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ABSTRACT
Many methods are used for budgeting funds for adverting in a bank.
Business executives attitude towards the advertising budget is that they will
spend more money as long as they can be assured that it will bring in a
profit.

Banking services are basicaly marketing of their services and many
marketers agree that without budgeting for advertisements in an
organization, like bank, the marketing plan will be affected, advertising will
then be very difficult to carryout if not impossible and done haphazardly
without much achievement.

The organization should consider some marketing warfare in order to
get it's own marketing shares. Such warfare like offensive, defensive,
flanking and guerilla warfare when budgeting for it's advertisements so as to
know how to allocate funds based on the activities of it's competitors.

Anaysis show that organizations and banks especialy use various
methods in allocating funds for advertisements in their companies, these
methods are:

Percentage - of-sales method, share of market method, Task or objective
method, sales respond decay model, Empirical Research method, available

funds method.
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Advertising as one of the four promotional tools others being
(persona selling, publicity and sales promotion) is very relevant in this age
and time when communication is needed for the creation of awareness of
bank's numerous services, therefore the power of advertising to inform,
enlighten, and educate customers of the availability of services offered and
it's power to reach awider audience faster makes it the best promotional tool
preferred by banks.

In view of this power of advertising on selling banking services to the
public, a good and sizeable amount of funds must be set aside by bank
Directors for the purpose of advertising their services frequently to that of
their competitors in the industry. In this competitive era, only a sustained
advertising and good advertising budget can win patronage for a bank..

The Nigerian citizenry are more exposed as ever; therefore, banks
marketing departments must not over look good, innovative, and attractive
strategies of budgeting for advertising that will give them a good market
share.

This study will find out in generad what strategies used by
organizations, like banks, to set advertising budgets in banking services

using Intercity Bank plc as a case study.

Vi
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T

. THE KEY TO GOOD BUDGETING

CHAPTERT ONE
INTRODUCTION

BACKGROUND OF THESTUDY = , =~ . ¢

%

According to Reginal L. Jones & 'Gedrgé Tre.tris,' the following rules

* must be ke;ﬁ to achieve a good budget.

Budgeting should not be seen as a financial function performed

by budget developments bookkeepers or accountants because these

o .=;  group of people merely record and report p_lahs and Comparisons of

operating results with those plans, t.h.ey .he'zlp“ inan.agément analyze

~ interprete and react.

L - Budgeting also should not be seen as férecasting as such .if what
18 'Ia:iined at is predict the dutcome of ev.eﬁts rather than plaming fof a
result and cont_roll_ir;xg to me.lxi”mizé. the éhancés of achieving that
result. Bécaﬁse maﬁjf édinpanieé fbfécaét rz:a.:ﬂ'.x.er than budget and this
leads tc; Iack of efferéti:v.éhes;s of the budgets, since these forecasts are
usually prepared by the finance departments and not by the operating

people.



BUDGETING FUNDS FOR ADVERTISEMENTS,
No ;dVEI'tISII‘lg EJI‘ marketmg pian 1s .'coin;,:a'ete, wi{hout a -discussi.on of
what, the programme is going to cost and how the money is going to be
raised and spent. The advertising department has a duty to convince
management th_at _the suggested level of expendituré makes good bﬁéiﬁess
. sense. o | h{ o , n
.Sinc.e accountant e;hd:ﬁin.téfnal ':t'evenue service agent consider
advertising a current business expense, many executives treat adverﬁsing. as
_é budget i;:em that can be trimngec_l or eliminated like other expense items
- when sales are _eithe_,_r _extremely hlgh or extr.emely_. low.f. and this is very
- B l Accoxl'.d:i.ng to Courtland L:-E::-ovéé, '.if tﬁe cost of a new banking hall to
impr.el'.sé,. .customers is considered an investment, in the company’s future
ability to offer services, similarly, adyer_ti_s_ing as one element of the
plromotion_;mix sh_ould__ be_.considered aﬁ imﬂaétmerﬁ in future acquisition of
customers. g 5 o | .
Ad\.’ertisin'g he says builds a consumers preference and promotes
| 'éoodwill. This in turn enhances the reputation and value._o__f th_e company’s
:IIname. At first advertising may move a person 1o opez.l. acbount with a

particular bank, but_. 1t also affects the persons next choice of bank. .:_ L

Caee Y s T e o L KASHEM IBRAHIM LIBRARY




- Thus advertising may also influence consumer to try the banks other

Service. b

" Thus while advertising may be looked upon as a current

- expense for accounting purposes, it can.also be considered a long-

- term capital investment. For management to consider advertising as

CF

. an investment, however, it must have some understanding of the

1

L relationship between advertising and sales and profits.

. Intercity bank has not put this into consideration and is not creatipg a

- totally separate funds or department for adverts but rather advertises

as need be thlS has affected the bank in the sense that it end up

spendmg more on adverttsements wtthout really notlcmg

As the research study would prove, the bank has not set up a

. budget separately for advertising and kept to a static amount each

year.

STATEMENT OF 'l HE PROBLEM

. “*'_'Nﬂ_v.. : )

Banks in ngena generally advemse their services to get more

: patronage but many of them do not have a defined department for

radvertismg alone. They always associate advertising with marketing

and public relations department, and most times thy see advertisement

asuncalled forexpense. . o0y
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1.3

:' separate department for advertisement, the kind of methods ituses to

- budget for it’s a.dve;timems and why.

' How banks set their advertising budgets.

~ Most banks do not budget fur advertisement and where they do, they

do ndt adhere st'fict'ly"'t.o it and at the end of it’s financial year, the

bank has either spent more than 50% of it’s generated income without
' S 4 ? N

knowing this, or has not taken cogmz&nce of it’s expendxtures on

- ;. advemsements alone. oy
| 11'1 this study the followiﬁ.g problém W111 be looked into: o ._ /
What budgetmg is - |
_ Advantages ofbudgeting | | ) | § o | ’J

- Types of advertising budgets inexistence statement

'§'

B
I

~ The ebje;,ctwe of budgeting money, tune, far advertxsmg

OBJIECTIVES OF THE STUDY.

pmductszsmmxmmme:cest@fadvertxmg o )

The purp@ae of IhlS study isto ﬁnd out 11“ mtercxty bank budgets

fori xt;'s NUMErous advemsements and what percentage ofi’s income.

Furthermore, it will set out to find out if intercity bank has a

gl

}. WASHIM I3 ALIEM 1 1DDADY
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1.5

e
o q

_ their market share in the industry.

e It is also the aim of this study to examine whether advertising
-made by the bank commensurate with the profit realized. It will also

© see 1f budgeting for advertxsmg wa.rds eff competition,

. And finally ] 1t shali seek to suggest ways on hew budgetmg for

o advertlsement €an better mfluenee custamer patrenage and alse

 increase service effectweneﬂs ef hanks and mterexty bank ple.

i . . ]

SCOPE OF THE STUDY '

This-researcgl; will be limited to Kaduna because  of limited  time

factor and rééo_urces.

%

Emphasis would be placed on how banks budget for advertising
in their organizations' uéiﬁg In'terei.ty; Bank as a case study. All
relevant .topics ' relating to . budgeting and budgeting for

advertisements, and advertising will be carefully examined. -

_LIMITATIONS OF THE STUDY -

The survey way restncted to only Interc:ty Bank because the

researcher could not be granted audlence by most banks who were for

' o
of susmcxous on the researcher’s main purpose.

Most barnks preferred to keep their strateg1es for fear of 1oosmg _




The bank grudgmgly pushed the researcher to thelr marketmg

——————

representatxve after a written request to grant the researchcr an

interview was demanded by the headquarters,

16 HYPOTHESIS

. The study wdl prove that budgetmg for advertlsements has a
. ) é : )

pusnwe co-relatlon to budgeting for advertising method used.

That if budgeting for advertzsmg methods is used-proper]y, the

banks will stand to benefit in thg: Iong run and spend less on

advertisement but still achieve their goals.



2.1

4  CHAPTER TWO-
WHAT BUDGETING IS

A budget is a formal written, ﬁnanc1al plan whlch presents

management 8 planned actlons and the prOJected ﬁnancxal effects of

'these plans. Budgeting mcorporates many of the accountmg concepts.

© The budget usually presents the financial plan in financial

N statement format including income .sta'tement,' balance sheet, and

E

statements of cesh ﬂow j :jl.._ |
ADVANTAGES OF BUDGETING

The annual planning process forces managemen’.tlo examine the entity
aséa whole and the direction which it is moving. According to
(WalGenbach, Hanson, and Dittrich) Management_ must carefully
cons_ider_.anticipated mark_et. dema.nd_ and reoent tl‘ends, chanées n
pfoduclive 'capacil_‘,f, av.e:i.lab.ilit_l,f. of 'ne\;v teclmologles, .an:ﬁc.ipe.ted
actions of lcompetitors; pdgformance of loutside suppliefs, and many

other factors. Long-term goals should be re-evaluated, and all short-

T . term goals should be reviewed during the planning process. - G

o The budget Should then be developed in lme W1th the goals and

ob_]ectwes of the orgamzatlon The budgeting process should

¥




to make chenges in others, . 4

therefore, project some of the current operations as they exist aﬂd.pl'ah e

b

CONTROL OF OPERATIONS

The budget p10v1des the planned ba313 to Wthh actual results
P

- can be compared Frequently comparmg of the budgeted and actual

ii.

23

operatmg data 1S operatmg procedure because this provxdes 2 natural

" base for the application of management by exception principles.

BASIS OF PERFORMANCE MEASUREMENT
A firm is successful because its key personnel do their jobs

efficiently, reliably and with general adherence to plans. For all Ihajor

g

aspects of a firm’s operation., a wiell-.developed budget includes

criteria for a high level of performance; therefore, properly used a N

budget can be a significant motivational force because managers at

various levels know that their actual performance is evaluated by |

comparisons with a desired level of performance. -

BUDGET PREPARATION

.- All business enferprise using budgeting of some sort ‘must :
consider certain elements of budget preparation — the budget.

committee, the budget period, and the master budget.




A budget committee generally consists of repreSentatiues from all

| ndajor'areas' of a firm — such as sales, production and finance. It is ﬁ'eduently B
headed by the firm’s controller. The committee co-ordinates, the preparation
of the budget 1mt1ate ‘budget procedures collect and 1ntegrate data from
| vanous units in the orgimzatlon supervise the review and modrﬁcatlon of |
orlglnal :‘e'stlmates and dlrect the implementation of the budget. AI] |
department.s;. should be involved in the formulation of the budget so it will be
standardized. Otherwise, the budgét may be viewed as an unreasonable goal

1mposed by out51ders who do not know the departments very well

The perlod covered by a budget varies Cash budgets may Cover a

'week or a month productmn budgets a month ora calendar quarter general
oper'ating budgets a calendar quarter or a year and budgets for acquisition of

plant assets several years. ~ T §

In contmuous budge‘ong, an mterestmg extension of perxod by.-p.enod i
budgetmg, the commg year is dealt w1th as quarterly perlod At any grven S
time, the ﬁrrn has four sequen'oal quarterly budgetmg, and it adds a new =
'quarter'ly budget as each quarter expires. With this system, regardless of the
time, of the year, the current calendar quarter plus the ne;ct three quarters. .
Continuous budgeting can alsj'o_: be carried out i.n_ monthly periods |

o TOShIM 1B RHIM LIBRARY
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2.4

2.4.1

- of last year’s expenditure may not deserves continued justification,

b

E

.- The master budget is a comprehensi_ve document that integrates

all the detailed budgets for the firm¥’s various activities_. The master

budget contains the data necessary to formulate projected financial

statements for the hudget perlod R i ]
The details of a master budget vary accordmg to the firm’s operations.

_ Whether the ﬁrm 1s manufacturmg, merchandlsmg or service oriented.

TYPES OF BUDGETS
There are the traditional methods of budgeting and the Zero-

b.ase (ZBB) budgeting p_rocedures:

TRADITIONAL METHODS L o S

o Accordmg to (Wal Genbach Wal Genbach et al) |Trzeldltlonal

budgeting procedufes often start with the proeeeﬁfhg year’s budget'o'r

the proceeding years actual expenditure. In many instances, the

- budgeting process simply re_sults in last yea.r’s ﬁgures plus a

percentage This approach too often automatlcally _]LlStlﬁeS the

i
1

amounts budgeted or expended last year and hmlts thorough analySIS

and justification procedures to the “new money” or the incremental

portion of the total budget. The defect in this approach is that portions

¥

%



242

~ devote them to more attractive operations.

R

because the firm may want to take funds from existing operations and

)

ZERO -BASE BUDGETING - (ZBB) I

| Zero base budgeting (ZBB) avmds the obvious PTOblem e

tradltlonal budgetmg In general ZBB requlres each of the firm’s

E

budgetary ‘units to _]lIStlfy all of its eXpendltures as if the umts

o
operations were just starting. o . '1
ZZB may take different forms but the following procedures

prevail in most cases. ¢ S o | o

The firm is divided into decision units (cost or services centers) to

i
i

Decision units request funds by preparing decision packages, which

which bUdgét decisions naturally relate.

-~ state forth goals, a programme for achieving them, benefits expected,

- related alternatives, consequences of not being funded, and required

. . i
expenditures. -

Various levels of management participate in combining and ranking
all departments’ decision packages. v

Decision packages ranked higher than management’s cut off point

constitute the plans for the firm’s master budget

11




2.5

é major dravs:rback 't.o ZBB is that it is tir’he cons'u;ni.ngl - therefore
costly for all departments to justify in details each year all aspects of
their operation. |

| Consequéntly sbme firms use. the traditional .Eﬁdgeti::ng
procedures and hav% whaf is termed a Zeré-based rev1ew of
depeirtments évery two or three yéérs? ZBB 1s mdté useful in the :

budgeting of support functions such as research and development or

. the -_utiIity department than it is for budgeting direct material and

labour. Advertising as a promotional mix is any paid form of non-

personal presentation of ideas, goods or services by an identified
sponsor, with the use of the media of mass communication.

ADVERTISING ¢

‘ Adverﬁsing activities include the following forms of messages:

. Messages carried on newspapers, and magazines, on out door boards,

' on streets, cars, buses, trains, cards and posters, in radio and

. -Teleﬁsio'n broadcasts and in circulars of all kind whether distributed

by mail, by person, through tradesmen, or by inserts in packages,
dealers help, materials and motion pictures used for advertising etc.

- Labels, tags and other literature accompanying merchandise are

 deemed advertiéing,' in contrast with publicity and other forms of



propaganda, advertising messages affe identified with the advertiser

2.5.1

- right prospects”.

._DEF INITION AND MEANING OF ADVERTISING

~ therefore, it 1S an aid to trade.

~. either by signature of oral statement

Advertising has been deﬁsed by _numereus authors as follows: " g
o Eheyclopedia Britenics as “a form of pai.d pu.b.lic a.nnoeneethent.'
intended to promote, the sales ¢f a commodity or service or to bring
~ about some other effect desire by the advertiser”. . ; )

* International Encyclopedia of the social science defined

advertising as “means of making known in order to sell goods and
services or presenting the most persuasive possible mdssage to the
_ . . H

Aiyenuro (1975) defines advertising as “means whereby the

-' existence of goods or the invention of new lines is brought to the'

. pubhcatton of facts or oplmons about goods or services in order to

| get' the public interested in them and to persuade them to purchase‘.'

| notlce of the people” Advertlsmg éan theref01e be deﬁne as the

As the aim of advertising is to expand the sales of commeodities, L

Advertising is the process of communicating with the public.

13




Advertising is persuasive and informative communication directed at
actual or potential buyers with a view to generatihg sales!

Two words in this definition of advertising need elaboration, namely

persuasive and informative. A situation in which an advertising

communication is persuasive but void of information is unthinkable. At
Iéa.st infbﬂnéﬁﬁh woﬁlé Ee given on tzhe" na.me-o} the product or t.he.coﬁ.lpany
sand even if it does not do so,l it would be in r;\ne way or the other inform thé
public to watch out for a product or company to be named in future.
| In this yiew, Donglas J, et al (1981) defined adverting as
: c_onsisting'; of all_ the activiﬁes :-invﬁlved in presenting to ﬁ group a non-
péréonﬁl, orél or visuaﬁ, opeﬁly Sﬁoﬁédred rélessa:ge regérding é prbdﬁbt, B
sér?iéé or idea. |
- | This message called advertiserent is disseminated through one
or more media gnlci is paid for by the ide_nti_ﬁec_l Sponsor.
~ There 1s a-clear. disﬁnctio.n betw.eer;. .édvel'tising gnd advertiéement.
Adverfis'ér.‘r.lént. ;efefé to the rﬁessage itself v:!hile adveﬁising is a pfoéess -It
A 1s a progrémme of activities neéessary to prepare the message and get'it to
the target audience and the sponsor is openly identified in the advertisement.

s .
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PRINCIPLES OF ADVERTISING
Advertising 1s effective when properly used and wasteful when
badly used. This is why the management of any organizatidn milst put

the following principles into consideration when developing it’s

) advertising programme. |

" On the whole, adi;értising \.PV:iH h.:ive .é l-ast.in?g“éffect Q;ﬂy if
undertaken over a long period of time ééj.!.two..br threle yegal.*s.. | ' | s
Sucsgessful advertising 1s possible only if the trend of demand is
fav;t-lfable-. A manufac’pu;er would therefore be il advised to launcha |
mas.s advert.i.sing.ca.r;]éz.lig?n iﬁ favour of his produ;:___t .if the demand
ti‘ehd was unfavourable, | |

.. To be worth advertising, on a Iafge scale, a product "should be

capable of being differentiated. Differentiation is the process of giving

g product a distinct identity, or distinguishing it from other product in

 the same caﬁegory. Differentiation can be achieved by emphasizing on |

a pfoducfs hidden Quaiity. These qualities that cannot be seen are
taken by the customer on trust. | R
~* " The success of advertising will often depend on an appeal to the

emotional motives of customers. “Emotional motives” here means the

5



2.5.3

necessity. = . SR R o

associated with a product in order to give it consumer appeal. | -

those related to adifertising.

reaspns for which customers buy a product other than from actual

|
|
;
{

;‘.. .-

Prestige, adventure, romance, or social success can be

.

ADVERTISING AND SOME CONSUMER BEHAVIOUR

- MODELS. .

. ) A : !
. Discussing advertising alone will be incomplete without
showing how consumers are expected to react to advertising. Below is
a review of certain modules on consumer behaviour most especially

According to Kotler (1976)

~ Aftention: - Describes the response, and indicates the buyers

~ sensitivity to information.

| - Comprehension: - Shows the amount of kﬁowledge the buyer has

aboyt the brand at any point in time. As a cognitive element, it can be

measured by aided or unaided recall or recognition of brand attributes.

T

brand relative potential to satisfy his motives.

| Atﬁtudes."towards a brand: This is the buyer’s evaluation of the |

Intensive to buy: Is the buyer’s forecast of whether he will buy and

S which brand he will buy. It reflects both his predispbsition towards the .

Lo v

brand and the inhibitors he sees operating.



Finally purchases behaviour is an overt act of purchases the overall model is - -

~ summarized as follows.

P

- ATTENTION

h

COMPREHENSION

3 o R

4. | ATTITUDE

- -

N INTENTION
'

- PURCHASE

Source Phﬂhp KOTLER Mmketmg Management. Analysis planning and

control 1976 |
Another model of advertising is the AIDA. S '.
ThlS' term is derivied from the first left of the four words in the process a

represented o R S o ‘

Thls model states that before becommg a user of a product the -
s |
remplent of a product moves from awareness of the product to an mterest in
D . S T _ o : : ' | .

Lo o
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it, from this he develops a desire for the product and this then results in

. F [

Action in which he goes and purchases the goods. This model is ill.ﬁstratcd |

in Figure 2 below,

ATTENTION INTEREST

A

DESIRE

ACTION

|
|

Source: COLIN GILLINGAN and GEOFFERY CROWTHER, Advertising

management (1976) Pg 15 | . D
RAY (1971} incorporated these into a comprehensive “three order”

. ; . . .- . ? i .

model. .
~© The first stage of response is the standard of learning, Here the buyer

is aware of the advertisement before he forms his attitudes. After this is the

ptlirchas'e' action. This applies when the buyer is involved in alternative

products which are clearly differentiated and also the product is at it’s early".
o _ . .

stage of the products cycle. -

- The-second hierarchy of response is known as dissonance attribution

response model. This is the reverse of the first one here we have the

18



2.5.4

< attitide change system.

: rnethod of advertising whxch are usually employed are:

puljchasihg first then attitude change and at last, awareness of the

- advertising. This applies mostly when buyers are involved but

prq_:_ducts are similar. Personal selling is more important and product is

in the early maturlty stage ThJs model applles to expenswe durable.

Thlrd order is low mvolvement hzerarchy the consumer is

believed to pass from awareness stagé to purchasing and then a

ADVERTISINGMEDIA © . . .. .|
: * Having decided to advertise, the management will consider the

means of communication at it disposali which advertising media or

i

medium to use. In trying to influence the customet’s attitude, the -

advertiser may use a variety of media each having a varying degree of

influence over choice, habits and impulse. Tl_le following atethe |~

. RADIO Commerc1al advernsmg is now a common feature of radlo

B w1thm the excluswe reach of the telewsmn viewers should be

3 networks. Radlo advertlsmg carries both competitive and informative

slogans about goods. ~  © N ', o

- . i
: - 1

- TELEVISIONS:- Television appears to be w1th1n the reach of a few .

- members of the commumty, only such goeds that are hkely to be

R

: !'.*

e o il T




- advertised on'televisions because the time available for conveying the
“advertisers message is not sufficient for effective mass persuasion for
~ durable goods and articles sold at infrequent intervals. Television is

) . . . . ) - . \l-
essent:tally a medlum for entertainment, some of the most effective and

memorahle advertlsements are those whlch entertam as well as persuade.
NEWS PAPERS The papers that cm:ulate throughout a commumty

provide a suitable form of advertising for goods that are nation wnde in -

) i | -
demand. Magazines, trade journals and other educational publications serve
as useful means of advertising. No paper can survive as a national daily

without the support of advertising. Most times, it is the revenues received - '-
from advertisers that enable newspapers owners to keep the cost of their -
paper down.

WINDOW DISPLAY: In this kind of advertising, goods are arranged

or displayed on the window to attract customer’s attention.

CINEMAS: This is another form of local gdvertising now only

” écébunts fdr a small portion of total mainly by Iocal retailers who often share

the cost of the1r advertlsement with the manufacturers _
CATALOQUES, PRICELIST: These are printed and sent to ._

perspective customers. Care should be taken to ensure that most of -the



o - are rendered ineffective.

2.5.5

)
-

.+ advertise, without some form of advertising customer’ and customers

: catalogues, handbills and circulars do not stray into wrong hands and

ot
£

HOW ADVERTISING WORKS

# .

i
i

% To inform customers about their services, banks have to

to_"’t)_e_ will not know what services exist in such banks and where it

i

- could be found. Even if banks open branches all over the place, it

| has

to advertise its presence and services. ':.

-~ The task of the advertiser is to persuade people to buy the

- services and he has to justify this when people patronize their bank.

- However, advertising Succeeds only if it has met a need. The bank

* cannot grow unless, it has customers.

. 'when he or she closes a bank. | :_. o R

' We can distinguish three types of influence on the customer

Yoo
) |

The customer may have a conscious choice by comparing

similar banks in the industry and reaching a decision on the basis of

~ quality of goods and services offered and its availability. The

. advertiser must therefore make these seem as attractive as possible.

: S'e:r.v,ic'es offered will be stronges't here.
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assured that it ‘will bring in a profit. Over the years, Ithe numbers o.f

A customer may choose a bank out of habit, many people always bank
in some banks like old generatlon banks hke union & ﬁrst banks out
of fear that other banks like the new generation banks‘rr]’ay' become

distressed and they will possible loose their investments. The

advertlser who wishes to break into an established market must try to
; 4

| arouse people to try h1s product while the defender of old banks will

stress the reliability of the old, familiar banks.

| There must be a definite impulse to take decision to bank in a
partlcular bank ata partrcular time. Many factors may help to strength |

thls lmpulse there are, the manner of workers in the bank the

attractweness of the banks burldlng, and its statusquo a:mongst other

banks, its cbverage in terrns of branehes both within and outsrde the

country. How they go about offering bank services to customers this |

will involve treatment of customers and the crop of workers available
in such banks

HOW BANKS SET ADVERTISING BUDGETS

Marry methods are used fer allocatmg funds for advertrsements ina

company. Business executive’s attitude towards the advertising

budget is that they will spend more money as long as they can be

I



methods have been developed to help company determine how much

to spend on advertising the most common of which are as follows:
some organization rely solely on one technique, while others used -

- several in combination. Most sophisticated methods are being put to
“use in recent!times as opposed to earlier methods like percentage of
sales methods. One should bear in mind that no one technique is

adequate for allocating advertising funds in all situations. |

No advertising or marketing plan is compete, therefore, without

a discussion of what the program is going to cost and how the money , |
is going to be spent. The advertising department has to convince

management that the suggested level of expenditure makes good -

business sense. _ . SR

Many methods are used for allocating funds for advertisements

in a company and these are: | i

PERCENTAGE ~OF - SALES ~METHOD.

* This type of advertising budget is determined by allocating a !
" percentage of last year's sales, anticipated sales for next year; or a

combination of the two. The percentage is usually based on an
|
indﬁétry average on company experience or else arbitrarily. This -
" method is considered the simplest of all because it relates to revenue
| | L

PO




and does__n}:-"c .cc.)st. anything mc;re_ o..vé.f, it is safer. Its short ..COII.liI‘;g. isl 611_ what
percentage té use‘ilsually, the ﬁéréentage is Eased on an industry average or
on company experience but the snag here is that it assumes that every
coinpany in the industry has similar objectives and faces the Qatﬁé | |
marketing problems, more often, if the percer;t;age is based on the c.ompa;iy.’s
lgistory, it aési.lmes tha% the .mairlv.cet.is highly static which is rarely the case. - |
| The éci?anfé;gés of this method Is seen in good performance when
applied against future sales because it assumes that a number of Naira_.are |
needed to sell a certain number of units and once the ﬁefcentage: is.-dicta't.ed,
‘the correlation between adve___rtising and sal.es will re.rﬁé;i.n constant and the
bompetitof advertising rema?hs .relﬁtively unchanged. .:Jvhen the market is
stablé... | .: L | _ R - o | ot
B .Moreé'.ver, the management tends to think in terms of percentages
whether income or outgo, they think of advert_ising in the same way. This
“method é!:lésq diminishes the lik:el.ihood of con;jjetitivé wa:rfare sincé it is
_t-:o_mmonly.u;v..ec.l in the indus@. The greatest: sﬁbrtcoming of the percentage
-.of sales méﬂiod is .ﬂlat it viofates :a basic marketing principle that marketing

activities should stimulate demand and thereby sales, they are supposed to

" occur as a result of them. .



it.

' SHARE-OF-MARKET-METHOD

Thls method was developed by J.C. Peck ham. In mdustnes' )

where products are very similar, there is usually a high correlation |

~ between a company’s shares of the market ad its share of industty

¥

o advertising. For this reason, some firms set a goal for a certain porticn -

i

of the market and then apply the same percentage of mdustry '

adverttsmg finance to their budget. This method is a bold attempt to |

achieve an objective. This method shows that the company’s best
chance of holding its share of the market is to keep a share of '.
advertrslng scme what ahead cf it’s market share for tnstarlce 1f youl
have 40% share of the rnarket you should spend 45% percent of the._ i
mdustry ] advertlsmg cost One short coming of this method is that
there is no guarantee your competitors will not increase their own |
advertising budgeting.

One _hazardous aspect of this method is that tendency to becorae
compiac‘en.t. comparlies contriete on .*1.ncre. :than .one | basis and

adﬁertisiﬁg is jast one .to_ol as one of the marketing mix. Therefore

.simply maintaining a higher percentage of media exposure may not be

enough to accomplish the desired results. Companies must mala_tata




il

an awareness of all the marketing activities of their competitors not

b

just-advertising.

TASK METHOD OR OBJECTIVE OR BUDGET BUILD UP
METHOD | . : o

It is one of the few logical means of det'ernii'ning advertising

alloeations. It defines the objectives that are sought and how

;

- advertising is to be used to accomplish those objectives. It considers
 advertising a marketing tool to generate sales. The task method has

three steps viz.

Defining the objectives

Determining strategjf and Estimating Cost.

| After speciﬁé:. quantitative marketing objectives havé b_egn set, |
the advertiser develops prbgrammes to bé used in attaininglthelﬁ. The
advertiser will have to determine which advertising.approach will
work best how often ads are to rﬁn, and which rﬁedia to use. The

proposed cost of this programmed is determined and this becomes the :

basis for the advertising budget. The task method forces comparnies to
think in terms of goals and whether they are being accomplished.
.. The effectiveness of this method is most apparent when the

.‘Ql

results of particular ads or campaigns can be readily measured. Due to



it’s nature this method is adaptable to changmg condluons in the market and

. is easily revised as dictated by past results.

e

- There are also some advanced modelsl for setting advemsmg bludge‘fs
These mclude a
a._. SALES RESPONSE DECAY M?DEL T SR B
. ThlS was developed by Vldale & wolfe, in thelr model, the change in :
the rate of sales at time “t” is a function of four factors. The adverusmg )
budget, the sales response constant, the saturation level of sales and the saleé
— decay cehstant_ R I | ll B

. dt = _ m e _ : _
where | _. s o : l" * | I'
" s = rate of sale at time “t” |
dt =__chenge lI'l the rate of sales at time “t” ‘
f = selee - response constant (deﬁned). as the generated per
Advenisi;ig ﬁ&ir& ehen s=a
m=saturatier1.'..!'e.vel of sales . o R B * -

I = sales — decay constant (defined) as the fraction of sales per time when A

0

T e




A = rate of advertlsmg expendlture at tlme ‘. The Vldale and wolf model
o S |
can be used to estimate the prof ¢ consequences of altematlve advertising —

budgeting strategies. It brings together and interrelates three useful concepts

b. AN ADAPTIVE ADVERTISING MODEL

for determining the advertising budget viz. |

ThlS model of advertlslng budget model assumee that the advertismg
sale response function is not stable but changes through time. If it was
. stable, the .company should make one large effort to measure into
fut_u_re. But there is good reason to belieye that the parameters are not
o stgb}e .becaus..e of changi_ng .competitivé_aetivit}.f. Advernsnlg copy,
' | ijroeiﬁcts deeign ahd the ecc;nc;mic cl.ilmate. | | |
c ' THE PRECEEDING MODELS DO NOT EXPLICITLY TAKE
| COMPETITIVE EXPENDITURE INTO ;’-&(Z‘COU}'\IT:| - .The
competitive share models take into account what your compeﬁtors are
doing. The omission in the breceding iﬁodel is valld where .‘|£here are
many cembetltors ﬁone of whom in large or where it is difficult to.'
know what competxtors .are sending - for edvertxsmg In many
situations, however, firms know their competitors expendxmres and

.l
try to maintain competitive parity. In this situation a firm must

‘. v

[ wazuaim IRBAHIM LIRR,
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consider competitive’ reactions at determining its advertising
appropriation. __ E
5

The problem can be viewed in terms of games theory. Freeman

has developed some models to show how duopolies should allocate

‘advertising budgets to difficult territories to take maximum édvantage

of the other mistakes. He distinguishes two situations where company
sales are proportional to the company’s share of total advertising

expendltures and where the company w1th ﬁfty—plus percent of the
total advertlsmg takes the whole market. i

‘?

MORE METHODS

?‘

ALL AVAILABLE FUNDS METHOD: Go-f@—broke techniques
generally used by small firms with limited caplta} who are trying to
introduce products or services. . -~ -~ . SRCEES

EMPIRICAL RESEARCH METHOD: - This method uses

experimentation to determine the best level of advertising

expenditure. By runnihg a series of tests in different markets with

different budgets, companies determine which is the most efficient

. level of expenditure is.

29
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ADVERTISING BUDGET AND THE COST OF ADVERTISING

Advertising cost depends upon the medium chosen. Therefore,

media must be chosen on the basis of value. Management must know

‘that the cost of using media is high and must try to select the media

that :will reach the market for thé prbd_ﬁbt at the mlmrnum cost. .

If advertising expeﬁSes afé go Be deducted from gross profit,
then it should not raise price, an effective advertising is one that
stimulates demands, rapidity of tutnover wﬂl b¢ highly geared too

and maximum profits made. These profits will be ploughed back into

the business to mass produce goods and this will encourage
reduction in the cost of‘goods, per unit. The consumer will then pay

less-for goods but if the advertisement did not yield much response,

the producer will be forced to increase his prices in order to budget for
advertising and subsequently, the consumer wﬂl bear the burden and
may be forced to sthch over to a suitable substltute or reduce the

quantity bought if there are no substitutes.

METHOD USED BY INTERCITY BANK TO BUDGET FOR
- ADVERTISEMENT

* In the issue of budgeting for Advertisement, the organization
does not use a particular method; it employs all and probably uses the

o
b



most efficient and cost effective method at each period as it favours  the
organization. ' |

. Since the quanization engage in finding such advértiéing methods in
fbrm of promotions, several responsibilities ( any programme that assists the
lift; of ind}viduals, touches organizations and institutions and the society at
large} .for eﬁampié ?:football, .polo.an.d gélf tournaments, symposia, fund
raising for as, edu;:ational, drainz;; .orphaﬁéf;e.. and éuppdrt in cash or kind.
- The organization in part uses these as some foﬁn of advérﬁl.i:sement and
promotions. So the company does not adhere strictly to budget a specific
amount 6f .ﬁnances for adyertisi;_lg it’s activities, all they do is to give back
to the society what they giv; in. the companf ends up spgnding more than
50% of its generated income on these activities becaﬁéé the bank feels it is
duty bound to live up to its duties to the society and..t.o meét upW1th ité
corporate mission which is to be {among the top ten bank in balance sheet
. | s;iée énci fe;cuﬁls on éssets by the year 2010 and their mission is to provide
:cjﬁ.alitati{.'; .ﬁﬁar.xcieﬂ services that excee'd. thei.r. customers expectgti_km_s -
;sing highly skilled and motivated sfaff, up' {o date teﬁ:hnblogy andﬂ efﬁc“leﬁt

processes. The company tries not to refusd any programme that is capable of

advertising the bank. The level of the organizations involvement in funding

31
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or sponséring each of thése advertisement prb.gramfrzléé depends on
the types of programi'ne. | |
ADVANTAGES OF THIS METHOD TO THE COMPANY
This method has a lot of advantages for j;he organization,
beca;.lse no strict rules are.l.na.lde on fhe budgeting 'fc:n' adverts instead
the "compan}; advertises only when it is nécéssé.fy although they
believe strongly in advertisement as a method of moving their bank
forward. - BEEE
It affords them. the opportunity to only start to. pla.nfor ffhe
advertishﬁg. budgets next year before the end of tﬁe financial year,
which is usually 3™ of Jﬁﬁe every y;ar for the bank. o

COMMERCIAL BANKING SERVICES IN NIGERIA

" One of the earliest definitions of a banker is that of J. W Gllbert

Adekanye (1986) as *‘a dealer in capital or more properly in a dealer

in money. He is the inter-mediate party betwean the borrower and the

3 . 5 : i
B : - P Lo i -

lender. He borrows from one party and lends to another “The

importance of this definition is in the emphasis it places on the time

. honoured functions of a bank namely deposit mobilization from the

~ surplus sectors and granting of loans and advances to the deficient

sectors. © 3
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The English Bill of Exchange Act of 1882 defines a “bank” or a
“banker” as including a body of persons whether incorporated or not, who
carry on the business of banking.

Dr., Hart — defines “A bank or a banker as a person or company
carrying on the business of receiving monies and collecting drafts for
customers subject to the obligation of honouring cheques, drawn upon them
from time to time by the customers to the extent of the amount available on
their current account.

In Nigeria, the banking Act of 1986 defined banking as the business
of receiving monies from outside sources as deposit acceptance or credits or
the purchase of sale of securities for the account of others or the incurring of
the obligation to acquire claims in respect of loans prior to their maturity or
the guarantees and other warrantees for others, or the effecting of transfers
and clearing and such other transactions as the commissioner may on the
recommendation of the central bank, by order published in the federal
gazettes designate as banking”. From the above definitions, we deduct that
banks are a financial institutions which deal in money and credit and which
receive déposits from the public and from organizations some in which are
;epayable on demand by cheque. They operate on commercial basis that is

they are out to maximize profit by trading in money.
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2.11 EVOLUTION OF COMMERCIAL BANKING IN NIGERIA

. The fi:st tommercial bank in N1gena was the Afrlcan Bankmg
g

Cozporatwn, owned by Elder Dempster & Co a sh;ppmg fmn based
J % |I :
in leerpool it later wound up its affairs of the bankmg followmg

various hardshlps. This bank was 51tuated along Broad Street Lagos.

? Other pioneer commercial banks are: = - |' o ( e - [

. . The British bank of West Aftica (BB.W.A) which was formed
R in 1983 and reglstered in London as a limited habxhtyI com|par1y m‘ :
1984 w1th 1ts ﬁrst branch in Lagos | _. o f \J | ’

Another was Barclays bank DCO (Dominion colonial and

overseas) now called union bank of Nigeria, which opened its first |

branchin19t7. - - . ;

. The first indigenous Nigeria commercial bank'. whoily owned by

.‘ _ ngenans 15 s the Natlonal bank of ngerlan anzted formed[.m 1933,
This was followed by the estabhshment of Abonmagbe bank limited
now oalled Wema bank limited. Several other indigenous banks
sprang up this period but most of them collapsec_i_ due to

 “The free for all” nature of early bankmg actwrcy in ngena led

'y . mismanagement and fraud. ¥

to mnumerabie bank fallure chstresses and loses to deposm:)r There

o
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‘was therefore the need for the legisiation for the control of banking in

repealed in 1969 by the banking act of that year with some minor

Nigeria, this gave birth to the setting up of a commission of inquiry to

investigate the matter and make recommendations. The Patton

commission was then set up for this purpose and upon its report; the

first banking legislation in Nigeria was enacted in 1952. The banking
amendments in 1970, 1972 and 1979 remains the current principal
banking laws add regulations in Nigeria. Save for the recently
prqnﬁmlgated deeree NO 25 (Banks and other financial institutes decree
1991)

' Many banks sprout up that by 1995 there WEre one hundred and
fifteen (115) licensed banks operatmg in Nigeria (64 eommermal
banks and 51 merchant banks) with total branches of 2377 scattered

over the country N.D.LC.) The federal government has created

| peoples bank and commumty banks, which together with other banks

in the mdustry are vymg for a share of the market

THE INFLUENCE OF GOVERNMENT
The company s act of 1968 strengthened government control

over the activities of banks and made it compulsory for all companies

operating in Nigeria to incorporate locally under Nigerian company



faw. All foreign controlled banks were thenceforth obligated to

register as Nigerian companies. This same act of 1968 and subsequent

. amendments, tightened government hold on the banks as the act

: L3
- required banks to tender certain periodic reports to the central bank,

 still in 1986, the central bank of Nigeria issued the first monetary

~ policy circular.

. These circulars involved the imposition of quantitative ceilings

on the overall growth or sectoral distribution of banking system

- credits, proscription of viable reserve requirements and direct

k regﬁlation of interest rates on deposit and lending. The monetary

* circulars are regulatory and penaJtieS are proscribed for infringements.

| By 1968, central bank of Nigeria had introduced three (30 financial

instruments to mobilize the financial resources of the country for the

. government. They _i{lclude development stock, treasury bills and

I.I-

.
. +

certificates, other instruments like stabilization, issued to banks,
bankers unit fund, which was designed to control money supply and
thus inflation and to channel sui*plus funds of banks into governfment

stocks. o o L ) SH Z

In 1977 another instrument to strengthen the deposit base of the

banks was introduced known as negotiable certificate of deposits

36
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.(NCD).thi.s instrument issued by individual banks with the pénnisSibn

of ¢entral bank, which acts as the negotiator of last resort.

From 1977 a more determined effort was made by the

government to ensure strict observance of the credit guidelines by the -

banks, banks were mandated to devote speciﬁc percentage of their

advances to building and Agricultural sub sectors in order to. For

conn:gvenmg this regulation, penalty is in place. And any short fall
encoﬁrage them from 1978/79 was required to be depgsited with the
cei;ti'al bank Such deposits would not count as part of the speciﬁc
liquid asse]ts of thel.banks and would.therefore beér nb illférest. :

' During 197779, the government also made jt édbl.i:g.eitbry for
bank to devote a minimum of 50% if their advances to indigenous

borrowers. This was increased to 70% in 1979 if which 10% was to be

channel to small-scale enterprise.

ADVERTISING IN THE NIGERIAN BANKING INDUSTRY

" Modern business world Hepcﬁd .Very much on a"d\./erﬁsing
without which the producers and the distributors would not make any
headway and buyers would not know or remember the product or

service is in existence. S P

37 ¢
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The Nigerian economy is not left out in the production of new

products and services for the consumption and use of its intended

users. The | only way the public would be aware of the existence of

suoh new products Or services is if. it were, advertised.

'.i'

There is stiff competition in almost all sector of the ngerlan

gconomy, producets compete with each other for market share of the

economy. f
Banking industry is not left alone in this stiff but healthy competition

to make their servxccs known to their customers and zpotentlals ones.

'v }.

From 1980 to date, the bankmg, mdustry saw the emergence of S0

i

_Ima'n-y banks which are owned by individuals, federal govemment,

state government and the communities. These new banks now have to

compete with the existing banks already in the industry. In order for

._ the new banks to be known, they resorted to advertising. Nowgthe old

L and new banks have to compéte for patronage of the Nigerians. -

| Wlth the .new trehd in Téchhological d.eve:lopment and

advancement like the introduction of computers into the banking in

_mdustry, new services are created on dally basis by mnovatwe and

articulate managers 1 in order to woo customers 1o theu‘ banks What

thlS means is that banks have to let thetr customers know of thexr new

38
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improved services or the introduction of new services and this is done

by only through advertising. | P I R |

: % The Nigerian banking sector is arguably one of the most

] §

| efficient advertisers in the Nigerian economy today. Surprisingly the

baking sector is one of the sectors with the highest expenses in terms

of capital going into advertising compared with other productive
sectors. The reasons for this can be traced to organizational

misconception concerning proper place of the advertising function,

conceptual problem in originating of advertising campaign, account

. . |
management inadequacies and the problem of un-balanced media

¥

planning.

1

ADVERTISING FUNCTION AND THE BANKING SECTOR.

The advertising functions in Nigeria is a much misunderstood
funcfion* going by the manner in which bankir_lg sectors .a',nd other
ec’éxiomic -sectors  perceive  its plaée within the .corll‘:orate
organi;_atipnaj structure. What ié .ﬁormall.y .seeh. is ac-ieq.uéte time
dévotedﬁ and a tremendous amount of resouréeé devoted ancl spent on
the advertising functions. This result in insufficient organization of
corporate function media relation and customer relation beca_usc most

of these are non strategic.

H



Advertising in the cbhimércial banking sector has generally
- been treated as a frivolity which is condone because of the general
beligf that it is the ‘safest_’ form of publicizing and ;:reating awareness
_ in. terms of 'Iactive and s;ocially responsive:corpof;ate c.:i.ti‘z-en...r[hisﬂ.leﬁds
to the adver.tising.la{.:king c.ievotion.and even mo.rf:: 1ndlct1ng to the
banks that it’s not informational or market oriented which makes it
functionally useless. .' L i
" For the marketing function to yield frults, there is a nged for
.quarterly campaign. The reason for this is t.o. projecf .t.he cofporate
.-im?.,g.e favored befﬁre the l.f:Janking.c.ustomcrs.. N . B o ‘ |
o In 1iﬁe with this, the El'Ass{)cila’ci(')ln .p'r.actitionérs of Nigeria
(AAPN) see advertising as “the image projection, and image

proj.ection means marketing communigation”. This incl_u.des full |
services .advertising_ promotion packagi;lg public reiéﬁon a(.:tiv.ities.,
ﬁarketiﬁg consu1£ancy and c.dnsum.er fes.,earé.h.

| ! The.banl:(ing sector has'rea:(fhed a critical point in its activities
and':the sector has to take its formational and promotional programmes
more seriously. Any forward looking bank will have not ch_o_ige but to

incorporate credible strategic planning into virtually every aspect of
its operations if it is to survive in the ever increasing competition in
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R ¥

- the ‘iridustry. This development will enhance the conceptualization of

bank advertising to the benefit of the banks and their customers.
WH:‘&T BANKS ADVERTISE - | |

o Banks eﬁgagé in ﬁnanéial advertising .justﬁ hke the | ..buildjng
society aﬁd in{restmént ir;sﬁtufions; | R

", Bank — advertise their services which are not confined only to

~ traditional bank accounts but includes loans, insurance house purchase

deposits will executorships and advice on investment port folios.
Many banks specialize and indulge in certain services as business
loans (development bani<s) or underwrite new share issues, while

others seek to attract university students or offering specialized

services for the farming community (i.e. Agricultural banks like_ the

Nigérian Agricultural and C&operative Bénk). B
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"+ CHAPTER THREE
 RESEARCH METHODOLOGY
These chapters will discus those methods used for gathering

data for this research, the instruments and tools used, the population

¢

and size, the sampling procedure employed and .statistié_al techniques
T . 3 o

ﬁsed in analyzing the data. ; = g RS
RESEARCH METHOD USED |

. There are basically three main types of resealfch a?railable ViZ:
Basic Research o o o o
Applied Research : | - 47894‘)“

- S

Action Research
| ", Research method may either be historical in this case it mainly
deals with the past, survey or environmental which deals with the
- present. When a research deals with the future, expectation, it is said
to be prognostic. Théré .is aisd expéfimental r:e.seél.rch.,. Wthh is
eorﬁménly found and éppiicéble in. the s;:.iencés. and engmeenng ”
ﬁis "re'éea.rch _work utilized descriptive survey for this project. It Es a

case study and is intended to show the relationship between budgeting

for ddverts and company or organizations .proﬁtabili_ty. '

£
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JU STIFICATTION OF RESEARCH METH()D USED
Descriptive survey research approach is chosen for thls study

because it is the most relevant to this toplc. It deals with existing

~ problems at a particular setting. A descriptive survey research

according to Gay (1981) involves “collecting data to answer a
question concerning the current status of the subject of study”.
Thls type of research does not seek to develop theones or on

obtammg gcnerahsable scwntlﬁc knowledge rather it gives full

" analysis of data collected. This results in valuable conclusions and

33

g ~ who obtained his data directly. These include:

"~ recommendations. Since there are many questions arising from the

Z%
4

- topic of study, which require descriptive answer, this method is very

" appropriate.

INSTRUMENT AND TOOLS USED TO GATHER DATA
.- The various sources used to gather data for this study are the
“Ty £

primary and secondary ones.

Primary data include those data, which have been recorded byl

the actual eyewitness or participant. These recording may havé been

done in form of document or artifacts.

Secondary sources are those, which have been recorded by someone



 Publishing books

Maghazines

© Specially duplicated materials published or unpublished

~ Questionnaire

- News papers Sy

3

gL

* Manuscripts of papers such as letters, diaries and other type written or

 hand written document

The researcher utilized the followirig primary sources of data for this

study.

Personal interview

Direct observation

THE QUESTIONNAIRE METHOD i I

The questionnaire is probably the most used method of data

collection. It is a device for obtaining answers to research relevant

questions from a sample of respondents by using a form which the
respondént fills him/her self, o ‘
" In the questionnaire, questions ‘are presented with exactly the

same wording and in the same order to all respondents.

The aim is to ensure that all respondents reply the same questions and

thus helps to get the same type of information from a large number of

1% -
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réspondents | quest;onnaife may | be delivered directly to the
fespohdénts (;r through j)ost. |
Questions in the questionnaire are eithdr open ended or.close ended.
332  OPENENDED QUEST_IQNS:
o y | Thesé ki_h.ds of ciuestions are de.signed io p.ermrizt .;.a free response
froﬂi the. réspondeﬁté ratl;ler than one limited t;:i staited alternatives.
- The respondent is asked to provide his/her answer to the question for
example a question like “why do you think an advert must be
budgefed .for” will require expression_: by as many respo.ndents may

| g
attempt to answer the question.

 The short coming of open ended questioné include:

a)  Some respondents méy give answer that are essentially irrelevant

- b) | The researcher may misund__erstand and interpret response wrongly.

&
3

3.33  CLOSE ENDED QUESTIONS o 'R
Close-ended questions are those in which the responses of the
subject.are limited to the stated alternatives. These alternatives ma} be

simply yes or no. Here the respondent is asked to select an answer

from among a list provided by the researcher. Close-ended question

1

S TR
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b

o

b)

respondent does not have an opinion. -

are’very pophlar, since they provide a greater uniform of responSé and

are more easily processed. ' - R ’

ADVANTAGES OF CLOSE ENDED QUESTIONS
Questions are stapdardized, simple to administer, quick and
relatively inexpensive to analyze. - - I L

Help to ensure that answers are given in a frame relevant to the

-purpose of the enquiry and in form that is used in the analysis.

" The respondent himself makes judgment about his attitude rather

than leaving this up to the researcher to dec.idg.

Thesr make clear the dimensions alohg whicﬁ énsﬁréfs aré. .s.o.ugh‘.[.
' DISADVANTAGES. IR
The chief disadvantage of close-ended ques:t'i-:.m is in the

researchers structuring of response. The close-ended questions may

force a statement of opinion on an issue about which the

The researcher structured questions may overlook some important
fesp-ohse' is the fixed alternative may not give adéquate

representation of the response!%



334 THE PERSONAL INTERVIEW - |

a)

Personal interview is the most usual method of collecting data in

" . surveys. It is very similar in nature and purpose with questionnaire,

- essentially interchangeable however, for permanent record, the

. b)

il.

iil.

- different comes in. As a research procedure, the interview is a

- conversation carried out with the definite aim of obtaining certain

. ‘questions. -

. situation in the early stages of investigations.

- expect for certain relative advantages the two techniques are

|

- information. It is designed to gather valid and reliable information

- through the response of the interview to a planned sequence of

i
ADVANTAGES OF THE INTERVIEW METHOD K
' Sy

|

.+ Flexibility: the interviewer is allowed to var;?" his apprdach to fit
~ the occasion and he can also influence the responses he receives.

- It enables and interviewer to get an insight into a particular

R

The Saying that seeing is believing is valid in this case as the
Do ' : : § .

.. *'reaction of the interviewee can give out a lot of ulterior motives.

iv.

“ The method enables the interviewer to desire more precise

generalization in the later stages.
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DISADVANTAGES N

'.:_5 i The major weakness of the interview method is distortion, and
_ _ ' . | .
_.Eblas. This stems in the large pa.rt from it’s flexibility Whlch

B l;lappegs to be both an advantage and a disadvan't-ag‘e.l' To :a.
degree that the interviewer is allowed to vary his approach to fit
the occasion, he is likely not only to complicate the

interpretation of his own personality into the situation and thus

. N
o A P

influence the response he receives. e ] L
i+  Interviewers tend to obtain data that agree with their own

personal conviction. Occurs 3 a tesult of the fact that
- interviewers sor'netimes fail to pla.n or prepare before speaking
B espemally when rephrasmg or clarlfymg questlons I

3.4 ANALYCAL/STATISTICAL PROCEDURE

The Analytical method used in this woi'k is descﬁptive
anaiysis, this is mostly used in this project to answer some of the

4h s |
research questlons

35 OBSERVATION METHOD

¥ '

Personal observation involves carefully watchmg of actmtles

that relate to the study.. Observation takes many forms, busmess:

- i

- systematic and participatory observation involves only mere

49



observation of action or activities and recording without any
participation, while in the participatory observation, the observer take
part to some extent in the acnwtles of those he observes he may join

in the routme work of those he WISheS to study. - :-' . -

The researcher decides to hold personal interview with some
respondents too clarify some issues and also administer some

questionnaires on employees of Advertising and budgeting in selected
$ :
companies. | " S

= For the secondary source researcher consulted the following:

a) Textbooks. .
b) Hand books
c) Anﬁual reperts and accounts of the companies . | ?

d) Response to previous questionnaires

e} J oumels | N

By Advemsmg bxlls | : )

3;.6 - ABRIEF HISTORY OF INTERCITY BANK ’
Intercny Bank plc was incorporated in 1987. according head of

the marketing department Magadishu Branch, the bank cbmmencecl

| opera;'tions in 1988. Recently the bank was restructured and majority

~ of the shares mo'ved to corporate bodies and individual investors.



- shopping complex.

The baok he says oow has twenty—one (2 1}) branches and five (5) cash
centers. The banks services_have since become broader in scope and the
quality of delivery has been significantly enhanced. |

The bank has well tramed 1Iavor]r; force andfl‘ln is equipoed w1th state- of-
| the art mformétmn technology ond expandmg branch network to adequately
cater for bankmg_needs. There is an outline banking system and answer
friendly services. L

- The banks head office is at Kaduna its website ie WWW interei;ry com
ng, Email: intercity @ intercity . Com ng. Intel.'ci.ty bank. regionai ofﬁcés are
o at Abu_]a, Kano and Lagos whlle it has branches at Abuja - Wuse, Abuja
| Maltama Apapa Baolgun Gusau, Ikara, Jos Kaduna main, branch, South,
| Kano, Katsina, Maiduguri, Minna, Port- Harcourt, Skoto Suleya, and Zarla

Its cash centers are at Kano, Katin Kawari, Kano kofa wambai,

Minna, Kaduna, Abubakar Gumir central market Kaduna, independence way

| © CORPORATE PROFILE

e ~ BOARD OF DIRECTORS
- The Board of Directors of Intercity bank Plc for now is inocie;up of:
All_)aji Falalu Bello, OFR (Sarkin Bai Zazzau, as Chai.rman,n All.haji Lamis. S.
Dikko (Ajiyan Katsino) A.G Monaging.D.ir.ectorf'CE-O.. Syed Shyasuddin



" Al;med as Deputy Managing Director, Ambassador Hamza Abubakar as
Director, Alhaji Yusuf Yabaji Sani, Hajiya Bola M. Shegaya, Alhaji
Muhammed B. Baljangida, Alhajt Abdullghi Umar (Wazirin Gwandu) Col.
Aminu Isa Kontagéra (rtd) all as Direétofs. L e
| :'. - "I.'he ;:o.mﬁany secré.tary. is Saudi M. Jallo and the solicitors are Summit
- chamberé'.': The ébrﬁpany registration number is RC 94524 while their
Auditors are: Panel Kerr Forster & Co, Chattered Accountants.
MISSION |
_: The banks mission accbfding to its n‘.tissic;n“sta.i.:émeﬁ.t is to provide,
“Qﬁalitjr ﬁﬁaﬁéial services, tilat exce.ed. our 'cusidm:erﬂs’. éxpectation using
highly skilled and motivated staff, up-to-date technology and efficient
procééses with the ultimate aim of enhancing value for all stake hoiders”
B VISSION | o |
| _T_he be;ﬁks vision is: “To be a.mong.the t0p. 10 banké in Balance sheet
size and return on Assets in Nig.efia, by the yéar 20107 |
Th;i.s éan be seen in its Adoption of ordinary Resolution to capitalize
N299,727, 306,000 in it’s 14" Annual General meeting (AGM) held at
Zaranda Hotel, Bauchi on Friday 16™ January 2004, whic_h Agenda.was for

to carry out ordinary Business.
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CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

4.1.1 Question were asked and from the table below respondent marketing

. o .
personal confessed that the organization has a marketing depa:rtment and

-

subsequent question on when the department was created shows that the

department was there since the inception of the bank. More questions on this

I

issue revealed that the activities of this department relates to those of the

public relations department

MARKETING DEPARTMENT

Table I .

OPTION

RESPONSE

YES

v

s
o

NO

" SOURCE: FIELDWORK
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* FUNCTIONS OF THE DEPARTMENT

4l TABLED

ALTERNATIVE - RE'SPONS.E YES ~ |NO
Advertising and publicity 1 | v
Statistic research v .
Qut door advertising =~ | - ¥
All off the abové% R | . | v

- SOURCE: FIELDWORK
' The respondent stated that the banks marketing department performs
all the above mentioned functions

4.1  Successes recorded in the department on terms of advertising

TABLE
ALTERNATIVE " |RESPONSE |YES  |NO
::/ery successful _ | v
Fairly succassful - |ONE | | v
Not successful | B | | _"_..

SOURCE: FIELDWORK
- From thé ;;ab]e. abovei it can be observed that the. marketmg
S depé.r.txﬁ.gnth\'waé very successful, .proﬁt realized justiﬁed ti;éi.rﬁ:.aéi-ve:tisi_ng
gnxpel.lditlur;. Thié. sho;avs that the more ydu advertised, your product or

- 478040

[ s
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services the more revenue is generated even though it is mostly in the long

-, PROMOTIONAL ACTIVITIES EMPLOYED
~ TABLEIV o

ALTERNATIVE - RESPONSE | ONE OF THESE | ALL | NONE

Personal Selling - . {ONE

i

Gifts of customers | ' ) NO . |YES [NO

‘Exhjbitions and demonstrations out

door

All off the above

- SOURCE: FIELDWORK
The table above shows that the bank emplpys numerous promotional
. methods available to its services to the customers. It can be said that the

" bank used all these as a result of the stiff competition it faces in the banking

. . Tndustry.
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k.

41.t MEDIUM OF ADVERTISING USED BY INTERCITY BANK

 pLC,

TABLE V o
Medium of advertisiné ﬁsed by intercity bank .
ALTERNATIVE |RESPONSE|ONLY |TOGETHER WITH |NOT USED
L e . | QTHERS
- | Electronic media ~NO NO
| Bill board NO YES
Print media . NO YES NO
All of the above YES : e

© SOURCE FIELDWORK

- From the above table, the Intercity banks Plc uses all channels of

creating awareness in the country to advertise its services and to protect its

-

- but uses ali together to achieve the vital role of reaching it’s active

!

image as well. It is also glearing that it does not use one medium in isolation

i

customers in évery nook and cranny of this country. Hicks (1981) once said

consumers are vulnerable to the kind of media used to persuade them to buy
1

a product.
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41  MOST EFFICIENT MEDIUM

TABLEVI . %
| ALTERNATIVE RESPONDENT | MOST LESS
i EFFICIENT | EFFICIENT
Radio v B -
Magazines/Newspapers Il "
Journals . | Y
Bill boards ;. =
| Televisi;r'l ONE v —
:SOURCE FIELDWORK

" The table below shows that the Radio and Television has been _.75 -

most efficient for it’s advertising purposes. These two alternatives

though e.kpénsive, have stronger appeal because of their power of

communication. Though the bank uses the entire above medium.

41  TABLE: Do you budget funds for advertisement in this bank |+ |

 ALTERNATIVE | RESPONDENT | YES NO |

To a great extent YES ﬁi_ |
T6 a little extent NO |

To no extent NO

SQURCE: FIELDWORK
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g _ )

g L The above table shows that the bank 'actually budgets for

e

advertisements every financial year—to a great extent. - ‘ o o ‘ |
| T.ABLE: . __What-methods amongst the .budgeti_ng for advertising strategies
ALTERNATIVE 4« | RESPONDENT YES. NO
Pel"centage of sales I L YES

Empirical Research BN 1 o NO

Share of market | — YES [NO

Task or objective | - YES PR §
Sales resteese decay S TR - ' YES ]
Adaptive - | SRR B NO

All available funds = o D o NO
SOURCE: FIELDWORK |

The above table shows that the banking uses vagaries of methods to- .

allocate funds for advertlsmg budgets but uses percentage of sales mostly "
REASONS WHY INTERCITY BANK ADVERTISES ITS SERVICES

The main reason for advertlsmg products or services is td create

Ty W

- awareness and get' more patronage. In order to retain its customers and get

more patronage from prospective customers and more especially stem the
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é&i;ﬁﬁés .t;'f its.évéf—iitr.eaiﬁing“ competitors, in the banking indusﬁy,
tl.l.e bank has to engage in advertising. .

The research work ._fou_n:d out that as a resnﬂt bf advertlsmg a
| h_igh_pat_:rqnage Ievgl is .réa.,lizeci,_ thé__m.arketing :p.efsoﬁrzléil interviewed
pdintéd c;ut thﬁt th:: ﬁl.dr.é, they ad\;ertised the r;iore customers they
hﬁ;é pﬁfroniziﬁg the banks services. The banks visiﬁn and mission
statement attest to its ambition to be among the top cq;n_mercial banks
in the country, hence, advertlsmg 1tself becomes necessary.

An mterwew conducted on whether custorﬁefs respond to the
_banks many ads, shows that majority of customers are influenced and

informed to patronize or buy a product as a result of the persuasive

7 - and demonstrative nature of advertising, - e

o TYPES OF SERVICES OFFERED BY INTERCITY BANK PLC

3

As a commerma bank services offered by the intercity bank
Plc to the publlc are 51mllar to those of other commermal banks.
| Thes.,.e .Scrwces are as fol.lf.st.: - a 5 -
| 'M(;l.n:i.li;aﬁon of savmgs or acceptance of deposits: - The bank accepts
deposits from people and organizations for safe-keeping. The amount

deposited is credited to the customer’s account. There are three types

of such account.

. . . ) -
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' : CURRENT ACCOUNT (DEMAND OR CHEQUE ACCOUNT)
R L

" acgount with the bank or a different fan

To open such an account a person was to be 1ntroduced to the

. bank by a referee or (refereesﬁ usually these referees must have an
L

. This account is kept by
o corporate bodies, institutions and individuals ~ who need for the day

to day running of their businesses. Lodgment of cash or cheques could

.. be made into the account, while withdrawals are made by cheque

pro\{'ided to the account holder. Holders of this account may be
eligible for financial assistance for the bank in form of laons,
odvacces or overdraﬁs _ N - |

. SAVINGS ACCOUNTS No referees are requlred when opening
.sa.vmgs accounts It is dc31gned for those who have surplus fund to
save until when needed. A specific aﬁlount is reqmreo to. opeo cuch
accoimt s and also certain amounts is to be left in the account 1n the
eycct o__f withdrawal of one’s money. Interest is paid for this type of
occouot with .a condition that the account holder does not withdraw up
to a certcin number of times within a month, if he exceeds, he _1ooscs
 the iﬁfefesc for that month.'A passbook is usc.d. for thf: .ooe.x.-a:tiion .of

such account.




' TIME DEPOSIT ACCOUNT Thls type of account has a ﬁxed
| matunty perlod of say three months six months or a year. If provides
clients with a reasonably large excess of funds that they do not need

"~ until a certain of timed. The advantage of such account of savings that

is attracts higher interest. - ‘5 SR

i, LOAN S AND ADVANCES - Intere;ty bank offers and overdrafts to

s deservmg customers WhO have current account w;th them. Before

e these facilities are grented certain conditions set out by the bank has to

 be met. Any customers small, individual and corporate clients can

borrow as long as they meet the stipLiIated conditions set by the bank.

Overdraft is repayable on'dema.nd at the banks discretion. While loan

are repayable over a fixed period. Interests are charged by the bank

for giving out loan or overdrafts to it’s customers which has to be

agreed between the customer and the bank. Normally, the bank

. - requiges security which may be in many forms like share certificates,

E life insurance policy, title deeds to property as cover for the loan or

overdraft it granted to it’s customers.

_"'..i
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CORPORATE FINANCE AND INVESTMENT AND FOREIGN
EXCHANGE TRANSACTIONS.

UNDER CORPORATE FINANCE: - These services are rendered by
specialized staff under the corporate lending department. Their serves
include:

Equipment leasing: - In this financing are augment, the bank as (The
owner or lesser) procures the required machinery or equipment to the
cliénts or lessee the right to use same in return for the payment of
specified rentals over on agreed period of time.

Loan syndication: - - Where a clients borrowing requirements are
extremely large and exceed the lending capacities of one or two banks
as it often the case with major business enterprises, intercity bank can
arrange with a consortium of lenders a loan syndication package to
meet the requirements of such clients.

Per‘fonnance bonds guarantees and indemnity: - The bank can issue a
performance bond, behalf pf it’s corporate and institutional clients to
facilitate the conclusion of a business contractual agreement. ;
Multilateral agencies funding: - Such as the export stimulation loan of
the Africa Development bank (ADB) the rediscounting and

refinancing facility (RRF) fthe NEXIM and NERFUND.



1v.

Corporate advisory services: This involves such areas as capital-

restructuring debt covers in scheme etc S ll
o
TREASURY AND INVESTMENT SERVICES - | | -

These are money market related services provided through their

treasury and international trade department and they comprise of the

fOllOWlIlg- o : o :: 1 ._ \‘ .' .\ Ly
. ¥ .
TENORED DEPOSITS: - The bank accepts deposits of various

~ tenors at competitive interest rates from individual, corporate and
institutional clients.
~ DISCOUNTABLE INVESTMENT INSTRUMENTS: - The bank

' assists corporate clients to raise short term funds from the money

- .'  market by issuing and marketing commercial papers and bankers

certificate of deposit. -, E

management services for high net worth investment. -

acceptances. The bank similarly provides a variety of attractive

7 discountable instruments to investors such as Banker acceptance,

cbmmercial n?otes, treasury bills and certificate and negotiable;

[

u,i_ .
- The

INVESTMENT MANAGEMENT ADVISORY SERVICES:

"~ bank offers investment advisory services to trustees of pension and

" provident fund schemes. The bank also provides individual portfolio



arc

E

_ INTERNATIONAL OPERATIONS 1

The bank maintains mutually beneficial relationships with reputable
correspondent banks around the world to facilitgte the international
trade transactions of ﬁeir numeréus .custo.njqe.rs Thege banks include:

FOREIGN EXCHANGE DEALINGS Tlie baﬁk 5 abreast W1th the

ﬁnanmal happcnmgs of other worlds currencies so it give expert

| advise to its customers who want to purchase foreign currencies and

also advise them on how to cope with vagaries of the intemational

- market. It also provides them with up- to date financial advice. How

they can buy' and sell foreign curréncy to their customers at the
prevailing rates approved by the government (CBN). -
FOREIGN CURRENCY DOMICILIARY ACCOUNTS: - These

account denominated in foreign currency opened for clients that wish

| to maintain them. Interest in paid at prevailing rates and request for

o withdrawals are promptly proces;ed in line with the C.B.N guidelines.

" DOCUMENTARY AND CLEAN BILLS FOR COLLECTIONS: -

" For transactions not covered by letters of credit, the bank handless bill

e ._ foreign suppliers. = -

.- for collection entrusted to the bank by clients, correspondent banks or

o :_;_'-' L, '_' 178040
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' their world wide network of correspondent banks.

DOCUMENTARY LETTERS OF CREDIT: - To facilitate the

handling of imports settlement, the bank provides customers with the

) _sgr\{ices of issuing and executing all types of letters of credit through

SALES OF TRAVELLERS CHEQUE: - When a customer wishes

travel abroad, either for a holid.__}y or on business, the bank can provide

- travelers, cheque. Travelers are particularly convenient as they are

- _rezi_dily acceptable in moat entry points and outlets. They are also safer

Vi

to carry about than foreign currency notes. = - - [

REMITTANCES: - The bank offers efficient services in fund

| remittaribes in settlement of international trade transactions through

the agency arrangements with their correspondent bank.

WEEK- END BANKING SERVICES:- A full banking operation is

. performed in their magadism branch to cater for the needs of the

" with out fear of waiting till Monday.

Vii

customers and business people. This affords customers who are only
free on Saturdays to withdraw money and also deposit their earnings

BROKERAGE SERVICES:- The bank buys stock and shares for

. it's customers — and this entails the bank passing on the instruction of



its customers to stock brokers and merchant bank for execution since

the law does not permit commermal banks to underwrlte I
SAFE KEEPING OF VALIABLES Valuables hke Jewelry,
1mpertant denm.nnentsi lllke w1lls, share certlﬁcates, educational
eerti.ﬁcates etc a;'e kepf by the bank in its safes and vaults. An official
reee‘ipt. is 'U,,'s..ual]y issued to the owners of such terms when' these
items are deposited. - o L - .. r
_ BANKS GAIN FROM AD_VERTIS_ING DRI N
' Since very sfiff .eompetiltien ef(iets in the banking industry,
.' man.}’ bank_s hefe reso.rted”t.e rigefously advertising and budgeting for
ad\..r.er.ti.sen.lee.t of their services to the public. This is evident in the
- settlng up-of such specialized departments with different names as
marketing department, publtc relatloréls department .a.nd pr0.1‘|n.01.;10ns
- departments well with the same purpose - | |
| The department 1dent1ﬁes the 1mportant targets of the banks
) pforeotlonal activities then it chooses the major channels through
whleh their services will reach the public effectively and fast. Various
banks put huge amount of money a31de yearly for a&vertieing Big and
-viable banks that employ the use of adverusmg con51stently are the

i 1 :
~ one that reap the most rewards. Sustamable advemsmg campalgns by

S 4
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banks yie]d gradual impacts and onI)./ the big banks gain from this
since they consistently employ the use of advemsmg The Chche
- _ “The big four” has come to stay in the Nigerian Banking mdustry

because of the follomng banks amtude towards advertising, banks

ke (Fn'st Bank Plc UB. A.Ple, UB. NPle. and Afrlc ban]g PlcO. their

ever magnanzmous ﬁnanmal bases are able to sustain the advert;smg
- tempo of their services to the citizenfy. o
Sustained advertising has the advantage of brining | to the
- advertising banks increase in public awareness of the existence of
guc}; banks and the sewiées they re_ndgr. This awareness to the public
; inevitably .l.eads to inpfééée m nu.mbe.r.clnrf cﬁéfomers p.atroniz'.mg the
~ bank especially c'o'rpblr'ate Iofganization.s with sfroﬁg ﬁnanéiél .st.rengt:h.
o Feelings of reliability, capability and conﬁdehée' are 't.:.re}ated in
the ininc_ls of the populace by banks that constantly advért’iée its
products.and services. Pgogle Will_ want t be associated with such
.‘E;anks.. Do' Eusinéés ﬁ;ith. slwh banks as they have the bel_igf and
| confidence in such bar;ks’ .ai:tivities-- Wh%t wrth uni.o.n:bani(s I_.,(:};go .of
a stallion and slogan of “big, strong, and refiable”. | |

- Advértising creates good image for banks especially with th_e:
use of ._s.uch medla li.kf: pews—pa:iper and Television which has the

¥
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power of showing imposing ”.barik.'e'diﬁces Spaicié)us banking Hhalls, courteous
and prompt services from smartly dressed and pleasaht mahhér:ed Istaff; how
customers:. leave the banking smiling all the way home. = 8

) Morgover, with adverti;ing banks not only attract more businesse.s to
.fhén.‘l:s.el.vés,. t.he.ir customérs, :this ”t.hey aéhieve by using sun_ch r_nediur__n_ as

Radio, Television, corporate brochures etc gift items.

FINDINGS FROM INTERVIEWS WITH THE INTERCITY BANK

N REPRESENTATIVE .
. The researcher gathered that intercity banks financial year is 3" day of
Tune .evéry.yeér, and the first quéftér is in July. By the end of its financial

year, the banks management starts to plan for budgets of next year. "} i ¥

- When asked if the bank advertises, he said ‘yes’ that adverts came in
fonn of pr:omos, ads and social responsibilities, and the bank welcomes any
pr;grammcr that ié capable of qxposing &e b_anks acti\{ities to the citizenry.
Programm;lnes. thai touch thé Iive§ of individuéls, .corp-c.ura;te bodies and
erganizations,- p.rograxﬁmes. like toumaments Sf,'iﬁposiél, d”rar;la.,.suppo;ting
orphanages, in cash and in kind. Their level of involve}n.er'xt also depends on

the type of programme. - -



1

When asked if there is a budgeted amount for advertising in this

bank, the respondent said ‘yes’ there is a budgeted amount set aside
n. - |
-~ for advertising but that the bank does not adhere strictly to this

because at the end of the financial year, the bank would have spent

more than 50% of generate income on advertising depending on what

they pan for the publiﬁ: ~ because they give back to the society what

the society give in, the bank feels it is duty bound to live up to it’s
duties to the society and to meet up with it’s corporate vision which is

| to Be among the top ten banks in balance sheet sizé 'an.d | retum on
.'aséets,.. b-y the e;':n' 2010, whil_e the_ banks mission is to provide
qu;alitative financial gewicés that eﬁceed their customers expectations
us'i;{g highly skilled and motivated staff and work force, up-to-date:
technology and efficient procésseé.’ | | .

The association of the bank and stakeholders is fantastic m doréar?té

B




CHAPTER FIVE |

SUMMARY, CONCLUSION, AND RECOMMENDATIONS.

e ‘i Constramts of this research not wrthstandmg, certain valid

'concluswn can stlll be drawn from the research result as follows

1. We conclude that there is a hlghly srgmf cant effect of advertrsmg in
the bankmg services. o B .. . g ]

- 2. That the view of banks in advertising is indispensable and a necessary.

3. Advertising 1s persuasive, informative, and influences consumer

decision immensely. L S |
4. Banks use 'mostly the pércentage of sales method in setting or allocating
funds for advertising though most times it uses mémy methods

|
R

e interchangeably.

5. that the Tradition method is more viable in the preparation of balance

sheet and bﬁdgeting for advertisement. - '- o . e -_I*-
5.2  CONCLUSION SR »‘
Further investigation into the type of budgetmg methods used in

budgeting for advertisement in banks, it has been understood that the
following suggestions should be looked into. |

.._‘.‘..
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(a)

@)

‘(d)“

@

®

(g)'

That tihe bank should budget speciﬁcally for advertisement to be a

carried on effectively. * i .

Management must carefully consider anticipated market demand,
|

recent trends; changes in productive capacity; availability of new
technologies, anticipated actions of competitors, performance of

outside sup.p.liers and iﬁany others. This will heIp. them to know the
direction in which the entity is moving, A - ‘ '

Long term goals should be re-evaluated and all short term vwws
should be reviewed during the planning process. S '_ :
‘R ' B

The budget should be developed in lme with the goals and objectlves

ofthe orgamzatmn : : . ‘ -

Budgeting for adverts should be used as a motivational force, this will

make managers at various levels will know that their actual / -
1
performance is evaluated by companions with a desired level of

performance.

Than bank must consider certain elements of budget'preparation —the
o ‘ :

budget cbrﬁmittee, the budget period, and the master budget so as to

 standardized. ., \

The bank should not see budgeting for advertisement should not be

seen as forecastiﬂg, so as to be able to predict the outcome of events




otherwise there will be lack of effectiveness since forecasts are

usually prepared by the finance departments and not Ey the operating

people , 'j_ - ' | -
(h) The management should thoroughly understand the relationship
| between advertlsmg and sales proﬁt SO they can vxew adverusmg as
. an investment rather then as a current expense -
(1)  The Bank should use other methods of budgetlng for advert rathe;'

than concentrate on percentage of sales al through. . : \

To survive inbusiness and to go higher the organization should

see it’s banking business as though it was a battlefield, by using

the "‘Strategic'square” method. Which suggests that out of every 100

companies .

"One should play defense

Two should piay offense

Three should ﬂank

And 94 should be guerilias.

Companies that gets more than half

the business ought to be defense

Companies second to the leaders

L

should mount offensive attacks

Companies in the distant third

posn'lon should avoid direct attacks

but try ﬂankmg moves

el

The others in this position should
find a market segment smail enough
to defend.

73

Lets look closely at each of the four types c}f marketmg warfare




‘should be waged with single products. ~ -

. - . . K . . B - ' .-'. : C ;
~ The main consideration is the strength of the leader’s position. No

Offénsive Warfare 3

The attack should be launched at the leaders weakest polsit.i.-.:ﬁll. | [
The attack should be launched on as natrow a front as possible. The

full time of products is a luxing only for leaders. Offensive wars | -
. o _ L g R

. : o . : | :
matter how strong a number two or three company is in a certain

" category or atiribute, it cannot win if this also is where the leader is

strong, ~ -

. Defé;_:sive Wérfare. |

) Defen;siv.et Ihérkef warfare sﬁdﬁld be a sole ﬁreserve for 6nly t:hehr.-,:
- market leaders to indulge in. .' | : .

- The best defense is good offense. A leader should introduce new -

' products and services before the competition does, even if it means

| .“Sn‘on.g competiﬁve moves should zﬂways be “bloékcd”_ The leader

- . .: . ’ '.. . . .- . ‘
- should rapidly copy the competitive move and not wait till it is too

T4



5.3

~ critical as the attaék itself.

Flanking Warfare L : a

Principles of flanking marketing warfare'a.réﬁ as follows. FlankiIL.g.: .

meaps attacking competition where is is weak not where it is strong

- Good flanking moves must be made into uncontested areas.

Surprise your competition often by springing new ideas, innovations

-

Don’t quite’ after your organization is ahead because the pursuit is

Ce
N

Guerrilla Warfare
. Thekey attribute of successful guerrilla wars is ﬂexibility. A guérrilla

* should not hesitate to abandon a given product or market if the tide of

battle charges have are the principles of guerrilla mafkefing warfare.

. Find a market segment small enough to defend. It could be small I -
. geography orm ""_1“““’_1 o H : | ¥|[ ' ..
No matter how successﬁ.ll you become., never act as the leade.r.
Be p_reparéd to .“.bu.g éuf” at. a .I'nom.Bl'.lt.S.not'l(.:le. A coﬂmp.ahny that runs
a\ifla; lives to right anothei‘ day SR s
RECOMMENDATIONS ! N

Going by the findings and all facts mention in earlier pages, the

following recommendations have been put forward

75



ta)

Banks Board of directors should allocate adequate fund to their
] ' '

- marketing departments to enable them compe‘te well with other banks

L in selling their types of services to the public. - A .l

L

. To increase customers awareness of the type of services, available,

Y

... banks should embark on a massive continuous advertising campaign

* and should dnring the course of each ad\fertislng try to make public

. " know more of their services. 7 - o Uhop

©

(d)

(©

®

| ..For advert:lsmg to be more effectlve The bank should change thelr

'mode of advemsmg perlodxcally This w1l eurb the modern style or

The Bank should pay attention to personal selling because banking is
largely based on personal selling of services and efforts must be made

by banks to fully embrace personal sellmg n product delwery

¥ ) ; -
repetitive advertising which is rather booking to customers. | -

Banl( should make the advertising message of their products or b
%
services clear to ‘rhei aud1enc:e they should employ languages in the%r

env1ronment and use a general language that every one can understand

in eve*rywhere.'.-- ,; L e B R
Adequate facilities for castanlérs should be provided in the banks |

premises especially in the banking hall, sitting arrangement must be
provided, to nl_ake_ customers relaxlwhil!_e waitin_g to be at@ended to ._



| (g)

®

The Bank should monitor the degree of customer satisfaction with
their services on continuous basis, this will help the bank to identify

areas that need improvement. ]

The Bank should always try to improve customer services, special

attention must be given to areas, customer handling (correspondences

customers statement of account) quality of services must be tops in

the banks list of privities. B o o - \

—y
Ty
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