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ABSTRACT

Marketing has become essential element in management of a modern
bank. However, for long time banking was a seller's market while
most customers had the impression that they were previlege to enjoy the
services of a bank. Traditionally banking operations were regarded
as a business in which marketing had little or no role to play. The
traditional approach began to change as bankers realise that marketing
has a role to play in any modern organisation, whether such organisation
is profit - oriented or not. Thus, the bankers traditional approach

of been bank oriented changed to customer - oriented in recent years*

This study was undertaken to examine the application of marketing
tools and techniques in banking operations and the extent to which
marketing can improve the efficiency of banking services in Nigeria

through satisfying customers effectively.

Two sets of Questionnaires were administered for customers

and management staff of the two selected commercial banks.

Our findings shows that marketing tools are quite applicable to
banking business as they are to other tangible products. The
research further revealed that majority of customers are aware of wide
range of services provided by commercia banks, but they are not

satisfied with the present banking operations in Nigeria.

It is suggested that the banks should establish formal marketing
department to be carrying out the functions of marketing. That
Commercial banks should fully computerise their branches and its

operations to enable quick counter services for their numerous customers.
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CHAPIER ONE

1.1 INTRODUCTION

Traditionally, banking operation was regarded as 2 business
in which marketing had little or no role to play. However,
marketing is becoming increasingly necessary in today‘'s competitive
banking environment, thus, the traditional role of bankers of just
being collectors of deposits is fast changing to that of service =~
oriented or customer - oriented. The idea that a bank should sit
on the corner passively waiting for customers has gradually been replaced
by aggressive search for depositors. Thus the introduction of

marketing into the banking businesg 1s a recent phenomenon.

Marketing is defined as a Management Process which identifies,
anticipates and satisfies consumer requirements profitably (Nwankwo,

1 2
1987) . However, Drucker (1968)° sees marketing as encompassing
the entire business. Thus, “the aim of marketing is to understand
the customer 80 well that the product tits him and sells itselt; to
result in a customer who is ready to buy. It is also aimed at
satisfying customer needs and desires more efficiently and effectively".

Hence marketing has a universal application and banking is no exception.

Lord Seebohm (1',-!']!3)3 defined marketing as applied to banking

ass

(1) ldentifying present and future markets for services.

(ii) Selecting which market to serve and identifying customers needs
within them.



(iii) Setting long and short-term goals for the progress of

existing and new services.

(iv) Managing the services so as to persuade customers to use them

at a profit, and controlling of success in so doing.

The application of marketing in banking industry is similar to
that of warketing in other service industiries, but marketing in
banking sector is predominantly centred around the provision of diverse

financial services to customers.

Today, the present state of Nigeria economy and as it affects
the financial sector in particular has led banks to take marketing
ag a serious activity which hag hitherto been neglected. In addition,
the present economic scenerio hag made most banks to rejuvenate
their marketing strategies towards aggressive bank marketing. Thus
commenting on the marketing of banking services Derek (1986)1‘
has this to say "as majority of banks operate with in a competitive
environment, with the increasing recognition that successful business
needs not only the careful analysig of a market and its customers

but also a detailed analysis of major competitors".

This development can also be attributed to the growing
sophistication of the Nigerian economy and introduction of Structural
Adjustment Programme in 1986 by President Ibrahim Babangida Military
regime. Also, the increasing monetisation and Cash consciousness
of the economy ag a result of some policy instruments of Structural

Adjustment Programme (SAP), Such as deregulated interest rate,



flexible exchange rate and trade liberalisation to mention a few.
This created keen competition among banks and other financial
institutions for better customerised services. The result

of this cul - throat competition in the banking system necessitated
the application of intelligent marketing strategies, thus
commercial banking's cutting edge for meeting new forms of
competition to ensure their share of patronage and searching out

new opportunities was through effective marketing.

In the past Manufacturing Urganisations have been predominant
in putting large adwrtismnth for the marketing of their products.
The banking industry today has gone into similar commercial
advertisements with a view of enhancing the sales of their services,
For example, United Bank for Africa (UBA) Sponsors the Popular
televigion drama serial " MIND BENDING", Savannah Bank sponsors
the '"Newsline" every Sunday on the television, and the Universal
Bank of Nigeria sponsors the "New Magquarade" on the television

every Wednesday.

This aggressive marketing by Commercial banks, also became
possible due to dictates of the economy which has undergone serious
structural reforms. Among these reforms, was the directive by
the Ibrahim Babangida Military regime in 1990 to all federal and
state Minisiries, Departments and Parastatals (including Insurance
and non~ insurance companies), and the Nigerian National Petroleum
Corporation (NNPC) to transfer their deposit accounts with Commercial

and Merchant Banks to the Central bank of Nigeria (C.B.N.).



Moreso, the bubble in the finance house business spurred
on by the constant complaint by bank customers about poor
quality services and inefficiency and sc accepted the challenge
of competition. According to the Central bank of Nigeria
(CBN) records, the number of finance houses was a little over
100 in 1986. Today as at June 1993, the number of Conventional
banks stood at 129, Of these 67 were commercial banks, while
Merchant banks were 655 and development banks 6. The number of
bank branches also increased to 2,107 from 558, of these 2,023
are commercial bank branches. With increase in the number of
bank branches, the number of persons to a bank branch is 42,003

(0ffoaro, 1983)5.

According to the National Board for Community banks records,
the total number of community banks in the country now stands at
200. Even so, the peoples bank is said to .he operating up to
200 branches nation wide, standing clearly as one of the banks with

the largest branch net work in the country.

The United Kingdom bas one bank branch to 4,000 people,
while India with her 600 million people has one branch to about
40,000 people, United State of America 6,000 and Kenya with
27,000 to a branch. (Adekanye, 1990)°. With this figures,
Nigeria is certainly under banked and some thing much has to be
done in the banking industry in order to enhance the satisfaction

of customers.



Nevertheless, the situation in Nigeria poses serious challenges
to the banking industry, and for the survival of individual
commercial bank in Nigeria, effective marketing and application

of marketing tools and techniques is required.

Given, the above problems and the passive attitude of most
bankers of not being marketing - oriented prior to this era, the
researcher intends to examine the application of marketing tools in
marketing commercial banks services and the extent to which customers

are satisfied.

1.2 Statement of the Problel_n_

Profit making activities in an organisation like a commercial
bank is a function of intelligent marketing strategies which like
military strategies, concerns overall creative attitude which enable
organigation attain its objective of winning the war or optimum
profits. Such strategy in business involves the efforts to
understand and satisfy the needs of both present and potential customers.
In Kotler's view to satisfy customers calls for the application
of marketing Mix which contains different decision units. The
marketing mix which is a combination of four variables that can be
controlled by the fimm as it seek to reach given market targets.
These variables are product/services, the price, the place or marketing
channel and promotional program. Collectively, decisions make

in each of these areas are design to provide the most promiging means



 of meeting the needs of target markets and assuring adequate
dem&nda.7

However, it has heeﬁ cbserved that bnnkléérviééé are not.
ne#uaaarily providod %o sult the need of customers but to puseh the
services to customera with the hope of profit, In practice
therefore, there ip seemingly an absolute neglect of the customer who

should be the focal point in the execution of services,

The banking industiry which wuntil recently concerns itself more
with the range of services it can offer and operational rigidities
can no longer be stood-~by. To neglect the customer in making decisions
pertaining to the type of services to offer, the rate of interest and '
commisgion to chﬁrge. the location of branchea, buildings, computerisa-
tien, level of services Yo be communicated are still very important.
The need to understand the customer wants and desires in the banking
sector ig not only because of_#he compatitive envircnment, but also
because of the need to channel scarce resources into the most productive

arease

The importance of applying the marketing principles in banking
Industry is that the bank will be customer - oriented by finding out

what servicea their customers need and how to satisfy such services.

The following research probleme will be examine in the course

of this study:



(1) Have commercial banks integrated marketing concept into the
banking industry and how the elements of marketing mix are

applied in practice?

(2) Are customers aware of the range and scope of these services

provided by the commercial banks?

(3) Do bank staff have friendly/courteous attitude towards their

customers?

(W) Do customers have difficulties in getting services such as

loans?

1.3 Purpose of the Study

Marketing of banking services goes beyond selling banking
services, The marketing of banking services must perform two
fundamentally different functionsg. 1t mugt attract deposits on
one hand, and borrowers and users of services on the other hand.
This double - sided nature of banking business brings marketing
problems which are more complex than thoase faced by other firms be

they manufacturing or other services.

The main objective of this study is to examine the role of
marketing in the banking sector and to determine the extent to which

commercial banks in Nigeria market their services.



To this end, we shall examine;

(a) The ways of perfomming marketing functions in commercial banks.

(b) The extent to which commercial banks in Nigeria market their
services in terms of employing marketing techniques for
educating their customers, increasing their patronage and

improving efficiency and effectiveness of their operations.

(e¢) The difference between marketing in banks and marketing in

consumer or industrial goods.

(d) "o provide relevant recommendations as solutione to the problems.

1.4 Research Hypothesig

To maintain and improve on its market share a bank employs the
professional services of marketing. There is hardly any unit in
the banking industry in Nigeria today that does not advertise its
services through either the electronic or print media. Various
advertising slogans are used by banks subject to approval by the
central bank of Nigeria. Some commercial banks sponsor television

plays, and outdoors sports.

The banking industry has interest in the identification of its
strengths, weakness, opportunities and threats. The banks are aware
of customersg feeling in the area of services. The accusation of
long waiting hours, irregular rendition of statements of gccounts
uncomfortable waiting facilities, intricate and unprogressive lending

policies and procedures and the unpleasant attitude of bank staff



in terms of courtesy and efficiency.

With increase in the number of commercial baﬁks, bank customers
are now exposed to vast choice of bankers based on who is able to
patisfy their needs. In this regards, most commercial banks are
gearing thelir efforts to wards customer ~ satisfaction o ensure

their survival.

Beihg a profit - oriented enterprise therefore, any commercial

. ‘bank that wishes to carve out a favourable niche for itself should

. accept the over-riding need to saﬁiafy the requirementa of its

market, for it is on its investmentis thai an enterprise exist and

. survive, Despite, the fact that commercial banksg in Nigeria
employ some marketing technigques, the extent to which these techniques

and tools are heing systematically used to eliminate the varicus

;*complaints by customers is unknown.

A statistical hypothesis is usually a astatement about one or
more population distributions and apecifically about one or more

paranetera of such population (Hays, 1973).8

In the words of Osuala (1957)9 "4 hypothegis ig a conjeciural

Statement of the relationship hetween two or more variables.

In appraisal of the above fefinition, we have the null hypothesis
which 1s denoted by Ho snd the alternate hypothesis, Hi, this
hypothesis negates the null hypothesis (Ho) and can be accepied when

Ho is rejected. E;;f5 R
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In view of the problems mentioned before, the following

hypothesis therefore, will be tested in the course of the research.

Hypothesis 1

Hoz Marketing tools and techniques are quite applicable to
banking businegs as they are to the operationg of other business

enterprise;

H1z Marketing tools and techniques are not applicable to banking

business as they are to the operations of other business enterprise;

Hypothesis II

Ho: The potential consumers for majority of banks services in
Nigeria are aware of the nature and scope of these services that are

rendered by commercial banks.

H1s2 The potential consumers for majority of banks services in
Nigeria are so unaware of the nature and scope of these services that

are rendered by commercial banksa.

Hypothegis III

Hos Most customers are satisfied with the preset banking

operations in Nigeria.

Hiz Most customers are not satisfied with the present banking

operations in Nigeria.
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1.5 Scope of the Study

This research is mainly concerned with the corporate
marketing efforts of commercial banks in Nigeria, It is
intended to evaluate how customers are satisfied with banking
services in Nigeria with particular references to two commercial

banks (namely Union bank of Nigeria PLC and Savannah Bank PLC)

in Zaria. town.

Two sets of questionnaires are to be administered:-
Questionnaire A will be administered on a top management personnel
of these banks and Questionnaire B will be strictly directed to

the customers of the selected commercial banksg in Zaria town.

The siﬁdy will focuses malnly on how theme two commercial
banke market their services and the extent of satisfactiog‘gijhloa —

Y Y W Y| R

banking services from the customers point of view.

1.6 Limitations of ths Study

Marketing in banks is a topic on which relevant materials
and publications are scarce. Hangon (1979)10 testifies to
this fact thus "no major work on the subject of bank marketing
in the United Kingdom has been published". Even in United States,
there was such comparative shortage of literature on the subjecte.
The scarcity of relevant materials and publications on the +topic

of bank marketing especially in Nigeria, has constituted a major
limitation to this research.
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Furthermore, the sample size of few selected commercial banks
is assumed to be representative of the entire banking sector, it
is a student research therefore, the researcher is faced with

financial difficulty.

Another major oonstraint, is the lack of willingness on the
part of the managements of these banks to give some vital information
which they said could not be released for the interest of bank's
operations, despite the pledge for confidential treatment of any

information given.

In addition, customers sampled in this research cannot be of
any serious generalization of customers satisfaction of banking
services. Any serious study of customers has to be done on state

to state basis.

However, within these constraints, quite alot was done and
it is hoped that findings of the study would help a great deal, if
not in stimulating the commercial banks, and enlightening readers
about this obscured topic, then in laying a good foundation for

futher work on the topic.
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CHAPTER TWO

LITERATURE REVIEW

241 Historical Development of Commercial Banking in Nigeria

The origin of Commercial banking in Nigeria dates back to the
end of the 19th Century,  When coins came to be used as medium
of exchange in the country. Before this development trade by
barter was the order of the day, Following the era of trade by
barter closely was the use of commodity Currencies, such as Cottm.,
gin, and run as 8 medium of exchange (Okigbo, 1961)1. The coins
in use after the demise of the commodity ocurrencies include spanish
doubloon, American half eagle and double eagle, French Napoleon,

Portuguese manilas, and the Cowry Shell (Okigbo, 1981)%.

. '."'I'he first bank to open branch in Nigeria was African Banking
Corporation of South Africa in Auguat 1891 with Mr, George William
Neville as branch manager. Mr. Neville was before this
appointment a looal representative of Elder Dempstier and Company, _
. a shipping and trading company 111- Nigeria. | The branch was taker; |

over by Elder Dempater and Company in 1893 and was incorporated
as a joint stock company in March, 1894 under the name of bank of
British West Africa (BBWA). In 1957 the bank dropped the
word "British" from it name to become bank of West Afrioca in solidarity

with the changing political scene in the sub~-continent.

In 1894, the Bark of British West Africa (BBWA) was registered
in London with a nominal capital of &£100,000 and tock over the lagos

banking business of the &frican Banking Corporation. The activities
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of the transactional corporations; the financial transactions of

the colonial government; the decline of the barter system and the
increasing acceptance of British currency predicted the need for
more financial institutions in the form of commercial banksa.

Five years after the establishment of BBWA, Paiges trading form

in Eagtern Nigeria under the leadership of royal Niger Company

(Now UAC) established the bank of Nigeria. This bank competed
with BBWA but was finally absorbed in 1912, Anglo - African
Bank was the next commercial bank to be established. The bank
started banking business in 1901 in old Calabar but after a few years

of banking eperations; it went into liquidation (Eyo, 1979)3.

The complete banking monopoly of BBWA (late Standard bank and
now First BANK) came to an end in 1917 when the colonial Bank
established a branch in Nigeria. The colonial bank later became
know as the Barclays Bank, Other foreign commercial banks joined
the two expatriate banks. These are International Bank for West
Africa, Bank of India (Allied Bank), Bank for America (Savannah
Bank) Chagse manhattan Bank etc. Before Indigenisation programme,
each of these banks was a subsidiary of a multi-national banking

firm with headquarters in New York, London and Paris (Okigbo, 1981)“.

The commercial banking sector os the Banking industry in Nigeria

has passed through various stages since 1891 and these ares:

1« The Free Banking Era (1891 - 1952)
2, The pre-central Banking Era (1953 - 1958)
3. The Banking legislation Era (1959 - 1970)
4« The Indigenisation Era (1971 - 1976)
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5« 'The Posf Okigbe .Era .(1977 —I 1985), and

6« The Structural Adjustment Programme Era (1986 -~ 1992).

The foreign banks that were first to emerge in Nigeria
_diacriminated against Nigerians egpecially in the giving of loans
te Nigerian traders, and businessmen, and concentrated their lending
to large Lkuropean traders, uhilﬁ goliciting the Nigerian {raders
for thelr deposita. This state of affairs prompted the desire by

Nigerians to establighed indigenous banks, -

'  :Themﬁsrioé.ﬁ§tween 1925 énd 1959 the yéar Qhen the first Banking
Ordinance in Nigeria came into being a host of indigenous banka were
establighed, numbering about 18 were registered. Of all these
only the National Bank of Nigeria (1933). Agbomagbe, now Wema Bank
(1945), and African Continental Bank PLC (1947) survived, The
rest had gone into liguidation resulting in loss of funds by thé |

depositors and crisle of confidence set into the banking system.

»

Bacauge of the failures of these and ﬁany other banks in the
fourties the then colonial administration invited G.l. paton, an
official of the Bank of BEngland to enquire into banking in Nigeria
and determine the cause(s) of the bank failures.  Paton Studied
the problem and recommended the introduction of bank legislation o
generally regulate banks and protect depositora. ‘this led to the |
firat banking legiglatlion in Nigeria know ag the 1952 Bank Ordinance.
The requirements and controls proppged by the report included recommen=

dation for a grace period of 3 years to allow the banka sufficient
time to meet the regulatory requirements (Ogwuma, 1981).5
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The government also made concerted efforts to harness the
activities of the banks for national development through the issue
and regulation of currency, credit and foreign exchange control,
and the supervision of the financial system. These functions
were the prerogatives of the Central Bank of Nigeria which was
established in 1959, following the promulgation in 1959 of new
Banking Ordinance. Indeed, 1959 can be regarded as a watershed
in the annals of Nigeria banking industry. Not only was the
Central bank of Nigeria establighed that year, but algo, the
foundations of the Nigerian Money and Capital Markets were laid, for

example, in 1959, Treasury Bill Ordinance was promulgated (Coker) .6

The Barback Committee submitted its reports which lead to
establishment of Lagos Stock exchange, investment Company of Nigeria
which was later reconstituted to Nigerian Industrial and Development
bank and other four commercial banks including the bank of the North
were established (Nwankwo, 1988)7.

With the banking ordinances of 1952 and 1958 and the amendments
there to 1961 and 1964 picking the observed loopholes and deficiencies
and eventual banking decree of 1969, Nigerian banking was poised
for a structural take = off in the 1970's. The first decisive
step was taken in 1972 when the Federal Government in 1976 acquired
an additional 20 percent in other biggest foreign banks and 60 percent
in other foreign banks to bring indigenous ownership in these banks to
60 percent. It was during this period also that some state

government established their own state banks (Nwankwo, 1988)8.
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.Thelﬁigeriaﬁ fin%nﬁial ayéfsm.hﬁs.grown phanumenall& in Bize
gince 1960 and so-is the nunber aﬁd variety of institutiocns
therein. From a total of 15 banks with 192 branches in 1960,
the banking 1naustry'has"groun to 129 banks as at June 1993 with

a total network of about 2107 branches nation wide (Otfoaro, 1993)9.

Ag at June 1993 there were 67 commercial banks with 2,023 branches,
Even more impressive has been the growth of rural banking system in
Nigeria through the intrcduction of Peoples bank and Community
Banking Scheme with_the aiq of boosting the rural banking system in

.,'.l_'_' R

the country.

The People's Bank of Nigeriﬁ uﬁidh was introducé in i§89.by _
the Babangida ﬁilitary regime stands up clearly as cne of the banks
with the largeat branch net work of more than 200, According to
the National hoard for Commuﬁf%jmnanks records the total number of
Community banks in the country are more than 200 as at June 1993
(0rfoaro, 1993)."0 | | o

o _ o gy

Moreso, ia the galloping growth of Merchant banks and finance
houses in the country as from 1987 to 1993. Apg at June 1993 the
number of Merchant banks were 55 of which all their head office are
located in Lagos. Also there are about six Development Banks in

the country as at June 1993.
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22 GOVBEEt Influengg

Government has had a pervasive influence in the growth of
Commercial banking in Nigeria. The companies Act of 1960
Strengthtened government control over the activities of banks and
made it mandatory for all companies operating in Nigeria to
corporate locally under Nigerian company law. All foreign
controlled banks were by this obliged to register as Nigerian
Companies. Through the bank act 1969, and subsequent amendments,
government further tightened its control over banks, as the act
required them to render certain periodic reports to the central bank.
That same year, the Central bank of Nigeria issued the first of

what hag since become annual monetary policies circulars.

The Monetary policy circulars are regulatory, and penalties are
prescribed for infringements. The Circulars involve the
imposition of quantitative ceilings on the overall growth of
sectoral distribution of banking system credits, prescriptions of
viable reserve requirements and direct regulations of interest rates
on deposits and lending. Monetary Management in the more
developed economies employ less direct techniques such as open
Market operatory, variable rediscount rates of interests and suasion,
which though effective might not have such automatic impact on the

economy as the direct intervention approach (Ogwuma, 1981)11.

In 1973, the federal Government acquired LU percent of the

equity of each of the three biggest expatriate banks in Nigeria,



thereby, ensuring more involvement in the policy making process of
these banks, by the appointment of their Chairman and of their

directors.

The banks affected were Bardays bank (now Union Bank),
Standard Bank (now First Bank), and United bank for Africa, 1976,
the government took further in the indigenisation policy by raising
the indigenous equity participation in all formwer expartriate

controlled banks to 60 percent, vesting control in Nigerians.

Following the transfer of ownership of these banks into Nigerian
banks is the policy indigenization of management at the policy making
level, which started in 1979 and was completed in 1981, By 1968, the
Central bank of Nigeria had successfully introduced three financial
ingtruments to mobiliged the financial resources of the country for
the government. These include Development Stock (1958), Treasury
bills (1960) and Treasury Certificates (196%). Other instruments
introduced over the years include stabilization Securities Issued to
banks, with a coupon slightly above Savings deposits rates, in order
to encourage them mobilige Savings and bankers unit fund, which wag
designed to control money supply and thus inflation and to channel

surplus funds of banks into eligible government stocks.

Another, instrument introduced in 1977 to strengthen the deposit
base of the bank is the negotiable certificate of deposit (NCD).
Thig instrument is issued by the individual bank, with the permission

of the Central bank, which acts as the negotiator of last resort.
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_ The period from 1977 saw a more determined effort by the
authorities to ensure strict observance of the cfedit guide lines
by bankse,  In a bid to boost credit to the agricultural sector
and buildings of other aubeédfors, for example, banks have been
mandated to devoite specific percentages of their advances to each
of the two sectors. Ag a penalty for contravening this regulations,
any short-fall, beginning from 1978/1979 was required to be deposited
wifﬁ.bentral bank. Such deposits would not count as part of the
~ ppecified liquid assets of the banks and would be interest free.
During 1977/78, the government also made it obligatory for banks to
| devote & minimum of 50 percent of their advances to indigenous
: borrowers. This level wae increased in 1977 to 70 pereent in 1979
of which 10 percent was expected to be channeled to the small scale

enterprise whose annual turnover does not exceed MH500.00.

Az a result of governmént strong desire fo monetise the economy,
commercial bvanks were obliged to open some 200 branches in the rural

- areas within the first phase of the rurel banking (Uzoaga 1981)12.

2.3 Objectives of Commercial Bamkimg - .+ ... 1
The objeotivea of the bommeroial banking-sjatem in Nigeria as
B contained in the proposals of the financial system review commiitiee

- of 197613 and accepted by the government are as followss
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2.
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The banks should actively facilitate the trangformmation in
the rural envirconment by promoting the rapid expansion of
banking habit in the rural and near rural communities, They
will thus serve as paying and receiving stations for hand to

hand currency and provide facilities for remittance to and from

" rural araas. They will provide savings deposits facilities

for their customers and 'thereby help to mobiligse rural savings.
Most important of all, they will sexrve as vehicles for the
creation of credit facilities in the area, this credit will take
the form of equity and loang for small scale farmers and _

enterpreneurs.

While the banks in the past had concentrated on short - term
lending although some of thiz leoans frequently acquire the
character of long term capital, they should increasingly
undertake more medium and long term lending designed as such.
The designation is imi:ortant because it enables the borrower to
undertake the longterm invesiment planning for the application

of the proceeds of the loana.

They should conform to all raticnal objectives and identify
fully with XNigerian aspirations by taking a more active part

in financing of the economic programmes of national priority.

Decision making in the main commercial banking sector most be -
localised. This would remove the possibility of our major
banking ingtitution being manipulated to the disadvantages of

the Nigerian economys
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5 The commercial banks should use a significant part of their

profits to improve the quality of the services they offer.

These five objectives constitute the main ends towards which
comperclal banking operations and activities in Nigeria should
meet., 1t can be seen ffo& the proceeding discugsion on government
influence in the banking sector that government regulation and
supervision of the banking system have been geared towards meeting
these objectives, The rural banking scheme and indigenisation
of commercial banks are examples of positive steps which the
government has taken towards attaining these objectives of which

profitabllity is a crucial target.

24 Commercial Bank Operations

Banks by nature of their operations occupy a stirategic position
in any economy. Our country is no exception as Nigerlan banks

occupy top positions in terms of assets and by implication

profitability.

[} E

For marketing huge profit at the height of recession which has
not been matched by comparatively high level of efficiency, Nigerian
banks have often been criticised by the various publice they serve.
Therefore, the izsue of improvement in customer services in the
country's commercial banks has become a matter of crucial national
emcem. In an effort to revamp the economy and revelutionise the
banking system, the former milifary regime under president Ibrahim

Babangida introduced a number of measures through the Structural
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The expectation that the new interest rate strugture will
boost invesiments and facilitate the much desired growth and
development of the economy, may pose unpleasani operational and
efficiency of the cummercial banks which have already started

sending gome packing,

However, commercial banke ag profit making veniures must strive

through their operations and innovativeness to maximised their profite

— . T - o

in this orde

245 Structure of Nigerian Commercial Banks

The siructure of commercial banking in Nigeria is similar to
that prevailing in the United Kingdom, hat is, the branch banking
gystem which is also practice in moat of the Weatern Countries
{Adekanye 1936).1u Branch banking is characterised by a single
banking company conducting operation at two or more places. It
has a wide network of branches extending throughout the country,

with branches controlled from head offices.

Bowever, the United states has a unique banking system with a
unit banking system that is numerous individual local banks., Unit
banking permit banking serﬁicoé to be provided by a single offioce
institution,  Hence banks in United States are affected either to
federal or atate regulatory control, and in sowe matters both,

However, in Nigeria banks are subject to uniform lawg.

T R
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""" Gommercial banks in Nigeria can be classified into twos=

tﬁé purely Indigenous banks, owned whotly by Nigerians (governments
and individuals), and the mixed banks with a majority indigeneous
shareholding (at least 60 percent equity) and minority foreign

interests.

Having discussed the operations and structure of commercial
bankg in Nigeria we would now consider the various banking services

rendered by commercial banks and thelr characterisiics. - -

2.6  Banking Services

Adekanye (1981;)15 has aptly categorised services provided by
Commercial banks in Nigeria into twos~ Services Provided to

Individual Customers and Services provided to organisational cusiomers.

. However, Commercial banke are in business to render services
'Edth to indlvidual customers and orgenisaticnal customers at a profit.
According to Afolabi and Akpaso (1985)16 these services provided
are divergent by the quality and depends on the degree of development
of a country's financial system. To them the bank gervices could
be grouped intes |
1« Deposit collections

2 Financial Services _

3.  Provision of Credlt facilities

L Foreign Services S FaowiL
B« Money tranemission services

6. Services to place or times
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24641  Deposit Collection

One of the numerous services provided by commercial banks in
Nigeria is deposits collection. The way deposits are collected

are discussed below.

(a) Curremt Account

Current accounts are opened so that cheques can be paid into
them drawn on. No notice is required before money can be
withdrawn from a current account, as such deposits in a current
account are said to be repayable on demand. Thus a current

account is also called a demand account.

Before a customer open a current account he is required to
provide proper references. Debit and Credit entries are posted
to the account on the day of the transaction, with the net balance
shown at the close of business, Banks in Nigeria recently

paid no interest on credit balance accounts,.

The customer is expected to maintain credit balance in his
account except where he has been granted overdraft facilities.
When a bank grants a customer an over-draft facility, a limit is
usually set up to which he can draw. Security may be required
to support the overdraft and the customer is charged interest
on such facilities. Besides banks also charge fees for

services rendered to current account holderse
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(b) Deposit Account

This account is operated for customers who want to earn interest
on their money. The account holder can deposi t and withdraw
funds on short notices by using standard deposit and withdrawal

forms supplied by the bank.

In practice bank do not insist on any notice before withdrawal
can be made. It is relatively easy to open a deposit account
since no references and cheques books are required to operate the
account. A fixed deposit account is often opened for a period
as may be desired by the customer. The bank pays interest on
such deposits. The interest rate fixed for these depositors
is between 12 percent - 15 percent as at January 1994.

Deposit accounts are also, called time deposits. Un like
current account, no overdrafts are allowed on time deposits.
However, they are operated for a period of time say 9 months

or one year and interest is fixed.

(¢) Savings Account

Saving accounts are operated by means of a pass book in which
credit and debit entries are entered in accordance with deposits
and with drawals respectively. Like deposit account no
cheques book is required to operate it, Fund can be deposited
and withdrawn using withdrawal forms. Savings accounts attract
interest at a fixed rate and funds can be withdrawn at anytime

the bank is open without notice.
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24642 Finaneial Services

Commercial banks in Nigeria among it numerous services
rendered financial services. Such as Safe Custody, Status

inquiries and business advice.

(a) Safe Custody

Commercial banks in Nigeria provided custody services for
customers valuables such as government stocks, share certificates,
life assurance policies, certificates of occupancy (official
tittle to Landed property), examination question papers, wills
and jewellery. Such property can either be deposited in

sealed boxes or envelopes, with the contents unknown to the

bank officials or made open when the articleg are listed and

signed for,

The relationship arising from safe custody is different
from that between a banker and a customer. The transfer of
goods to gomeone for a particular purpose, for example, for
safe keeping is a bailment and the bank in question is a bailer.
The bank does not, for instance have any lieu or right over the
safe custody property in relation to a customers overdrawn

account.

A banker enters into a contract of bailment when items are
recelved from customers for safe custody. If the bank charges
for the services, he is a paid..bailer if not becomes a gratitude
bailer, In law the paid bailer is expected to show greater

care in the bandling of the Safe Custody items.
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(b) Business Advice

ﬁusiness advisery gervice is primarily aimed at assisting
small seale enterpreneurs to develeop their businesaea in
. quch a way that they can atiract financial suppori from bank,
| The enterpreneurs are taught how to introduce proper accounting

sysiem and good record keeping for all their iransaciions.

{¢) Status TInquiries o
A customer can give his banks nawe(s) to a suppller or another
bank for reference purposes. In such a case, & request is sent
to the customer's bank for brief agsessment of the customer's

" financial standing,

The benefit that customers derive from this service is that
the bank's view or assessment of another customer can assist
the 1nquirer to arrive at a decision regarding the inquireer's
financial position, behaviour end prudence, Such informations
are crucial when financial contracts and agreements based on

trust are being made.

CLi

24643 Provision of Credit Facilities

This is one of the most important function which the coﬁmercial
.bahks rendered to its customers. By so do@ng commercial banks are
rendering a great soclal perviceg because productlon is increased,
capital investments are expanded and a higher standard of living is

real ised. Types of credit facilities available ares-



(a)

E1l
Loang and Overdraft

The loan facllity provided by commercial banks in Nigeria is
mainly and not excluaive to sole traders and individuals such as

salary eamers to help them over a difficult period or supplement

- the payment of school fees, medical bills and some unforseen

eXpenses. The anount granted is usuwally small and re-payable

at shortest possible time,

L

The amount granted as loan is wade available by transfer from
a loan account in customers name to his/her current account.
At regular intervals, say monthly, transfers are made from the

current account to the loan acocount.

-=In ‘this way the debit balance in the loan accoﬁnt will be
liquidated after a given period of time. Since interest is
charged on the balance of the loan account, irrespective of whether
or not there are surpluses in the current sccount, the loan is
more éxpensi?e than the overdraft at given rates of interest.

Commerclal banks In Nigeria base their lending business on the

concept of the overdraft, which in itself arose from the development

of the ourrent account the lgsuing of cheques, and the banks money
tranasfer system. Since commercial bankg are more interested
in short = term lending, funds advanced on overdraft are in
theory repayable on the ocutstanding balance on a deily bhasis.

To a Saﬁﬁef;'#ﬁ bvér&raft hasg thé advantage of ﬁeing gglf=
liquidating by the normal turnover of account. However, in

practice, an acoount may not saving inte credit for quite szome time.
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Overdraft facilities are usually granted to large corporate
organisations and some medium - small scale enterprises.
However, commercial banks in Nigeria by the natre of their
operations provides only short = loans and overdrafts to their
customers which are usually repayable within one year, Thus
they provide short- term facilities for the fear of default by

the borrowers and working capital design or plan.

(b) Quarantees and Indemnities

1f a shareholder looses his certificate. DBefore a company
consents to such a request, it will want a banker to add his
quarantee to the request to reassure the company of its genuiness.
Duplicates of money related certificates for example share
certificates may only be issued by company affected if a banker

guarantees/Indemnities the issuing company.

(e¢) Performance Bond

'his service is provided by commercial banks to customers in the
building or construction industry where they are sometimes asked
to give performance bond as a guarantee that they have enough
financial resources to carry out the contracts successfully. The
bank would provide this to its deserving customers, when a banker
gives such a guarantee, it usually takes a counter - indemnity
which enables him to claim against the customer in the event of

defaul t.
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2.6el For Servi

Commercial banks also provides some foreign services to its
customers, among these arei= Foreign ocurrency, travellers cheques,

bills for negotiation, documentary credit and bills of collection,

(a) Foreigm Currency

Foreign currencies especially the U.S. dollars and Pound

Sterling are available in limited quantities from all banks in
Nigeria. These can be obtained to meet minor expenses like

taxi or bus fares prior to cashing travellers cheques, when on

a journey abroad. Unused travellers cheques and foreign
currencies can be cashed return fram foreign travel at the issuing
bank. Nigeria's regulated policies by the present Military
administration limits the amount of foreign currency and travellers
cheques that can be obtained and the exchange rate is fixed at
¥22 to 1. The foreign exchange or currencies can be obtained
from the Central Bank of Nigeria and few authorised dealers such
as Union Bank PLC, United Bank of Africa PLC and First Bank

of Nigeria PLC,

(b) Travellers Cheques

Travellers cheque are a form of travel currency giving the
holders the security of a letter of credit and conveniences of
a local currency. Travellers cheques are probably the most
universally acceptable method of payment for overseas travellers
and ended for payment in United Kingdom, the United States of

America and their foreign countries.
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In Nigeria, travellers cheques are normally issued in o
dollars and pound sterling. B They are payable at the )
correspondents of the issuing bank abroad. They are usually
aocepted at hotels, departmental stores etc, The holder of
th;nﬁh;duggfsign them on théir issue. ¥hen they are to he
cashed the holder counter signs them in the presence of the

Cashier who checks the signature before effecting payment.

In case of loss or theft of trawvellers cheques, the issuing
bank will arrange a refund or replacement provided the cheque

were signed in correct place at the time of issue.

(¢) Bills for Negotiation

Y

Cases abound in which the customer who owns a bill may be in dire
need of money for more business; he may request his bank to
negotiante the bill, Thig means that he sells the bill to the
bank, ,.Fhe bank pays the customer the face value of the bill
Minus a discount, However, such negotiation 1s done with the
agreement that if the acceptor fails to pay the bank, the bank
will eclaim from the customer. In such a situation the bank may
ask the cuetomer for security, If it is a documentary bill

the documents will form part of the security.

(a) Documentary Credit

e . R, e T s n e

This is an important forelgn service and it is used where an
exporter is sending goods to say & Nigerlan by sea. The exporter

would do the following:



(e)
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- Insure the goods
= Obtain an insurance certificate, and
- Prepare an invoice showing details of the goods and their

cogt,

Immed iately these are done, he/she would proceed to send the

goods during which a bill of lading must be obtain from the

ship's master. The ingurance certificate, the bill of lading
and the invoice, form the necessary papers required for such
documen tary credit. Since the Nigerian importer cannot claim
the goods without the bills of lading, the documents are torwarded
to him through a collecting bank (correspondent bank), by the

quickest possible means.

The arrangement gives protection to both the exporter and the
importer. The importer will be able to study the documents
and make sure that the quantity, cost and description of the
goods are in conformity with the original contract. The

exporter on the other hand, retains control of goods are in
conformity with the original contract. ‘I'he exporter on the
other hand, retains control of goods until he/she is paid,

becauge documents will not be released until payment is done.

Bills of Collection

In International trade, between persons or corporated bodies, the
bank acts as a link, Exporters can request their banks to
help them collect bills from their overseas importers. ‘Ihe

exporters draws a bill of exchange payable on a specified date
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on the importer. The Nigerian exporter then gives the bill
to his Nigerian banker to collect the proceeds on his behalf,
The bank sends the bill to its correspondents in the overseas
country and request that the bill be presented at the end of

the term for payment. When the proceeds are received, the

customer's account is credited with the naira equivalent.

Insome cases the customer may forward the bill direct to

the importer in the overseas country for acceptance after which

the bill is returmed to him. He then attaches the necessary
documents to the bill when demanded, and passes it to his bankers
who will forward it to the overseas country concerned for payment.
A pill with documents attached to it is called a documentary bill,
If no documents are attached , it is a clean bill, The customer
required to give instructions to the bank as to whether documents

are to be released against acceptance or only against payment.

2ebeb Money Transmission Services

The money transmission services provided by commerd al banks
include collection of cheques, direct debiting, standing orders,

mail and telegraphic transfers and bank drafts.

(a) Collection of Cheques

When a customer receives a cheque in which his/her name appears
as payee, there are three major things the customer can choose

from depending on his/her choice and on whether there is a
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restriction. If there is no reéfrictian, the cuﬁtﬁmar can
collect cash at the drawee bank (the bank on whom the cheque
is drwan), can transfer the chegue to another persom(s) by
acknovwledging the tranafer in writing at the reverse side of the
cheque, followed by his/her usual signature or thirdly by
completing a credit slip and paying it into hig/her acecount in

any branch of any bank,

>

" Howevexr, restriciions are 1mposed'un cheques e¢alled 'crossed
cheques'. A cheque is said to be crossed when it bears across

1ts facé an addition ofs -

{i) The words and company or any abbreviation thereof between
two parallel traneverse lines either with or without the

- words ‘'not negotiable'.

(ii) Two parallel transverse lines simply, either with or
without the words ‘'not negotlable,' +that addition constitute

a crogsing and that cheque is crassed generally.

Cheques can also be crossed espaoialiy io:a banker. Cheques
with restrictions are not cash at a counter, but must be paid in

for the credit of an account, with thg_}pformation supplied,

b et ———
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"~ (b) Direct Dobiting

By the authority 6f a.cﬁstomer, fiﬂancial houses, insurance

. companiesg, and building societies can make a direct claim on the
customer's account, This saves time and extra money that would
otherwise be required if the customey was to order for the

i transfer each time 1t falls due.
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~ (¢) Standing Order

& standing order is a writtaq request from a customer to the
banks to render a service of payments, usually monthly or
anmaally, either for a limited periecd or until further notice.
Such standing instructions might request the bank to make

guch pa&ﬁanta ae and when due to insurance companies, |
business houses etc., iIin respect of subscription to clubs,
asaoclation inatitutaé and 8o ch. thig will be done if

enough funds are available in the account on the given dates.

(d) 3Bank Drafts

A bank draft is & cheque drawn by a branch of a bank on another
branch of the same banke. 1t 1g iseued on request to a
cuatomer who is compelled to make paywent te a payee who wants

to ensure that the cheque will not bounce.

(o) Open or Caghing Credits

A customer travelling to ancother town to gstay for sometime
to conduct business, work or studying can ask his bank to
egtablish an open eredit for him, The customer's bank
can then arrange with the branch concerned to honour the
customers cheques up to a certain limit, The epecimen
signature of the customer is send to the branch concerned,
This arrangement can alzo be made with a branch of another

bank where it is not represented.
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However, these types of a;rQicés are more practi&able in
developed countries, the use of Camputér Systems in cashing
and Saving at any hour of the day are obtainable in these
countries. But in Higeria where they are available, it is
groasgly under-developed thus_creating appreciable divergence
betwaen the; standard of services available to bank customer in

Nigeria and the developed nations.

The "Cash point" service which was introduce by First

“ Bank of Nigeria PLC though only in Lagos have been severy criticise

by customers for it inadequacles and inefficiencies in itis

operationa.

Mobile Banks

This function of Commercial banking ié found.af fhe initial stages
of rural banking, some banks used to travel inte Villages
providing door to door eervices, . A typical example is the
peoples bank of Nigeria "Mobile b;nking Scheme" which 18
targeted at market trddeers, illiterates in villages, roadside
mechanics and market women who may not have a branch of bank in

his/her area or even lack of awareness for benefits of saving .

his/her money In a bank.

With the galloping growth of finance houseé, many of theh. _
are sald to have graduated from local money savers (locally called
esusu) who call on their largely illiterate clients at homes or
uqushopa to pick their daily contributions, Forma of mobile
baﬁks can algo be seen at organlsed exhibltionsg and trade fairs

where banks erect temporary stands.
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27 Major characteristics of Banking Services

The following characterlatice are applicable to most of the

commercial banking gervices, -

(a) Wide Range of Serviceg and Producis

Banks offer a very wide range of products and services to meet
8 varlety of financial and related needs from different customers
~ in different areas. On one hand it provides a gpecial one-off
. management service for an Industrial Customer and on the other
hand a retail seryice covering money receipts, shortage, supply

and transmission.

TR B

(b) Intengibility

Banking services, except in partlcular instances, meet a general
rather than a gpecific need. Particuiar benefits are not
readily apparent and therefore banks are dependent on getting
thelr meassage aceross to public effectively, and ensuring that

their image and services are attractive.

{e) Lack of Special Identity

Another feafﬁfelof bénk ﬁervices.is.lack of special idéhtity,
that is hank's service is very much alike fo the public.

The reason for choosen a bank or branch is often due to
conveniences Bach bank must therefore find a way of
distinguishing its identity and impilementing this in the minds

of the public. As the competing products are similar, the
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emphasis is on the package rather than the product. The

package consists of branch location, stetr, services, reputationm,

- udvertiming ana constant innovative services, As major

compaetitors offer similar serviees - the emphasig ahould be on
the promotional toola, rather than on the inherent unigqueness
of a particular bank's services. This is ome of the areas

whers banks should adopt customer - orientation services rather

" . than just gelling of services as a traditional approach,

(e)

(d) Geographical Dispersion

There hag to be a branch net work in any bank of size and scope,

and in order to provide sufficient services to it national and
local ocustomers, its services or promotions must have a wide appeal

and applicationg,

Banks largely get business, 1if they have highly efficient

wide range of products, reputaiion and locaticn.

Inseparability

_As a result of the aimmltapeocus production and distribution

of banks mervices, +ihe main concern of the market is usunally

the creation of time and plaoce utility that ie having the

sarvices availeble at the right time at the right price to the

right customer in the right place (Nwankwo 1958)17 N
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(f) Highly Individualised Marketing System

In Indusirial goods, selected channels of distribution are
established containing several widdlemen. More often than

not the systems are the most efficient. Unfortunately, this

is not the case in the banking sector where you have few traditional
channels of distribution. In bank trensactions the relationship
exigts between the banker and the customer directly and therefore
the bank staffs should show a friendly and courteous attitudes

towards his/her client.

2.8 A Conceptional Approach to Marketing of Banking Services

Most textbooks deal with the marketing of consumers and industrial
products and not marketing of financial services. For this reason,
there is a general misconception even among students of Business
Administration, Finance, Bankers and Practising managers that marketing

has little or no role to play in the banking sector.

2.8.1 What is Marketing

Marketing is a relatively new discipline in business. It is
of ten confused with cne or more of its sub-functions such as sales
or advertising. In 1910, Ralph Starr Butler in a course entitled
"Marke ting methods" explained how he conceilved marketing. "In
considering the whole field of selling I developed the idea that
personal salesmanship and advertising had to do simply with the final

expression of the selling :dea"-18



Uy

However, marketing goas‘beyand pelling and advertiszing.
The 4merican Association of Marketing defines ma rketing as
“"the management process responsible for identifying, anticipating
and satisfying customer requirements profitably™. 19 1444
¢bvious from this defination that marketing involves sensings
servicing and satisfying the needs and wants of conaumers at a profit
to the organisation, - B -

Marketing grows mlowly and tends ioc pasa through five diatinctivn_
stages:  The atages are discussed belov in the context of the |

banking industry.

Before the mid = 1950s, in United States, banks had no
understanding or regard for marketing. Banks were supplying needed
services and did not have to make a case for checking accounts,
savings, loans or safe deposlt boxes. The bank building was created
in the image of a Greek temple caloulated to Impress the publie
with the banks importance and solidity. The interior was austere
and the sellers rarely smiled. One lending officer arranged |
hig office so that a prospective borrower would sit across from hia
massive desk on a lower chair than his own. The office window
was located behind the officers bank and the sun would pour in on
hopeless customer as he or she tried to explain why he or she needed
a loan, This wag bank posture before the age of marketing

(Kotler 1978).° . . .
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Marketing came inte banks in late 19508, not in the form of
the "marketing concept" but iIn the form of advertising and
promotion concept. Banks and other financial institutions were
experiencing increased cbmpetition for savings. 4 few financial
institutions declded to adopt the marketing tools of the =soap
companies. They establighed budgeta for advertising and sales B
premotion and managed to attract many customers. They competitors |
vere forced into adopting the same measures and carried out or hire

agencies for advertising and promoting their products and s ervices.

The baﬁié that fi?ét.introauoed ncdern aﬁvertiainé and piomotian
goon found out thelr a.dva.ntagg cancelled by the rush of immitators.
'They also learnt :anoi.;}iér.lé‘éégﬁ that attracting people to a bank is
eagy converting them to loyal customers is hard, These banks began
1o formulate a larger concept of marketing, that of trying to pleage
the customer. Bankers had to smile and intericr of banks had to
be redesigned to produce a warm, friendly atmosphere. Even the -

outslide Greek temple architecture had to be changed.

The first bank to implement this c¢hange began to out perform their
competitors in attracting and holding customers. However, their
competitors quicikly figured out what was happening and rushed into
., similar programs. Soon all.banks became go friendly that it was
imposaible for a customer to find an unfriendly bank, Friendliness
became common to all banks such that it lost ite potency as a

determinant factor in bank cholce.

S )
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Banks had to search for a new basis for differential

advantage. Bankers who read professor Leviti's article

.. wMarketing Myopia® (1965) 21 began to realize that marketing

tragcends advertising and friendliness, although these are
important ingredients. Danks are not narrowly in the saving
business but in the business of meeting the varied and changing

financial needs of customers,

These banks began to think in terms of ocontinous innovation
of new and valued customer services, auch am credit cards, Christmas
savings plans, and automatic bank loana. Bank of America, for
examplae, today offers over 350 financial products to its ocustomers
(Kotler 1975)22.- | | |
What happens when all banks offers similar services. They
are forced to find a new basis for distinction. They began to
realize that no bank can be the best bank for all customers. No
bank can offer all products. A ba.nk must choose and examined its

| opportunities and strengths and take a pesition in the market.

There iz a still higher 'eonoept of bank marketing that
represents the ultimate essence of modern marketing.. The issue
is whether the bank has Inatalled effective systems for market
analysia, plamming and control, The marketing concept is a more
recent idea in the histary of exchange relations. The marketing

concept shall therefore be discussed in the subsequent heading.
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James (1972) defines marketing as "that aspect of business
which in any way affecta the attitude of customers towards the
present or future output of that business®.2> It is that part
of enirepreneurial a.ot-ivity which makes production viable and

without it an entrepreneur has no value.

o mw I(1980)2h sees maz-kgt:.n'g Qa "the getting of tné right
gboda o-r servi.cas in the right quantity +to the right place at the
right time and makings & profit out of the cperaticms™, This
defination clearly distinguished marketing from those o¢ther functione
which 1t i often confused. It implies that marketing is a
comprehensive funxtion that concerns every aspect of a product or

service.

While Stanton (1981)2° argued that "marketing"” ig the

creation and delivery of a Standard of living®.

Marketing according to him involves:

(a) Finding out what consumers want _ _
(b) Planning and developing a product or service that will satisfy

those wantai and
e T

(¢) Determining the best way to price, promots and distribute
that product or services. - :
In view of the historical review of marketing to banking and
some definations discussed above, it is essential to state the

functiions of marketings Luoérding to Baker (1979)26, the

functions of marketing can be summarised as comprising of's
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(a) 4nalysing and forcasting of consumer vants and needs, through

market research;

(b) Development and designing products (and services to satisfy
the identified wants;

(¢) Influence demand through design, advertising and promotion; ang
(d) Service which includes distributim, after sales service,

transportation, finandng- etc,

2.8.2 The H;-.r_keti:_a_g Gongepj

called the "Marketing Concept™,

However, Kotler (1978)27 defined marketing concept ag a
hanagement orientation that holds that the  key tagk of the organisation
is to determine the needs and wants of target markets and to adopt
the organisation to delwering the desired satisfactions more
effectively and efficiently than its competitors, Kelly and Lazer
(1969)28 8ees marketing oconcept as a "oustomer orienteq philosophy
of business which focuses all corporate to profitably meet customer

satisfaction", The marketing concept became popular first in the



| In recent times, & societal dimension has been added to

the marketing ooncept. Kotler (1980)29 views the wocietal
marketing concept as a management orientation that holds that

the key task of the organisaticn ie to determine the needs and
wanta of target markeis and to adapt +the organisation to delivexing
the desired satinfacilons more effectively and efficiently than

its competitors in a way that preservea or enhances the consumers
and society's well being, ddvocates of this concept argues
that marke{:ing ig neither an end in itself nor an exclusive preserve
of buginess management, as such ma rketing nmust serve business apg
well as the societal goals, Marketing is viewsd asa social . -
instrumenta through which a standing of living 1s {ranslated to
gociety as a social discipline with comwensurate social responsibi-

lities that cannoi merely be the exclusive concern of companies and

cOnBumers.,

Marketing conaists of a group of activitiea which every
orgenisation combineg to produce what is called the marketing Mix.
The marketing mix however, will be discussed in a later heading

a8 it applies to the marketing of commercial banking services.

2.8.3 Bank Marketing in Nigeria

Clalusi (1936)30 defines marketing of banking services as
Hidentifying and stimulating demand for the bank's services;
meeting that demand by waking available the banking services in

the most effective manner to present and potential customer, and
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However, the concept of bank ma rketing is relatively new in

Nigeria. Agcording to Qguntade (1987)32 until recently ‘'the

“ 0 banks operate in seller's ma rket and this gave xrise to the

phencmenocn of demkatiﬁg". He argued that the Nigerian banker
ip an arm-obair banker who aimed for business and cared 1little

oz nothing about his customers. L

Arguing io the same direction Usman (1986)°> astates that
“the marketing of financial services in Nigeria was oharacterised
by what is ocommonly known Bz ‘arm-chair banking!, where officers
sipply stay giued to their chsirs and waited for the businesa to

¢

come to them™. L e e

Nwankwo (1930)3h in hie article title “effeciive marketing
of financial services in Nigeria® observed that MNigeria today
is o seller's market. I% ia place whers the problem is not selling
but producing becsuse anything and everything sells,  Banking is
no excepiien.,  One would therefore guestion the raticmale for bank

marketing in Nigeria since the country ls in sellers market.

Nevertheless it is pertinent to know that the banking sector

18 no longer aperating under the sellers market again, The short

v o in arw for the finance houge business and more merchant banks with

the structural adjustiment programme introduce in 1986 made the banking
sector compeiitive and the gquestion for mobilising and soliciting

for funds lightens during this pericd, These finance houses
provide in the main, finanoe and back-up services which conventional

Panks are not quite disposed to offer. Such services ineclude local
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2484 Commercial Banking Services and the Application of
Marketing Functions

Marketing is a staff functions “its role is to support bank
management by the provision of marketing information and expertise
(Saidu 1989)31‘. Marketing, therefore informs management, but
management must also inform marketing. Management must determine
the bank's goals and objectives and communicate them to ma rketing
so0 that thq can assist in achievement of these goals. Marketing

can provide a climate In which better decisionas can be made.

In order to function properly, marketing must be profit -
oriented. Marketing camnnot merely pay lip service to cost and
expenses; it must be aware of and continually informed about banks
goals in terms of profits. To achieve this goal in terms of profits,
management should consider marketing ag an important function and

should be part and parcel of the top management priority.

It is also the respongibility of ma rketing to encourage the
bank continually to focus on all customers. This is because it is
vital for the bank to serve its customers in a better, more economical

and more satisfying manner.

Marketing must also be concerned yith all the values that
exist in banking relationship, and these include economic values,

morals values, ethical values and monetary values.

The mwa rketing man is in the unique position of helping to
provide value both to the bank and to the customer. He also stimulate

action between the bank and its ocustomers. From forgoing func tions
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of marketing, one can conclude that the role of marketing is
essentially that of communicating and selling bank services by

motivating and satisfying customers.

2.8.5 Application of Market Mix in Bankin

Kotler (1980)35 defines marketing mix as the set of controllable
variables and their level that the firm uses to influence the target
market". Any variable under the control of the firm that can
influence the level of customer response to purchase a product is
marketing mix variable, Mocarthy {1978)36 popularized a four
factor classification called the four Ps: Product, Place, Promotion
and Price. However, there are seven variables which marketing

mix is made of in the banking services wmarket. These ares-

(a) Product design and Packaging

A product is anything that can be offered to a market for
attention, acquisition, use or consumption; it inc ludes physical
objects, services, personalities, places, organisations, and
ideas. There are great similarities about the services

of fered by commercial banks in Nigeria, thus the task of
product design and packaging calls for putting together a
package of banking services and presenting it in such a way

that it catches the attention and interest of the customers.

(b) Branch Design
Banks are usually retaillers as well as producers of their

servicess It is however, difficult to display a range of
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(a)

- For the ma rketing manager of a manufactured, product, the
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bank service, or to display the readiness to help and sxplain

o I'_l:o the pecple who needed them in a way that encourages

customers to come inside. Nevertheless, bankers should
endeavour to make the office or branch distinctive and
attractive to customers who want to do business face to face

with bank executives.

Pricing/Interaest

The prit.:ﬁ of a banking service is the interest that a bank pays
and receiveas on deposite and advances. However, the price

of interest rate is centrally regulated by the central Bank of
Nigeria. Presentlyl, the interest rete on savers - depositors.
is between 12 - 15 percent and a lending rate of 21% (percent).

Thia meant that the banking industry is esszentially a

'monopolistics in competition that is competition if any is

non-price. But singe the interest rate is regulated in

comeercial bank, the questiocn became that of how much the

bsnks should lend and efficiently and sffectively to attract

" depoglta from it opublic.

Selling

coat of the saleaforce, or that part of its total cost which
can be attributed to the product he manages, is a defined
expenditure to include in his total ma rketing mix. In

marketing of banking services, the face to face selling

rescurces is al the sape time wore important and rather less

S,
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easlly defined and it is harder to allocate the total cost

of mwul ti-purpose staff fairly between selling and administrative
activities. It is important because the banker is a major
part of the service he has to offer. He has a product

in the shape either of specialised access to financial resources
or investment opportunities to match the customers own resources;
but the customers acceptance of the products value will

greatly be affected by his confidence in the reliability of

salesman's advice and his personal probiiy.

Promotion

Promotion is one of the four major elements of the marketing
mix and should company wish to increase sales or stimulates
sales, a direct per suasive communications to buyers should

be used.

Management's task is however, also not easy since promotional

programs must be built around intangible banking benefits. To

overcome these problems, a pramotional programme in a service -oriented

organisation like bank should have three major goals:

To portray the service bemefits in a pleasant and appealing

manners

To differentiate its offerings from those of competitors; and

to build a good corporate image and reputation,
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The fact that the bank is ma rketing intangible services

makes the need to build a sound reputation which is a critical

corporate objective. The instruments of promotion commonly

 referred to as the promotional mix are; Advertising, personal

' '5911ing, Sales promotion amd publicity.  The array of prowmoiional

f;:tools used by most Nigerian commerclal Panks to achieve its

objectives of persuasive ocommunication include space advertising,
television advertising whieh is very popular in this country, speeches
(lectures), media house,publications (journals), Trade exhibitionms,
Corperate publicity through the.media, and corporate identification
programmas e.ge sponsoring canferences, sport contest, television

programmes atc.

It ia however, obvious that commercial banks need to always

have theilr customers in mind in rendering their services and decisiona

) relating to the LPs.

(£)" Public Relations

The principal part if public relations functicn.iéltﬁ ba
carried out, it should be on targel oustomer groups about the
“company and to persuade them to try its producte, through means
other than paid adveriisement, direct mail or direct selling.
In this regard, it oould be regarded as just form of marketing
communications. However, it aleo & wider responsibility
for safe guarding and improving the relationship between the

organisation and relevant environmental faofora guch as
| government and ascciety at large.

B P Y L L IR
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249 Difference Between the Marketing of Banking Services
And the Marketing of other Consumer or Industrial Services

From the forgoing discussion, it can be seen that the principles
of warketing wanufactured products are the same with that of
marketing banking services, however, their application are different.
The below discussion focuses on how marketing services differ from

consumer or industrial products or services.

2e9e1 Feudiciary Responsibility

According to Mclver and Maycor (1980) 3 marke ting has
alwvays a vital element in banking practice through out its recorded
history. Bankers who persuade their customers to entrust personal
or corporate funds investwent are in havier responsibilities than

the sellers of say ovaltime.

The manufacturer who produces consumer or industrial goods
and services has responsibility. Nevertheless, his responsibility
is limited to quality and value of or money of the product of service
concerned. For example it is inconvenient if the Milk goes bad,
the power fails or supplier fails to deliver. But, a banker's
failure to discharge his fendiciary responsibility for safeguarding
customers funds or to provide reliable advice on financial matters

can lead to company's bankruptey or rauin an individual life.

Consequently, the marketing style of a bank can never be as
unhibited as that of, say, the manufacturer of fast - moving package

goods like tooth pastes. It is sensible for the later to say that
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his is a marketing company run by marketing people and that the
production, purchasing and other departments should follow the

lead and satisfy the demands of marketing department.

The qualities of a typical salesman aggressive, hard selling
are not the same as those of bank employees. Without sales no
company can gurvive, but the banker, selling with transations
which may fundamentally affects his customers future, must be more
receptive and aware of his possible consequences of a successful
sale. This does not imply that the bankers will be a less
effective salesman but that his selling style and marketing
programme which is built around him will be differen t. They are

required to exercise caution in dealing with custowmers.

2.9.2 Attracting Deposit

Another important difference between the marketing of banking
services and marketing in other industries is the employment of
marketing functiona not only in the provision of services to
customers, but also in the procurement of the raw materials on
which most of those services are based. The textiles industry,
for example, does not have to persuade its suppliers to provide
it with cotton or components, through which it may encounter
difficulties in obtaining supplies. The bank can buy a proportion
of its raw materialg (Money) on the money market, but an important
proportion of raw materials has to be gained by persuading individuals

to or corporate concerms to deposits their funde with them,
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CHAPTER THREE

RESEARCH METHODOLOGY

3.1 Introduction

This chapter will discuss the procedures adopted in this
research work in general. Different types of data collection
techniques are available in practice, however, for the purpose of
this research, the Questionnaire technique is selected. The
administration of the questionnaires is also discussed and finally

the method of data analysis selected for this research is examined.

3.2 The Research Method or Approach Used

A study of this nature would have been carried out using a survey
or documentary investigation, however, the case study approach is used

for a number of reasons.

The case study method tends to reveal the truth about a particular
group of persons or a group of firms in an industry. Algo, it is
believe that any generalizations made yill be applicable to all

commercial banks in Nigeria,

Moreso, the cost and time involved is minimal when compare to
the time needed for a survey method, the survey method is not only

costly but also time consuming.

3.3  Sawmple Selection

Two Commercial banks are selected namely Union Bank of Nigeria PLC

and Savannah Bank PLC, all in Zaria town. The choice of only these two

65.
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out of many commercial banks in Zaria is not by accident, However,
1t 18 typical of a corporate crganisatiecns been secretive in their
oparations more especially with the present cul ~ throat competition

in the Panking industry.

The choice of these banks is also informed by the fact, that
a large percentage of the Zaria Community are customers of these two

banka. The large proportion of customers enjoyed by these 2

banks makes it easier for the researcher to administered his guestiomnairesa

during the banking hours ccumendabla.

Algo, thess 2 commercial banks provides a complete range of

banking services for thelr customers choice. And the range of banking

‘sexvices in these 2 banks ere similar to that obtain in any of the

commercial banks in the country.

The cheice of these two banks is alsc based on performance and

- Erowth, Both banks are rated among the big four bankas in the

| banking industry.

Justifiable of the choice alsc owns to the fact that, these
banks operate within the same legal and economlic framework of the

panme Soclety as do the other banks.

In addition, customers opinions sampled in thialieaearch across
theae two commeércial banks oan be of any serious generalization of
customers satisfaction of banking services in view of the above -

mentioned reasong.

R
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Mothods of Data Collestion

Guptia (19?9)1 in his statistical methods explained that there
two things whiech muat be carefully considered before starting

work of data ocollectiom. The first is the statecment of the

purpose of inquiry im unambigous terme; and the second is the formula-

tion of a plan of data callection.

Brown (1980)2 in his marketing research thersfore defines

data collections as “consisting of presenting a stimula in form

of verbal questions, cuberatoxy complex activities in a numerous

mixture opr modifications of these situationa into respondent or

subject and recording the response", To him there are basgically

two

sources of data colleotlon = mecondary data apnd primary data,

e e T . e

imary data is the information which is being collected for the

first time by one of the fellowing methoda:

(1) Interviewas

(i1) Questionnairss;

(iii) Observations, and

(iv) Bxperimentation,

 Vhile secondary data refers to information that is obtained rrom

records of all kinds that have been written down. Other methods

include descriptive and historical research methods.

The usage of any of these methods ig deﬁéndent upon a variety of

faé'bors guch as?

(a)
()

. .(._,)_.

The purpose of the research, = .
Time required

The availability of funde
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(d) The accurancy required

(e) The nature of the person conducting the research or investigatiog.

For the purpose of this research work, however, the researcher

is going to use the Questiomnaire method.

elje Questionnaire Method

This is the most widely used of all methods of data collection.
Black and champion (1974)° maintain that generally all types of
questionnaires perform at least two ~ functions. Description and
Measurement; This method consists of a 1ist of questions relating
to the aims of the study and the hypothesis to be verified, which the

respondent is required to answer by writing his/her response.

The fundamental difference between the interview and the
questionnaire is that in the interview, the questions are presented
to the intervieweethe questions are presented to the respondent
verbally and the respondence is verbal, whereas in questionnaires.
Some questions are presented through the medium of printed matter and

the response is in a written form.

.

Questionnaires can be distributed to respondents and collected

from them in three wgqys, namelys:-

(1) ‘The researcher may deliver the questionnaires in person to
the respondents, stay with him to coumplete to the respondents,

stay with him to complete it and collect it thereaftexr.
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(ii) The researcher may deliver the questionnaires in person
to the respondent, to away with it for a while and repeat

the visit to pick it up when completed.

(iii) The researcher may post the questionnaire to the respondents
and wait in his station for the questionnaires to be return

through the post (Mail questionnaires).

Each method has its own merits and demerits, but the last method
is scarcly used in Nigeria because of the attitude of Nigerians towards

posted materials and our poor communication network system,
Some advantages of the questionnaire method:

(1) saves time when population under study is very large

(ii) High income groups and senior executives can be reached more easily
(iii)Mobile information are more easily contacted.

(iv) The method is efficient when the questions are simple and straight

forward (structured undisguised questionnaires).

(v) Anonymity of the informant can be automatically guaranteed because

they don't have to give their names.
However, questionnaire method has some disadvantages as well.

(i) The answers to mail questionnaires have to be accepted as final
results, since there is no opportunity to probe the respondent

beyond the given answer.

(ii) With mail questionnaires, thereé is no way to supplement the

respondents answers by observational data.
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(iii) It cannot be administered to illiterates.

However, the researcher choose the questionnaire method because of
the purpose of the study and nature of the problem of study. The
researcher strongly feels that the only way to assess effectively the
satisfaction of customers in banking services is by direcfly sampling

their opinions. The availability of funds also informed this decision.

Jelje?2 estionnair si

Basically there are four types of questionnaire designi=-

13 Structured non-disguiseds The set of questionnaires here are

direct and straight forward, simple and unambiguous. The
standardized

questions are / this is done because, the respondent

should be able to know the purpose of the study and many reseadhers

recommend this type of questiomnaire design because of its

quality and quantity of data got from it is better and acdurate.

26 Structured Disguised: The questions here are not open to the
respondent, the questions are standard and hag a similar format
to that of structured non-disguised but the content of the

questions are not well known to the respondent.

3« Unstructured non-disguised: This involves rephrasing of

ques tionnaires based on respondent perception. Ugually done
in telephone and personal (i.e. face to face) interviews.
The questions are not standardized, 1t is usually a generalized
questionnaires. One of it set back is poor response from the

respondent in trying to deviate from the main answer.
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Unstructured Disguiseds: The questions are not standard
and content of the questions are not disclosed to the
respondent, Its major disadvantages are data collected
may be inaccurate, poor regponse from respondents and the

questions are generalized.

For the purpose of this research work the questionnaire
is used as the major instrument for data collection, though data
from documents, journals, and library materialsg (secmdary

source) are used.

The atructured non-disguised questionnaires is designed
for each category that is Questionnaire A for top management
of the selected commercial banks and Questionnaire B for

customers.

A total number of 20 copiles each of Questionnaire A was
adminigtered on top management of both banks and 30 copies
of Questionnaire B were administered each on a randomly selected =~
cross section of customers in Union Bank PILC and OSavannah

Bank PILC all in Zaria town.
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3¢5 Method of Data Analysis for the Research

There are many techniques of data analysis, the usage of any
one technigque depends on the purpose of the study, the complexity
and the volume of the data collected. Among the techniques ares
percentages, measures of central tendency, measures of variability

and measures of relationships.

For this study, the percentages is used in analysing the

data collected.

3501 Fercentages

The data is analysed using percentages for the three hypothesis

formulated in chapter one.
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e CHAPTER FOUR

DATA PHRESENTATION AND ANALYSIS

This chapter deals with the presentation and analysis of data
collected from field work. The data collected is presented in

tabular forms and analysed using percentages.
Howaver, the chapter is divided into three main sections namely:

(a) Presentation and Data analysis,

{(v) Discussions of findings,

e ——

(¢} Proof of Hypothesis.

41 Progentation and Data 4Analysls

The data presented here is based on returned questionnaires. Two

v i gets of questionnaires was administered at Union Bank of Nigeria PLC

and Savannah Bank of Nigeria PLC, The firat set of questionnares
{Questionnaire A) was adnministered to fourty (LO) management staff
of the two banks, that is, 20 coplea to each bank and out of this, 17
copies returned from Union Bank PLC, while 18 copies wéfe returned by
Savannah Bank PLC, which gives a total number of 35 completed and

returned questionnaires,

The second set of questionnaires (Questionnaire B) was personally
adminiatered by the researcher on a cross-section of account holders
in the two (2) mentioned commercial banks in Zaria town. 30 copies
of queationnairea B were each administered in the two banks totalling

60 copies. However, 26 returmed questionnaires from Union Bank PLC,

7h
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while Savannah bank PLC returned 28 which gives a total of 5l
completed and returned questionnaires. The responses are hereby

presented below according to the following tabless

Table 1 Presence of a Formal Marketing and Customer
Service department.

Responses No. of Respondents Percentage
Yes 9 26
No 26 Th
Total 35 100

Sources Field Work

The above table indicates that there is a formal marketing/
cus tomer service department for 9 respondents representing 26
percent. While 26 respondents representing T4 percent believe
that there is no formal marketing department in their bank.
However they are of the opinion that the functions of marketing
are been handle by the public relations department and at times

assign to other departments as may be desire by the bank management.

Table 2 Importance of Marketing

Responses No. of Respondents Percentage
Yes 35 100
No - -
Don't know - -
Total 35 100

Sources Field Worke.
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It is seen that respondents are of opinion that marketing is

relevant to banking operations and it is through this that customers

can be satisfied with the serwices provided.

Table 3. Meaning of Marketing

Responsges No. of Respondents Percentage
Selling of services 17
Advert., and sales promotion 9
Public Relations 1 3
All of the above 25 T
Others - -
Total 35 100

Bource: Field Work

Majority of respondents believe that marketing
not only selling of services and public relations,

and sales promotion.

in banks includes

but advertising

Table L. Researching into Customers Needs

Responaes No. of Respondents Percentage
Yes 32 91

No 3 9
Total 35 100

Sources Fleld Work
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32 respondents representing 91 percent are of the opinion that their
bank do conduct research into customers needse. While 3 respondents

believe that customers needs is not undertaken by banks.

Table 5. Relevance of Research

Responses No., of Respondents Percentage
Very important 29 83
Important 5 14

Less Important - -

Not Important - -
Indifferent 1 3

Total 35 100

Jource: Field Work

This data shows that researching into customers needs is of great
importance to commercial banks.

Table 6. Source of Information from Customers Reactions
Responses No. of Respondents Percentage
Salea force L 11
Observation 2 6
Market survey 9 26
Customers enquiry 20 57
Total 35 100

Source: Field Work
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The data above indicate that majority of information about
customers reactions are got from customers enquiry which accounts
for 57% while market survey and sales force contribute 26% and
11% respectively, Also mere observation account for 6% and no

response from other source apart from the aforemention sources.

Table 7. Customers Response for the Services PFProvided.
Regponses No. of Respondents Percentage
Favourable 26 80
Unfavourable 7 20
Total 35 100

Sourcest Field Work

The above responses shows that there is a favourable reactions by
customers for the services provided by the two commercial banks. The
number of respondents is, 20 representing 80% for favourable reactions
while those who express dissatisfaction for the services provided are

7 representing 20%.

Table 8. Prowmoting Bank Services.

Responses No. of Hespondents Percentage

Through Advertisement 5 1L

Personal Selling 7 20

Sales Promotion 3 9

All of the above 20 ST
Total 35 100

Source? Field Work
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The above data shows that most of bank services are promoted
either through advertisement, personal selling, sales promotion,

Most banks use these three ways in promoting their services
simul taneously. This represent about 57% while personal selling

is 20% and advertisement 14%.

Table 9. De terming the Mode of Promotion to Use

Responses No. of Respondents Percentage
Government - -
Competitors 9 26
Cus tomers s 1k
Bank Management 21 60

Total 35 100

Sources Field Work

This data shows that most of the promctions been used by the
commercial banks is determined by the Bank management. This
represent about 60% for 21 respondents. While some bank staff
were of the opinion that competition and customers preferences also
determines the mode of promotion to use. This represent 26% and

1% respectively.
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Table 10, Locating Bank Branch

Responses No. of Respondents Percentage
Bank Management 10 29
Government T 20
Competitors - -
Customers 18 51
Total 35 100

Source 2 Fleld Work

About 18 respondents representing 51% were of the opinion that branch
location is determined by the number of customers both potential and
future ones. While 10 respondents representing 29% indicated
that branch location is determined by bank management. Also,
government through the Central bank influence the location of bank
branch which represent 7 respondents representing 1L%, while

competition has no role to play in branch location.

Questionraire B

Marketing of Banking Services in Nigeria and Customers Satisfaction

For presentation of questionnaire B, 54 completed and returned

questionnaires were received from the two commercial banks choosen.

Table 11, Choosing a Bank

Responses No. of Respondents | Percentage

Bank's advertisement 16 30

Recommendation by a friend 8 15

Personal solicitation by bank staff 26 L8

Other reagsons (Gift, Dev. project ect) N 7
Total 54 100

_____ Source: Field Work
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This table revealed that 26 respondents representing LB%
indicated that customers choose a bank through personal solicitation
by bank staff. While Bank's advertisement and recommendation
by a friend contributes 30% and 15% respectively. Other
reagons stated by ocustomers which made them choose a2 particular
bank is through Gifts 1like Keyholder, Calender, development

projects and so forth.

Table 12. Types of Bank Accounts

Responses No. of respondents Percentage

Current account 17 N

Saving Account 30 56

Fixed Account 7 13
Total 5L 100

Source: Field Work

The above data shows that most of the customers operates savings
account. 30 respondents representing 56%. Also, a good number
of them operates Current account. 17 respondents revealed this

which represents 31% and 7 respondents representing 13 indicated

having fixed account with the two banks.
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This table revealed that 26 respondents representing LBY%
indicated that customers choose a bank through personal solicitation
by bank staff. While Bank's advertisement and recommendation
by a friend contributea 30% and T15% respectively. Other
reagsons stated by customers which made them choose a particular
bank is through Gifts like Keyholder, Calender, development

projects and so forth.

Table 12. Types of Bank Accounts

Responsdes No. of respondents Percentage

Current account 17 31

Saving Account 30 56

Fixed Account T 13
Total 5L 100

Source: Field Work

The above data shows that most of the customers operates savings
account, 30 respondents representing S6. Also, a good number
of them operates Current account. 17 respondents revealed this
which represents 31% and 7 respondents representing 1% indicated

having fixed account with the two banks.
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Table 13. Range of Services Offered by Commercial Banks

that Customers are aware of.

Not Avware | Total | Percen-
Avare tage
Travellers cheques 3 9 12 22
Bills of Negotiation 5 3 8 15
Business advisory Services { | L 11 20
Guarantee and Indemnities L 6 10 19
Safe Custody - 7 T 13
Foreign exchange transaction 1 5 6 11
Total 20 3 54 100

Source s Field Work

The above table illustrate the different types of services
rendered by commercial banks. However, most customers are aware
of these services available at commercial banks. 3 respondents
indicate their awareness of range of services provided as at against
20 respondents who are not aware of these services provided, The
percentage is 63% against 3% respectively. Others mentioned
such gervices as LPO financing, import/export financing loan syndication

among others.



Table 1. Baving difficulties in Getting bauk Services .
guch as Loan

Responses No. ¢of BRespondents Percentage
Yes I R T S A 1
Y ) - w7 1
Total | 5y 100

Sources Field Work_:;

P e

The data shows that 36 reapondénta representing 67% revealed
that they have difficulties in getling bank services, While 18
” respondents representing 3¢ indicated that they don't have difficulties

in getting services such as loan.

Cmttar e e ' . \ . ]

Table 15, .Reason for not Getting Loan

Respanses No. of Respondents Percentage
No access to the Manager e : Ly
Bribery and Cormption : | 9 17
" Red tapism - S T 18
lack of Collaterals 23 L2
Unfavourable referees report o - K -
Nepotism and Tribalism 12 2
Total _ sk 100

Sourcet Fiegld Work -






