now
Union Bank) established in 1925. The indigenous banks that were esta-
blished were unable to function due to a number of factors given by
Osubor (1984) in his book "Business Finance and Banking in Nigeria"

page 43.

a. The backing provided to expatraite banks by their headquarters

in terms of generating funds.

b. The attitude of the colonial administration towards indigenous )

banking development.

[ The problem of financial mismanagemaent and improper accounting

by indigenous banks; and

d. Competition.
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The foregoing factors created opportunities for the expatraite banks

to dominate and dictate the pace of the Nigerian Banking Industry for

a long time until the attainment of independence and the coming of the
indigenization Decree in the mid 1970 with the Decree many expatraite
firms and banks were forced to sell some or all of their shares to both
indigenes and the Federal Government thus allowing Nigerians control-

ling Rights in the Ownership of such businesses.

One other problem was that the banks were mainiy concentrated in Lagos.
This situation made it difficult for Nigerian borrowers to secure loans
and services from branches located in their states because decisions

were mostly taken at the Head Offices. This problem is coupled with

the fact that some states in the Federation without branches of the

big banks felt cut off from the development process prompted them to
establish state owned banks to cater for the needs of the people in

their respective states. The early 1970's thus witnessed the emergence
of such state owned banks as the National Bank owned by the three Western
States, while in the North the Bank of the North (BON) was established

to cater for the needs of the northern states.

And in 1970 the Rivers and Bendel States established their own Pan,

African Bank and New Nigeria Bank respectively.

Since the 1970's there has been a phenomenal rise in the number of
commercial banks whereas as at December, 1969, there were thirteen
commercial banks with 228 branches operating i» the whole of the country

by December, 1976, the number had increased to 18 with 463 branches.
waf's
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This point is further buttressed by Agu (1988) (in his book -
Nigerian Banking Structure and Performance page 42) when he stated
that since 1973/74 when the o0il revenue surged potentially the
commercial banks have been experiencing a period of rapid expansion.
The expansion in a bank's business can be determined from the volume
of its assets and liabilities. The assets of a bank tells us the use
to which the bank's management has put the resources at her disposal

to generate revenue for its owners or shareholders.

On the other hand, the lTiabilities tells us where management got the
resources that were put into use. Both the assets and 1iabilities

of a bank tells us the uses and sources of a bank's funds or resources.

Nigeria being a developing country requires increase in the marketing
activities of the various banks. The researcher is in the opinion
therefore that the topic is chosen in order to compare the marketing

practitioners with marketing theories.

ndon
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1.2 STATEMENT OF THE PROBLEM

Due to the increasing wave of fierce competition in the business
world, business executives are now paying more attention on how to
generate more profit and to sustain their leadership position in their

respective industries.

The answer to the above question has been found to be in effective
marketing, that is to say, the ability and capability to identify
different customers' needs and satisfying those needs. However, service
marketing under which banking falls seemed to have been relegated to the
background for quite a long time due a number of reasons. One of such
is that traditionally, banking has been a seller's market whereby
customers had the impression that they were priviledged to enjoy the

services of a bank.

Another reason is that for a long time, marketing as a discipline,
has & strong "goods or products" inclination because services like
banking possess some characteristics which limit the extent to which
marketing could be applied. For instance, services cannot be inven-
torised, and there can be no standadized specification. Thus, it is
not possible to put services on display for appeal to the sence of

taste, smell, sight or touch.
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The absence of middlemen in most service industries is perhaps
another major reason why delay in the application of marketing tech-
niques to services persist because, in this wise, the marketing efforts

at the various stages of the chain of distribution would be lacking.

The lzteness in the application of marketing techniques to banking is
not perculiar to Nigeria. In their article "The Myth of Marketing in °
Banking", Brien and Stafford observed that "Marketing has traditionally
been the neglected stepsister in most of the service industries. No
where has this been more evident than in the market for commercial

banking services".Z

The above problems notwithstanding, alot of tremendous changes have
taken place in the banking industry in the past two decades or so
following the adoption of marketing strategies by some commercial banks.
For instance, branch Networks have increased and technological inno-
vations, especially in the application of computers to daily operations
are being applied. Al1 these have tremendous implications for the
development in the financial scene, particularly that of increased

competition and the need for greater application of marketing techniques.

Strategic marketing, therefore, is an attempt to identify and analysie
opportunities, strengths and weaknesses as well as problems and threats
and setting priorities to capitalise on or overcome them so that the
resources of the organisation can be judicously and profitably used.

sils
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1.4

AYPOTHESIS

1. HO- That the two commercial banks fully understand the

marketing strategies and apply them in their operations.

HI - That the two commercial Banks do notfully understand
the marketing strategies and do not apply them in their
operations.

2. HO - Customers are being treated fairly by staff of the

two commercial banks.

HI - Customers are not given fair treatment by staff of ™~

the two commercial banks.

OBJECTIVES OF THE STUDY

The purpose of this study is to evaluate the marketing strate-
gies of Union Bank Plc and Inland Bank Plc. This is with a
view to determining their effectiveness or otherwise in meeting
customers needs, their performance in general and also to make
suggestions for improvement where necessary. To this end the

study will look specifically at the following issues:

The strategies pursued by the two banks with regards to

their marketing mix,

b. Evaluating and comparing their marketing strategies.

o
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1:5 SIGNIFICANCE OF THE STUDY

The application of marketing strategies by banking organisations

could help in ensuring that their objectives are achieved successfully.

The research findings will give the banking service industry an insight
into identifying those attractive marketing opportunities through better
application of marketing strategies. This study will show the banks

when and where marketing tools and techniques can be applied in solving

their problems.

This study will serve as a ready reference to students and lecturers

in similar fields of study.

1.6 SCOPE OF THE STUDY

This study will focus on Evaluating, Analysing and comparing the market-
ing strategies adopted by the two selected banks in rendering services

to their customers.

The study will look at the history of marketing and banking in Nigeria
and compare how effectively these service industries have applied

marke  ing strategies in achieving their objectives.

This write up will attempt to appraise the marketing strategies of:

a. Union Bank of Nigeria Plc (UBN and;

b. Inland Bank Plc
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The study will review their performances in recent years with regards
to profits and market shares, their marketing objectives and the stra-

tegies being used to attain these objectives.

784 LIMITATIONS OF THE STUDY

The study is limited to Union Bank Plc and Inland Bank Plc in Nigeria.

Union Bank being a first generation bank in the country seems to have
made it and its main aim now is how to continue to maintain the leader-
ship role in the face of challenges from the new banks such as Inland

Bank Plc.

The study will focus on the marketing strategies they adopt in the course
of rencering services to their customers and how these have added their

performance.

In a nutshell, the study is limited to Evaluating and comparing the

marketing strategies of Union Bank Plc and Inland Bank Plc.

Finally, there is a dearth of literature on service marketing. This
observation is confirmed by Hanson when he stated that "it is indeed a
pity that so far no major work on the subject of bank marketing in the
United Kingdom has been published ..... Even in the United States, there
was such a comparative shortage of literatre on the subject®.l3

wnl s
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The situation is even more critical in developing countries like

Nigeria.

The above Timitations notwithstanding, it is hoped that the quality of

study is not seriously impaired.

1.8 DEFINITION OF TERMS

The relevant terms to be discussed in this section are "marketing",

“strategy", "marketing strategy" and services.

MARKETING

The term "marketing" has no one universally accepted definition, rather
it has been defined in several ways by different authors and bodies
Marketing has been defined by the institute of marketing (United Kingdom)
as "a management process responsible for identifying anticipating and

satisfying customer requirements profitably".

William Stanton defined marketing as a total system of business activi-
ties designed to plan, price, promote and distribute want-satisfying goods

or services to present and potential customers" 3

Philip Kotler, in his own words defined marketing as "a human activity

directed at satisfying needs and wants through exchange processes".}
Kasy

These various definations address the central issue’é’f nMdrReting which bia

is customer orientation. That is to say every organisation is expected

to determine the needs and wants of its target markets and then adapt

itself to meet their desired satisfactions more effectively and efficiently
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This study will adopt the definition given by Philip Kotler.
STRATEGY

The term "Strategy" was derived from the Greek word "Strategos" which
means & general in the military profession it has been applied to business

to mean some sort of planning or steps taken to achieve set objectives.

George Steiner defines startegy as "that which one does to counteract

what a competitor did or was likely to do".5

According to Glueck and Janch "Strategy refers to a unified, complehen-
sive and integrated plan that relates the strategic advantages of the

firm to the challenges of the environment and that is designed to ensure
that the basic objectives of the enterprise are achieved through proper

execution by the organisation” ©

The concept of strategy can be said to be a plan which is the result of
analysing one's strengths and weaknesses and what the environment has to

offer so that an organisation can achieve its objectives.

soks
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MARKETING STRATEGIES

Murphy and Enis have defined Marketing Strategy as focussing "explicitly

on the quest for long run competitive and consumer advantage". 10

Marketing strategy has also been defined by Kotler as "a set of objectives
policies and rules that guides over time the firms marketing efforts-
its level, mix and allocation - partly independently and partly in res-

ponse to changing environmental and competitive conditions"./

The above definitions confirm to us that the business world today is
highly competitive and each competitor is out to occupy the leadership
position both in terms of market share and profitability. This explains

why the banks in Nigeria devise one new idea or the other in recent times.

The markcting strategy of a firm cannot be discussed in isolation of the
term "marketing mix" which Kotler has defined as "the set of controllable
variables and their levels that the firm uses to influence the target

market”. © These variables have come to be popularly known in marketing

literature as the 4P's namely,
472093
(1) Product/Service Planning
(2) Price
(3) Place (or Distribution) |
(4) Promotion - .
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These are defined below:-

Procuct - A product is defined as anything that can be offered
to a market for attention, acquisition use or consumption. It

includes physical objects, services and ideas.

Price - This is generally referred to as the value of exchange for
a product or service for example, ¥20 paid in exchange for a hair cut.
Place - This involves the physical distribution and middlemen, who
make it possible for what a firm produces to reach the desired target

market at a convenience.

Promotion - This is defined as "an ingredient used to ifnorm and
persuade the market regarding a company's products. Advertising,
personal selling and sales promotion are the major promotional acti-

vities". 9

SERVICES

“Starton and El11is defined the term services as "seperately inden-
fiable, intangible activities which provide want satisfaction when
markcted to consumers and/or industrial user and which are not neces-

sarily tied to the sale of a product or another services". 11

According to Philip Kotler a service is "any act or performance that
one party can offer to another that is essentially intangible and does
not result in the ownership of anything its production may or may not
be tied to a physical product”. 8

vals



<13=

FOOT NOTES
1. Usubor J. U. (1984) - Business Finance and Banking
in Nigeria, New Africa Publi-
shing Co. Ltd. Owerri P. 43
2. Srien R. N. and Stafford J.E. - Business Horizon, Vol. 10
(1967) The myth of Marketing in
Banking,
3. Stanton W. J. 1981 Fundamentals- International Book Company.

of Marketing MC Craw Hill.

4. Kotler P. (1980) -_Marketing Manage- International New Jersey P. 19
ment Analysis, Planning and Control

Prentice-Hall

5. steiner, G. (1979) Strategic Plan- Collier Macmillan Publishers,
ning What Every Manager must know, London.

6. Gluet W and Jauch R. (1984) Business - MC Craw Hill International
Policy and Strategic Management. Book Company Libson P. 8

' Kotler P (1980) Op. Cit P. 88

8. Kotler P. 1988 Op. Cit P. 477

9. #lexander E. R. (1960) A Glossary

of Marketing terms - Committee on of the American Marketing
Association AMA, Cicago.

Zofa

KASHI G o _



10.

11.

1Z.

13,

-14-

Murphy P. E. and Enis B (1985)
Marketing Scott, Foresman and Co, London P.30.

Stanton E. J and Elis R. C (1978)
Marketing Services, Marketing Managers Hand Book

£rig. Steward Handerson (ed) the Darthal Corporation
Chicago, USA.

Agu C. C. Op. Cit P. 59

lianson D. G. 1978 Service Banking, The Institute of Bankers P. 28.




B

CHAPTER 11

2.0 LITERATURE REVIEW

This chapter will discuss the view of some authors on the subject
of Marketing in general and service. Marketing in particular, paying

attention to the subject of marketing strategy.

Celd THE ORIGIN OF MARKETING

The origin of marketing can be traced to the first appearance of trade
among people. Marketing can be traced to the development and growth of
the society from the pre-industrial area which was highly individualised
to an economy built around division of labour industrialization and

urbanisation.

In the later period, mass production of different products emerged which

resulted into surpluses.

Like Stanton (1984) rightly observed, "whereever people make more than
they want or want more than they make the foundation is laid for trade
and trade (exchange) is the heart of marketing." ! .

First individuals and neighbours and later, nations, saw the need to
exchange their surpluses with each other for other items which they
could not produce due to one reason or the other, such as weather
conditions whereas some individuals could undertake the whole exercise
of exciange others could not and so employed the services of middlemen.

And as such that is how the distribution and channeling aspects of

marketing emerged. 7.



=16-

Marketing itself has many difinitions as it has been defined by

different people in different ways.

Crosier (1975) for example observed that no single definition "appeared
ol

to encapsulate the whole essence of what marketing is ...... that the

single word "marketing is used in practise in three different contexts,

as follows: The marketing process, marketing concept and marketing

orientation.

The marketing process - enacted via the marketing channel connecting

the producing company with its market.

The marketing concept or philosophy - the idea that marketing is an

exchange process involving willing consumers and producers for example
the view that marketing is adjusting the total activities of adjusting

the total activities of a business to the needs of customers.

The marketing orientation - the phenomeno which makes the concept and

the process possible that is the somewhat lofty view that part of the
human personality recognises that the source of everything good lies to

an extent in exchange with other individuals at all levels in social
exchange in this sense "marketing Orientation" is a term which can be used

to describe both producers and consumers.

Stanton (1984) gives a more formal definition of marketing as "a total
system of business activities designed to plan, price, promote and dis-
tribute wants satisfying goods and services to present and potential

customers”. 3 b
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In his own words Kotler (1988) defined "marketing as a social and
managerial process by which individuals and groups obtain what they

need and want through creating and exchanging products and vlaue with

others.

From the foregoing definitions it can be argued that the main purpose
of marketing is to identify customers needs and then mobilise all

necessdary resources to satisfy those needs at a profit.

2.1.1 BASIC CONCEPTS OF MARKETING

A number of concepts or philosophies proceeded the marketing concept
they are; production concept, product concept and selling concept.

Let uz examine each of these:

Production Concept

This i an old concept which assures that "Consumers will favour those
products that are widely availalbe and low in cost. Managers of
production oriented organisations concentrate on achieving high pro-
duction efficiency and wide distribution coverage. A marketer therefore
is expected to find new production techniques for making his products

or services at a low cost.

Product Concept

This concept "assures that consumers will favour those products that offer
the most quality performance and features. Managers in these product
oriented organisations focus their energy on making good products and

improving over time. ol s
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In other words the product concept assures that quality is the

standard which end users attach to given products or services.

Selling Concept

This concept holds that "consumers if left alone will ordinarily not
buy enough of the organisations products. The organisation must there-
fore undertake an aggressive selling and promotion effort".6 What this
philosophy is saying is that most people would not buy certain products
because they might feel the products are not their priority but would
only buy when pressure is brought upon them. Examples of such products
or services are life insurance, used or second hand cars and other

Tuxury items.

Marketing Concept

In a rutshell the marketing concept has a bearing on the dynamic and
complex nature of the present day business environment. It is a kind
of revolution in marketing which arose to challenge the other concepts,
it ic characterised by a shift in production and selling orientation

to thet of consumer orientation.

The marketing concept "holds that the key to achieving organisational
goals consists in determining the needs and wants of target markets and

delivering the desired satisfactions more effectively and efficiently

than ;3mpetitors“.5 /
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The objective of the marketing concept therefore is to seek out the
needs and wants of consumers and then design the appropriate products
or services to satisfy those needs and wants bearing in mind, however,

the need to achieve overall organisational goals as well.

The merketing concept has some set backs such as the inability to main-
tain satisfied customers over a long period. This is because a satis-
fied customer tends to make repeated calls or repurchase of a product

or service over and over again while a dissatisfied customer on the other
hand is most unlikely to continue to patronise the firm, worse still

the firms reputation or credibility stands the risk of being seriously
dented. It is pertinent to stress therefore that the long term survival
of any business enterprise requires an equally long term satisfaction

of its customers on a continuous basis. This can take the form of after

sales service business advice and credit facilities.

saille
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AN EVALUATION OF THE MARKETING STRATEGIES OF SERVICE

INDUSTRIES

For quite a long time in the history of service industries the
marketing concept has been rellegated to the background. Yet

the provision of a wide range of services to meet the various

needs of customers had always involved one aspect of marketing
techniques or another.

The increasingly competitive environment in which most service
industries such as banks operate coupled with a myraid of dramatic
and sometimes traumatic monetary and credit policy manipulations
aimed at loosening bureacratic grip on the economy and arresting
escalating inflation have combined to increase the awareness of

the importance of marketing in other words the banks have woken up
to the tough challenges of survival and it is this guest for survival
that has given rise to various innovations to revolutionize the old

fashioned banking industry.

Essentially marketing in service industries like banks have focused
in two main objectives. One is that of maintaining a fair share of
the financial market which though previously dominated by them has
attracted other operators competing for their share of the financial
cake the other objective is to improve the profitability of their

operations as a whole.

sufs
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Since most customers now are borrowing more selective in their
lodgements and deposits and forcing finer margins on borrowed
funds, it is important that banking services are well packaged

and delivered to satisfy the various customers needs.

SERVICE MARKETING MIX ANALYSIS

The marketing mix for products equally apply to services that is the

4ps, namely, product, price, promotion and place (distribution).

From the above, unique features of marketing it is imperative for
marketing executives to evolve the appropriate marketing mix policies
and strategies that will effectively and efficiently market the service

to the different target segments and equally achieve their set goals.

Let us now discuss each of the marketing mix:-

Product Planning

This involve ensuring that the total service package is such as to
meet the needs of the different consumers. In planning, the marketer
will have to consider such issues as the type of service to be offered, -
need for expansion or diversification, and what needs to be done in
terms of service attributes like making provision for guarantees. For
instance, the banks may decide to expand their mix by working jointly
with some supermarkets where majority of its customers do business by
maintaining a kind of standing order to settle customer bills rather
than the customers taking the trouble to do that. This is a way of

encouraging good customer relationship.
sl
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Pricing of Services

Pricing strategy is another area that calls for managerial creativity
and skill designed to increase profits as well as encourage customers
to 'call again'. High interest rates on deposits or reduced rates on

loans and advance are good examples of pricing strategies.

Service Promotign

Advertizing is the most widely used form of promotion in the marketing
of services. One reason for this is that when a new service is being
introduced, there is the need for advertisement to introduce it to the

general public.

Secondly, advertising helps to acquaint the consumer with the value
or benefits of a service and this can help widen the market for that

particular service.

Service firms like the banks also try to participate actively in commu-
nity affairs as a means of getting their names across to the public.
United Bank for Africa's involvement in Women's Forum and the provision
of easy credit facilities for peasant farmers under its Joint Liability

Credit Scheme are good examples of community participating.

Finally, advertising helps to emphasize the courteous, friendly and

efficient service rendered by a firm.
el
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Other forms of promotional strategy include personal selling, publicity

and sazles promotion.

Personal selling becomes very important when trying to develop a close
relationiship between the buyer and the seller. Free publicity of
television programmes by some commercial banks also helps in service

promotion.

PLACE (OR DISTRIBUTION) FOR SERVICES

Place strategies are concerned with ensuring the prompt delivery of
the services to the target market. In other words, it refers to the
selection of appropriate channels of distribution. Two main channels
can be identified, namely the direct and the indirect channels of dis-

tribution.

The direct method means selling of services directly from the seller

to the consumer, in this case, no middlemen are involved or used. This
approach, however, 1imits the geographic markets that service sellers
can reach although it has the advantage of enabling sellers to get

quick and detailed customer feedback source it involves personal selling.

The indirect method, on the other hand, involves the use middliemen

thereby broadening distribution. For instance, commercial banks apart
from having branches in different locations, do arrange with companies
to deposit their employees' pay-cheques directly into their bank accounts.

ol
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This way, the employer serves as an intermediary in the distribution

of the banks services.

CHARACTERISTICS OF SERVICES

The concept of services have no one universally accepted definition.
However, Staton has defined the term services as"those seperately
identifiable, essentially intangible activities that provide want
satisfaction, and that are not necessarily tied to the sale of a

product or another service". 16

According to Philip Kotler, a service is "any act or performance
that one party can offer to another that is essentially intangible and
does not result in the ownership of anything its production may or

may not be tied to a physical product.

Incustries that are engaged in the provision of services are many

ancd divergent.

We are going to focus on two commercial banks (Inland Bank Plc and
Union Bank Plc) This is because the importance of services in general
and financial institutions in particular to the economic development

of a nation cannot be over emphasised.

There are four major characteristics of services:-

oud s
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(1) Intangibility
(2) Inseperability
(3) Variability

(4) Perishability

Intangibility

Services are essentially intangible that is "they cannot be seen, tasted,
felt, heard or smelled before they are bought". It is probably only
after a purchase that a consumer can feel or sense the effect of the
service. For this reason, it becomes very important for the marketer

to adopt a strategy that would build confidence on the consumers of his
services, to "tangibilize and intangible" and thus create a linkage

betwcen benefits and purchases.

Inseparability

By this term, we mean that services cannot be isolated from the seller
in the sence that the client or consumer must also be present when the
procucer is rendering the service. It is a direct kind of 1ink between
the buyer and the seller. This feature tends to limit the scope of
distribution. There are, however, some exceptions to this rule such as
travel agents and insurance brokers who can conduct and sell the service

on behalf of producers.

Varizbility
This refers to the heterogeneity of services in the sense that the

gquality of a service provided is not always the same. This is so

because of differences in the people involved in the provision of
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For instance, the services provided by one branch office of a commercial
bank should be just as good as that offered at its other branches.

This however is not always the case. Staffers in say Kano branch may
be happy to offer good quality service probably because they receive

some "cifts or dash" from rich Kano customers whereas those in Samaru -
Zaria branch may be somehow non-challant in their attitude because they
do not get similar treatment from their immediate customers who are

mainly civil servants and are poor.

To ensure good quality control, two steps are recommended: the first

is investing in good peronnel selection and 2i0ing ...on. the second
step is monitoring customer satisfaction through suggestion and complaint
systems, customer surveys, and comparism shopping so that poor service .

can be detected and corrected." 6

Perishability

When 2 oroduct or service is said to be perishable, it means that it is
subject to a complete waste or decay if not used at the appropriate time
good examples would be an idle cashier in a bank or an unused seat in an
airplance or train such a situation becomes unprofitable to both the seller

and the buyer of the service.

Apart from perishability there is also fluctuation of demand for services
depending on the season and time. For instance, peak period such as
month end would necessitate a commercial bank to either acquire more
computers or hire the services of additional cashiers to speed up the
processing of customers’ cheques if they want to maintain their image and

quality. cafs
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&-5 BANKING SERVICES

The services rendered by banks are many and varied but the type
and quality available will depend upon the degree of development
of & country's financial system as well as the target market.

Banking services could be grouped as follows:-

Depos = Collection - Current account, fixed deposit, deposit receipt,

savings account, etc.

Money transmission Servives Cheque, cheque card, cash card, gift

cheque, credit transfer, direct debit, standing order, bank draft,

certi’ied cheque, mail transfer, telegraphic transfer etc.

Financial Services Tax administration unit trsut, stock exchange

services, insurance services, investment advice, status equity, safe

custeody etc.

Foreign Services Travellers cheque, foreign currency, foreign draft,

mail transfer, telegraphic transfer, letter of credit, bills collection

and sc_tlement.

Credit Loan, overdraft, advance, discounting, leasing, bills,

acceptance, bonds and guarantee, credit facility etc.

ol %



2.6

-28-

BANK _MARKETING EFFECTIVENESS

The question of how effective a bank's marketing strategies are
is a difficult one to answer. This is confirmed by Wole Adewunmi
(1985) when he opined that a "measurement and evaluation of the
Performance or efficiency fo any socio-economic system is usually
a difficult task..... the variety in the size, activeness and
specialization of bank's is confounding. This makes doubtful the
creditability of any basis for measuring the relative

efficiency of these institutions.' 21Yhese obstacles, notwithstand-
ing, there is still need to measure the relative efficiency of
firms. This is because measures of efficiency are important for
comparisms with other firms or comparisons with one's own past
performance. For a firm to be able to know the effectiveness of
its marketing strategies 1t is always useful to conduct a marketing

auait.

Bonana (1984) define a marketing audit as "a comprehensive, syste-
matic, independent and periodic examination of a company's or
business units - marketing environments, objectives, strategies

and actives with a view of determining problem areas and opporiu-
nities and recommending a plan of action to improve the company's
marketing performancé'dgia11y, the starting point for marketing
strategy audit is the corpeorate goals and objectives because they
are the core elements that determine which strategy will be feasible
This view is shared by Tootelian et.al {1980) when they said that
for any marketing strategy to he effective, it must be able to

provide to the following questions:-

o/
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(1) Are the marketing objectives clearly stated and do they lead

logically to the marketing objectives?

(2) Are the marketing objectives stated in a clear form to guide

marketing planning and subsequent performance measurement?

(3) Are the marketing objectives appropriate given the company's

competitive position, resources and opportunities?

Generally speaking the measures of economic performance of the Nigerian
Banking system have always been considered from the points of the level
of output and profitability. Talking of a bank's output refers to the
number of deposit accounts or loans and the average of loan balance for
various services. Agu (1988) has argued that "deposits as a measure of
output have important social welfare implications because they determine
the ability of the bank to finance industrial and agricultural activities
and thus affect the rate of the economy's economic growth“?g To support
further the use of deposits as one of the indices of bank output, Revell
(1980) has said that “"Strictly Speaking, it is best measure increases in
bank business by the growth in deposits and other funds available for
lending, but the incompleteness of some of the balance sheet information

- . F 5
makes it more convenient to use volume of business as @ proxy..... n 28

Profit performance analysis, on the other hand, looks at a bank's strength
in terms of adequacy of capital and competence of management. The role

of profits and profitability in banking is crucial for a number of reasons.

wafls
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"Firstly, vevounn a good level of published profits reasures despositors
that the business is competently managed....... second, bank profits
provide the first line of defence against the risk inherent in banking
and therefore reassure not only depesitors but also the stockholders of

e

the safety of their investment particularly in times of economic adversity":
Two most widely used indicators of a firm's profitability are its return

on assets (ROA} and return on egquity (ROE). Fanning (1981) confirms this
when he noted in his study of bank performance that "the two fundamental
measures of bank performance are growth in the operating profits before

taxes, interest and extraordinary items”. 30

It is tnis widely accepted that profitlwou?d be a satisfactory measure of
a firm's perfaormance since it provides a good indication of the effciency
with which the firm uses the resources available to it. Put in another
way, profitability reflects the prudence with which the resources are

being managed in an industry in the long run.

/ CONCLUSIONS

The task of effective measurement of a bank's performance is faced with
a number of problems, for instance there is paucify of data and infor-

mation on some of the balance sheet items of the banks.

second -, the level of profits may increase due to inflation, thereby

giving a wrong picture of efficiency in the management of bank resources.

Finally, the feature of intangibility of products of service industries

Tike banking creates output problems thus making it difficult to evaluate

the out:ut performance of these Banks.

i
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HAPTER III

3.0 RESEARCH METHODOLOGY

This chapter comprises different tools used in the collection of data,
hence, =mphasis is on the instrument used, research population and
smaple size, sampling procedure, justification for sample selection,

statistical techniques utilized for the study.

Both pr mary and secondary sources of information are used in this
study. These include principally administering, of questionnaires,

personal interviews and the annual reports of the banks studied.
In analysing the data collected, the study will consider the bank's

performances in relation to the contribution of their marketing strategies.

Research method refers to the procedure of scientific inquiry into a
problem situation in this study two methods of inquiry were adopted

namely:-

Explanatory and descriptive

Explanatory research is concered with discovering the general form of
the decision or problem situation, while descriptive research focuses
on the accurate description of the variables in the decision on problem

situation.

sl JUSTIFICATION FOR APPROACHES USED

The purpose of this study is to evaluate the marketing strategies of
Union Bank Plc and Inland Bank Plc. This is with a view to determining
their effectiveness or otherwise in meeting customers needs; their
performance in general and make suggestions for improvement where

NecASSAary s b . ———— B
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Exploratory Research method is used because only a small proportion
of existing knowledge and experience is documented on marketing activities

in the service industry especially banks.

Descriptive Research is used to summarized data based on certain charac-

teristics for the purpose of easy analysis.

3.2 SUJRCES OF DATA

Primary sources of Data and information gathered by observations of

activities, personal interviews, and distribution of questionnaires.

While secondary sources are data collected from publications, magazines,

bookes pamplets etc.

In this study the sources of information gathering used were primary and

secondar sources.

The primary sources fo information used include observation of transactions
going or between the staff of the banks and their customers and distri-

bution ¢ questionnaires to them.

The researcher also conducted interviews by asking the staff of both banks

and their customers questions.

The seccndary sources of data used are official documents of the banks,

their arnual reports, journals publications and text books on marketing

and banking. /
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3.3 JPULATION AND SAMPLE SIZE

The populzation of management/staff of Union Bank Plc is 80 out of which
40 was chose as the sample while for Inland Bank Plc the management/

staff population is 60 out of which 30 was chosen as the sample size.

For both banks out of about 600 customers 100 were chosen as the sample

size.

3.4 SAMPLING PROCEDURES EMPLOYED

The random sampling procedures were adopted because it will enable the
researcher to have a true representative of the total population since
they are of unique characters and highly dispersed in some areas while

others wcre highly concentrated.

This procedure also ensures that each member of the population has an
equal chance of being chosen for the sample. This can be done by the
"Lottery method". The essential purpose of Random sampling selection

is to avoid subjective bias arising from a personal device of sampling

unit.

3.5 INSTRUMENTS USED

The instrument used in this research survey is the use of personal
interviews which was conducted in the banks and also the use of

questionnaire which was administered on the management/staff and customers

of the bank.
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3.5.1 PERSONAL INTERVIEWS -  The Management and staff of the banks

were interviewed personally by the researcher though some problems
were enco.ntered with regards to vital information on the amount received

and given out by the banks. Some of the customers of the two banks were

interviewed personally.

3.5.2 QUESTIONNAIRE - A questionnaire was prepared and distributed

to the stoff of the two banks in question.

The questionnaire was so designed to contain both structured and un-
structurec questions that are enough to cover the necessary areas on

marketing strategy for this study.

3.6 JUSTIFICATION FOR SAMPLE SELECTION

The reascn for selecting the random sampling method is to give each

element in the population an equal chance or probability of being chosen.
The sample size of 100 customers is chosen from a population of 600
using raccom sampling procedure and as such each unit of the population

was repre:cented.

3.7 STATISTICAL TECHNIQUES USED

The stat :tical techniques used are simple percentages and the weighted

average method.

For the analysis and tabulation of data collected through the use of

questionnzires. the researcher will make use of simple tabulation

- - - "- . . (S an . ] «1 ] 2.
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CHAPTER 1V

4.0 DATA PRESENTATION AND ANALYSIS

This section of the study deals with the presentation and Analysis
of data. The data used for analysis were obtained partly from the
publishad annual reports and accounts of the individual banks {see
Appendicas) as well as from administered questionnaires and personal

interviows.

The data collected is presented in tabular Torms and expressed in

percentagzes and weighted Average method.

4.1 PRESENTATION OF DATA

In this section data is presented in tabular forms and are expressed in

percentages.
TABLE 4,1.1
PROFIT AFTER TAXATION OF THE TWQ COMMERCIAL BANKS
BETWEEN 1983-1997
K'000
BANK ‘ 1993 1994 ‘ 1995 1996 1997

Union Bark 1,297,000 31,242,000 | 575,000 | 420,000 | 452,000
Inland Bznk 139,424 42,598 4,601 4,348 22,721

Source:

Union Banik of Nigeria Plc  Annual Report & Accounts 1997, Inland Bank

(Migeria: #lc Annual Report & Accounts 1997.
.
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Other Performance Indicators

Two other widely known profit indicators are the return on assets or

jnvestment {ROI} and return on equity (ROE).

1. Return on Assets - The return on investment, which is often

callad the firm's return on total assets, measures the overall
effectiveness of management in generating profits with its available

asscts. It is computed as follows:-

Return on Assets = Net Profit After Taxes
Total Assets

2. Return on Equity (ROE) - The return on equity which is often

called the firm's return on networth, measures the rate of return

on the shareholders investment. 1t is calculated as follows:-

Return on Equity = Net Profit After taxes
Shareholder® fund

TABLE 4.1.2
PERCENTAGES RETURN QN ASSETS AND EQUITY

YEAR TNLAND BANK “UNTON EANK

ROAZ | ROE% ROE% | ROA%
1993 2.2 |25.8 45,5 | 1.4
1994 4 3.3 31.8 .97
1995 A 3.4 33.1 .75
1996 1.8 |11.7 46.6 | 1.4
1997 2.9 121.8 8.8 1 1.4

Sources: Ynion Bank of Nigeria Plc Annual Reports & Accounts 1997
Inland Bank {Migeria) Ple Annual Reports aind Accounts 1997.

.
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.
TABLE 4.1.3
CREDIT NEWS MONTHLY BANK CUSTOMERS SURVEY
TIME SPENT BY CASHIER'S ATTITUDE
BANK LOCATION CUSTOMERS | TO CUSTOMERS
Union Bank {Yakubu G/Way About two hours Fairly good
Inland Bank jAhmady B/Way At least one hour { Normal
Source: Credit News Magazine, May 1996 P, 34.
4.2 STAFF/MANAGEMENT QUESTIONNATRE
TABLE 4.7 .1
Union Bank Plc Inland Bank Plc
No. of Copies distributed 25 20
No. of Copies returned 22 17
Q.1 Tke term marketing in your opinion means
TABLE 4.2.2
UNIOH BANK PLC INLAND BANK PLC
VARIABLES RESPONDENTS % VARIABLES  RESPONDENTS{ %
Seiling ' 4 18.2 Selling 5 29.4
Market Rasearch| 8 36.3 Markt Research 5 29.4
Planning & Coo-| 5 22.7 Planning & 3 17.6
dinatior Co-ordinatign
No idea - - No idea - -
Others 5 22.7 Others 4 23.6
Total 22 100 17 17 100




=40-

3.2 Does your Bank have a marketing Department: YES : NO

TABLE 4.2.3

UNION BANX 2LC TNLAND BANK PLC
VARIABLES RESPONDENTS % VARTABLES 1 RESPONDENTS %
YES 15 | 68.2 YES 12 70.5
NO 7 31.8 NO 5 f 29.5
TOTAL 22 100 TOTAL | 17 100

Q.3 If ves, at what level is your marketing Department Situated?

TABLE 4.2.4
UNIQN sANK PLC INLAND BANK PLC
VARIABLES  RESPONDENTS % YARIABLES _RESPONDENTS %
Head Office 22 100 Head Office 15 88.3
Area Office - - Area Office 2 11.7
Branch Levzl - - Branch Level - -
TOTAL 22 100 TOTAL 17 100
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Q. 4 Mhat functions does your department perform?

TABLE 4.2.5
UNIOR 3ANK PLC INLAND BANK PLC
VARTABLES ~ RESPONDENTS % YARIABLES - RESPONDENTS) %
i
Advertising - - Advertising - -
Marketing Researchl - - Mrkt. Research - -
Public Relations - - Public Relations - -
Planning - - Planning - -
Persona. Selling - - Persponal Selling - -
ATl of the above 22 100 A1l of the above 17 160
i TOTAL 22 100 17 100
G. 5 Do you apply marketing strategies in your operations?
TABLE 4.2.56
Uk ION BANK PLC INLAND BANK PLC
VARIABLES RESPONDENTS % VARIABLES RESPONDENTS %
YES 20 91 YES 16 94.2
NO 2 g NO 1 5.8
TOTAL 22 100 r TOTAL | 17 100
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Q. 6 Whe constitute the bulk of your market?

TABLE 4.2.7

UNION BANK PLC

INLAND BANK PLC

VARIABLE: RESPONDENTS % YARTABLES RESPONDENTS %
Urban dwzlilers 22 100 Urban dwellers 17 100
Rural dwzilers - - Rural dwellers - -
TOTAL 22 100 17 100
3. 7 How does your bank reach its customers?
TABLE 4.2.8
UNIOM BANK PLC INLAND BANK PLC
VARIABLES RESPONDENTS % VARIABLES RESPONDENTS %
Branch Network 14 63.6 Branch Network 10 60
Advertising 18.2 | Advertising 4 24.0
Personal Selling 4 18.2 Personal Selling 3 16
Gthers - - Others - -
TOTAL 22 160 TOTAL 17 100
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Q. 8 If your bank is involved in perscnal selling, where does it carry

out i=s functions?

TABLE 4.2.9

UNION BANK PLC

INLAND BANK PLC

-
VARIABLES RESPONDENTS % VARIABLES RESPONDENTS %
Customers -Homes 13.6 Customers Homes 2 11.8
Offices 22.7 Offices 4 23.5
Bank Premises 10 45.5 Bank Premises 10 58.8
Others 4 18.2 Others 1 5.9
TOTAL 22 100 TOTAL 17 100

Q. 9 If your bank uses advertising which of the media does it consider

most a2ffective?
TABLE 4.2.190
UNIGN BANK PLC INLAND BANK PLC
VYARIABLES RESPONDENTS % YARIABLES L RESPCNDENTS %
Radio 5 2.8 Radio 4 3.5
Television 10 50,1 Television £ 35.4
Newspaper 3 13.6 Newspaper 3 17.6
Magazines 2 g Magazine 2 11.8
Bill boards 1 4.5 Bi11 Boards 1 5.9
Others 1 - Others 1 5.8
TOTAL 22 200 TOTAL 17 100
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Q. 10 Does your bank conduct research in customer needs and problem?

TABLE 4.2.11

UNION 3ANK PLC

INLAND BANK PLC

of your bank?

TABLE 4.2.:2

UNIC BANK PLC

INLAND BANK PLC

VARIABLES RESPONDENTS % VARIABLES RESPONDENTS %
Yas 22 100 Yes 17 100
No - - No - -
TOTAL 22 100 TOTAL 17 100
. 11  Oc you think that customers are being treated fairly by the staff

l-.._

VARIABLES RESPONDENTS % VARIABLES RESPONDENTS %

Yes 20 91 Yes 16 94.1
No 2 9 No 1 5.9
TOTAL 22 1001 TOTAL 17 100
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Q. 12  ¥ow do you determine the success of your promotion?
TABLE 4.72.:3

UNION BANK PLC INLAND BANK PLC

VARIABLES RESPONDENTS % VARIABLES RESPONDENTS %

No. of Customefs 6 27.3 No. of Customers 4 23.5
response respgnse

Profitabiiit& 5 22.7 Profitability 3 17.6
Sales Voiume 11 50 Sales VYolume 10 53.9 -
Others - - Others - -
TOTAL 22 100 TOTAL i7 100

Q. 13  What is the nature of complaints from customers?

TABLE 4.2.14

UNIQN 3ANK PLC INLAND BANX PLC
VARIABLES RESPONDENTS A VARIABLES RESPONDENTS %
Staff attsitude 10 45.5 Staff attitude 9 2.9
related related
Time relz=ed 11 50 Time related ) 35.4
Others 1 4.5 Qthers 2 11.7
TOTAL 22 100 TOTAL 17 1300




g. 14
probiems?

TABLE 4.2.15

UNION BANK PLC
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How does your bank conduct research into customer needs and

INLAND BANK PLC

VARIABLES RESPONDENTS % VARIABLES RESPONDENTS| %
Suggestion boxes 10 45.4 | Suggestion boxes 13 76.5
Questionnaires 3 13.6 | Questicnnaires 2 11.8
Personal Interviews 1 4.5 | Personal Interviews 1 5.9
Others 8 36.5 | Others 5.8
TOTAL 22 100 TOTAL 17 100
Q.15 How are these problems resolved or minimised?
TABLE 4.2.16

UNION BANK PLC INLAND BANK PLC
VARIABLES RESPONDENTS % VARIABLES RESPONDENTS %
Improved services 10 45.5 | Improved servi- 10 58.3

ces

Prompt Customer 12 54.5 | Prompt customer 7 42
attention attention
Aggressive Public - - Aggressive Public - -
Public Relations Public Relations
TOTAL 22 100 TOTAL 17 100
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G. 16 Any other comments?

Most of the staff responded to this question by saying that in order
to improve the quality of banking services.

Emphasis must be on staff training, intensification of welfare packages,

morale baosting, and courtesy on the part of staff towards the customers.



-48-

4.2 DATA ANALYSIS

This chapter attempts to analyse the realised economic performance of

Union Bank Plc and Inland Bank Plc. The data used for the analysis have

been obtained partly from the published annual reports and accounts of the
individual banks (see Appendices) as well as from administered questionnaires
and personal interviews specifically, profit performance measurement is
stressed in this analysis for a number of reasons. One is the fact that
profits form the basis upon which_the two main pillars of banking strength
rest i.e adequacy of capital and competence of management. In other words,

a good level of published profits reassures depositors that the business

is well managed, while retained profits are seen as making substantial

contribution fo the maintenance of capital base.

A second reason is that bank profits provide the first line of defence
against the risk inherent in banking and thus gives reassurance to both
depositors and shareholders of the safety of their investment, especially
in an inflationary situation. Rose (1981) has observed that “increasingly
management, regulatory authorities, the stockholders and the investment
community at large are looking at the bottom line - profitability - as
|

a measure of how well a bank is performing”. The tables in 4.1.1, 4.1.2
show the profit positions of the two banks as well as their returns on
investment and equity over a five year period. 53‘5711

5
The figures in Table 4.1.1. indicates that for Union Bank the profit
figures have decreased over the years while in the case of Inland bank

the profit figures decreased and later increased in 1997.
i
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The figures in Table 4.1.2 show that the two banks have been performing
creditably well in 1996 and 1997, though themewas a decline in their RDA
in 1994 and 1995.

In the case of ROE we can see that Union Bank Plc is doing better than

Inland Bank Plc.

The situation in Nigeria has however, changed since 1980's. That the

banks did not face any strong competition from other financial institutions
does not imply that the Nigerian banking system is not competitive; there
has been a good degree of competition between individual banks and that
explains why each and every one of them is now adopting one form of market-
ing strategy or the other to boost their business and possibly become

leaders in the industry.

In general, the tables abave indicate that the two banks have been perform-
ing creditably well over the years due to their well designed markeling
strategies same of which are highlhighted in chapter two. Furthermore,
the resposnes received by the researcher confirm that the banks are adopting
the full marketing concept and are continuously bringing into focus the need

for application of the complete marketing mix.

With regards to their distribution (place) strategies, the two banks tend
to have the bulk of their market concentrated in the urban centres,
essentially the big towns and cities where commercial and industrial acti-

vities take place. o
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Most of the banks feel that they would incur costs rather than make
profits in the rural areas. But with more banks springing up, the old
banks feal threatened and therefore are having a change of attitude

positively towards rural banking.

Since customers are normally regarded as "Kings", any business organi-~
sation that wants to succeed and maintain a good public image must treat
its customers as such. It is unfortunate to observe, however, that in
Nigeria the relationship that exists between bank staff and customers is
still far from being cordial in one of the bank customers survey conducted
by CREDITNEWS, the result were recorded in table 4.1.3. The table clearly
shows that customers are not being given gocd enough treatment in some of
the bank’'s branches. Otherwise, how can one explain a customer spending as
much as two hours waiting to complete a transaction or be attended to. Not
only that, some cashiers are known to be gquite rude and vulgar in their
approach to customers. These are some of the anomalies that need to be
corrected by the banks if they have to retain their customers and attract

new ones.

Out of 25 questionnaires distributed to the management and staff of Union
Bank Plc, 22 were fully compieted and returned while for Inland Bank Plc
17 were fully completed and returned out of the 20 guestionnaires distri-
buted to their staff/management. This represents a good response and it

is therefore expecfed that a reasconable level of accuracy will be obtained.

{see table 4.2.1.). e
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Both banks have marketing departments as represented in table 4.2.3,
where 15 respondents from Union Bank and 12 respondents from Inland

Bank representing 68.1% and 70.5% agreed.

For Union Bank their marketing department is situated at the Head Office

as shown in tabie 4.2.4 whereby 22 respondents representing 100% hold this
view. In the case of Inland bank Plc 15 respondents representing 88.2%
agreed that their marketing department is at the Head Office, while 2
respondents representing 11.7% say that the area offices also have market-
ing departments. Both banks have marketing departments which performs
functions such as advertising, market research, publiic relations planning ..
and personnel selling as shown in tabie 4.2.5 with a percentage of 77.2%

for Union Bank and 58.8% for Inland Bank Plc,

Both banks apply marketing strategies in their operations. This is shown in
table 4.2.6 whereby 91% and 94.1% of respondents hold this view. Whereas

9% and 1% hold a contrary view. They do not believe that marketing stra-
tegies are applied in their operations. At this juncture, the working
 Hypothesis which states that “the two commercial banks fully understand the
marketing strategies and apply them in their operations™ is accepted while

the null hypothesis is rejected.

The two banks go as far as conducting a research into customer needs and

problems using mainly suggestion boxes, this is shown in table 4.2.11 and
table 4.2.15, Whereby 100% of the respondents of the two banks hold this
view. These problems are mainly solved or minimised by improved services

and prompt customer attention {see table 4.2.16).
-a/c
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The staff/management were asked, "Any other comments? The response

was that in order to improve the quality of the banks services, emphasis
must be on Staff training, intensification of welfare packages, morale
boosting, courtesy on the part of staff towards the customers, thus it
suggests that the banks should undergo a total restructuring exercise
and to look both inwards and outwards towards improving the gquality of

its services.

4.3 PROOF QF HYPOTHESIS

Based on the Hypothesis already formulated, the researcher will hereby
attemt to institute a proof and determine the acceptance or rejection of

the working or null hypothesis.

Hypothesis 1

Ho - That the two commercial banks fully understand the marketing stra-

tegies and apply them in their operations.

Hi - That the two commercial banks do not fully understand the marketing

strategies and do not apply them in their operations.

Hypothesis Table 1

This is reflected in question 5 of the staff/management guestionnaire

and the question is: Do you apply marketing strategies in your operations?

o/
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UNION BANK PLC INLAND BANK PLC
VARIABLES RESPONDENTS 4 VARIABLES RESPONDENTS z
Yes 20 91 Yes 16 94.2
No 2 9 No 1 5.8
TOTAL 22 100 TOTAL 17 100

Working Hypothesis:-

Favourable: %g x 100 = 90.9 16 x 100 = 94.1%

17 Tr—

Null Hypothesis:i-

Adverse: zg x 100 = 9.09% «% x 100 = 5.8%

The above analysis shoes that 91% and 94% of the respondents agreed

that the two commercial banks apply marketing strategies in their
operations while only 9% and 6% of the respondents of the two banks hold
a contrary view. Under this condition the working hypotheis is accepted

while the null hypothesis is rejected.

Hypothesis Il

Ho - Customers are being treated fairly by staff of the two commercial

banks.

Hi - Customers are not given fair treatment by staff of the two commer-
cial banks.

Hypothesis Table 2

This question is called from question 11 of the staff/management

questionnaire and it is as follows: Do you think that customers are
being fairly treated by the staff of your bank?
ao/o




UNTON BANX PLC

INLAND BANK PLC

VARIABLES RESPONDENTS % VARTABLES RESPONDENTS %
Yes 20 90.9 Yes le 94.1
No 2 19.1 No 1 5.8
TOTAL 22 100 TOTAL 17 100
Working Hypothesis:-
Favourable: %g X I%Q = 90.9% %% X l%_ = 04.19
Null Hypothesis:-
: 2 100 _ 1o, 100
Adverse: 55 X 9.09% 17 X 1 5.8%

With the above responses 20 respondents from Union Bank Plc and 16
respondents from Inland Bank Plc agreed that customers of the bank are
being treated with fairness, while only two respondents from Union Bank
and one from Inland bank plc opposed this view in this instance, the null
hypothesis is also rejected while the working hypothesis

of

is accepted.
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4.4 FINDINGS

H

Ll M

The findings in this study have revealed that the béﬁfg-aﬁaerstand the
importance of marketing, especially marketing strategies to their
operations. There are a catalogue of innovative services now being
rendered by the Nigerian banking system which are aimed either at attrac-
ting more deposits or at relaxing problems being encountered in the use of
cheque as money transmission mechanism for example, the Union Bank's "save
as you Earn scheme" are all designed specifically to attract deposits and
improving the acceptability of cheques and enhancing bank's identity and

image.

Another finding is that the banks regard competition as one of the most
important factors influencing their pricing policies. Because they all
want to have the controlling share of the market, they ensure that their
prices are carefully deisgned in such a way that will attract more customer:
and deposits. Unfortunately, however, my investigation revealed that other
market forces such as customer needs are hardly taken into consideration
when setting prices. For instance, customer services have been found to

be very unsatisfactory as there is usually long delyas in effecting trans-
actions such as slow process of granting bank credit facilities to needy
customers. Thus, no matter how good a price that may be set, if the
customers receive unsatisfactory and shably treatment from the bank's
personnel, they may decide to change bank and be prepared to pay more for

quality and quick service.
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In fairness to the bank workers, it has been observed that the public

has shown little understanding despite the fact that cashiers, on some
occasions, work under pressure, monthends, for instance, constitute peak
periods during which government ministries and companies pay their staff
salaries through the banks. On their part, bank managements request their
branches to turn in their reports on operations. All these create tension
and pressure on the part of the bank workers which in turn has effect in

their relationship with the customers.

Thirdly, our analysis further revealed that the banks initially had their
branch network concentrated in urban centres to the neglect of the rural
areas. Some of the reasons that have been advanced for this low develop-
ment of the economy, the lopsided distribution of industries and infras-
tructures, as well as the lack of interest by the government until 1977,
to control the spread of banks, since 1977, however, the Central Bank of
Nigeria started invoking its statutory right under section 4 of 1969
Banking Decree directing all commercial banks to operate the rural
banking scheme. This scheme was intended, among other reasons, to ensure
effective access or rural dwellers to credit and hence allocation of
credit and productive activities, to 1ink together the various financial
markets in the country, especially the money markets in the rural areas
and the capital market in the urban centres, and finally, to enable the
rural banks act as back-up support for the various government development

programmes in the rural areas.

Analysis regarding promotion has revealed that the two banks carry out
alot of promotional exercise especially through the media of radio and

television. i

9



-57~

Thus, one hears such jingles as "Big strong and Relaible" in reference
to Union Bank; Advertisement in this respect by the various banks are

quite stimulating and have motivational contents.

Apart from "service advertising", there is also what is called
“institutional advertising" which is intended primarily to attract clients
through a changed attitude to the services of the banks and also build a
better image and goodwill for the bank. This type of advertising can take
the form of either patronage, public relations, or when banks partake in
activities outside the scope of banking like financing or sponsoring sport-
ing activities, educational programmes, conferences, symposia etc., all

aimed at image building.

Another promotional tool used is personal selling which is the process

of assisting and or persuading a prospective client to buy a bank service
or to act favourably on an idea that has commercial importance, from
investigation, not much of this form of advertising is used by the banks
rather, promotion is confined to radio and television, pamphlets and bill-

boards. wa
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CHAPTER V

5.0 SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

This chapter attempts to bring out the summary of findings of the

research work, the conclusion and the recommendations.

5.1 SUMMABY

In a nutshell this study has carefully evaluated the marketing strategies

of Union Bank Plc and Inland Bank Plc.

The two banks understand the marketing strategies and apply them in
their operations, they embark on marketing concepts and consult their

customers in taking decisions that affect them,

The banks also apply the concept of 4ps as part ¢f their managerial
functions. Promotion by them include advertising, personal selling,

public relation and sales promotion in some instances.

They have strategies they use to get and retain their customers such
as embarking on innovative services aimed at attracting wmore deposits
or at relaxing problems being encountered in the use of cheques as

money transmission mechanism i.e. Union Bank’s Save as you Earn Scheme”.

Dther strategies are product modification such as redevelopment of
traditional operation of lending and saving in the form of establish-
ment of Christmas/or vacation saving class, launching programmes on
mortgage lending, offering instalmental purchase or participating in

credit card. ol
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It should be noted that the two banks have a seperate department for

marketing activities.

The researcher was able to gather from management that the price
objective of the banks are to provide banking services to its customers
at a profit, sufficiently attractive to retain the confidence of their
share holders and offer banking services with a view of improving the
economic development of the country in general and also to provide finan-

cial support to qualified customers.

The two banks apply marketing strategies in their operations so that
they can achieve the above objectives. They conduct personal research
into their customer needs and problems and try to solve or minimise such

problems. sl
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5.2 CONCLUSTION
R —,

The contemporary marketing definition of product ecomprises all things
that are capable of satisfying human needs and wants. This in essence
means both tangible and intangible things or products. This line of

thinking as it relates to product does not distinguish it in the basis of

attributes.

The relevance and significance of this definition lies in the fact that
satisfaction of human needs is the major determinant of what is regarded

as a product.

A better understanding and application of service as a product as well as
the application of it in the banking services sector would be to a great
extent, dispel the pervasive wrong notion of the position of marketing as

it relates tp services,

The environment for bank marketing is constantly changing due to the fact
that most customers of commercial banks are adjusting and changing in value
in the face of the present depressive marketing conditions. Though these
changes are felt slowly, they must be anticipated as early as possible to
cope with the challenges of ever changing market condition. Marketing job
is to concieve and formulate strategies, plans to reach and effect the
markets that has been selected for exploitation. The marketers job also
include continual appraisal and evaluation of services provided customers
wants and needs must be undertaken to ensure that existing markets are not
lost due to providing unnecessary and unwanted services. However, to ensure

survival, Nigerian commercial banks must be market oriented in order to

attract more customers and to retain existing customers.

../
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RECOMMENDATIONS

In lTight of the problems observed in the course of carrying out this study,

the following suggestions are recommended for the improvement of marketing

strategies of commercial banks.

1]

Quality of Service

Bank's marketing efforts should take due cognisance of the need

to improve the quality fo service that customers get. The delays
in effecting simple transactions coupled with poor staff attitude
must be greatly discouraged. This can be done through continous
staff training and development during which time should be empha-
sised to employees that customers constitute the life-blood of

the organisation and therefore, should be treated as 'Kings'.

In other words, the customer must be recognised as prime to the
services of the bank and as such must be made to feel satisfied
with the services. Furthermore, since bank customers are people of
different needs and expectations, bank services should be developed
around customer preferences. This entails continous assessment of
customer needs, creating services and service packages specifically
designed to satisfy the changing needs and informing the customers
of available services and their benefits. This also means the
efficient use of personal selling technique to be able to persuade

prospective clients.

The use of computers should also be introduced to quicken the
rendering of services to customers. This will surely minimise
the incessant queues and Tong manhours that are usually wasted by

customers to transact very simple business like withdrawing money.
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To further reduce the problem of pressure and delays, bank
managements should develop alternative dates for submitting
branch returns instead of at month-ends which are usually 'pay
days' and bank employees are under very high pressure at this

time.

Rural Development

In view of the government's determination to develop the rural
banking programmes, it is necessary that commercial banks should

be made to provide the special credit needs of the respective
localities they are meant to serve. In order to do this effectively,
there is the need for the existing and future banks to decentralise
their control by establishing more rural networks. This way the
local branches can then take decisions to provide credit to the

rural farmers with relative speed based on personal contact and on
the local knowledge of the area in terms of industries and business
as well as farm conditions. The branches would thus be acting as
management consultants, identifying problems and proffering immediate

solutions.

Since banks find it easier and cheaper to reach the rural populace
through cooperative societies, the various local government councils
should, therefore, show greater interest than hitherto in encouraging
the formation of co-operative societies. Such a medium has been
found to be one of the easiest ways of mobilising rural savings for
capital investment in agriculture and other small-scale enterprises.

oy
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Interest Rates

It is a statement of fact that where rates on interest -
bearing deposits are high, it increases the number of clients.
Conversly where it is high on loans and advances, it tends to
reduce the number of clients especially the low and medium
income investors for this reason, it is suggested that banks
should review their present high interest rates on loanable
funds while at the sametime trying to maintain a balance to

avoid losing some of their present and potential customers.

Promotion

L m———— e

The present level at personal selling a more dynamic and
innovative role in the face of harsh economic realities of
the present day contained in the structural adjustment pro-

gramme (SAP).

Finally, the banks marketing philosophy should be defined in
terms of their social responsibility to their immediate envi-
ronment. The bank cannot dissociate itself from the economic
life of the community it is serving. This social responsibi-
lity to the community being served should be seen in terms of
how it mobilises savings, safety of community‘'s liquid resources

and making available essential credit needs to the community.

It is hoped that if the foregoing suggestions are considered
and adopted, there is no doubt that the country's economic
development, especially at the grass-root level would be
greatly enhanced and would also spread to other spheres of

national development.
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