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ABSRACT

This study was undertaken to throw some light on the
growing uncertainty about the effectiveness of advertising in
commerciabanking in Nigeria espétly in a situation whore many
people do not believe in patronising banks.

Some critics have questioned the use of advertising and sales
promotion for the sales ofgoods and services on the grounds that
it adds to costs and consedbeprices since costs influence
prices through the supply side).

Others have seen advertising and sales promotionas a
machinery for cheapening of goods because the additional costs
of time and resources that would have been wastethe search effort
by consumers are removed.

It is thesetwo propositions that prompted this study to
enable us understand the degree to which advertising activities
of commercial banks has been effective in Nigeria.

The fact that new commercial banks are springing up daily
and the existing ones are expanding their network of branches also
coupled with the fact that their advertising activities were taken into
consideration, a comparative study afFi Bank of Nigeria Limited
and Union Bank of Nigeria limited was undertaken.

The importance of the customer to the achievement of

corporate goals cannot be oesnphasized. To


http://commerci.il/

Vil i

achieve the overall objective of theganization, it is essential to
make known its services to its target market especially with the
use of good language.

Inthe comparative study of First Bank and Union Bank,
itwas found that duo totheir advertising activities, the targe
market are receiving the messages being put across to then.
Also advertising was found effective to some extent especially in
the generation of awareness.  Although the amount expended on
advertising is yet toachieve the targetegpomse.

Commercial banks in Nigeria should endeavour to
improve on their services especially, trying not to make bourgeous
claims in their advertisements.

Government should also take active part in
regulating marketin.'n rns in Niga, especially to check

mis lead ing advertisement
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CHAPTAR I

T A .'_,"'P .
INTRODUCT ION st “
Q. ‘ 6/'

Mvertising is one of the most powerful tools used

by a conpany (whethsr manufacturing or service) to
generate awareness as well as persuade potential
customers to try its products, In uwltimate terms,
advertisingz is undertnken to increase company sales and/
or profits over what they otherwise would be, However
advertising is rarely able to creante sales by itself-
other factors like quality, presentation and price of
the product or service also hnve roles to playe.

The 8ize of the advertising budget would among
others depend on what competition is opending, the state
of the economy, and the objectives to be achieved,

There are three basic media types:

- print media which involves usase of the press
- Audio=media which is rainly radio
- Audio-visual: television, cinema.

The type azl weigzht of the wvarious media to be used would
depend on the type of product and the objectiwes to be
achieved,

Looking at the role of advertising in marketing, it
neans different things to different people. To the house
wife, it may mean the supermarket's newspoper advertisement
depicting the latest style in refridgerntors. To a young-
star, it may mean the telewvision show starring his
favourite performer who tells about 2 cereal and to the

head of the family, it may mean the commercial, he hears



over his car readio as he trawvels te and from work.

The economist views advertising as a force
affecting the allocation of resources in an industrialized
econony., The sociclo igts sces it as an institution
exercising social conirol. To the businessman
advertising i3 one of the elements in the marketing of
his product(s) or service(s).

To ascertain effectiveness of advertising marzinal
thinking analysis in terms of a2ll adwvertising expenditures
to ensure that costs do not exceed revenus must be
considered. 8pecifically short term promotional outlays
to achieve immediate sales must not exceed the
contribution from those scles., Also in the intermediate
and long=-torm, advertising oxpendituvres to invade a new
market or to establish a targeted market share in an
existing market must not ¢xceed the potuntial return.

To aid in ascertainin: how effective advertising
has hecn in commercial hnking in Nigeria, a comparative
study orf First Bank =nd Union Dank of Nigeria Limited
will be analysed.

In the process of cvaluating the effectiveness of
advertising, the various pronises on which it is built,
the steps involved in its usngs and their success story
in the +two banks (First Bank and Union Bank), impediments
and possible suggestions will be analysed,

1s2 Statement of the Problem

In the Nigerian ¢ conomy, many manufacturers and
producers of services attempt to stimulate demand for



their goods and services. They are not satisfied
merely te produce and trust 0 chance that consumers
will become awarc of their products through the
interplay of market forces, Marketers knmow that if a
better product is produced, consumers will not
necessarily talke special pains to inform themselves of
its existence, its wants - satisfying qualities and
where it can be purchased,.

At the same time, many consumers unaware of where
to get what they necd would have even been more confused.

Juch would have been the case in this age of mass
production characteristic of a money economy like ours,
if advertising and sales promotion had not cccupicd that
missinz and important communication link between the
producer and consumer.

The question of why banks zdvertise despite the
fact that they enjoy an atmosphere of oligopoly in
commerce is =l1so asked. The importance and necessity
for the bank to tell the public what it does is also
paranount in that the service it offers are strange to a
layman and it therofore means that there should be a
sort of communication network to facilitate quick
dissenmination of information to the public.

;_\It is important to note that some critics hawe
quostioned the use of advertising for the sale of goods
and services on the ground that it adds to costs which
t&eqkargua ia ultimately borne Ly the consamers., Others
have =lso seen advertising as machinery for the
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cheapening of goods and scrvices because the t:Lme and
resources that would have boen wasted in searching for
the product or service which would have meant additional
costs to the consume:r would have been removed.
Also do bank's wdverts generate the same degree
of awarcnesgs and persuasion given the same level of
expenditure? Are there any disparities?

This study addresses these issucs.

1.3 Purpose of Study

The purpose of undertaking this study is fto find
out the extent to which advertising has been effective
in enhancing Banking objectives especially in the following
arens:

(1)  Frofitability

(2) Ingpe

(%) Number of custoners
(4) Cost of cperaticn

Advertising is fnst beconing an inportant part of
bus iness activity but NHimeria tends to be nore inclined
towards producticn than marketing. It is often said
that Nigeria is bosically a3 seller's market, which reans
Abat to a great extent, the consumers 1o not have nuch
éhoice in what they =et,

Thig study is alsoc gn attempt to enable one
ascertain to what extent banlks apply and offer the

services it proclaire® to be offering in their slogons.



1.5 Hypotheses

The following two null hypotheses were postulated

to give guide to the study.

(1) The greater the exposure to commercial banks'
advertisements, the higher the demand for the

advertised services.

(2) Advertising in the commercial banking industry

enhances the image of the bank.

1.6 Research Methodology

The research focus is in form of comparative study.
Data were collected from the banks relating to their
advertising activities using verbal interview and
structured questionnaires. Questionnaires were also

administered on some customers' of the banks.

Verbal interviews were conducted with the Public
Relations Managers of both First Bank and Union Bank.
Questionnaires were also administered on these Managers.
Also a total of 200 questionnaires were administered on
customers of First Bank, Union Bank and other Banks in

these categories both in Kaduna and Zaria townships.

The researcher tested these null hypotheses using

simple percentages and correlation coefficient.

Sample selection is based on the size and age of
the two banks. The choice of the two banks is based on
the fact that they are the foremost in aggressive

advertising in Nigeria.



Def mitir-n of Terns:
Advertising

Advertising is paid, non-personal conmunication
throush various medi~ by business firms, ron-profit
organisations and individuils who are in 3.ne way
identified in the advertising message. .t 18 one of
the four major tools conpanies use to direct persunsive
eonnunieations to turget buyers and jubl ecs. Jdvertising
in combination with personnl sellins, sales wonmotion
amd publicity form the pronotional mii-,.

Bffectiveness

The degree to which the crgsnisation att~ins
its own gonls or its Ianten . pci3ults, beth formal nnd
informal,

Sales Pronotion

short
Sales mromotim is the { = tern ineentives to

encouraga purchase of ~ product or service. It

enbraces ~ll other jronotional tools outside advertising,
personn 1 selling nd publicity such 8 displnys, trade
fairs, shows, exhibitions ete. thad can encourage

purchnases.

Market

4 narket foer a roduct or service consists of
individuals or orgonisations that have purchas ing
power and that are cwrent or potential buyers of the



product or service.

Med ia

The medin for 2dvertiserent is the agent that
conveys it to the public. The chief media are
News papers, Magazines, Television, Kadio, OQutdoor
advertisement, Transit advertisement, Direct nmail,
roint of purchase advertisenent.

He who deals with nedi~ deals with moncy. He
allocates funds to different medin in difforent
roportions, nmd his judgioment directly nffects the

cost/profit ratio of a warketing program.

Services

Def ined by the cormititece of definitions of the
American Marketing Lssoci~tion n2 activities benefits,
or sntisfactions which arc offered for snle or nre

frovided in connegction with the sale of goods,

Service Industey

This covers firme and enployers whose fignl
output is intangible. There are four major components
of the service industry; mroducer services, distributor

gervices or social services and nersonal dervices,



1.7 Data Interiyretation

The researcher anclysed the data collected
us ing the following tools,

First is the ure of gsinple percentagoes. This
was enployed with the recnlisation thnt figures bee-ne
enxgy to calculnte ~nd to 2 understcood when exprossed

in percentames.

a
Second, since the 3tudy is/comparative one,

eorrelation analysis was nlsc used.
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CHATTER II

LITER \TURE REVIEW

21 Introduction

Advertising forms -n import-nt aspect of business
activities in ocur modern society. It is a form of
communication (verbal und non-verbal) vital to the
successful role that businesses plny in the ccononic

life of a nation.

Strengths and "eiimesses of Advertising

a8 a momotion-l tool, advertising has certnin
strengths and werlnesscz that must be understcod by the
seller if it is to be veed most profitably. Often one
of the other promotionnl tools as personal selling,
publicity or sales prunotion, must be combined with
advertising to take 2dvontage of its strength -nd or
overcone its wealmesses.

Advertising has four basic strengths 23 a
promotional tocl.

First, it has the 2bility to expose large groups
of prospects at a low per-prospect cost.

Secondly, it can reach prospects that salcesnmen
cannot,

Thirdly, it heljs to sell a roduct ~nd lastly
it can help to intro.vc. » new product quickly.

Advertising is . mss communication promotion

tool ~nd, 28 such, c:m expose large groups of prospects



at a low prospect cost. Also in the case of services
like those offered by banks, it would notbe practical
for salesmen to ¢111 on customers. Often prospects
who have a profound influence on the purchase of a
jroduct are not ewsily seen by salesmen. Corporation
presidents and other principal officers are frequently
insulated from callers by secretaries and office
assistants. However most of these chief executives
spend some tine reading magazines, watching certain
television programmes etec. ALdvertising, thercfore, can
of ten reach prospects that - sales force camnot.

The pre-sellinz of [rospects by advertising is
assuming more importance each year. Fre-selling through
advertising is «lso - 11 when combined with personnl
selling. Advertisins is usced to introduce the product
tc possible prospecis in order to complete the sales.,

Advertising pgives businessmen fast access to
markets for the introduction of new products. If
necessary, mnillion of people can be exposed within a
very short time to advertising when introdueing o
new product or range of services. The rapid exposure
of markets to advertising messnees cncourages expans ion
of production and improvemcnt of services which is
neaessary for the continued development and prosperity
of a nation.

On the other hand, advertising when sct cnnnot
adjust to the mospects rocctions or answer his
objections to the proluct or service. ALdvertising is
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a ono-way mass—communication systomn. No matter what
the mospects think, the advertisements greyrelensed
as planned. This is often n bnsis for consurer's
irritation toward advertising.

FYeople do not fully nccept the claims made for
product or services in  advertiscrentsie. They recognise
that the advertising nessace is desimed to influence
them and they tend to discount any suspicious sounding
claims, "Trade-puffins" or the leenl usc of sone
exaggeration tyadvertiisors, does not help to secure
the confidence of the yublic.

Some products cr scrvices respond better to
advertis ins than others. This is due, according to
R.E.Stanley', to factors within the mroduct and
circums tances relating tc it - both of which affect
the opportunify for mofitable advertising. To
deteramine the chances of advertising product successfully,
the product or service should be evaluated in gccordance
with these seven bzsic conditions.

Firstly, the prescnce of  favourable jrimary
denand-trend for the product class.

Secondly, a chance for significant product
differentiation.

Thirdly, the importance to the mrespect of the
hidden product qualitics.

- —

1. Stanley, Richrr 5. - Iromotion (Advertising,
publicity, pers-mal selling wnd Sales Pronotion)
1977 Prentice-Hall, Inc., p. 169.
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Fourthly, the opportunity tc usc strong
enctionnl apperls,

Fifthly, circwsot nces fivouring the accunulation
of sufficient fund with which to advertise.

Sixthly, the perceived risk of tryins a new
product or trand -nd;

Iastly, the products capability of being
rresented effectively in the advertising medin,

A careful analysis of ~ product or service in
accordnnce " 1th theso scyen factors of advertisability
will give the seller volunble Imowledese of how
succeasfully he c~x vnrloy advertising 28 o yromotion
tool, Unfortunatery too rany firms mike the decision
to advertise before such annlysis has taken place.

Econonmic and Social Effects of .‘;dvortiaig_g

Bcononists often raise quustions resarding the
impaet of advertisin~ on n scciety. It is worthy to
recomise that the posaible contributions of advertising
are mainly its ceernonie ~econplishmonts wherens
aspects of advertisin: th-t drw criticisms are largely
based upon its scei~l inprcts.

Most econonists believe that the persuasive
effects of advertising mnre anticthical to the concept
of the "econonic nan'", whe should make his decisions
roationally rather thwm ceootionallye.

The first n~jor stuly addressing the issuo cf
the relntionshipe of ~lvertising to the ceonony wns
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conducted by Neil ovorden in 1942.2 The problems with
Borden's atudy arc those of limited data, sample -nd
cethodology in which he employed graphic analysis
which does not nnke efficient use of all the
infornmation contnined in the data. Furthernore his
analysis docs not jwrovide fornal hypothesis-testing
Irocedures .

Duesenberry (1967)3 snd ackley (‘|961)4 state
that the link between ndvertising and the econony if
it exists rust be established with consumption rather
than Gross National iroduct amd Industrial Iroduction.

advertising enn therefore be said to be productive
bechuse it adds to the utility of consunnble zoods
or services by incrensins the units of goods or
services that ha ve want satisfyins characteristics
or by ndding to th- utility of individual unids, The
co8t of sellings products or services can be
naterially reduced by its use. Advertising presells
the consumer before she ever enters the retail store.

Advertising affecte mass production through
nass consunption 2and nss marketing. ALlthoush few
conpanies may have develcped sufficient sales volune

to enjoy economies of nnss prodwction without uwsing
advertising, this is the exenption rather than the

2 Neil Borden - Econonic cffects of advertising,
Home ward Illinois, Richard D.Irwin (1942)
PPe 404 -~ 428

3 DuBSénberry J«3.(1967) - Income, Saving ~nd
the theory of consumer behavicur, @antridge
Harvard University Iress,

4. Ackley,@.(1961) Macroeconorics theory N.Y.
MacMillan Fublishin~ Coy. Inc.




rul(. In fact advertising is so inportant that
JdeFrederick Dewhurst ~nd associates report it as
"part of American technology just as are radio and
forklift trucks".

Advertising hos ~n eoffect on National Incone.
In #Wdyingne relationship of advertising.to Gross
National product Charles Yang conoluded that a rise
of 1% in advertising cxpenditures over the rate of
increase in Gross Nationnl Iroduct could produce an
increase in consumption of 1/10 of 1%. The effect of
this increase in consunption would stinulate investment
and income to the point where each additional dollar
invested in advertising aould generate sixteen dollars
of additional incomc.’

idvertising loes inerense thé price of goods to
the consumer becingce in the final ua4lysis the cost
of advertising is passed on to the conBumers as are
other business expenscs. However, the €£inal wice of
the product despitc the nddition of the advertising
co8t, may be lower. If the production of gogds or
services takes placc in o dccreasing cost, imdustry
and @dvertising incre-ses the nunber of wnits sold to
the point where advertising coat'ru'e nore thon eff
set by reduction in production costs, then the final
price to the eonsumer should be lower. Likewise the

5 Charles Y,Yang = "One dollar in ndverts generates
gixteen dollars in Income", Advertising nge,
( Decenmber 25, 1965), Vol. 1, Pe 39, *
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subs titution of advertising for high-coet personal
8elling may lower the finnl price the consuner nust
paye

However the results of this research hos shown
that the conditions of production and marketing must
e~refully be defined., Ir. tho banking industry os it
is in Nigeriz todny, the claime mado by banks in thelr
advertisements should rcflcet the quality and cffiecicney
of servioos ronderc’,

Mvertisin.s doct not ereate mopnopoly power
beonuse it docs not rive unlinmited power to rniso
mrices or increase intercst rates arbitrarily in the
banking industry. Any attenpt to rnise prices or
inerense interest rate to an appreciable degrec will
encourage 8mn ller banks to enter the market with a
lower integrest rate and improved services, Competition
18 the greater leveler, nnd even Wpanded oducts
have to face the competition of other brands or product

substitutos., is Lestor G. Telser6 puts it,

"..solarpe Sscnle advertising is
nore 2 manifestation of intense
conpetition thrn a cause of monopoly™

To be of service, wvertisements nust give
consuners enough product information to help then
Sselect mroducts or sorvices to meet their nceodse.

One nust =dnit thnat nany advertiscrnents overdo

6. Lester G.Telacr, - "How nuch does it pay whon
tc advertise? ‘“imericon Economic Reviecw: Fapers
and Proceedings (Decomber 1960), p. 202,
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their persuasive functions, but persuasion is
allowed in legnl, religious, educational, inter-
personal, political nnd commercizl settings so why
not in advertising?

Truth is vital tc the long=run cconomic health
of advertising. Genorall, there are what is cnlled
of fensive advertisopcnits and they are those that over
enphas ize sex, violmc%?_dbodily functions.

Lastly, advertisin~, it is said, not only tends
to reflect society's volucs but is also one of the
"lending forces th" 3 n necentunte and accelernte them"7.

It is true th:t onec of the ensiest budget cuts
for a busineesnan to mmke when he sees trouble nhend is
advertising and promoion. However many businessmen
have tried to use advertising to restimula te demand for
their moducts.

Also on whethey ndvertising narrow the range of
consumer choices or nofg. It has been found that
advertising inevitably leads manufacturers to mnke their
roduct different from their competitors. They use
convincing languasces so ns to make consuners believe
that their product is botter than competitors, Some
critics claim that the powor possessed by the giants of
advertising will narrow our choice to a few well-
advertisod rands. It is « known fact that modern
advortising did not stnrt product differcntiation} it

Te Geyser S,A.~"Advertising attacks and counters"
HER (March-ij=il 1972), De 141,
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merely acceleranted the search for different features
as the number of producers incre~ses and competition
stiffer,

Consuners see brands a8 a speedy way to select
or reject merchandise. L traond then remresent an
attenpt on the part of ~ nonufacturer to gain control
of a market. Borde ‘1 his study found that "advertising
in itself has been . ifcrce tending to btring uniformity
in demand". Advertisings has led consumers to focus on
a small arrcy of tronds than probably would have been
prescent were advertising not a strong influencing factore.

On the other hand, freoquently advertising has
increased regquirerients. A48 econonist Walter Taplin
points out, thce consumer is generally the mgster and
"the producer and advertiser is ultinmately the slave "8.
Also in Jules Backman study of advertising and competition
he found out that advertising w-s only one of nany
factors influencing 2 firm's nanagement to enter or
not to enter a specific market,

Further on the socinl effects of advertising,
through the years nany studies have been nmade of the
public's attitude tow ! ~dvertising. Several of these
have been swnarizoed by Neil Berden in his "Beconomier
Effects of idvertising". He found out that the general
term of responsos found in all the studies should give

and undoubtedly hns rivon advertisers food for thought.

8. Walter Taplin, idvertising: A New Approach,
p. 106.
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They show that although a substantinl majority of
consunmers are not unfriendly to advertising,
nevertheless a considerable group of people do not
bear goodwill toward ~dvertising. The unfavourable
opinions, directed against exaggeration, poor taste,
or lack of information, jrovide a fertile background
for ‘further destruction of confidence in advertising
a8 nn gcononiec tool., Ldvertising in essence nust
tell the truth. It gust have consumer confidence if
it is to perform its cormunicntion jodb effectively,
Any untruth in advertising does a disservice to honest
advertisers whe wmt only to communicate to the mosses

certain truthful benefits of their product.

2.2 Viewpoints on Advertis ing

Sir Winston Churchill's view of this concept is
that advertising nourishes the consuming power of men.
It creates wants for o better standard of living. It
scts up before a2 man the goal of a better home, better
clothing, better food for himself and his fanmily. It
spours individuanl exertion and greater production. It
brings together infertile union those things which
otherwise would never have met.

Also Sovetsknyn Kultura (Soviet Cultural Magazine)
states the purposes of advertising in Soviet Russia as
the following:

(1) To educnte public taste;
(2) To develop demand;



(3) To help consumers quickly find what they want to
buy .

(4) To help them buy it ensily.

(5) To tell them the jrice.

Mvertising Azency Chairman David Ogiluy's view
on the concept is that every advertisement must be
considered as 2 contribution to the complex symbol
which is the brand image.... The nanufacturers who
dedicate their advertising to building the most favourable
inage, the most sharply defined personality for their
brands are the onces who will the largest sharce of these
markets at the highest profit in the long run.

Martin Mayer's view on advertising is that only
the very brave or the very immorant (preferably both)
say cxactly what it is that advertising does in the
narket place. The relative efficicney of advertising
as 2 selling tocl is argunble on the national scene |
and within specific industries. But advertising to
tne millions is uvngu.s tionably more efficient-less
expensive per doll~ry of 8ales produced-than the old
methods which saw individunl salesmen working over
individual customers. There can be no return to
personal selling; capitalism ia finnlly committed to
the intensive use of advertising.

Advertising activities started in the United
States of America around the middle of the last century
by one Volney B. Palomers, whose noble idens gave rise
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and nurtured the advertising world ecf today., This
"agency man", a8 he described himself represented
publishers rather than advertisers because there
were no other mass medin other than Newspapers then.
Palmers, at various times referred to his
bus iness a8 "News pnper agency". This uncertainty at
the beginning and the mgmitude of the business denied
him of a proper sense of direction, and the exact scope
the business covers, This led him to attempt to
categorise »ach busiicse he did as a separate agencye.
It was not wntil 1842 thot he combined all his "business"
into one and cnlled the entire business an "Advertising

agency".

Bruce Weslcy corracnting on the creativeness and
Ingenuity of Ve.B.Palmers with respect to how he
dominnted the business s~id that:

Olo.coaooooo-oyouhf‘.ve Onl Btep mto
his (Palmer's) with the notice you
wish pdiving to all the people of the
United States .nd it is done.9

Advertising and s~les promotion are very
important elements in modern business. A8 Stanley
(1976) puts it:

eseeManufacturcers are capable of
producing far more goods than can be
effectively nbsorbed by existing markets.
The problem i3 no longer the production
of the goods thersclves but their
effective marketinge COonsumers must be
made willing to constantly improve their
s8tandards of living by purchasing more and
better products if the economy is to
continue to expand. One of the major ways
in which this con be done is through the
nore effective utilization of the tools

9+ Wosloy, Bruce H.-Tho Nation's first Advertising Agency
Man" Journalisn Monograps No.42 (May 1976) pe. 12.
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of promotiom. 10

In the United 9tates of America, ndvertising
industry is 2 sizeable part of the economy. In 1966,
totnl expenditure on advertising amounted to sixteen
billion dollars or 2.6% of the national income..

Comparable figures for this country are
wf ortunately umwai.'hb‘lo but the country has many
big advertiming agencias such as Lintas Nigeria
Linited, Ogilyy Benson and Matthers, Pal Advertising
Nigeria Li~ited and so many others.

23 8 Studics

It appears as if there is an incrensing doubt as
regards what advertising can achieve. This quest to-
explore this nrea of business knowledge may have caused
an increasing effort ~mong marketing researchers to
study theoretically the cffectiveness of advertising in
the marketing of goods ~nd services.

Such studies are necessary for an advertiser to
be nble to know what he is getting for the money he
"invests in advertising". An American advertiser has
been reported by Rosser Reeves to have called advertising
"one of the mysterics of business" because he claimed
that therce were n + “%ince he spent an upward of cighteen
billion deollars per yerxr without having an idea of

10. Stanley Richard &. = Promotion (advertising,
publicity, personal selling and sales promotion)
1977 Prontice-Holl InCe Pe 3o
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"what he is getting for his mcmey".n Also John
Wapamaker n successful nineteenth = century merchant
said that "I ¥now half the money I spend on advertising
is wasted; but I can never find out which half". In
an attempt to find out which of their advertising is
wasted and which is successful, advertising agencies
advertisers and medin are spending many millicns of
dollars each yexr. Specifically, they are trying to
discover whether n pawrticular nd or series of ads
ncconplished what wae expected of it. This is the
"feedback" to the communicator to tell him how many
persons received his nessage and how they interpmreted
what was said.

Thesu views further scem to summarise the problem
of the advertising inlustrye. Year after year,
advertiscrs spend nore on advertising "without lmowing
what they are getting for their money". In the United
Kingdom for exarple, therc was o growth rate of 7.1%
in advertising expenditure in 1978 when compared with
1977. In Nigeria the situation is no better. A8 a
developing country with vast array of expansion in
bus iness activities the need for advertising is
evidenced from the alarming number of advertiscrients
that 2 ppear in the newspapers, magazines, radio and
television,

Arthur Lewis'? classified the United States of

America as having renched the "age of high mass

1. Gerald Eve "™onsiderntion in setting advertising
budgets". Aidverticing 56 (Suwamer 1978), Pe34.

12, Arthur lewis, It~-c8 of BEcononic Growth. G.Be
Cambridge University Fress 1960,2nd BEde pP.75.
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consumption® which he developed in his model of
growth to mean the most advenced form of econonic
growth attainable. If such a stage actually exist,
then the age of high mass consumption must be pre-
cecded by the age of high advertising consumption if
even the mas88 produced goods and services would reach
the .ultimate consumers. E£o the anount of advertising
expenditure the Aimerizan businessmen must have been
"wasting" will defin’'%.ly be encrnous,., Studies by
Ackoff and Brehoff »# roported by Daniel Starch'’
point to the fact that advertisecrs are often very
reluctant to reducc their advertising expenditure.

Then, there nust definitely be some benefite that
these advertiscrs derive by advertising.

The question should rather be, what bencfits do
advertisers derivce which they arce waware of?

Attempts to find an acceptable solution to this
question led to studies in all aspects of promotion,
Studies in advertisine like in many nrcas of marketing
wrow ous of y@ychology. According to Daniel Starch
consuner psychology "looks at the problems from the
point of view of the individunl consvners while the
narketing psychology looks at the same mroblem fronm the
point of view of th ‘.rketer to meet the needs nnd

desires of consuuo;-c.M

13« Daniel Starch, Messuring Advertising Effectiveness
and Results, .Y, HeGraw=Hill (1966) p.158.

14. Daniel Starch, Ibid p. 159.
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But the problen confronting the consumer is the
same with that of -n ndvertising research - the
problem of finding the effects of Advertising.

There i8 the genernlly accepted fact that thore
are important differences in the effectiveness of
individunl advertiserents nd medin. It is also kmown
that scne advertiscments a re more effective thm others.
However, the extremes in effectivencss between
advertisenents that cost the same amount did not become
apparent wntil the prescnce of adequate measuring sticks.
The studies of Starch, Gallup and Robinson, the
Advertising Resenrch Found:tion, and practicnlly everyone
who has tested large nwbers of ads = regardless of the
yardstick wsed-test 'y to wide variation in effectivcness.
Through research, ¢ ch ~dvertiser and agency hopes to
find out whether his nds have the high or low ratings.

Unfortunately, the experts whe plan nand put
together the ads c-nnot always be good judges of the
advertisenents! ultimmte effectiveness. Mayer rOinted
out that businessrmen probably know less than ever before
about the efficiency of their sales promotion offorte15.
The early advertisers far the most part were mail order
advertisers, and they could calculate the effectiveness
of their advertising by using the nost valuable cheok
of nll - actunl sales, However, the optimisn of ndvertising
pionecers like Claude Hopkins turned out to be unfounded

15« Martin Mayer, Thc Intclligzent Man's Guide to sales
Measure of Advertising (N.Y.advertising Research
Foundation 1965), 1pe. 1 = 2.



when it was doscovered that general consunmer ndvertising
and advertising desimed for nail order snles were
different in a great rony ways.

There has been moliferation of studies inclined
towards measwring the effectiveness of advertising.

One of such studies is one carried out by the United
States Departrment of hAgriculture (U.S.D.A) ns reported
by Daniel Starch. The nethod of study was described as
the "quasi-direct” approach. The study undertook to
neasure the “"effceet of advertising on lanmb",.

The design of the experinent consisted of controlled
anounts of promotion in six cities. The test werec
conducted in threc oix-weck period betwecen Septenber 6th
1960 and February 11th 1961 with 2 gap over the holiday
period. The pronotion wns carried out in rotation.
There were two forrs - %the rogular advertiscrnent by
the American Ianb Council, and the additional protdon
by the corporate retailers. Arrangements werc nnde with
78 supernarkets in the six cities to nmeasure sales of
lanbs by customary store inventory nethods, Thoﬂ
experiment showed that resular advertising momran
increase snleszyzbout 104 over "no-mromotion" and secondly
that the retailer cooperative prenotion inecrenscd sales
by ~n additional 15%.

A 8inilar study wos made by the marketing economic
division in the United St tes of Lnerieca regarding the
effects of advertisin~ on sale of frozen concentrated
orange juice, The Jinlings indicated that nonthly sales

of concentrated oronc juice during the seven nonth
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active nationwide advertising eanpaim were 13% higher
than would be expected without promotional efforts.

In each of the two studies described above, there
were evidence that advertising brought an incrense in
sales than would have been the case. Increase in
sales will nean, ns a natter of necessity, more production
of the product in question which will e2ll for nore
ndvertising in 2 vicious circle.

A third study by the United States Departnent of
Agriculture (U.8.D.4i) desisned to mensure effects of a
specinl promotiontl programn on s<le of apples also
showed that snles increnscd by about 15%.

Thesc¢ experiucnts wore designed and cane close to
being direct neasur. onio of the net ef fects of adver-
tising. They are howcver, not fully direct in the
sense that they do not indieate which people and how
pany of then bought the various products involved.

These information is desirable in relating cnuse and
cffect more closcly.

These studies were nevertheless important
contributions to the atudy of the nesurement of the
effectiveness of ndvertising.

Frank Mei'ssner16 argued that the whole purpose of
advertising and sqles promotion is to persuide consumers

to buy more of 2 product at the sane price & pay higher
prices for the same quantity or a little of each. He

16.
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rocognises the difficulty involved in measuring
advertising's contribution to sales by saying that
"econceptually, the neasurcnent of advertising inpact
appears to be a straight forward task. However in
reality it is quite 2 difficult job becnause advertising
is only one of the nany "demand shifters" amnong others
such as incone, taste, habits, sex etec.

In effect he is saying that there are exogeneous
variables which could 2l1so explain the increase in
sales of a product when advertising is employed. Such
exegeneous variables he identificd n8 price and taste.
But he still believes in advertising as a contributory
variable towards inilucncing consuner purchascs.

In another stuly, Vinod Kheun Verna”

recognises
that "there is an increasing cffort among marketing
reaoarchers to study theorcetically the impact of
advertising on individu~l consuner bechaviour", He
devised a price-theorctic appronch to the specificatian
and estination of the snles-ndvertising function nnd
hoped that the aproach should be able to nnswer how

(in a medictive scnse) nnd why (in an explanatory sense)
advertising affects consumer choices. Based on =
aingkeatic nodel of consurmer brand choice Eheun derived
an aggregnte sales-advertising function. His study
represconts "consumer choices by 2 first order Markove
Model", Where the mob2bility of a oonsumer shifting

t0 the ndvertised bramd, h-ving bought another trand

7. Vinool K.Verir, V. irice theoretlonl 2pproadh to
the specification ~nd estimation of the sales-
advertising function". Jouwrnal of business,Chicage
University Pross, July 1980, pe116s
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previously is incroensced by advortiscment.18 "Thn
consuner" he says "is nscwied to nmaximise a well

defined utility funetion that is continuous, non=-
decreasing and quoe ‘-conc~ve with sccond order partials™
This maxinmization is subjcet to the usunl constraints
(i.e. consumer utility constraint). To induce a re-
allocation of these expenditures advertising nust change
the consumer utility function or some of the constraints
in the consumer's problem. In other words advertising
must alter the psycholopical functioning of the
individunl according to the model of psychodynanics
which is based on the theory of individual difference
perspectives.

Developnent in ccononmics enmphasize the "information
role" of advertising. .n carly study by Stiglor19
dencnstrated the consuner's incentive to scarch for a
low price when the moarket is characterised by a homogencus
moduct quality but so i jrice variation among scllers.
dAdvertisenents th~t © turc product price and tho
se¢llers identity is cquivnlont to consumers own sSesroh
for a low=priced se¢llcr, Such an advertisercnt, he
concludes lowers the products expected cost te the consumer
anl therorere provides valuable information.

It is implied in Stigler's ideas that he rccomises
the impact of advertising cn the sale of products or
services but he nmerely offers an extension by ndding that

18. Quoted by V,K.Vernma, Ibid p.1£6.
19. Stigler, quoted by V.K. Verma Ibid pp. 117.
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advertising also play the “infornational role" which

he analysed to show that it covers the cost of the
product to the consuner by saving the consumer the

tine wasted in senrchins. The lowering of the mroduct
cost if extended wil' 180 nean rore denand for the
product which in twn boost the mroduction of the
product n8 the firn wmkes ppofit or at least break-even.,

Stigler has thorefore proved that whishever way it
is locked at, advertising is a "live-wire" of any
bus iness crganization,

411 these studics point toward ndvertising ns
having becn responsiblce for the increase in sales and
in other words in consunption demand.

But Neil Borden, 2 rclnmowned FProfessor of Economices
at Harvard Graduate School of Busincss Administration
belicves that the *"stuly of dermand shows that the
cpportunity for the usc of advertising to increase demand
for sone products con be a very inportant means of
increasing sales for the ~dvertiser, yet contrary to the
view of nany marketers "advertising does not ~lways pay"zo

He goes on to sup « ot his assertion by saying that:

s 6o it appenrs likely that for

aroducts whose denand is inhercntly
inglastic i.e. whose consumption by
individunls is limited by the character

of the products, advertising does not
materially affect the elasticity of demand"

20. Neil H,Border "The Eccnomic Effects of advertising

(1942) gquoted by W.Schranm 8 Communication
uwrbans univ. Illionois Press (1060), De 225,
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This study attcopta tc find out whether
Neil Borden's ccon. ¢ theorising holds true in the
case of commercinl - nlE profitability.

A comnmen prectice in developing economies is for
nanagement to continue to expand demand irespeetive
of whether the firm c¢-n reoet the resulting inoreass
in demand. This study is also intended to support
or reject Kotlev's view that advertising -nd sales
pronotion has at least four uses in 2 period of
shortages, two of such being to help "......user of
the scarce product understand how to use it
economienlly", and sccondly .... to sponsoar corporate
nessages defending the conpany agninst serious

cr j.*l;icmr:x.?l

21. Kotter Philip "Marketing during periods of
shortage" Journal of Marketing Vol. 38, July
1974, pp. 27 - 28.
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CHLPTIR IIX
DAT.. ANALYSIS
3.1 FIRST BINK OF NTGFil; LTD-CORFORATE HISTORY

Sometine in 1891 it became apparent that banking
facilities were urgently required in West Africa and
especially in Iagcos,., Elder Dempster nnd Co. were
approached in 1892 and 1893, the Bank of British West
Africa was announced bmt it was a little more than a
department of Elder Dempster and Co, housed in its
affices and managed by its agent.

Few nmonths later, coloninl «ffice in London
sought to know whether the new Bank is a sound and
genuine concern. It was found out that the bank was
not really in existence and in December 1893, the
colonial government resolved tc leave its accounts with
the bank for twe or threc nonths "pending the formation
of a Bank with a capiizl of £100,000 out of which
£30,000 was paid up.

The Bank of British West Africa was thus
registered in BEngland as o limited liability company
on March 318t 1894 with its Hend Office in Liverpocl.

Gorernment ascounte were kept in the benk and
it handled the import and export of mint lions until
1959 when the Central Bank of Nigerin was established.
When it became apparent that colonial relationship was
coming to an end in West Africa, the bank changed its
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nane to Bank of Wes® '»ica in 1957. :,'-,"(«;f,‘!
< Vs
During the "mc: o™ era of the 60's Bank o *;'):

loft 1

West ifrica was not/ . out. It merged with the "1_\,
Standard Bank, one of its shareholders since 1920
and became Standard Bank of West Africa in 1966 In
1969 a separate conpany was incorporated in Nigeria
under the name Standard Bonk Nigeria Limited.

To reflect the najority shareholding and the
fact that it was the "pioneer" bank in the country,
First Bank of Nizeria assumed its mwesent name in
1977.

First Bank Nigeria Limited at present has 248
branch2s located throughout the country and its Tota
Assets nlso stand &) H6.7 billicn as e¥ 318t Decembe
1987. Loans and advances stand at ¥2.04 billiocn and
shareholder's funds - .-nl =t #3733 million as at 31st
December 1987. It. . talf strength also is 10,865,

Main Banking Functions

First Bank of Nijeria Linited engages in a full
range of normal comnercial banking services which
include, maintenance of savings, current and fixed
deposit accounts. Granting of loans and overdrafts,
provision of Banker's References, credit management,
safe keeping of valuable items. Also provision of
Bus iness Advisory services in the sense of moviding
Specialised services #n a centralised basis,



The bank has 7. 8tablished a corporate
Banking Division spec:fieally far the needs of

corporate clients.

The overall objective of the Division is to
project a dynanic imago, mrovide prompt top quality
gservice to corporate clients and act as a local
peint within the Bank to which such clients can refer
their non-routine financinl requirerments.,

First Bank of Nizeria Limited also render other
banking services like the opening of letters of credit,
enter intc bounds, guarantees and indemnity in respect
of imports for clients. The bank can also on request
contact business organisation overseas with whom
clients mav wish t0 establ’sh relations. Also free
and general advice c:m b obtained on investnent
opportunities in NI -orin,

FIKST BANK OF NTGURI,, LIMITED EFEKFORMANCE
Gt ArH

N MILLION 199
100
on §
bo
4o
20

5 4 _#* :M
952 1285 1198# 9585 1986 1987

PROFIT MAFETER TAR
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3.2 ON BANK NIGE.  * - 0 H

after being authorized by the Banking Act of

1916, Union Bank of Nigeria Limited then known as
the Colonial Bank, opened for business in Nigeria in
the year 1917 with ' ¢ first branch in lLagos then

Jo8 nnd Fort-Harcourt.

In 1918, nore r-nches were opened at Ebute
Metta, Ibadan, Kano, Onitsha, Zaria, nnd Burutu in
1921. In 1926, Berclays Bank, Dominion Coloninl and
Overseas was formed tc take over the activities of the
coclonial bank along with other British banks. In the
1950's, the Bank's name was shortened to Barclaye
Bank (D.C.0.). In 1967, the Bank was legally incorporated
in Nigeria as n wholly owned subsidiary of Barclays
Bank International Limited of London and renamed
Barclays Bank of Nigeria Limited. The ownership
structure remained the same until 1971 when 8.3%% of
the Bank's shares were of fered to Nigerian citizens
and associations and the share capital listed on the
Nigerian Stock Exchoiic for the first time.

45 a result of the Nigerian Bnterpmrises Iromotion
Dearee o2 1972 =nd 1977 which put the force of law
behind governnent's "Indipgenization Folicy", the
Pederal Governnent of Niseria acquired 51.67% of the
Bank's shares while Barclsys Bank PIC was left with
40% and the renaining 8.33% with the Nigerian public.
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On the 218t March 1978, the Federal Government
ordered sanctions aga. ~t the Bank as a result of

the pronouncements of Barclays Bank International
Limited of London on its activities in South Africa.
The sanction then included the immediate withdrawal
of the public sector funds from the Bank and the
reduction of its expetrinte quota by one third. The
sanction led to massive withdrawals of deposits

by customers culminating in liquidity erisis for the
Bank. The Bank was able to weather this crisis
until the embargzo wns lifted ° sometime in 1979.
Also in 1979 Barclays Bank decided to sell 50% of its
shareholding in the 5unk to Nigerians thus reducing
the farmer's equity holding to 20%. Following the
reduction of Barclays Bank shareholding in the bank,
its name wnas changed in 1979 to Union Bank of Nigeria
Limited to reflect the new image and the new ownership
structure of the Bank.

Since 1979 to date, the ownership structure
of the Bank has renained the same with 51.67% for
Ministry of Finance Incarporated (Federal Government)
28.33% private Nigerian investors and 20% Barclays
Bank. The equity structure makes Union Bank the only
forner expatriate Bank currontly with the langest
proportion of its share, 80% owned by Nigeria and
Nigerian organizations.
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FCI

The total assets of Union Bank have grOWnlﬁgw
from ¥1.4 billion in 1,79 to ¥5.4 billion since
1986. DBetween 1981 and 1984 the Bank made the
highest level of profits in the Drnking sectar in
Nigeria, In 1986, the Bank ?ecame the first Nigerian
Bank to hit the one billioz?{aégk in its 8avings
deposits. It also woa the Nigerian Stock Exchange
Merit Award in the financial scctor for six
consecutive years from 1979 to 1984 for the quality
and depth of esentation of its annual accounts sand
conduct ¢f Annual General Mecetings.

Also the Bank's profit before taxation has
grown from #22.9 nillion in 1979 to #103.8 million
in September 1986, an sverage annual growth of 50,5%;
and earnings per share incrensed from 37 kobo in 1979
to 99 kebo in 1986, Depcsits base increased from
¥t.3 billion in 1979 to over ¥N4.0 billion in 1986,
Loana and advances grew from ¥6,334,0 million in
1979 to M1.9 billion in September 13986 remresenting
an inxrense of ¥1.3 billion. Shoareholders funds
increased from ¥67.4 million in 1979 to #299.¥ million,
The staff strength alsoc grow from 5,80% of which 20
were expatriates in 1979 to 10,991 in March 1987 with
9 expatriates. The Bank's lranch network also grew
from 128 in 1979 $o 207 in April 1987 with a branch

in the city of Londone.
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Main Benking Punotions

Union Bank of Nigeria Limited mrovides a full
range of normal commercial banking services. The
Bank's role in the banking sector is to continue
to create a liberal, popular and mrivete imaze in
arder to get increased patronage from the government,
big corporate institutions and more importantly, big
and small savers., Other Bonking services rendered
include opening of Domiciliary Foreign Currency Accounts
and management of foroism exchange escrow accounts,
3hares raegistration, corporate finance, Businesa
Advisory services and small Farmers Losn Scheme.

Also in line with the FPederal Government policy, the
Bank now places speciyl enphasis on Agricultural and
manufacturing sectars. The Bank i8 alsc pursuing
vigorously a computerisation programme in keepingz with
the policy of modernization., In line with this

policy is the introduction of two products namely

"Phe Unicard" and Save—is-You-Barmn - SAYE.

For the two banks, that is First Bank of Nigeria
Linited and Union Bank of Nigeria Limited the process
of their advertisement campanign starts with
identifying the product(s) to advertise. The bank
then contacts the agency engaged for this purpose or
its advertising department handles the developuent
of the concept it wants to make kmowme.
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The concept developed is analysed in the

following ways to ascertnin effectiveness.

{1} The message tc be transmitted must be
translated inte a language the ngency ond
customer(s) will undorstand that is, the

use of simple, dircct language.

(2) The unigue features of the mrcduct must be

emphas ized in the conceypt,

(3) - The concept must identify a target audience,

The next step is for the agency tc come up with
a creative strategy and study vefore the go-ahead for
advertising. Important to note before advertisement
is for the bank t0 seek approval of ciaim from the
Contral Bank before advertising. This is to forestall
gituations where wild claimg are used in advertising

Blogi‘mﬁ .

33 Data Interiretation

The responses in all cases were coded a.n.d
constructed into tables manually. 4 total of 200
ques tionhaires were administered on the customers of
Pirst Bank of Nigeria Limited, Union Bank of Nigeria
Limited and other Banks in these categories,

It was found from the snalysis that for First
Bank 70.6% ¢(responded and 29.4% did not respond out of
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the seventy five (75) questionnaires administered.
The response rate for Union Bank was 62.6% while
37.4% did not respond out of the seventy-five (75)
gues tionnaires adninistered. For other banks in the
third category 64% responded and 36% did not respond
out of the fifty (50) questionnaires administered.
On the whole 66% of the administered questionnaires
refresented the returns. The reason for this rather
average response rate wag because most respondents
being given the questionnaire to complete at the bank-
ing hall of these banks weare busy trying to get
whatever transactions they came for through with the
promise to complete the questionnaire and in the

mrocess forget to return,

The fact is thus tresented in the table below:

TABIE I

Res ponses Rates

BANKS NUMBER RETURNS | %
- ADMINISTEKED
First Bank 75 53 TO 6
Union Bank i 47 62.6
Other Banks | _50_ 32 64
200 132
% of Total o 100% £6%
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The analysis of the responses nlsc show that all
the respondents are exposed to their banks advertisenments

whieh represcnts 1e0%

The grestion ¢f lensth of <peration with o
bank was asked to mriaarily determine the level of
banking aworeness amony: bank ulers in the couwmtry. It
was ~lso asked to enable the rosemrcher 2 know the
cug tomers mrofile in terrms ~of whether sntisfaction is
rrovided rr not nnd nost inportantly tc test the first
null hypothesis prescnted in that the grenter tho |
exPEnSGyYr o ‘l"on advertisenents of cormercial b-nks
dervices the hizher the dem~nd fur the advertised

" gervices,

Responses to the gquestion hrl the years divided
into four categrries of 1-5 years, 5-10 yearé, 11=15

years, 16 yecors ~nld ~bove,

For First Bank 21 or %9.&5 of tho responlents have
been cperating nn account with the bank betwoen a |
period of 1-5 years, 16 o 30.2% for a period of =10
years, 10 or 18.9% for o nperiod of 11-15 years and 6

ar 11.3% for 14 years anl =obove.

For Union Bank, 16 v 34/ of the respondents have
been with the bank between a period of 1-5 years, 15 or
%1.9* between A~1MH yeoars, 10 cr 21.37 between 11=15 years

and & or 12.8% for a pericd of 14 years nand above.
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In the case of the other Banks 15 ar 46.9%
respondents have been with their banks between a
paeriod of {-5 years, 11 or 34.4/ for 6-10 years, 3 or
9.4% for 11-15 years =snd 16 years and respectively.
The table below Shcows tho full detail.

T..IE 3.2

Iength of Operaticn with Bank

FIRST BANK | UNION BANK | OTHER BANKS
YBRS FRE- | , | FaB~ | , | FRB- [
| Quency| 7 | qQuewcy| 7 | QUENCY i ’
=5 |21 [39.6] 16 ! 34| 15 |46.9
6-10 ‘ 16 '30.2§ 15 31.9 11 34.3
11-15 [ 10 | 18.9] 10 21.33 3 9.4
‘ a
16 and| ‘
above ; 6 . 11.3 6 12¢8 3 904
i
| | . .
53 100 | 47 | 100 32 100
' i

—_—— e =—Im=

From the analysis, it can be observed that the
pattern of frequency Zistribution shows that most of the
respondents fall within the two categories of 1-5 years
and 6~10 years. It crn therefare be deduced that the
banks have been zetting more customers within the past
1=-10 years.
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In question seven of the questionnaire, the

researcher asked the :.gpondents to indicate the

typa(s) of acccunt they operate with their bank. It
could be savings, cwrent and fixed deposit. It
should be ncted that some of the respondents operate
nore than one type of account.

For First Bank 24 or 41.4; operate savings
accounts, 32 or 55.27% operate current accounts, 2 or
347 operate fixed - pozit accounts.

In the case of Union Bank, 14 or 29.27 of the
respondents operate savings accountg, 29 or 60.4/
operate current accounts while 5 ar 1€.47 respondents
operate Fixed Deposit accounts.

The respoensSes received in the case of cther
Banks show that 15 ar 41.77 of the respcndents operate
savings accounts, 19 ar 52.87 operate cwrrent accounts
while 2 ar 5.5/ of the respondents operate Fixed
Depcsits accouuts. Table below shows the detail,

TLBLE 3,
T 8) of Lccount With Bank

FIRST BANK UNION BAN K OTHER BANKS
TYI’ES m_ o = -
QuEncy| * 1 %OJ o FRE- %
QUENCY
Current l 32 55 .2 29 8.4 19 52.8
F.Deposiff 2 3 ol 5 10.4 2 545
[ gotal 58#% 100 48*_. 02| 36 lg! 5
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#* Some resprndents operate more than one type

of accouni with thelr bank, "
‘ B vl

It can be observed that mosat of the respondents
operate accounts in the savings nnd current account
catezories, Sigificant differences exist between thé
reapondents operating savings and Fixed Deposit accounts,
also current and Fixed Deposit accounts. |

The differenc.: iz thus sxplained helow,.

For First Bank, cdifferences of 3874 and 51.2%
exist between response rate far gavings/Fixed Deposit
accounts, also current/Fixed Deposit accounts.

The differences for Union Bank tetween Savings/
Fixed Deposit account are 18.87 and 50 respectively.'

While for other banks, 36.2%4 and 47.3% differences
exists between the Savings/Fizxed Deposit and Current/
Fixed Deposit accounts respectively.

The differences can further be explained based on
usable questionnaires received, in terms of the fact
that most of the respondents operating either savings
or current accoumts or both were either civil servants,
traders and small business people. It was also found
out that the respondents that keep or operate Fixed
Deposit accounts arz the banks big customers and they
are few in number coenpared to other categories of
cus tomers » 7
When respondents were asked to indicate the

sources through which they got to know thelr banks, four
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variables were yrovided vize: FPersonal efforts, ey

Advertisements, Friends and other sources. Table

below shows the relative importance of these variables,

TABIB 3.4

Sources Through Which Bank I1s Known

First Bnk  Union Bank | o noo
. Fro— Fre— Fre-

Sources gquency %  quency % quency %
: ! | 5 -~
Parscnal
Brtorts | 19 | 35.9 ! 17 }36:2 ) 7 2149
Adver— 1 l
Brodls | 14 | 264 |14 129.8 4 13 406

' i ;
Cther ! - -
Sowroes |+ 1 T3 | 4 12,5

CECErS

Total 53 | 100 ! 47 100 | 32 . 100

Personal efforts hnd the highest response rates
with 35.3 and 36.24 for First Bank snd Union Bank
redpectively. This is followed by Advertisements Wi-bh
30.2% and 349 respectively. The source of friends also
accounted for 26.4% and 29.87 respectively while only
First Bank had 7.5% response rate for other sources.

The responge rate for other banks hnd friends with
40,67 accounting for the highest, followed by adver tisements
with 25%, personal efforts with 21.9% and lastly other

sources with 12.5% response rate.
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It can be observed from the table that for First
Bank snd Union Bank the two most important sources were
personal efforts and advertisements, while for other
banks they are friends -nd advertisements., It is important
to note that fa the three categaries of response rates
advertisements wns arrived at as the second most frequent
source. It can thus be leduced that advertisements is
playing a major rcle in zetting more customers for commercial
banks in the country md is also performing its four basiec
strengths as a promotional tool as enumerated in the
literature review.

The major medin in use in the country for advertisipg
aud other promotional activities include radio, televisionm,
news papershy billboards, signposts, magazines and other
nedia.

In an interview with the kublic Relations Managers
of First Bank and Union Bank, all these media types were
indicated as being used in their advertising activities,
They were therefore movided as options far the respondents
in questicn ten (10) to indicate which of them has been
most effective at reachings then.

In the case of responses received for First Bank,
television has 497 e’ cctiveness, this is followed by
radio with 18.9/, nevepapers 17/, magazines 5.1%, billboards
and signposts with 3.8/ effectiveness respectively and
1lastly 1.9% effectiveness fur other sources such a8 gifts,
calendars and letters.
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Responses for Union Bank had 53 .27 effectiveness
for television advertisenents, radic 2nd newspapers each
had 14.%7, effactivences, magazines B.5%, signposts 4.37,
while billboards and others haed 2.1/ effectiveness
respectively.

Responses for other BEinks are a8 follows with
televisicn having 59.} effectiveness, radio with 15.67
effectiveness, newspapers 12.57, magazines 6.37 nnd
billboards with 3.1%4 effectiveress. The table below gives
a full detail.

TLABIE 3.5
Most Effective Media at ieaching Respondents
r“}iret Bank | Union Pank PO
Fre— J % Fre-— o Fre- o
quenc quency| / quency
R340 {10 18.9] 7 14.9| 5 15.6
Television 26 49 25 532 19 59 .4
News pape 9 17 7 I14.9 4 12.5
Billboards| 2 3.8 1 - | 1 Jel
Magnzines | 3 5.6 4 8.5 2 6.3
Others 1 1.9 1 2.1 - -
Total 53 100 ‘ 47 100 L32 100
S e DB e e SR — e = 1

It ¢can be observed from the table above there are
three (3) most effective media, these include radio,
television and newspapers with the most effective being
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television. This analysis further testifies wide
varla’lﬂ.aaﬁ-m effectiveness between advertisements
whether costs are same vr nut. It alsc support similar
studies by 8tarch, Gallup :nd Robinson and the
advertising resesarch oundntion thnt has tested large
nunbers of achievencuic regardless of the yardstick used.
Furthermore, in an interview with the publiec
relations managers of both banks being compared i.e.
First Bank and Union Bank, the decision to use these
media types is based on the fact that they want to reach
all the segments of their target market irreespoctive of
income level. | '
70 further determine the effectivéness of source
a chi-square test was applied with the level of confidence
deterniaed ai I5%. The chi-square test is normally used
to test what is expected and what is actually observed
and their frequensies. The chi-Sguare value i8 calculated

by arplying the fellowing formula.1

VAR Ay
. - gh“m

1. J.B. Freend and F.J.Williams, Modern Business
Statistica. '
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observed frequency
expec.el frequsncy

degrees of freedom {df).

This is

important in testing the level of significanea.

The §a%a are presented below.

TABLE

5D

Bffectivenesa of Source

——— L —

- - e ——
Pank/ | Radi Te V. | News= | Bill-|Sigp~ are. . Others -
flourae 2 lo- o Paper posts P&iﬁ: zlmineé & v gcﬁd
F.B.N.. 10 26 9 | > 2 3 1 53
(8.8) | (2.8) (8) (t.6)] (2) (3.6) | (0.8)
U.RN T 25 7 1 2 4 1 47
(7.92) [(25.2) | (7.2) [ (1.44)Y((1.8) (3.24) {(0.72)
Others 5 19 4 i 1 2 0 32
(5.28) | (1€.8) | (4.8) | (C.96)((1.2) (£.16) [ (0.48)
Total | 22 70 20 4 5 9 2 {32
_,,___\_[ —— S
¥ =252 64af 1.8 T-1 = 6
Using X20.05 i.e a level of significance of

0.05 and 6 degrees of fresedom, therefore from the

ehi-square distribution table value of p = 12.592,

»
'

Since the value of X° obtained is less than T, the

researcher concludes that there 18 no difference ags to what

was deduced from the carlier analysis that television is the
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most effective source followed by Kadio and News papers
for responses received for First Bank, Union Bank and
other Banks.

The researcher asked the question of influence of
advertisements in opening accounts to know whether
Benks advertisements has in any way influenced the
respondents decision to open an account with their bank(s).

For First Bank, 45.37 of the respondents indicated
to being positively influcnced by advertisements while
54 .77 indicated otherw:ise.

The response r~te for Union Bank had 667 positive
indica*ion of advertiscments influence and 347 negative
indieation.

In the case of other banks in the last category
40.6% of the resprndents were positively influenced by
advertisements and 59.47 were not.

The tablé/3iews the full detail

TLBLE 62
Influence of advertisements in Opening account

First Bank Union Bank Other Banks
demoy| © | quamey| * | Ee= |y

Yes 24 45.3 1 66 13 40,6

No 29 54.7 ; 16 34 19 59.4

Totall 53 100 ; -‘47 100 32 100
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From what can be observed in the table above,

is a sort of half way thing between the banks.

It

Far

instance First Bank and other banks had the negative

indicntion as dominant while Union Bank's response rate

had positive indication as dominant.

To further

substantiate this finding the chi-square value for the

frequencies is caler

TABLE 3.6b

.4 in the table below.

Bffectiveness of Advertisements in

Decision to Open Account

First Bank Union Bank| Other Banks| Total
24 31 13 68
Yase
(27.55 (24 .44) (16.64)
29 16 19 &4
No | (25.44) (22.56) (15.36)
Total 53 47 32 132
[ — _-_‘L'—-— *—-’#:-—_——.——__.
¥ = 6.29 2df d.e 3=1 = 2

Using X20.05 i.e~ a laevel of significance of

0.05 and 2 degroz?

the chi-square distribution table value of

EF= 5.991.

of freedom, therefore from
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Since the value obtzained for X2 is greater than
5.991, it cen be deduced fhat the proportlon of the
indications by the rec [ ndents are not equal. Further-
more it is eviden‘t.judging from the close figures arrived
at that there is no o uificant difference between hoth
positive and negatiz- fadication to the influence of
advertisements ia thc opening of account for Firsi{ Bank,
Union Bank and oviner banks. It is also a further
confirmation of the earlier deductioms., These deductions
can thus be explained in the sense that commercial banks
advertising activities in Nigeria is making a headway
in achieving the desired effects whicn 1s the creation
of awareness.

Another qﬁestion to act asla.check on the éa:clier
questicn poscuted in tables 3.4 and 3.5 was asked. The
respondents were asked to rank in order of importance
the factors that influenced their choice of bank.

The option given were as follows: Personal effarts,
ddvertisements, Location, friends, statement of accounts,
image of the bank and others,

According o - iz respomses received for First
Bank, perconal efforfs energed as the must important
factor that influenced the respondents! choice of bank
with 28.3%, followed by banks inage with 26.4%,
advertisements by 11.3%, friends 11.3%, location 7.6%,
statement of accounts 7.6/ and lastly other factors

writh 7.5%,
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For Unlon Eank the most 1mp0rtant facter is
friends with 29. B%, followad. by advex*tlsements

w,n.th 19.1%, Image 17%, Loca'bn.on 8.5% and ptatement

. b
of aacqlmt 6.45%. g

The responses received in respect of other
Banks, also had fr1end- a8 the mosd important facter
with 25/[:» 'bhls is <oll ‘wed by peramal efforts gnd
location with 18.8% respectively, advertisenments
and Bank's image with 15.6# respectively also and

lastly other factors with 6.2%.

The full detail is presented in table belew:

TABELE 5.7
Order of Importance of Factors that Influence
Choice of Bonk
First Bank Union Bank Qthor Banks
gquency quency guency,
Perzocnal
a7 gt 15 28.3 9 19,1 6 | 18.8 |
Advertise- -
monts & 112 > 191 5 19.6
Location 4 7.¢ 4 8.5 6 18.8
Friends 1.3 14 29.8 8 25
8totenent
of Account 4 7.6 3 6.4 - -
Image of Bank 14 26.4 8 17.1 5 15.6
Others 4 7.5 - - 2 6.2
i 53 | 100 47 Lmo 32 ' 100
= —"“:::-_:::J'
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It is observable from the above table that
the three factors that have significant role in
the choice of bank are personal efforts, image
of the bank and advertisements. Also the degree
of significance of each of these factors varies
with each bank. It is thus inconclusive to say

that a particular factor is the most important.

3.4 Test of Hypotheses

The first null hypotheses postulated states
that the greater the exposure to commercial banks'
advertisements, the higher the demand for the
advertised services. From the questionnaire
administered, some questions were asked to test

these null hypotheses.

The question of whether respondents have ever
heard or seen their bank's advertisements had a
positive response rate of 100%. Also the question
of length of operation with bank was asked and from
the analysis of response rates received, 71.21% of
the respondents started operating an account with
their banks within a period of 1 to 10 years while

on the other hand 28.79% of the respondents have
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been with their banks for a period of 10 years and
above. The deduction here is that there has been an

increase in the level of banking awareness.

To further test)the question of whether
advertisements influenced respondents decision to
open an account was asked. The analysis showed
positive influence to be 51.51% while megative
influence was 48.49%. Further substantiation shows
the chi-square value for the frequencies arrived at
as P = 5.991 when x2 = 6.29. As x2 value is greater
than value of P, the deduction is that proportion of

indications by respondents are not equal.

The question of source through which bank is
known was also asked. Here respondents were supplied
with four options viz: personal efforts, advertise-
ments, friends and other sources. From the analysis,
32.57% indicated personal efforts as their source,
31.06% had friends, 30.30% had advertisements while

other sources was 6.06% of the response rates.



56

From all these analysis, it can therefore
be deduced that advertisements is playing a
major role in getting more customers for
commercial banks in the country and it is also
performing its four basic strengths as a
promotional tool as enumerated in the literature
review, The hypotheses can therefore be accepted

or upheld.

The second null hypotheses postulated states
that advertising in the commercial banking
industry enhances the image of the bank. From
the questionnaire administered, the order of
importance of factors that influence choice of bank
was asked to be ranked. The options supplied were
personal efforts, advertisements, location, friends,
statement of account, image and others. The image
enhancers among options available include advertise-
ments, statement of account, friends and the banks

image itself. From the analysis of response rates
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received, the image enhancers accounted for
62.12% of the response rates while personal
efforts, location and others accounted for

22.73%, 10.61% and 4.54% respectively.

From these analysis, it can be deduced
that advertising activities of commercial
banks have helped in enhancing their image.
Responses from verbal interviews conducted
also indicated that the banks' copy slogans
have actually helped in carving an image for
the banks. This hypotheses can therefore be

accepted and upheld.
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CHAPTER IV

CONCLUSION_AND RECOMMENDATION
4.1 Sumraxy ef Conclusion

B e S et

For advertiscr - & to be effective, it needs an
audience. It cannot communicate unless someocne has a
chance to read it, hear it or view it. In the light
of this, commercial Banks in Nigeria especially First
Bank and Union Bank resi’ses the importance of
customers for its survival and growth, thus its advertisin
activities centre on the sarvices it provides for its
clients and conductin - 2ll levels of research in making
it known to both its existing and potential customers.

Although advertising expenditurss for bhoth First
Bank and Union Bank were not released, it was however
confirmed that the Bank's expenditures on advertising
has been increasing yearly.

This assertion can be substantinted with the
fact that from the data collected and analysed, the
percentages of respondents that has becen operating an
account with their bank for the period of 1-5 and 6-10
yeare form a significant fipurce.

It can thus be infered that the level of banking
awareness within the past five yecars has increased.
More and more people are beginning to make use of
sarvices of commercinl banks within the country.

To ascertain whother the assertion by banks about
spending more money n alvertisements in the past five

years has been effcctive and in some ways achieved the
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desirable effects can further be substantiated with the
fact that regarding source through which bank is known,
advertisements came in as the second most important sourcee

Purther, all the respondents having indicated .
positively to being exposed to their banks advertisements
had television as the most effective nedia at reaching
them, this is followed by radio and newspapers.

It is thus concluded here thnt the target audience
that are the recipients are getting the messages being
put accross tc them. Althoush advertisements may not have
influenced the openin - ¢f accounts by respondents with
their bank but it has und a significent rcle to play, in
the sense that it bocets their confidence in their bank.
It has also generated tc a significant level the degree
of awareness the banks arce trying to create.

From the analysis of the most effective media at
reaching respondents, the importance of television and
radioc advertisements cannot be overemphasized. This has
been able to penetrate all income levels from the low
inccme earners to the high income ecarners. It has also
penetrated all educational levels, both litemate, semi-
illiterate and tke illiterates.

From the commercial banking advertising activities
in Nigeria today, the influcnce of advertisements in the
decision %7 vse a bank has Iuereased, though it is yet
to be a majar influencc.

Also the image -f hanks has enlarged, though mostly
through the banks' cperations, the advertising activities
has further enhanced this.
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The question of why Banks advertise their services
is asked, despite the fact that they enjoy an atmosphere
of cligopeoly in commerce, but becanae they spring up
daily all over the cor*ry with tranches it is important
that at least to communicate their existence to the public,
It is of course this same public that would eventually
trade with them. Thi= ' owever is the ordinary perspective
of the industry Wwhat ¢f various opportunities opened
to the public. If th. wark of bhanks is analyse carefully,
its importance would be realised and the necessity for it
to tell the public what it doces.

Banks by their very nature in commerce cammot but
advertise their service. As already m:ntioned above, new
commercial banks are springing up daily and considering
the level of competition among them, it is obvious that
aggressive advertising should be applied in order for
older cnes to retain their credibility. It is even
suicidal for a firm that has long enjoyed gocd patronage
for its services to stop or refuse to advertise. If
such happen', it would be given an opportunigy for the
market to give competition ~ trial.

(- W, Recommendation

The image of the financial institutions in Nigeria
from a customer viewpouint suggesta that since patronage
of these institutions are drawn from households, corporate
units, public organization, banks and even government,
they must possess a well defined relationships with their



Patrons. In other words, the image they convey tc their
Patrons became an important ealculus in their long term
growth and profitability.

In Nigeria, the number of commercial banks operating
is lower than the number required by our economy, yet the
available few are still undoer patronized because most of
the prospective customers do not know the importance of
bank. |

Proper use of ~vertisements can help in building
image for the organizaticn, so Nigerian Financial Institu-—
tions should not mis—use advertising, else pecple will
think it is all lies. Nigerian banks have been using
advertisements to tell prospeciive and mresent customers
their edge over some of their competitars, though in a
healthy environment. Most of the advertisements are _
genuinely selling and not blackmailing. This has promoted
Nigerian PFinancial Institutions as well as doing business
in a peaceful environment. But they should endeavour to
follow the copy words of their advertiscments since it
seems some have good copy and slogan without effectively
offering the services they proclaim to be offering.

What is meant is that if Union Bank claims to be
"Big,extrong and reliable", it should reflect in their
services and First Bonlr “you will always leave First Bank
with a emile" should «lsc be reflective.

Banixs should also stop seeing advertising budget
ag unnecessary or what they can afford. Because with the
popularity of advertising in Nigeria now, the customer
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tends to have little confilence in advertised services.
Since public relatiors lcpartment in most banks is now
responsible for adver+%ising planning, enough money
should be alloecated fr. it. The choice of media to use
must be well selected for it will be a share waste of
money to use radic instead of press and vice-versa.

Advertising budset does not mean reducticon in
mrofit, the cost of advertisements are paid for by the
customers. Alsc planners of advertising campaign should
remember that advertisements are intruders, people do not
buy newspapers to read advertisements, nor do they switch
on their television tc watch advortisements, the same
goes for other media. Therefare, 2ll campaigns mus ¢ be
well plamned by experts. A bad advertisement will surely
mresent an arganization in 2 bad light. .

The framework for inculcating the banking ~pirit
should also be parancuns cn the drawing board of the
banks. The strategy woull be t¢ infuse into people's
minds the inmportance cof saving for the accummulation of
funds for purposes of ensuring productive investments.

It is thus necessary tc plan savings promctinal activities,
work out the modalities for executing them and as well
creating a proper environment to stimulate savings.

What is being jroposed here is a primary demand
marketing carpaign aimed at sensitizing Nigerians on the
desirability of savings. The Banks should see this type
of promotional activity not only ns part of social
responsibility inherent in their positions as finanecial






