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( v i i ) 

A B S T R A C T 

Marketing has become essent ia l element in management of a modern 

bank. However, for long time banking was a s e l l e r ' s market while 

most customers had the impression that they were previlege to enjoy the 

services of a bank. Tradi t ional ly banking operations were regarded 

as a business in which marketing had l i t t l e or no role to play. The 

t r ad i t iona l approach began to change as bankers r ea l i s e t h a t marketing 

has a ro le to play in any modern organisation, whether such organisation 

is p ro f i t - oriented or not . Thus, the bankers t rad i t iona l approach 

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

This study was undertaken to examine the applicat ion of marketing 

tools and techniques in banking operations and the extent to which 

marketing can improve the efficiency of banking services in Nigeria 

through sat isfying customers effect ively . 

Two se t s of Questionnaires were administered for customers 

and management s taff of the two selected commercial banks. 

Our findings shows that marketing tools are qui te 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 commercial banks, but they are not 

sa t i s f ied with the present banking operations in Nigeria. 

It is suggested that the banks should es tabl i sh formal marketing 

department to be carrying out the functions of marketing. That 

Commercial banks should fully computerise the i r branches and i t s 

operations to enable quick counter services for the i r numerous customers. 






































































































































































