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ABSTRACT

This research project is primarily concerned with the analysis of
Quality Service in the Banking Industry with respect to Savannah Bank
Nigeria Limited. The major objective of the study was to examine
thoroughly and determine whether Savannah Bank Nigeria Limited
actually offers quality services to their customers and to determine as
well the position of marketing as an instrument required to enhance

guality services in the bank.

In order to Facilitate the research work, data were collected from
both primary and secondary sources. Data from questionnaires form the
primary sources of this study while data from the review of related
literature formed sources of the secondary data. In addition, personal
interviews and general observation also formed part of the study and
sources of information,

The project work was carried out in five chapters. Chapter one
centred on the introductory aspect of the project covering such areas as
the background information on the study, statement of the problem,
objective of study, significance of the story, hypothesis of the study, the
delimitation and limitation of study and the methodology of study.

Vi



Chapter two centred mainly on the review of related literature
which covered such areas as the concept of quality, the marketing of
services in Nigeria, a review of banking industry in Nigeria, indigenous
commercial banking in Nigeria, Banks as financial intermediaries,
Marketing in Banking, Quality Marketing of banking services in Nigeria,
the importance of marketing concept in the banking industry and the

banker and customer relationship.

Chapter three covered the methodology of the study while in
chapter four, data were presented and analyzed in tabular form using
percentages. Finally in chapter five, a summary of the study was given

and conclusions made. Based on findings, recommendations were given.
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CHAPTER ONE
INTRODUCTION

1.1 BACKGROUND INFORMATION

The Financial Sector is the “engine” of development of_ any
economy. Apart from its traditional roles. of safe custody of cash and
Ivaluables, lender-borrower relationship and intermediation, it enhances
the quality of life of any soc.iety by redfst_ributing excess and idle funds
to key productive sectofs, However, in the almost one century of
financial institutions’ bperations in Nigeria, the sector was left dormant
due largely to the upsurge in the flow of foreign exchange/capital in the

wake of the discovery of oail,

With the euphdria of the oil boom of the 1950s and 1970s over,
and the realities of the Nétion's frail and fragile economy starring
dangerously, the hitherto role of the financial sgctor in resolving the

eCONOMIC Crisis was seen to be recognized and brought to scrutiny.

The'aﬁsteriw measures of the Obasanjo and Shagari regimes in the

80s was an early realization of the distress in the Nation’s economy and



the ensuing dangers. Unfortunately, the crisis was blamed mainly on
over-spending and the almost total dependence on oil as a major source
of foreign exchange earnings. |

Combating and contéining the crisis was therefore conceived along
the schemes of .cutting down on public expenditure and reinvesting in and
rgdirecting attention to Agr_ilc.ulture ie. éusterity measure and Operation
Feed the Nétidn and Green Revolution, respectively. No serious attempts
were made to resolve the structural problems created by over-bearing
control of t.he Rey sectors of the economy by government, the
inefficiency__in the civil service and government companies,. corruption,

lack of proper planning and investment, etc.

The. Strl;tctural Adjustment Prog?amme .(SAF‘) of 1986 by the
Blabangida administration marked an epoch in the History of financial
institutions operating in Nigeria. |t was a formal realization of the
important role of the financial sector, harticularly the banking sector as
a catalyst for proper development.l The deregulation of the sector and
the liberal Iiéénsing of many new ;Janks and non-ba}aking institutions was
deliberately to stimulate a high level of competition which would

hopefully lead to the development of creative and innovative customer



friendly products and services. It also marked the beginning of the
p'rocess of formal legislative engineering towards éstabfishing proper
‘banking ethics, effective bank examination and supervision and policies

and laws guaranteeing protection of depositors’ funds and interest.

The Bank and Other Financial Institutions Decree (BOFID), NDIC
Decree, the deregulation of interest rates, etc, and the liquidation of many

banks were steps in the right direction. .

It is Against this background that the generation of ideas,
development. and marketing -of entirely new products by financial
institutions become more relevant and imperative for growth and survival.

1.2 STATEMENT OF THE PROBLEM

In responds to an ipcreasingly competitive and deregulated
envi’ronmént in Nigeria, the major suppliers of financial services‘have been
expanding than product range. This is because if products are not
suitable for the market or not profitable, then, ._ attempts to achieve
corporate ob.jeclztiv.es vx;;ill be jeopardized and the marketing function will

be failing to achieve its stated goals. = v

it



Potentially brofitable products must be developed and given
sufficient supp;alrt to be able to gain ;_narketilng opportunities. New
‘products c.'ielvelo;:ument dictatés a carefui -formul.ation,. regorous selection
and effective prosecution of a new idea. Hitherto, financial institution’s
products and services were narrowed down to the development,
maintenance and operétion of demland deposit ana savings accounts of
cheap and cost-free deposit mobijization-fdr investments into the highest
yielding projects. This balckward situation in Ni_geria neceslsitated the

development and marketing of new financial products.

Intoday’s banking industry, individuals and corporate organizations
are discouraged with the kind of éervices Ioffered in banks coupled with
the legacy of the distrass syndfome whlich is one trade mark of the banks
today. Thig has led to loss of cpn.fide_nce in the banks by existing and

! ]

potential clients/customers to the banks.

As the industry experiences a gradual reéovery from the distress
situation with government sanitization efforts, the need for banks to step
up their efforts in the provision and marketing of quality customer

services has become inevitable. Hence, the need for this investigation.



1.3 OBJECTIVE OF THE STUDY

Over the past 2b years, only féw banlki-ng and othe.r financial
insﬂtutions’ services have_been disgontinued. Many have been
introduced or modified. These changes resulted from the inlstitution's
response to the state of the nation’s economy or changing financial needs
amongst their customers and from changes in the policies of the

organizations regarding the types of customer needs for which they feel

it right to cater, -~ = . o

The purp(;se of this thesis is to determine'whether Savannah Bank
Nigeria Limited actually offeré quality selrvices to their customers or not.
Quality service here covers all aspects of the banking operations from the
top management to the traditional services on the counter deposits and
withdrawals including other éervices such as treasury operations, credit
and marketing, critical assessments of a;:-plicatior'j, for loans and other
facilities and the general rélationship of the staff to the customers both

formally and informally.

The project is also aimed at determining the position of marketing

as an instrument required to enhance guality services in the bank to bring



about the much desired increase in customer volume which would

ultimately increase the profitability of the bank.

At the end of this write-up, the thesis will aim at offering some
recommendations based on findings that will assist the bank in no small

measure in instituting quality banking services to their customers.

1.4 SIGNIFICANCE OF THE STUDY

The economic realities confronting the nation and the banking
industry today require an immedi:-:ate change of orie'ntation in the manner
in which customer services transactions are carried out. The customers
now have a greater choice from a fleet of alternative services/product
offerings. Thus, banks that want to stand out clearly and survive the

current trend of events must take quality customer service seriously.

This is the only way to guarantee strong confidence in a bank,
increased inflow of investors and reduced los'é of high networth
individuals and corporate customers to other banks, such that the vested
interest of stakeholders in the area of profit making, dividend, overall
growth and survival will be achieved. And as long as this survival cuts

across the industry, the study must have successfully contributed to the



rapid growth of the banking industry in particular and the nation in

general.

If this situation is not quickly arrested, the calossal spending on
current technology and general office automation will not be recovered.

Besides, only constantly increasing profits can.provide:

the necessary sclution to dividend s'haring:

convenient adjustments to such threats as sudden tax increases
by the government, c-ompetition.in the industry, inflation in the
economy and new develfopments in technolegy; |
positive adjt;strr;ents to issdes that border on payment 6f interests
on loans, insurance premium, transport,.advertising, employees’

salaries and fringe benefits and a host of other overheads.

Finally, a properly satisfied and peaceful banking industry will
positively contribute to national stability, rapid economic development

and customer satisfaction.



‘I.f HYPOTHESIS OF THE STUDY

The following hypothesis will guide this study:

Poor quality services.to customers reduces their patronage to

banking services.

There is no correlation b;etween quality t;anking services and
customers’ patronage to the banking industry.

Customers who feel satisfied with the banking services patronize

the banks more than those who feel dissatisfied.

It is hoped that the testing of these hypotheses will help us to find

appropriate solutions to the problem.

The study shall be restricted to the development and marketing of
bank products and the use of marketing in providing quality services to
banking customers. The research shall also dwell on the evolution of the
banking industry as well as the banking systems in Nigeria. Reference
will also be made to some non-bank financial institutions to demonstrate

the sensitivity of the sector to the new demands of the economy.



1.7_ LIMITATIONS OF THE STUDY

The publication of a research project such as this is always met

with some constraints. This project shall not cover so much in view of

the following problems:

ATTITUDE OF 'RESPONDENTSI

This li_mitation was mainly _t{le unf_ri__ehdly and upcorpqrating .attitude |
and secretive tendencies of the respondents cauéed by the desire folr
competition. Re‘sponding freely could mean giving up your corﬁpany's

products .and marketing strategies to competitors. This greatly

constrained the study.

The Study was also constrained by-lack of funds. Since distance

was involved, access ta complete and detailed literature for the
research was limited. The project is purely a private one. The lean

purse of the researcher was therefore a constraint.



C TIME
The study couid have been more elaborate if the researcher was
inen enough time. The period given for the submission of the thesis

after the approval of the topic appears to be ralther too short.
1.8 THE RESEARCH METHODQLOGY

The methodology adopted for this study shan be a familiar one.
The use ot prjmary and secondary data shall be e.m;!)_loyed in this Iresearch
work. The case s{udy and descriptive research méthodology shall also
be used to proﬁride an indepth investigation and explanation with the
context of the scope of this study. Pefcentagé method will be used to

analyse the data as presented in a tabular. form.



CHAPTER TWO

REVIEW OF RELATED LITERATURE

2.1 __INTRODUCTION

In this chapter Related literature on the subject matter will be

reviewed. This will cover the following areas:

The concept of quality

The marketing of services in Nigeria

A review of the banking industry in Nigeria

Indigenous commercial bénking in Nigeria

Banks as financial intermediaries

Marketing in banking

Quality and marketing of banking services in Nigeria

The importance of marketing concept in the banking industry

The banker and customer relationship.

2.2 THE CONCE4PT OF QUALITY

2.:2.1 The Term Quality -

According to Shaw (1986), “there are only two qualities in the

world; efficiency and inefficiency; and only two sorts of people, the

11



efficient and the inefficient.” From this we could see that quality in its
raw form implies subjective judgement. This means that quality per se

is viewed by the people in different ways and given different remarks.

The International Organization for Standardization (ISQ)} (8402-
1986) defines qdality as “the totality of features and characters of a
product or service that bears on its ability to satisfy stated or implied

needs.”

Jurén {1988) defines'quélity as "fitness for purpose or uée." To
Crosby (1989), “quality means conforménce.” In his views, Robbins
(1990) notes, “quality is meeting the agreed requirements of the
customers, now and in the f.uture." - |

According tlo B.adiru and Ayeni {1988), “quality refgers to an
equilibrium level of functionality pdssessed by a product or service based

on the producer’s capability and the customer’s needs.”
Feigenbaum (1991}, sees quality as a way of managing the

organization and that it has now become an essential element of modern

management. He defines quality, as “the single meost important force in

12



organization’s success and gfowthl." N

in the wo’rds of Fortﬁna {1992}, “what we rhean by qua.lity_ is more
than the traditional nlotiv.a'n of quality éf pfodhcts and éervlices... Our
definition simultaneously encompasses improvemeht in cost position,
delivery performance, time taken to get products into the market and
.res.ponsivene'ss to changes .in the marléetplabe. itis a boftom line issue
that addresses the very roots of business, and it requires a change in

thinking from the tep of the organization to the bottom.”

From the above, quality has becom'e an essential element_ in modern
man.agement. In essence, it is a way of managing a typical organization
to bring about the desired résult in a rﬁore-‘ﬂexible and less conservative
way.

The definition of quality can simply be summarized to include.

L ’

Conformance to specification - which implies the relative absence
of defects; and
| Mee'ting customer’s .requirements - which impiies thaf quality is
| measured by the degree of custbmer'saﬁsfaétioh with é p.roduct or

service characteristics and features.



Buzzell and Gale {1987}, distinguished the traditional thought of
quality (which is conformance) from relative perceived quality. Relative
perceived qu_ality Is not identical l?ut different from.conformance quality,
‘and this demands an -entir‘ely' new perspéctive wHich calls for external
view of quality from the customers perspective other than internally from
qual‘ity assurance point of view. Conﬁrming éonformance quality and

relative perceived quality is the essence and at the heart of the Total

Quality Management (TQM).

2.2.2 Total Quality Management

Nwastke (1999}, notes tha‘lf Total Quality Ma;nagement (TQM) is a
comprehensive system for satisfying the customer continuously. Iis
philosophy IS 'based on total integ.ratiém. .of t‘he.business to achieve
required results. The goal is to achieve grea{er efficiency a‘n.'d.
effectiveness, lower operating cost and increased market share, TQM
practices focus on satisfying customer needs. This means making the
needs of the customer a priority, exbanding the relationship traditional
serviqes and incorporétiné custo:‘mer’s need in the htl:ompany's business

plan and corporate strategy.



For top management, TQM meané improving the internal financial
and operational management of the company, thereby satisfying the
needs of all shareholders. TQM means “changing the way people do
things so as to minimize the potential for errors and/or defects.”

(Nwasike, 1999).

The TQM approach uses statistical approach to find problems that
cause errors or defects. Badiru and Ayeni {19 } emphasize that the
business customer integration requires that business look out for the
customers while the customer look out for the survival of the business.
If there is no business, there will be no product, if there is no product,
customers needs cannot be met. If the customers are satisfied, they will
be more willing to embrace the products offered by the business thereby

creating further profit potential for the business.

Since TQM involves the way of managing to improve the
effectiveness, flexibility and competitiveness of a business, then it means
that the whole company gets organized, every department, every activity

and every individual at every level.

156



According to Nwasike (1999), the benefits of TQM for companies

include heiping them to: .

Focus clearly on the needé of their markets;

Achieve top-quality performance in all areas, not just. in product
service guality; '

Operate the simple proc.eduré‘neée‘ssary for-the achievement of
quaiity-performénce; -

Critically Iand continually examine all processes to remove .non-'
f)rodl.u'ctive activities aﬁd waste;

See the improvements requiréd and develop and develop fnéthﬁds
of performance; | | :
Understand fully and detail it_s. competition and develop an effective
compeltiti{ve. strategy.; |
Develop an effectivé strategy;
Develap goad procedures for communication and acknowledgement
of good Work; and

Review continually the process to develop the strategy of never-

ending improvement,

16



Since TQM embraces the entire organization, then each person in
the organization, has to ask himself/herself who are their customers and

what are they actually require; and who are their suppliers.

TQM is actually a concept that was developed to achieve a
system’s approach to quality management, It implies a total commitment
to quality. The totality here encompasses all the spheres of the
organization i.e the people or internal customers (labour), the working
tools (material) and work process, the organization’s resources (capital)
and interest of the stakeholders, suppliers and external customers. It
involves an integrated management of all the functions that can impact

and distinguish the quality of a product or service.

The goal of TQM is to achieve greater efficiency and effectiveness,
lower operating costs, increase market share and increased profit. The

most popular and core concepts are:

1) Achieving quality in everything: people, processes,
products/service.
2) Doing the right things right, first time, every time;

3) Continuously striving for improvement;

17



4)

5)
6)

7)

9)

10)

11)

2.3

2.3.1

Having commitment to and obsession for customers who are both
internal and external;

Strengthening the sup&:lier -~ customer chain;

Manage business through team building and. team working;
Flatten hierarchies to encourage effective communication system
and have stable structures;

Reduce cost of bad quality by investing reasonably in cost of good
quality;

Practively tackling business problems through the use of a

structural process;

Use total quality tools to generate hard facts to manage business

rather than depend on opinions and whims;
Provide'qualiw leadership and motivation to enable all employees’

commitment to the total quality process.

THE MARKETING OF SERVICES IN NIGERIA

The Concept of Service

Nickels (1978), notes that there is really no widely accepted

definition of services that marketers use. In fact, there is no boundary

between those organizations that are part of the channel for goods and

18



those that provide services. Restaurants, for example, are considered by
some writers as part of the channel of distribution for foods because they
are an alternative to supermarkets. But it is clear that the primary
activities for a restaurant are service activities. Furthermore, some
Services are subject to fre;a market exchanges and others, such as

government services, are paid for through mandatory taxes.

Nickels (1978} defines a service as “an intangible product that is
performed rather than produced, bought and sold in a market place in a

mutually satisfying manner.”

According to Kotler (1988), “ a service is any activity or benefit
that one party can offer to buy another that is esszlantially intangible and
does not result in the ownership of anything.” He went further to say
that “its production may or may not be tied to a physical product.” Thus,
renting a hotel room, depositing money in a bank, travelling on an
aeroplane, visiting a psychiatrist, having a hair-cut, having a car repaired,

watching a professional sports, etc. all involve buying a service.

To Stanton (1981), “services are those separately identifiable,

L

essentially intangible activities that provide wants-satisfaction and that

19



are not necessarily tied to the sale of é product OF another service.”
Thus, to provide a service may or may not require the use of tangible
products. However, when such use is: required, he noted, there is no
transfer of the title (permanenlt ownershilﬁ) to these tangible goods, From
this definition, a service includes such activities as medical care,
entertainment, and repair services but excludes credit, delivery and other
services that ekist onh} when theré i5 the state of a product or another
service. Also, the consumer of a ser\)ice can take only temporary
possession or make only temporary use of any goods required in the

production of the service.

Although service is essentially referred to as an intangible product,
vet, it is quite obvious that there is both é tangible product component
and a service compohnent in the éale of most goods. Indeed, many
service c_ompanies {such as consgltams, airfines, insurers and law firms)
do not consider themselves as producers or slelllers of goods. Rather,
they regard themselves as providers ot services.

Adeleye (1998}, notes that theo'retica”vl, service marketing and
pfoduct marketing are the same. In both cases, mar‘keting programmes

are designed around the elements of the rharketing mix such as product

{services)



Adeleye {1998), notes that theoretically, service marketing and
product marketing are the same. In both cases, marketing programmes
“are designed around-t'he élemenfs of the marketing'mix such as product
(service), pri.ce_, distr-ibution system and promotion, amoﬁg others.
However, in practice, therelare Substantial similarities. Furthermore,
there are éignificant differences between service marketing and product

marketing.

2.3.2 Classifications of Service B.usinesses
According to Thomas {1978), service businesses can be classified

into two broad categories, viz:

~ whether they are equipment based or

whether they are people based.

Equipment-based services may be automated, or monitored by
unskilled ope_fators or operated by skilled workers. People-based services

can be provided by unskilled, skilled ar professional workers.

Thomas (1978) observes that, (1'} as service businesses evolve,

they often move along the spectrum from people-based to equipment-



based or Qice versa, and {2} many companies are in more than one type
of service business. For example, banks operate multiple-service
businesses. Some of these are equipment-based, as in the transfer and
storage of funds. Others are .peOpIe—based‘, as in the financing of a home,

car or business. ' | g

Loveluck and Young (1879) classify services into the following two
broad catégories: those that do someth%ﬁg for consumers’ possessions,
such as transporting their mails, cutting their grass and repairing their
cars. The former, according to Lovelock and Young, involve a higher

level of personal contact than the later, but consumer behaviour is

important in both instances. ) o L

It must be noted, however, that there is no universally accepted

classification of services in the marketing literature. ‘

2.3.3 Service Characteristics and Strategic Implications

Adeleye (1938) notes, “basically, 'services,“services have four

characteristics that must be considered when developing service-

marketing strategies. These characteristics are intangibility, varniability,

22



inseparability', and perishability. These classification also conform with

Kotler (1988) and Stanton {1981).

INTANGIBILITY

Services are highly intangible. Indeed when a service such as
entertainment or travel is pu.rchased, the buyer has nothing to show for
it. In this regard, George_(‘IQ??v), contends that after a day of buying
services, the customer still has an empty market basket. Therefore, it
can be concluded that consumer is only buying 3 performance offered by

the seller.

Adeleye {1998) notes that the intangibility of services makes
promotion more difficult than for tangible products since the marketer
must communicate a concept or an ide'-alrather t??an a tangible object.
Marketers can employ two strategies to communicate the benefits of a
service: {1) making a tangible representation of the service as well as {2}
focussing promotional efforts on the seﬁkice previdelr rather than on the

service.

According to Donnelly-(1980], marketers Can make services more

tangible through the use of a physical object that represents the service.

23



Bank credit cards developed by financial institutions can be considered
as a physical manifestation of credit. Consequently, customers can now

‘store’ credit and carry it around with them.

There is no gainsaying the fact that the service provider (a lawyer,
or an airline pilot, or a medical doctor) is more tangible than the itself
(advocacy or airline travels or medical care). The provider of service
usually possesses a level of skill and expertise that represents the
service. Hence, advertising often focuses on the skills as well as the
technical competence of the provider of service. The advertising
campaign is often aimed at making the service become more tangible

because of the association with service provider.

VARIABILITY

Services tend to be highly variable because they depend on their
providers and when and where they are provided. An actor or a medical
doctor might be superb in one performance but mediocre in another. A

customer of bank may observe that cashiers are helpful and courteous in

one trip, but rude in another,

24



Guseman {1981), observes that "high service variability implies that
the consumer faces greater uncertainty and risk in purchasing services”.
Therefore, the provider of services must control quality with a view to

ensuring adequate service. . -

Adeleye (1998), suggests that gervi_ce compare can take three
steps towérhds quality contr_oll. The first ;:iep is 10 invest in goo'd personal
recruitment, selection, and training. The second step; is to evaluate
customer satisfaction through customer survey as well as suggestion and
complaint sy'stemls in order to detect and correct poor service. The third

step is to provide services through machines rathqr-than people.

INSEPERABILITY

Service often cannot bé separatedjfrom tr;eir prpviders. Moreover,
some physical products are generally manufactured, then sold, and then
used. On the contrary, services are normally sold first, then
simultaneously produced and consumed. In air-transportation business,
a consumer _purchases a flight ticket first. The service is produced as the
aifcraft takes off, and consumption occurs becaus.e the consumer is on

board. Inthe same vein, services for hotels, entertainment and education

are reserved in advance and then consurned as they are provided. Since

-
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as well ag
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identifies two strategies of doing"this: '(1) Varying#.édpply in'accordance
with demand and (2) keeping supply fairly constant while. trying to
sustain demand to avoid excess capacity. The service marketer has
various Wéys of matching supply and demand; He might look for new
uses for idle plant capacity in off-seasons. He can also embark upon
advertising éampaigns with a view to showing consumers.the advantages
of using facilities during nbn—pea,k periods. The marketer can also
perform only essential tasks_during peak hours of the day and non-
gssential tasks du'ring"srack periods. In the U.S., telephone companies
offer lower rat.es' at nights and employ more operators during peak

periods.

24 A REVIEW OF THE BANKING INDUSTRY

In Nigeria, banking came with the advent of colonial masters and
the introduction of the first modern banking system dated back to 1892
when the African Banking Corporation was established in Lagos at the

invitation of Elder Dempster Company.

Probably, arising from good perforrhance of the African Banking

Corporation, another bank opened, its branch office in Lagos in 1894.
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The Bank of the British West Africa Limited, now First Bank of Nigeria

Pic.
First Bank of Nigeria enjoyed the Monopdw over banking business
in Nigeria until 1916 when another Colonial Bank regarded as more

aggressive was estabiished.

in 1925, the assets and liabilities of this bank were taken oﬁer by
a consortium of banks to form a new bank named Barclays Bank D.C.0Q.,
now changed to Union Bank of Nigeria Plcl. Qther ?xpatriate banks were
later introduced to Nigeria such as United Bank for Africa (UBA), Arab
Bank, lntematibnal Bank for West Africa (Afribank), Bank of America

(Savannah Bank), and Chase Manhattan Bank.

The discriminatory attitude of these colonial banks against
indigenous men and women and enterprises led to protests and the
subsequent establishment of the first indigenous bank in 1929, which

went into liquidation in 1930,

However, in 1933, another Nig"érian Bank was formed called

National Bank of Nigeria Limited with a nominal capital of N20,000.00.



The favourable outcome of the establishment of ‘this bank and the
buoyancy of eccnomic conditions encouraged others to establish

indigenous banks.

2.? INDIGENOUS COMMERDFIAL BANKING IN NIGERIA

Nwankwo (19 )} notes that indigenous commercial -banking in

Nigeria started in the late 1920s with the establishment of the Industrial -

and Commercial banks. This bank ran into confusion in the ‘i9305 due
to management, accounting irregularities, and stiff hostile competition
from two other 'British banks. The. Nigeria Merchantile Bank, later
founded by Dr. Maja and Dr. -Dohertly néver grew fo any size but came to
a premature end in 19386, |In February, 19.33, Dr. Maja, Dr. Doherty and
H.A. Subair found-ed the National Bank. in September, 1933, the three
men also foundéd the Mutual Aid Society whichlconcerned itself with the
lending business of the Nati{;nal Bank. .According to Nwankwo {13},
this was to avoid the name of the National Bank occurring in court cases

or in the press in an event of any default in payments.

Nwankwo {19 ) notes further that the National Bank existed until
1961 when the Western Region Government started using it. It is with

the incorporatibn of the National Bank of Nigeria that the history of
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African Banking effectively began. In 1 93.7, thel Arab Bank was founded
and it changed its name in 1948 to African Continental Bank {ACB).

(“I 9 ) notes that today, the.main indigenpus banks operating in Nigeria
include the African Continental Bank (ACB), Bank of the North, Bank of
West Africa, Unioﬁ Bahk {formerly Barclays Bank DCQ), the Naiional bank
of Nigeria, United Bank for Africa (UBA), Merchantile Bank of Nigeria,
Chase Mahhattan Bank, Oweﬁa Bank, Wema Bank, Bank of Lagos, Allied
Bank of Nigeria, Coopérative Habib Nigeria Bank Limited, First Bank of
Nigeria Plc, Lobi Bank of Nigeria Itd, Nigerian Bank for Commerce and
industry {NBCI}, Nigeria Agrfcultural and Cooperative Bank.(NACB), to

mention but few.- - .

A major _réason for th.e establishment of the indigenous banks was
the discrimination by the foréign banks ;'gainst indigenous businessmen
in the marketing of credit. However, indigenous commercial banks have
a lot of problems. These include, stiff competition from foreign banks,
banking inefficiency, resulting frﬁm lack of s’killed personnel and
management, problem of capit§l shorta'ge, problem associated with
business expansion, political interference, social_ pressures and lack of
commitment of'banking personnel and general corruption and indiscipline

of the banking officials. Today, in view of these teething problems, most

30



of these indigenous banks have been classified as “distressed” and

subsequently liquidated.

2.6 BANKS AS FINANCIAL INTERMEDIARIES

Essentially, banks are financial intermediaries, collecting savings of
people who have more money than they immediate'l.y require and lending
such money to people who require more money than they can
immediately generate. Thus, matching the savings requirements of
depositors with the investment requirements of borrowers. Even-though
this is the primary thrust of “banks, the passage of time and development
of commerce have given way to other services and the functions of

banks today could be grouped as follows:

DEPOSIT COLLECTION

The banks in the country collect deposits from customers and place
them under various accounts such as current account, fixed depasit,

short-term deposit, savings account, night-safe, etc.

MONEY TRANSMISSION SERVICES

In transmitting money from one individual to, another, banks issue

such instruments as cheques, cheque cards, cash cards, gifts cheques,
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credit cards, credit transfer, direct debit, standing order, bank draft,

certified cheques, mail transfer, telegraphic transfer, etc.

FINANCIAL AND GENERAL SERVICES

These are rendered in the form of tax administration unit trust,
stock exchange service, investment advice, status enquiry, safe custody

services, etc.

FOREIGN_SERVICES
This fljnétion of banks. include thé_ issuance of travelers' cheque,

foreign currency, foreign draft, mail transfer, telegrabhic transfer, letter

of credit, bills collection and settlement, etc.

The first and paramount conclern of any bank, be it community
bank, merchant bank, con&merci.azl bank, people’s b;éﬁk or even mortgage
constitution is the need to mobilize deposit which constitute the vast pool
of loanable funds from which the lending business of the baﬁks can be
conducted. The deposit generation ability will depend, ambng other
things on what has now been popularly adopted as the three Cs of

banking: Confidence, Convenience and Cost.
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Coﬁfidence refers to the people’s faith in th;a bank, i.e. the extent
which people generally believe. that theif money_is- safe and that the
p'ossibility of loss is remote. This is in fact synonymous with‘ the overall
rating df the bénk in the m'ar.ket. Convenience refers to the case with
which business could be transacted, the'rigoro;.is of the formalities, the
waiting time, the enviranment within the banking hall, etc. While Cost

refers to what the customer pays to enjoy the bank’s services.

The business of banking is very intricate in that money is the main

commodity of trade and the obligation to repay the depositor's funds

remain no matter what happens to the bank.

2,7 MARKETING IN BANKING

Meiden (1984}, Adesunloye (1985} define bank marketing as that
part of management activity which seems to direct Tche flow of banking
servic.es ;IJrofitabl.y to selected customers. |

Calpadini-“ 980} define marketing of banks services as identifying
and stimu_la_ting clients needs which can be profitable satisﬁed by the
banks. This appears to tally with the views of Berry (1975} where

marketing in banking is described as the process of customer satisfaction
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at a profitable volume in an integrated efficient framework and in socially

responsible manner.

Brien and Stafford {(1988),.in “The Myth of Marketing in banking”

contend that marketing in banking entail:

1. increésing the deposit base of the banker (via the customer} and

2. inducing credit worthy customers to borrow at a profit,

Thus, central to bank rharketing is the customer. The deposit base

of the bank depends on the quality and total number of account holding

customers.

Beekie {1972) Enumerated the ba;sic bank marketing functions as

including:

- understanding customers’ behaviour, attitude and segmentation;
- branch management, locations and distribution of banking services;
- advertising, communication, promotion and publicity;

- products/service development and introduction;

- pricing of the bank services;

34



- defining marketing strgtegies, administe,ring and controlling the
marketing programme; and

- conducting marketing research that attempts to collect, investigate,
analyse and interpret market development, in each of the

aforementioned areas.

It is clear from the above that the objective of the bank marketing
process is profitable sales of services t_hat sa'gisfy customers financial
requiremehfs and needs. Thé thrust ié éﬁstomers' needs satisfaction at

a profit to the bank.

In Nigefié, the major sérvices_' of the bank afe:
- banking services;

- financial services;

- foréign serviceé;

. money transmission services;
- development services; and

- advisory services.

The basic marketing approach necessary to induce potential customers

to embrace these services include:



a)

b)

c)

dl)

research to determine customers’ financial requirements;

design for new services or innovate old .ones based on research
findings;

market the services to the bustbmer for whom they were
researched and designed at a profit; and

ultimately satisfy the a;ustomers' fir_}ancial needs.

Meyden (1984) opined that the banking services have the following

characteristics:

1.

Bank .services are inseparable bétween the. producef and the
consumer because of simultaneous production and distribution,
Thus, the bank marketer is mainly concerned with time and place
of utility.

They are intangible in nature in the sense that they are general
rather thén a specific need. Specific benefits are not readily
appérént in con.suming Eank servic;és, hence, banks tend to depend
on effective advertising that ensures that their image and services

are portrayed as attractive.
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In product marketing, a product can be distinguished from another
by the brand name, the packaging, physical attributes or the
sensofy attribu‘;es.l Ther.(::,i is lack of sped’iél identity for bank
service.s.. The services are alike in the minds of the consumers,
hence, the banks attempt to establish anidentity and implant this

in the minds of bank customers.

The geographical spread of current and potential customers make
far country-wide spre.ad of bank branches. This is to provide
benefits of ;onvv'e.n.iénce' arid to meet with both national and local
needs. Hence,l bank services ahd prorﬁdtions tend t§ have an
appeal and wide applic'ations.

Banks have very wide range of serQices to meet variety 6f financial
and related needs from different customers in dffferent areas.
Olalusi (1989} contends that Nigerian banks offer sixty one {61)
differe.nt. services which can be broadly group into seven

categories. . i |
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2.8 MARKETING OF BANKING SERVICES

2.8.1 Introduction
Service is very fundamental to-banki'ng and in fact, it is the pivot around
which banks re3volve for survival. The term ‘service’ is very broad in meaning

and includes among other things, cheerfulness and politeness at the counter,

respect for and fair treatment of customers.

~ Hence it is performed réthér than physically producedd. Olalusi (1986}
defines marketing of bank service as “identifying and stimulating demand for the
banks servlice; and meeting that demand by making available the banking services
in most effective manner to present to pétential customer and achieving the protit
and objective related to the ideht:'.ificati.orlw, stimulation and ‘s.atiwsfaction of
~ demand for the bank service.” The focus of marketing banking services is on the
customer for without a total commitment to him on the part of the company as
a whole, the application of advanced marketing techniques can hlave only limited
and brief effects. The marketing of banking Services as Meiden (1884) observed
“was concerned primarily with the problem of establishing itself as an acceptable
worthwhile function.” | |

However, 'm'an\lz bénkers are fast realizing the impo9rtance and impact of

marketing in their related field. They are recognizing that marketing is changing



not only in the banking business but in the financial world. They are coming to
grip wi1_:h the idea that customers needs and-desire;s are the basis upon which the
futufe of their business depends. The increasing imporfance of marketing in the
banking industry according to Meiden (1984) is as a result of four occurring

marketplace factors:

.
+ [}

1. lncreasea competition for customers

2. Increased sophistication of those customers

3. Increased technology

4 lhcreased cost of meetihg customers’ needs proﬁtably,

TUnder these circumstances, t.he changé is more and more the acquisition of
funds rather than their employment. Although marketing is now applied to both
goods and services, t.he .mari;eting o;é services is still eééentially different from the
marketing of goods. The special nature of services stem from its characteristics
which create special challenges, considerations and cpportunities that often result
in marketing programmes that are substantially different frem those found in
goods marketing. Hence, for effective marl%eting. of banking services, there is
need for a closer_ look a’_f the characteristics of services in general and bank
services in particular. This enat;les banker to know the blend of marketing mix to

use at each stage or level of activit?. in t-ight of the f'cirégoing, the marketing of



banking services requires the banker to centinuously develop; his/her services in

terms of the changing services of his competitors.

2.8.2 Commercial Banking' Services And the Role of Marketing

Marketing is a staff function; its role is to support bank management by the
provision of marketing information and expeftise. Marketing, therefore, informs
rﬁanagement, bﬁt'nﬁanageme_nt-n‘;ust also- inform marketing. Management must
determine the banks’ goals and objecfive_s and commg_nicate them to marketing
so that they can assist in the achievement of th:sese goals and objectives.
Marketing can provide a climaste in which better decisions can bé made. In order
function properly, marketing must be profit o"riented{, consumer oriented, and value
marketing cannot merely pay lip service to cost-eXpense; It must be aware of and
continually be informed about bank’s goals in terms of profit. To achieve these
goals, marketing mﬁst be considefed as pa'rt of the management team. Marketing
is the job of equating the geals and the objectives of banks with the financial
needs and Waﬁts of the consumer. Ult is a!_so the resgj'énsibility of the marketing
tlo encourage the bank continually to focus on all customers. This is because it
is vital for the bank to service.its customers in a more economical and more
satisfying manner. In addition to profitability and customer orientation, marketing
must also be concerned with all the values thét exist in banking relationships and

these include economic, moral, ethical and monetary values, and so on. The
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marketing man is in the unique position of helping to provide values both to the
bank and the customers.

The marketing job'integrates and coordinates various banking functions
dealing with the cr.ﬁnsumer and molding this into an effective programme. it has
beerj observed that many ban_ké tend to éCcord a comparatively low status to
marketing and that the most senior level management tend to remain the province

of executives with a background in finance, in contrast to the manufacturing

sector.

However, against the background of an increase in competition during the
last few years, it appears that banks ére maoving towards marketing orientation
which requires that marketing takes a more active role in the determination and
development of overall corpo}ate organization. This ;shift Reflects a growing
realization_that marketing is a strategic activitv and that in a period of rapid
change, organEZational efficiency alone .is not sufficient to ensure business
success. Successfﬁl organiza’cions _ﬂeled to adopt a proactive stance and in this
context, markéting has a key role “to play in identif'ying the most appropriate
rﬁarkets and products. Marketing must go further to moti\)ate and satisfy

customers. The role of marketing is crucial to survival and success of commercial

banking in Nigeria.
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2.8.3 ' Quality and Marketing of Banking Services In Nigeria

It has been observed that our banki_ng system lacks the elements of
marketing of services to the public. That is, letting the public know about their
varicus range of serviceslthat they éfe capable of olffering, how and where to
obtain them. The marketing approgch requires that bankers should go out and

look for their customers. According to Meidan {1988, this involves:

1. Research to determine cué.fomers and orospects’ financial
requirements;

2. Design new products/service o;r innovate old ones according to
tindings; |

3. _Meln_rket services to the customers for whom they are designed (this

includes promotion, pricing and distribution) at a profit;

4.  And in doing so, satisfy the customers’ financial needs.

Most Nigerian banks have beedn criticized for poor services and
discriminatory practices. By hank services we mean activities, benefits for
satisfaction which are offered far sale either ag such or are provided in connection

with the sale of goods. (Qjo and Adewunmi, 1982).

+ [
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Bank services are characterized by slow services. To obtain the simple
service of cash withdrawals or deposit takes more than b7 minutes as against 15

minutes or less in some advanced countries like the USA, Britain, France, etc.

in order to improve the quality of banks’ service, banks’ services, banks
need to adopt the following measures:

. . . | 3 | "' |

Introduction of computer services into the banking transactions. We must

menti_én here that many banks have taken up the computer
challenges; | |

- Embarking upon adequate training for banking personnel, especially

those with the responsibifity for éus’tomer services;

- Improving customers’ awareness towards the banking services; and

lmlp'roving management”pa‘olicy on customer services.

Distribution of banks services in Nigeria needs to be improved. Banks
should open more branches and cash 'ofﬁces; Presently, there is over-
concentration of banks in the l;rban centres. IEven-though the number cannot be
said to be sufficient, the gap between the cities and the rural areas in terms of

bank distribution is very wide. .



The era of “good wine needs no push” has gone. In modern business
operations, management has to promote the services of their organizations. In

promoting bank services, banks can adopt the following promotional elements:

advertiéihg

Public Relations/Publicity

Personal Selling

Sales promotion (Communication).

It has been observéd thét many banks in Nigeria do not engage very much
in promoting their'services, thereby neglecting the immense benefits accruable
from promotions such as public awarehess, 5ringing in more customers,

developing corporate image, increasing profit margin and fighting competition.

Though every bank engages in advertising, their advertising messages and
layouts still need to be improved upon to achieve the expected benefits. These

could be achieved through:
Reorganizing the radio and television training.

Making the present campaign more dynamic.

Making them more educative in nature.
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All activities of the bank to provide services have to be quantified in Naira
and Kobo. How much customers are paying for bank services includes margins,

premiums, and price policies. K | -

2.9 THEIMPORTANCE OF MARKETING CONCEPT IN THE BANKING INDUSTRY

2.9.1 introduction

Having defined marketing by many authors as seen earlier, we would at this
point consider the importénce of marketing concept in the banking industry.

According to Jolson (1987), the marketing concept “is the cornerstone of
every business.” Hence, it is important, not only to the manufacturing industry
but also to the service industry {banking in'ci:usivei. The importance and relevance
of the marketing concept to the banking industry lies in the new approach to

management.

This new management approach, according to Hambagba (1987}, “demands
the use of modern scientific planning and problem solving techniques.” He further
stated that “the rharketing concept is the marketing plan of action, control,

objectives and follow-up programme.” In this regards, there are new implications
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in the marketing concept which are of relevance to banks; namely, planning,
developing a strategy, and systematically and scientifically selecting among

available alternatives to provide customer satisfaction.

Nwankwb (1980), obser\;e the need for marketing concept in the banking
industry by ob'serving that "banking"services are of a‘two-sided nature.” Banks
~ have to attract 'cu_stome‘rs to sell their deposits to them and to buy lpans and
advances fro_m them. Thus, unlike other firms, the bank not only has to develop
marketing stfategy to sell its services, but it also has to develop it to make

customers buy from it.

The importénce and re[e;«/ance of the marketing concept in the banking
industry is essential for a’ shift from sales orientation which had hitherto
characterized the markeﬁng of financial services in the develaping countries
including Nigeria._‘ This crientation enabled bank_s to make handsome profits
because the\,:r had operated in fhe contexf of a sellers marketing in which the
consumers have no choice. Competition is becoming fiercer and as with any
service industry {banking} has to adjust to the changing needs of the ehvironmem.
The marketing concept in the banking industry is also essential not only because
of the existence of competition but also becéuse of ttje. existence of two great a

quantity of funds outside the banking system. In_Nigeria. Nwankwo (1280)
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observe "it is estimated that out of ‘the one hundred million Nigerian population,
at least 10 million each have N100.00 in their pocket at any given time."” So, if
banks were to market their services effectively, such that these people are
persuaded to deposit these amounts, some millions would be mobilized

immediately.

In conclusion, it can be seen that the importance of the marketing concept
ton the banking industry cannot be overemphasized. As Drucker (1973) observed
“ the aim of the marketing concept is to make selling superfluous to
know/understand the customers so well that the service fits them and sells itself.
Ideally, marketing should result in a customer who is ready to buy.” Hence, to
ensure survival, every bank should accept and practice the marketing concept in

order to attract and retain more customers.

2.9.2 Marketing Planning

In the 1980s, however, there was considerable change in the range of
services offered by banks and by their competitors who were growing in number
with the convergence of interest between different financial services providers.
For example, finance companies and Insurance Companies. This created new
pressures for banks to consider more carefully who their customers were and

whether groups of customers might form particular markets for particular services;
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what were their customers needs, wants and values; who their competitors were;

and how they could satisfy their customers more efficiently and effectively than

their competitors.

+ .

The abjective of marketing must be seen within the framework of the

corporate plan as a whole. The marketing planning a'ctivity at its most basic

consists of the following:

1)

2)

3)

4)

5}

identifying present and future markets for the services
selecting markets to serve on the basis of marketing potential, taking into
account -éompetitors’ activity‘, and the capability of the organization to

capitalize on that potential;

identifying the needs, wants and market environment of the selected

rmarkets;
defining marketing objectives for new and existing services;
selecting strategies for rmanipulating factors in the marketing mix (price,

product, promotion and place,} so as to achieve objectives;

monitoring progress and success of the strategies.
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A marketing plan helps coordinate the activities of the marketing
department. It fixes responsibilities and alerlts executives as to what to do and
when to do it. It does not ensure against failure. Plans must be carried out by
people who do not always perform as expected. This may be failure on the parts

of individuals operating or failure on the parts of the planners to forecast

accurately.

~ Conditions in the markéf also change, so the pién must be considered a
flexible instrument, to be changed, as changing conditions require. Properly used,
there is the little doubt that oper_ation accdrding to a marketing plan increases the
probability of achieving the marketing' objectives.

+ ’

2.9.3 Marketing Strategy

The marketing strategy is the unique w_ay in which the organization presents
itself to consumers. Fffective marketing is dependent on the organization taking

a strategic view and marketing as an integral and driving force in its strategy.

For Nigerian banks, the period beginning 1989 has been the most testing
period, a period that witnessed the formation by thé“monitoring authorities of
strict monetary policies that sent jitters down the spines of industry operators.

Within five days in June, 1989, the monetary authorities instituted two panic



measures which were aimed at arresting our spending in the inﬂationary budge
of 1989. The budget had pumpéd some ex.c'ess N8 million into the eclc;nomy. To
prop up; that excess, the Central Bank of Nigeria (CBN) withdrew N3 million from
the banks through the abolition of off-shore collateral and transfer of government
account to the Central Bank from commercial and merchant banks.

To adopt marketing strategy, the organization will have to make a number

of strategic choices about:

a) which market or segments of markets to be in;
b) what the marketing objectives are to be;
c) market shares volume;

d} which service to offer and how they should be “positioned” in the market
e.g. as value for money;
el the relationship between the quality of products;

f) how the service is to be delivered to the customers;

g how the service is to be promoted within the industry.

These divisions will be cqrn'plicated' by the fact that the organization will,
as it grows, develop a portfolio of different products or services. A portfolio and

means a set of specific services offered by the organization, in this case banks,
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As part of banks’ marketing strategy, at must develop such specific and distinct

services for its target market.

~ The kinds of strategies employed in the marketing of financial services are

substantially similar to those of organizations in other areas including:

1. Consclidation, or ségmeht protection, this may involve capitalising and
building on existing strengths. E.g. experience,. special expertise, a data
’ . ! '

base of customers for direct mailing, high street retail outlets, etc.

2, Market Penetration: This may involve increased competition for market
shares within existing markets, as indicated by advertising campaigns of the
major banks. It may also involve the expansion of the market itself. E.g.

by encouraging home ownership, full insurance, etc.

3. Breaking into new markets by further market segmentation and targeting of
specific segments, “Niche” marketing. Insurance companies, for example,
may specialize in high risk forms of insurance which would be less viable

for banks who also sell insurance services.

4, Introducing new products, complementary to existing products.
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However, against the background of an increase in competition during the
last few years, it appears that banks are moving towards a strategic marketing
orientation which requires 'that marketing takes a more active role in the

determination and development of overall coope4drate strategy..

~ This shift reflects a growing realization that marketing is a aimost a strategic
activity and that in period of rapid environmental change, organizational

efficiency is not sufficient to ensure business success.

Successful organizations need to adopt a proactive stance and in this
context, marketing has a key role to play in identifying the most appropriate

market and services.

2.9.3 Marketing Information And Research

The strategic decision require informatfon and analysis about:

1) The.size and 'potentiél of the térget market, that is, their value and
grqwth rate. | N

2) Environmental factors that might affect t;na market. -

3) The needs, wants and values of target customers and likely

influences on them.
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4)  The current and potential share of the market obtainable by the given
praduct/service, based on competitor activity, and the organizations,
~ current strength and weakness with regard to developing new

products.

B}  The organization’s current strength and,weakness with regard to
developing new products or services or new markets for existing
products or services. |

8}  Opportuniti9es and threats in the market.

“Marketing research” is the term for the objectives gathering, recording and
analyses of all fécts abolut prc'nblems. relating to the marketing of goods and
services including situational analysis, competlitive anal'_ysis, market share analysis,
etc. This should be distinguished from “market research” which is the aspect of
marketing researciﬁ concerned with assessing potential sales, i.e. size of the

overall market and the size and nature of éegments within the market.

Note that marketing research does not only look outwards to existing and
potential markets, the customers, the competitive environment, etc. but also
inward, at the ways in which the organization responds to the demands of the

market place.
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Analysis of the organization’s marketing system and capabilities will

consider the following:

a)

b}

c)

d)

E)

f}

2.9.4

The market environment (particularly customers, competitors,

~ suppliers, technology, etc.

Marketing strategy,l Carporate and marketing objectives, strategies,
resources, strengths and weaknesses.

Marke;iné pléns and controls, sales forecasting, markét plans, product
development control procedures, marketing research.

The marketing mix evaluation of products, pricing policy, premotion,

channels of distribution and the sales farce.

- Profitability and cost effectiveness of products and of the marketing

function itself.

Marketing organization ;{management Structure, staff training and

motivation, efficiency, coordination, etc).

Marketing Segmentation

Market segmentation is the sub-dividing of a market into distinct subset of

customers where any subset may conceivably be selected as a target market to

be reached within a marketing mix.
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The concept of market segment is that different groups of potential
customers have their own characteristics needs, and so, as special variation of a

basic product or service might be the best way of winning them. A product or
service might n_eed to be sold to each differe,int market segment in a different way,
e.g. perhaps by emphasizing the low cost service, or the high interest rate for
savers, or by advertising through different me_dia, such as direct mail-slots, poster

advertising, newspaper advertising, etc.

For example, the market for 'ba_nking services is clearly divided between
~ personal custorﬁers and’ corporate customers. .Corporate cuétomers can be
segmented into small businesses, medium-sized businesses, and larger
businesses; or into exporters, importers, and domestic traders. The same
business can belong to several different potential market segments at the same
time, and so sub-segment can take place e.g. small businesses in importing,
medium-sized export business, étc. personal customers and potential customers
can be segmented, too, by7 age group, income level, social class, marital status.
- All of these are'potehtiai savers and borrowers, but each has its characteristic

needs in the market for depositing funds, savings and borrowing.

The bases for segmenting “personal” or “Customer” market might be listed

R
L

briefly as follows:
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i} medium-sized export business, etc. personal customers and potential

customers can be segmented, too, by7 age group, income level, social class,

marital status. All of these are potential savers and borrowers, but each has its

characteristic needs in the market for depositing funds, savings and borrowing.

The bases for segmenting “personal” or "Customer” market might be listed

hriefly as follows:

1.

Geographic {Region or Country, State, Town or local government
area, town size, papulation density, etc)."

Derhographic {Age, Sex, Fam.ily life-cycle, i.e Youﬁg and Single,
young and married vyith no children, young and married with children,
rétired, etc. |

Social Class, Occupation or Income. Retail banks have generally
divided their personal customers into two broad groups: “Mass
mafkét" customers; to whom a bank will sell services through the
branch network 'qnd “Wealthy individual”, customers, who afe likely
to be in 1:he market for financial advise, tax managément,. personal
banking, etc.

Life Style and personality — useful mainly for determining the style of
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advertising ton be used.
5. Behavioural Characteristics of the potential customers such as:
6. Usage rate, how often they would use the products or services

(occasional user, regular user, heavy user, etc).

7. User status — non-user, ex-user, potential user, first time user, regular
user, etc.
8. Benefits sought from the product or service (economy, convenience,

prestige, etc).
9. Readiness stage — unaware of the product or service, aware, well-

informed, interested, very interested, etc.

The requirements for an effective segmentation of the4 market are:

- The size and potential value of each market segment be measurable.
Share registration service, for example, might appeal to large public
companies with alarge number of shareholders, and banks can readily

assess size of the market.

Customers and potential customers in the market segment must be

assessable.
- The market must be sufficiently substantial in size to make it worth

the while of a supplier to develop a product or service; or launch an
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advertising campaign, etc, for that segment. In the banking industry,
market segments can be very large, e.g the “Unbanked” and the
clearing banks continue to look for ways of attracting new potential
customers into banking e.g. offering interest-bearing current accounts

or persuading companies not to offer payments of wages in cash.

Marketing planners today must recognize the trend away from
undifferentiated market strategies tc; segmented market strategies. Segmenting
markets, as stated earlier, involves dividing the mass market, with its
heterogeneous characteristics, into groups, each of which has one or more
homogeneous characteristics with the ultimate objective of better defining

customers’ needs.

2.9.6 The Marketing Mix

Effective marketing must be based on co-ordinated mix of activities.
Marketing mix as defined by kotler (1988} is “the set of controllable variables and
their levels that the firm uses to influence the target market.” Stanton {1981)
describes the marketing mix as the term that is used to describe the combination

of the four inputs that constitute the core of the industry’s marketing system.”
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The marketing mix, as can be seen, consists of tools and techniques which
the market uses to achieve a defined marketing objective as economically as

N ¥,

possible.

Meidan (1 983) sees the marketing; mix as a term used to describe a
blending of decision on servicéé/ product, place, promofion and price, also called
the 4Ps of marketing. 't must also be remembered that any decision(s) on each
element of the marketing affects others, é/_g/ a decision on price affects decision
on pro.motion. Thus, these decisions mu.st be evaluated continually if the total

‘n

marketing programe is to succeed.

The deyelobment of an appropriate rharketing mix implieslthe recognition
of a target market. Target market implies segmentation of the market. Once
market segmentation of the market. Once mérket segmentation has been carried
out, the .bank_ should ideally decide on its broad strategy in terms of
.undifferentiated, concentrated or differentiated marketing approaches. Although
these approaches have been Ihighly aevetoped inthe pfdduct field, in banking, the
| general approach appears to be through differentiated marketing, where the
organization is. operating in a number of segments of the market, each with its
appropriate rﬁarketing mix, product, price, place and promotion representing the

four main elements of the marketing mix.
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a) Product Or Service

In marketing, the term “product” refers both tangible products and services.
Product planning consists of -making decisions pertaining to the product or

services to be offered to customers.

Banks in Nigeria are basically in the business of buying money (deposits)
from customers and selling out such money by way of loans and overdrafts
(advances) for a profit. Thus, the task of a product design and packaging calls
for putting together a package of banking services and presenting it in such a way

that it catches the interest of the customers.

b)  Place

Place has been and will continue to be a primary element in competition in
the banking industry. Place has two important sides to it - the typOical physical
channel, i.e. personal offering services at the service points and the location of
branches. Most banks have more than one outlet branch of service, i.e. a large

network of service points through the establishment of branches to reach the vast

market of the country.

The personnel channel of distribution posses problems of a different nature

to the banks. It is said that “Goods are sold, but services are performed.” The
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difference between banks lies mainly in how services are rendered. In the
performance of a service, personal competence and efficiency constitute critical

inputs.

c) Promotion

This is one of the four major elements of the marketing mix and it is the

firm’s attempt to Stimulate sales by directing persuasive communication to

buyers.

Management’s’ task is, however, not easy since the promotional
programme must be built around intangible banking benefits. To overcome these
problems, a promotional programme in a service oriented organization like a bank

should have three major goals:

- to portray the service benefits in a pleasant and appealing manner;
to differentiate its offerings from those of competitors; and

to build a good corporate image and reputation.

The fact that the bank is marketing intangibles makes the need to build a
sound reputation. A critical corparate objective. The instruments of pramation

commonly referred to as the promoiionai mix are: Advertising, personal selling,
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sales promotion and publicity.

The array of promotional tools used by most Nigerian commercial banks to
achieve their objectives of persuasive communication include: space advertising,
television advertising, speeches (lecture), publications {journal), trade exhibitions,
corporate publicity through the media, and corporate identification programmes

e.g. sponsoring conferences, sports contests, television programmes, etc.

d) Price/Interest

The price of the banking service is the interest that a bank pays and
receives on deposits and advances. Until recently,'the price of financial services,
especially interest, was centrally regulated by the monetary authorities. This fact
was aptly stated by Okongwu (1987}, “the monetary authorities usually fix the
rates living little or no latitude for competition among banks con the basis of

interest rates.”

This meant that in effect the banking industry was essentially competitive,
competition if any, was non-price. However, since the deregulation of interest
rate, price competition has started to feature in the Nigerian commercial banks’
scene, e.g. floating interest rates on deposits recently introduced; and more

intensively on the price elements.
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From the foregoing analysis of the elements of the marketing mix, it can be
seen that there is the need for banks to always have the customers in mind in
rendering their services -and their decisions relating to the 4Ps of marketing; the

product, price, place and promotion.

Prices havel to be fixed at levels wh%c’:h také into account cost provision,
competitors’ charges, perceived “added value” for the customer, the strategic
importance of the service regardless of profitébility, for example, public relations
etc. In additio.n to the 4Ps, -féctors in the overall marketing mix are now
recognized to includle: a fifth P - Pgrsﬁnnel‘ 'Nowaday_s, in the stiff competitive
| gnvironment, banks expect their staff to take on a pr:)active selling or customer

service role. This requires retraining, and in many cases a profound cultural

change in the bank as a whole, as people adjust to new roles.

A complete analysis of market requires examination of business conditions
and development, the general eqohomy, demographic and geographic constraints
and cultural patterns. Once the market anaiysis has been completed, the

elements of marketing mix may be combined in order to reach the market.
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2.10 BANKER AND CUSTOMER RELATIONSHIP

Bankers had long ago recognized that there exist a relationship between
them and their customers. According to Sherdon (1976), Gerald and Doyle
(1982), Olalusi (1985), Adekanye (1984) and Afolabi (1990}, Bankers perceive
the relationship between them and their customers froim a micro perspective. For

instance, the relationship is seen only from the legal perspective.

The legal relationship between the banker anld the customer is governed by
laws of contract, laws of agency, bailee-bailer relationship and the various rules
of banking evolved many decades past. The relationship between the banker and
the customer is sometimes described as debtor-creditor relationship where the
banker is indebted to the customer who is having credit balance. The relationship

is reversed when the customer is granted a loan or overdraft.

In a celebrated case of a banker-customer relationship, Foley Vs Hill (1845),

Lord Cottenlam contended that

Money, when paid into a bank, ceases altogether to be the money of the
principal, it is then the money of the banker who is bound to return an
equivalent by paying a similar sum to that 'deposited .. That being

established to be the relative situations of banker and customer, the banker
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is not an agent or factor, but he is a debtor.

The above view of the relationship is a mechanistic one specifying the rights
and duties of both parties. The Agency aspect of the relationship portrays the
banker as merely representing the customer in disbursing customer’s funds on the

latter's written order.

In the past, this traditional concept of the banker and customer relationship
created a wide gap between the banks and its customers. “The oligopolistic
feature of the industry, the lack of competition due to regulations of entry into the
industry and the reluctance of the bankers to adapt to change created a sellers

market where the customer was secondary in marketing planning.

Olalusi (1985), suggests the amplification of the concept of banker and
customer to include an understanc'ﬂ.ing of the cust('Jmers’ behaviour and the
customers’ saving pattern within the broad framework of human relations. Most
banks have taken a queue from this suggestion by ensuring that graduates well

grounded in banking and human relations are positioned at points of contact with

customers and would be customers.
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Afolabi (1990), refers to Olalusi’s suggestions as a tip of the iceberg.
Bankers, according to him, should understand the psychology of banks customers’
decision making process for effective marketing. There should be an
interdisciplinary approach to understanding factors which motivate the individual
directly in obtaining and using economic goods and services including the decision

process that proceeds and determines the act.

Many critics and customérs are firm in their convictions that the business
association with bankers euphemisti’cally referred to as a relationship is promoted
by a financial lust and not customers’ trust. Nothing should prevent the banker
from understanding the inner working of the customers and at the appropriate

time give attractive offer. The relationship should not be allowed to wane but be

groomed to a point of loyalty based on mutual needs
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CHAPTER THREE

METHODOLOGY.

3T INTRODUCTION

The precccupation of this research work is to investigate into the quality
service in the banking sector:
A case Study of Savannah bank Nigeria Limited. The study was aimed at finding

out:

whether Savannah Bank Nigeria Limited adopts the marketing of quality service
to their customers; |

the nature and procedures adopted in the marketing of quality services by the
bank has any impact on the customeré' Ipatronage to the bank;

the extent to which effective mar‘ketiﬁg of quality services has affected
customers' patronage to the panking services,
fFor the above reason, necessary data was colleéted througﬁ questionnaires.

Personal/oral interviews were ajso carriéd out as a supplementary source.

Secondary data were also used requiring th_e review 61‘ available and relevant

litesratures including textbooks, journals, manuals, magazines, etc. This chapter,
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therefore, highlights the methods and procedures used in carrying out the

research.

3.2 THE RESEARCH DESIGN

Generally, the research design is intended to specify the methods and
procedures for acquiring the information needed to structure the project work and
also states the sources of such information. There are three broad classes of

designs. These are exploratory, descriptive and experimental.

However, for the purpose of this write up, the research design will be

limited only to the exploratory and descriptive methods of research.

3.3 HE RESEARCH POPULATION

The Study examines the quality service in the banking industry with special
interest in Savannah Bank Nigeria Limited. The population of the study will cover

all the management staff of the bank as well as their customers.

3.4 THE SAMPLING

Considering the largeness of the population involved in this study, the

researcher had selected a sample from the population upon which the study was
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conducted and generalizations made based on the assumption that the sample is

a representation of the whole population.

To facilitate easy administration and collection of questionnaires, all the
departments in the bank were used. The questionnaires were administered non
a simple randomly selected members of each departments. Based on this

procedure, a total of 85 respondents were used for the study. -

3.5 D'EISGRIIPTION OF INSTRUMENTS USED

In order to facilitate this research Work,_data was collected through primary
and secondary sources. Data from the questionnaires formed the primary data
while secondary data were drawn from textbooks, journals, magazines, banking
manuals, and other related literatures. The questionpaires were framed on the

basis of the research questions.

The major set of the questionnaires were for the employeés and the bank
management. A total of 100 questionnaires were desigr:led for response and
adminisiered, out of which 85 were retrieved. Both 6pen and close-ended

questionnaires were designed to facilitate easy responses and allow for free

expression on the respondents.
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The reseé'rcher.als‘o uséd a nor{"-struc.tl..lred form 61".iﬁtervie\.N_as an additional
~instrument for cbllecting data. The major purpose of this instrument was to have
peréonal touch with the top management staff to investigate more into the roie
of management in the provision of quality services 1o their customers. A free
discussion was also held with some of the customers of the bhank. The
respondents were allowed to express their opinion freely without any hindrance.
As the discussions were going.on, the responses were being recorded by the

Researcher. ' K v

3.6 STATISTICAL ANALYSIS USSED
. The sirhple variable analysis was used in analysing the data collected from
the primary source. This method of data analysis was used to allow for a

descriptive explanation of data collected in relation ton the study.
Also, to analyse the data, percentages methods was adopted through the

circulation of frequency distribution of subject’s opinion on the issue raised.

These were presented in contingency tables.
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-CHAPTER FOUR

PRESENTATION AND ANALYSIS OF DATA

4.1 INTRODUCTION

| This chapter is concerned with the kanalysis énd results of the data
collected. The items on the questionnaire were treated to analysis on percentages
as shown in the. frequency di_stribution.t'able. Attention is focused on the
QUALITY SERVICE _IN THE BANKING INDUSTHY with particglar reference to

SAVANNAH Bﬂ;NK NIGERIA LIMITED.,

The Results of the data analysis for fhe maragement and staff have been
given adequate attention and 'ciearly shown to give a picture of the situation

before arriving at a conclusion.

4.2 ANALYSIS OF DATA

In acceptihg or rejecting the research hypothesis, a critical look was taken

on the responses of the respondents to questionnaire questions as follows:
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4.3 QUESTIONNAIRE QUESTION TWO

TABLE 4.1 GENDER OF RESPONDENTS
SEX NO. OF RESPONDENT PERCENTAGE
MALE 60 70.6%
FEMALE 25 29.4%
TOTAL 85 100%

SOURCE: QUESTIONNAIRE
Out of 100 questionnaires distributed, 85 were retrieved. Of this number

60 were males representing 70.6% of the total respondents while 25 were

females, representing 29.4% of the respondents.
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4.5 QUESTIONNAIRE QUESTION FOUR

TABLE 4.3 IF YOUR ANSWER TO QUESTION THREE ABOVE (S
. "YES”, HOW DO YOU ASSESS THE PERFORMANCE

OF YOUR MARKETING DEPARTMENT? |

RESPONSE NO. OF RESPONDENT PERCENTAGE
Very Effective .. . 40 o - A7%
Effective , - 30 o ~ 35.3%
Very Ineffective _ 5 - 5.9%
ineffective . 10 b 11.8%

TOTAL 85 : : 100%

SOURCE: QUESTIONNAIRE

From the above schedule, 40 respondents rated the marketing department
of the bank as “very effective”, 30 respondents rated it as “effective”. These
figures represent 47% and 35% of the respondent, making a total of 82.3% of
those who confirmed that their marketing department is effective. However, only
5 respondents rated it as “very ineffective” representing 5.9% and 10

respondents rated it as “ineffective”, representing 11.8% of total respondents.
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4.6 QUESTIONNAIRE QUESTION FIVE

TABLE 4.4 GENERALLY, MARKETING IS NOT NECESSARY
AT ALL IN THE BANKING SECTOR SINCE

THEY ARE RENDERING SERVICES ONLY

RESPONSE NO. OF HESPONDENT PERCENTAGE
Very Effective 40 ' 47%
Effective 30 35.3%
Very Ineffective 5 5.9%
Ineffective 10 11.8%

TOTAL 85 100%

SOURCE: QUESTIONNAIRE

From the above schedule, 40 respondents rated the marketing department
of the bank as “very effective”, 30 respondents rated it as “effective”. These
figures represent 47% and 35% of the respondent, ma'king a total of 82.3% of
those who confirmed that their marketing department is effective. However, only
5 respondents rated it as "fvery ineffective” representing 5.9% and 10

respondents rated it as “ineffective”, representing 11.8% of total respondents.
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4.6 QUESTIONNAIRE QUESTION SIX

TABLE 4.4

GENERALLY, MARKETING IS NOT NECESSARY

AT ALL IN THE BANKING SECTOR SINCE

THEY ARE RENDERING SERVICES ONLY

RESPONSE NO. OF RESPONDENT PERCENTAGE
Strongly Agreed
Agreed 10 11.8%
Strongly Disagreed 60 70.6%
Disagreed 15 17.6%
TOTAL 85 100%

SOURCE: QUESTIONNAIRE

The above table indicates that None of the respondents “Strongly Agreed”
while 10 respondents “Agreed” that marketing is not necessary at all in the
banking sector, representing a total of 11.8% of. the respondents “Disagreed”
making 70.6% and 17.6% of the total respendents, respectively. This reveals

that marketing is necessary for rendering quality service by the bank to its

customers,
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4.7 QUESTIONNAIRE QUESTION SiX

TABLE 4.5 THE RENDERING OF QUALITY SERVICES

TO THE CUSTOMERS DOES NOT HAVE

ANY IMPACT ON THEIR PATRONAGE

TO THE BANKING SERVICES

RESPONSE NO. OF RESPONDENT PERCENTAGE
Strongly Agreed 5 5.90%
Agreed 0
Strongly Disagreed 50 58.82%
Disagreed - 30 35.29%

TOTAL 85 100%

SOURCE: QUESTIONNAIRE

Out of a total of 85 respondents, 5 “Strongly Agreed” that Eendering of

quality services to the customers does not have any impact on their patronage to

N .

the banking services. None "Agreed” with the assertion. This represent a total
of 5.9% of the total respondents:the “Agreed”. 50 respondents “Strongly

- Disagreed” white 30 “Disagreed” that marketing is necessary for rendering quality

service by the bank to its customers.
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4.8 QUESTIONNAIRE QUESTION SEVEN
TABLE 4.6 A GOOD QUALITY OF CUSTOMERS SERVICES

DEPENDS ON EFFECTIVE MARKETING

RESPONSE NO. OF RESPONDENT PERCENTAGE
Strongly Agreed 45 52.9%
Agreed 25 " 29.4%
Strongly Disagreed 10 11.8%
Disagreed 5 5.9%

TOTAL 85 100%

— —— —— = — J

SOURCE: QUESTIONNAIRE

From fhé.ébove tat:_;.le, it is con.firmedlthat a godd quality customer service
depénds upon effective mar'keting. This is as a;ttestéd.to by the réspondents. QOut
of 85 respondents, q 505qi or 70 agreed with the Statemeht made up of 45 who

“Strongly Agreed” and 25 who ‘_‘Agre_ed". This represents a total of 82.3% of the
..total respondents. However, a. tbtal of 15 respondents disagreed with the
statement representing a total qf 17.7% of the respondent. This confirméd that

marketing enhances quality services.



4.9 QUESTIONNAIRE QUESTION EIGHT
TABLE 4.7 WHAT IS YOUR CANDID OPINION AND
ASSESSMENT OF THE QUALITY OF CUSTOMER
SERVICES OFFERED BY YOUR BANK IN TERMS
OF ATTITUDE TOWARDS CUSTOMERS,
RECEPTIVENE, ACCOMMODATION AND

ACCESSIBILITY?

RESPONSE NO. OF RESPONDENT PERCENTAGE
Highly Satisfactory 30 38.3%
Satisfactory 35 41.2%
Highly Unsatisfatory 8 9.4%
Unsatisfactory 12 14.1%

TOTAL - 85 100%

SOURCE: QUESTIONNAIRE

The above table shows an assessment of the guality of customers services
rendered by the bank in terms of attitude, receptiveness, accommodation and
accessibility. Out of 85 respondents, 30 were “Highly Satisfied”, 35 “Satisfied”,

12 “Unsatisfied” and only 8 “Highly Unsatisfied” with the quality7 of services.
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These figures represent 35.3%, 41.2%, 14.1% and 9.4% of the total

respondents, respectively.

4.10 QUESTIONNAIRE QUESTION NINE
TABLE 4.8 HOW WOULD YOU RATE YOUR BANING

ENVIRONMENT?

RESPONSE NO. OF RESPONDENT PERCENTAGE
Very Tidy and Attractive ‘ 45 52.94%
Tidy and Attractive : 40 47.06%

Very Untidy and Unattractive . .

Untidy and Unattractive - -

TOTAL 85 100%

SOURCE: QUESTIONNAIRE

The information given on table 4.8 above reflects the assessment of the
banking environment by the respondents. Out of 85 of them, 45 attested that the
banking environment was “Very Tidy and Attractive” while 40 attested that the
environment was “Tidy and Attractive”. These represent 52.94% and 47.06%

of the total respondents. None, however, attested to the negative.
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4.11 QUESTIONNAIRE QUESTION TEN

TABLE 4.9 LOW IJNTEREST RATE AND HIGH QUALITY
SERVICES WILL ENHANCE CUSTOMERS

PATRONAGE TO THE BANKING SERVICES.

RESPONSE NO. OF RESPONDENT PERCENTAGE
Strongly Agreed 30 35.3%
Agreed 55 64.7%

Strongly Disagreed

Disagreed

TOTAL : 85 4 100%

SOURCE: QUESTIONNAIRE

From the above table, it is confirmed that low interest rate and high quality
customer services will enhance customers patronage to the banking services.
This is attested to by the respondents. Out of a total of 85, 30 “Strongly
Agreed” while 55 “Agreed” with the statement, representing 35.3% and 64.7%

of the total respondents.
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4.12

TABLE 4.10

QUESTIONNAIRE QUESTION ELEVEN

HOW DOES YOUR BANK PROMOTE ITS

SERVICES TO THE CUSTOMERS?

RESPONSE NO. OF RESPONDENT | PERCENTAGE
Through Advertising 15 17.6%
Through Personal Services 10 11.8%
Through Sales Promotion 10 11.8%
All of the Above 50 58.8%
TOTAL 85 100 %
SOURCE: QUESTIONNAIRE

From the above table, out of a total number of 85 respondents, 15 affirmed

that the bank promotes its services to the customers “Through advertising,

représenting 17,6%. 10 agreedﬂwith the use of personal service while 10 also agreed

with the use of sales promotion. These figures represented 11.8% and 11.8% of the

total respondents, respectively. However, 50 of the respondents, representing 58.8%

of the total respondents confirmed all of advertising, Personal Services and Sale

promotion,

+

82



4.13 QUESTIONNAIRE QUESTION TWELVE

TABLE 4.11 DOES YOUR BANK HAVE COMPETITORS

IN THEIR LINE OF BUSINESS?

SEX NO. OF RESPONDENT | PERCENTAGE

YES 85 100%

NO . T
TOTAL 85 100%

SOURCE: QUESTIONNAIRE

The responses of the respondents, from the above table, affirmed that Savannah
Bank Nigeria Limited has competitors in their line of business. This is as attested

to by 85 respondents out of 85, representing 100% of the total respondents.

83



4.14 QUESTIONNAIRE QUESTION THIRTEEN

TABLE 4.12 IF YOUR ANSWER TO QUESTION
TWELVE ABOVE IS “YES”, WHAT

ARE YOUR STRATEGIES FOR SURVIVAL?

RESPONSE NO. OF RESPONDENT | PERCENTAGE
Low Interest Rate , 20 23.53%
Quality Customer Services 40 47.06
Effective Promotion 10 11.8%
Credit Promotion 15 17.6%
TOTAL 85 100%

SOURCE: QUESTIONNAIRE

Table 4.12 above indicates the various strategies used by the bank for survival
in the face of competition. From the table, out of 85 respondents, 20 indicated “Low
Interest Rate”, 40, “Quality Customer Services”, 10 “Effective Promotion™ while
15 affirmed to “Credit Promotion”. These figures represented 25.53%, 47.06%,

11.8% and 17.6%, of the total respondents, respectively.
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CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATION
51 INTRODUCTION =~ @ % "~
The basic aim of this write up was to ihvestigate into the quality service in the

banking industry with particular reference to Savannah Bank Nigeria Limited.

The Study covered both the management.' staff as well as the customers of the
bank. Out of .thi_s', the population and Sarlnpl.e v?ere tdentified and unaninious
éuestionnaires were the instruments used for data collection. In all, a total
population of 220 were-desilgnated.aut of which 100’ .rlespondents were selected

through random sampling for use, comprising 60 males and 40 females.

" A total of 13 research questjons were used for the étudy while a total of 100
questionnaires were administered. Of this number 85 questionnaires were retrieved
representing 85% of the respond_en'ts. 3

Data derived from the exercise were also analysed based on frequency

distribution of the respondents’ opinions. This was shown in contingency tables and

ranked in percentages as shown in the tables in chapter 4 of this research work.



. Asa supplement to questionnaires, personal interviews were also used to illicit
somé additional information not covered in the questionnaires. Related literatures
v;rere also reviewed extensively covering spch‘ areas as the concept of quality, the
marketing of sefvices in Nigeria, a réviéw of the b;mking industry in Nigeria,
indigenous commerci.all banking in . Nigeria,  banks as. financial intermediaries,
marketing in banking, quality and marketing of banking services in Nigeria, the

importance of marketing concepts in the banking industry, and the banker and

customer relationship.

This chapter, therefore, gives a summary of the of the study, and based on the
research ﬁndingé, ﬁonclusiﬁns wére draWn and recommendations given.
5.2 SUMMAi{Y

The research project attempted to emp.h‘asize the fundamental essence of quality
bank-ing: servi.ces in the present banking ih Nigeria with particuiar reference to
Nigerian situation. Savannah Bank Nigeria Lim.ited was adopted as a case study with
the aim of trying to find out how marketing activities are applied by the bank. The
study fmdmgs clearly indicate that banks in Nigeria now offer a wide range of
trddltlonal bankmg ser‘wc‘es or;e éxpec;.té 1o f'md ;n any of ti’le com*nercnal banks and

some personalized or non-traditional services hand in  hand with an equally broad



range of marketing activities and services. Whether or not these services fully satisfy

the needs and wants of the customers is outside the scope of this study.

From the data collected in the course of this study, it has been found out that
Savannah Bank Nigeria Limited appreciates the importance of marketing. The
marketing functions are performed by almost all the departments of the bank such as

Al

corporate banking, public relations, operations, ete.

The resgarchef observed that marketing is fully understood by majority of the
respondents, and the bank applies it in p_rovia:ling all their services. It was also
discovered that customers were ﬁormally consulted in arriving at some decisions that
affect them. Tﬁe Ibank adopts I‘.'HOSthOf ._t'hese suggestions if they were found

favourable.

In chapter one of this study, the research topic was introduced giving an
insight into the nature of the Q.t_udy, the stafement c;f the problem, what thel study
aimed at achieiring, the various ﬁeans and wa'ys adopted at achieving a thorough and
objective research study and the highlight of sohle of the study. The whole write up
in the chapter was aimed at providing the reader with an insight into what he expects

to find in this project.



Chapter two was concerned with the review of related literatures. It containe

the previous work of some authors and scholars in the field of marketing, especially

of banking services.

In chapter three, the methﬁdology of the study was étated. This covered such
areas as the research of the study was stated. This covered such areas as the
'reséarch design, ‘the f:o;»ulation, sarﬁplin'g and sampling techniques, and the methods
used in analysir]g the data. It also cd\zeried as x{/eli the corporate profile of Savannah

X .

 Bank Nigeria Limited.

Chapter four basically was concerned with the presentation and analysis of
data. Data collected were presented in a tabular form and the analyses given in

percentages.

Finally, chapter five attémpted to give a summary and conclusion of the study.

Based on the research findings, the study attempted to give some recommendations.

5.2 CONCLUSION

From the research :indings, it is evident that marketing principles, tools and

techniques are quite applicable and are being applied in the banking industry like in



any other business that deals with tangible prodﬁcts. It has been established that the
principles of marketing manufactured products are the same for marketing banking

services with the only slight difference being in the application.

Thus, clonsidering, the restrucmring of process of the Nigerian economy, the
banking system, and the ever—.inlcreasing c1;s't0r.ners’ expectation and demand for
quicker and better services from the banker, it is becoming very necessary, therefore,
fpr banks_ o play more active roles in the bid to enhance rapid growth and
development of the econorﬁy. Any financial system that wishes to sustain itself in
the present state of our developmerit, charecterised by low prices of goods and
services and down turﬁ of the gconomy, must strictly' adhere to adeeting competitive

strategies. quality services and more aggressive marketing efforts.

The banking system also serves as a vital intermediary in a market oriented
e::onofny and commonly occupies a high prefile in developing the economy like
Nigeria. The importance of vital banking’ system now mere than ever before cannot
be overemphasized. ..The tange of se;fvices. pfo#ided an'ci‘tlhe level of sophisﬁcation
of consumer requirements is a dynamic one such that the adoption of modern banking

through marketing becomes important for today’s banking.
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54 .  RECOMMENDATIONS

Based on the resezrch findings, the following recommendations are made:

The mark_etiﬁg department' of th:l:.Sav'annah Bank Nigeria Limited should be
Strengthened and expanczd to provide: more quéllity servjces to their customers. The
depa-rfment should be 'brjk-én into units with separét'e' functions such as identifying
opportunities for markezng néw serv.i.ces and the outlets throu.gh whicﬁ the bank
services will be offered 0 the customers. The unit should include the Research

Section, Service Develorment Section, Represéntation Section, etc.
Other units shall hzve the responsibility of maintaining the vital link between

the staff marketing activizies and line management antl may comprise of Market

Section, and Marketing T-aining Section.
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APPENDIX A

DEPARTMENT OF BUSINESS ADMINNISTRATION
FACULTY OF ADMINISTRATION
AHMADU BELLO UNIVERSITY
ZARIA - NIGERIA

July, 20, 2000

Dear Respondents,

A LETTER OF INTRODUCTION

I am conducting a research into the Quality Services in the
Banking Industry with particular reference to the Savannah Bank
Nigeria Limited. This questionnaire is, therefore, designed in order to
ilbcit information from you for the purpose of the study. .

In view of the above, it would be very highly appreciated if you
would complete the attached questionnaires as appropriate. |
guarantee that all information supplied will be treated with the strictest

confidence and used only for the academic purpoase for which it is
intended. ,

_ It may, however, not be necessary that you disclose your name
to the researcher if you so wish to remain anonymous. Thanking you
- for your anticipated cooperation and valuable contribution towards the
success of this research

~ Yours faithfully ;o

{(Signed)
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APPENDIX B. QUESTIONNAIRE

Please kindly read through the following statements carefully and

as sincerely as possible complete the blank spaces by putting a tick ( )
~ on the spaces provided as “he case may be.

1.

al Male ~  (}
b} Female | {)

Does you bank have a Marketing Department?

a) Yes‘._ N
()

“b) Neo

~ If your answer to question three above is “Yes”, how do you
assess the performance of your Marketing Department?

a) Very Effective - - ( )
b} Effective | { )
¢} Very Ineffective : .4

d) Ineffective . )

Generally, marketing is not necessary at all in the banking
industry since they are only rendering services,

a) Strongly Agreed )
b} Agreed | | {}
¢) Strongly Disagreed o - ()

d) Disagreed ' )
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The rendering of Quality Services to the Customers does not
have any impact on their patronage to the banking services.

a) Strongly Agreed o0 .
b) Agreed S ()
¢) Strongly Disagreed B

d) Disagreed {)

A good Quality of the Customers Services depend on effective
marketing. : o

a) Strongly Agreed | .‘ {)

b) Agreed U}
c) Strongly Disagreed ' ()
d) Disagreed - . 0)

What is your candid aésessmen‘t of the quality of customer
services officvered by your bank in terms of attitude towards,

¢ ’

a) Higl{ly Satisfactory
) Hatinlachiny i
¢) Highly Unsatislactory : { )
~d) ‘Unsatisfactory )

()}
)

. How would you rate your banking 'environmen‘t?

a) Very Tidy and Attractive -~ 0
b} Tidy and Attractive ()

" ¢) Very Untidy and Unattractive { )
d) Untidy and Unattractive = ()

Low Interst Rate and High Quality Services will enhanve
customers patronage to banking services.

a} Strongly Agreed {)
b) Agreed , ()
- ¢} Strongly Disagreed ' {1}

d) Disagreed _ [
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11.

12.

13.

How does your bank promote its services to the customers?

a) Through Advertising |
b) Through Personal Services
¢} Through Sales Promotion -
d} Al of the above ' )

e en
— g

Does your bank have competitors in their line of business?

a) Yes o | ()
b) No ()

If your answer to Question 12 above is "Yes”, what are your

 strategies for survival?

a) Credit Promation
b) Low Interest Rate .
¢) Quality Customer Services {)
d) Effective Promotion (]

——
—
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ABSTRACT

‘ y

‘This reseérqh projéct is primarily concerned with the anallysis of
Clhuaulit\,r Service in the Banking Industry with respect to Savannah Bank
N.iliét;ria Li.mi.t‘ed. T.he major objective of thé study was to exa.mine
thoroughly and determine whether Savannah Bank Nigerial Limited
actually offers quality services to their customers and to determiné as
‘well the positidn ‘of mark-eting .as an instrument required to _enhance
guality services in the bahk; . ' W

In order to Facilitate the research wqu, da_t.a were collected from
bofh prima.ry' émd secondafy so;Jrces. Dat’é from questionnaires form the |
primary sources of this study while data from the review of related
literature formed sources of the secondary data. In addition, personal
interviews and general observation also formed part of the study and
sources of information, . . - .

The project work was carried out in five chapf_cers. Chapfer ohe"
centred on the in_t.roductory aspect of the project covering such areas as
tt;e..bé.lckgroﬁrid iﬁforrﬁation oln'the study,'statem.ent of the proOblem,
objective of study, significance of the stor.y,. hypotheéi’s of th:é sfudy, the

delimitation and limitation of study and the methodology of study.
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Chapter two centred mainly on the review of related literature
which covered such areas as the concept of quality, the marketing of
services in Nigeria, a reﬁ;iew 01; banking industry in Nigeria, indigenous
commercial banking in Nigeﬁa, Banks as financial inl‘éfmediaries,
Marketing in Banking, Quality Marketing qf banking services in .Nigeria,
the importance of marketing concept in tﬁe banking industry and the

4+

banker and customer relationship.

Chapter three covered the methodology of the study while in |
chapter four, data were presented and analyzed in tabular form using
percentages. Finally in chapter five, a summary of the study was given

and conclusions made. Based on findings, recommendations were given,
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