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Abstract
The environment where financial services are marketed is becoming more

compelitive and this had made the task of marketing of financial services

1"ncreasingly challenging and highly specialized as aresult of the unique features of
financial products and services. This paper examines marketability of financial

services in a competitive banking environment. It adopted a survey research

design to collect the required secondary information and primary data for this
work. The primary data was collected through a multiple-options and Likert scale
questionnaire that was administered on the staff and customers of the banks under
investigation, while the secondary information were collected from textbooks, and
A/"ourna/s. The study employed correlation analysis and chi- square as analytical
instrument. The results of the study indicate that there is a relationship between
the mar.keting of financial services and customer satisfaction, and it shows that
l‘n)ar{cetmg oriented activities have improved the quality of banks' ﬁnanciﬂ/
services. It was recommended that bank managers should exploit the relationship
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that exists betwee ] '
AVAYA cen marke / ]
SOnitoring oltinoes nar ;« ting of financial products and customer satisfaction )
S o 4 Cads ! : v
o 1.[)][)]'()\‘("))'('n;} ‘ ,;n the 1;( eds of target customers and they should also sust
m 1e quality of financial servi ' limensio

. . s 'y of financial services by tracking all dimensions

dynamisn in the bank operating environment d A
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Introduction
The financial service i in Niocri
bedcvillc:flil;itqlcrvlw industry m‘ngcna and -ther parts of the world had been
1 a number of challenges arising from deregulation, flexibl
: , : ,
exchange rate, .g,lqbal economic meltdown, and frequent chaggc i]r(lmﬁsceﬁxéng
monetary policiesin the recent past. All these combined to produce &ramatic
changes in the op.crationalactivities of the service industry. According to Alabi
(200.?) the most significant trend representing both opportunity and threatin the
banking industryhas been the ever increasing competitiveness of financial
services 1n the mquet place.The Nigerian business environment falls in the high
risk operatmg environment and this simply implies that Nigerian business firms are
operating In an environment that is highly dynamic and susceptible to risk of
failure. Thus, the survival of business firms generally and banks in particularin this
environment depend on appropriate exploitation of marketing orientation and

strategies (Mustapha, Bello & Ahmed, 2015).

ished for the purpose of providing

et market with the primary objective of making
d funds without neglecting the other secondary or
d developing economics, the
of financial sectors

Banks are economic decision units establ

financial services to the targ

adequate returns on the investe
social objectives of their existence. In developed an

banking industry is noted for its significant role in the process

(Ojo, 2001).

Until recently, few managers of the financial services industry accorded the
’ s their counterparts 11 manufacturing

marketing function as much importancca url
industry. Marketing have been misunderstood and even resented by practicing

bankers as simply being advertising and selling whereas, it is really more than that.
To market bank's financial services efficiently, a well-planned marketing strategy
that would make banking services acceptable to the target customers should be

formulated (Kolawole, 2002).

—— i
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Marketing activities of bank financial services are no longer limit

marketing managers alone, but to every member of the Organizationc? 0 the
members of the Board of Directors down to the cleaners in the bankingh rlom the
all have responsibilities of marketing the activities of the bank to the targeta L hey
a desired profit. Marketing strategy in banks require the banks to kngy, J’;bhcgt
customers are? What their needs are? Where they are? What price they are v?_;}{elr
to pay for specific services? What the levels of return on services rendered ar' lin
probably the competitor's reactions? For the bank to successfully sy its ﬁnai?i
intermediation roles and attain its general objectives of profitability, growth a;;
business share of the market in today's competitive environment the adoption ofz;
appropriate marketing strategy becomes increasingly necessary (Buell, 1999)

In today's marketplace, marketing oriented activities is beroming essential for
competitive survival of most organisations. Marketing is now seen as an essential
element in the successful management of a modern financial bank service. Theer
of focusing on one particular product by financial institutions has changed to the
one where most organizations offer a wide range of financial services i
competition with one another and this has made it imperative for banks to explore
and exploit all the resources and techniques that marketing strategies offe
(Adewumi, 2002).

ns to the numeross

Marketing oriented activities provide alternative solutio the DU
< financial instiftut®®

challenges militating against effective performance 9f most ient
in the marketing of their financial products and services. Therefore, € ¢ fipasc
effective marketing of banking services requires the managffme“t 0 fing DX
institutions to appropriately define their target market and design e, therefo®
components that meet their customers' needs. In the light of the aﬁons,i porder @
-lear and effective marketing efforts are highly needed by organtzs at will fold P
succeed in a competitive environment. There is no f)rgaﬂlbq“onwe ght
hands in this competitive environment without thinking of ?hcr fi 2y
marketing strategy. It is as a result of this that banks andbo pringin® &
intensifying their marketing efforts to be markct.lcadcl’S ):1 nd, that .""v’m‘.ﬂ(
products (Aremu, 2003). It is therefore against this backgrouli®s - vire?
¢xamines marketability of financial services in a compe

ine en
(jtive banking®
using selected Nigerian banks as a case study. P
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On the basis of the above, this study seeks to address the following questions:
i. is there any relationship between marketing of financial services and
customer satisfaction.
ii. can marketing oriented activities improve the quality of banks' financi!
services.

Objectives of the study
The main quective.of this study is to examine marketability of financial services in
a competitive banking environment, but the study also seeks the following specific

objectives;
_ to examine the relationship between marketing of financial services and

customer satisfaction.
to determine if marketing oriented activities can improve the quality of

banks' financial services.

Hypotheses of the study

Ho,: There is no relationship between the marketing of financial services and
customer satisfaction.

Ho, Marketing oriented activities do not improve the quality of banks' financial
SETviICeS.

Literature Review and Conceptual Framework Service

Service according to Parasuraman, Zeithaml, and Berry(1994) refers to a set of
characteristics and overall properties of the service which aims to satisfy the clients
and meet their needs, while, Kotler, Armstrong, Saunders, and Wong(2002) and
Kotler and Keller (2006) see service as any activity or benefit that one party can
offer to another which is essentially intangible and does not result in the ownership

ofanything.

Financial Services
Inthe view of Abolaji (2009) financial services are the fiduciary functions provided

by the financial institutions for the promotion of trade, capital investment and other
@nomic_activiﬁm. Financial institution according Abolaji (2009) are concerned
x:h meeting the fmancial net?ds of the people either as an individual or corporate

ity. The American Marketing Association (AMA)(1960) defining servrlpcgs as

— 33
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activities, benefits or satisfaction which is offered for sale or ope
connection with the sale of goods. This 'dcﬁmt.lon was l.aFer redefined by AMa )
those separated, identifiable, csscntlz}lly .mtanglblc activities which ProVvide wap,
satisfaction and that are not necessarily tied tq the sale of a prodgct OT Service, ﬂ*c
productionof a service may or may not require the use.of tangll?le £oods (AM A
1960). On their parts, Kotler and Armstrong (2012) view service as an activigy
benefit or satisfaction offered for sale that is essentially intangible and does py
resultin the ownership of anything.

Provideg i

Characteristics of Financial Service

The characteristicsthat are peculiar to services generally and financial services by
extension according to Kotler and Armstrong(2013), Kumar and Meenakshi
(2013), Kotler (2003), and Onu (2003) includes;

1. Intangibility: Financial services are intangible they carnot be seen, touched
er smelled. To reduce uncertainty, customers look for signals of service quality.
They draw conclusions about the quality from the place, people, price-and
. ¥ C€an see. Banks must put these into consideration_in
designing their marketing strategy to send the right signals about their service

qualitxby presenting its customers with organised, honest evidence of ifs
capability usually referred to asevidence management.

. Inseparability: This means that service cannot be separated from their
provider. Provider—customcr interaction is a special feature of service marketing:
Banks employees should be well traineq to render quality service to their clients®
isgoesalong way in affecting customer satisfaction and loyaity.

. . 10
build reputat Ow ey ¢ provided. Banks should make a conscious eﬁﬂor]tin.
emplo 3 . . ons forp rqvxd,ng better setvice. This can be achieved through U2
ployees training op discharge of quality service
V. Perishabilito. Tr.- is
may not be s: ;Egl‘)tligh‘;imca}? S Service cannot be stored for later use Of Sa'g";ﬂe

irms ) n the demand ; : ctuates 5S¢
firms ofien haye difficult Problems jn hz?nls et e b

unstable, f,

kS
: > of
dling the demand. The nature © tion

. 1 ncrdert
r this feason, this must be put into cons!

| s
B i ——
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when banks are planning their marketing strategy

Marketing

According to Kumar and Meenakshi (2013) marketing is the process of finding out
custor_ncr.nec.ds and serving those needs profitably. They further added that %fou
organisation 1S obgcssgd with looking for profit, it will never find them, but if itairs1
focused on satisfying its customers, profits will come automatically. Marketing is
also defined by Kotler and Armstrong(2012) as the process by which compangieq
create value for customers and build strong customer relationship in order t£>
capture value frpm customers in return. The U.K. Institute of Marketing(1999)
dcf'!n.es marketmg as the management process responsible for identifying,
anticipating and satisfying customer requirements profitably, while, Kotler (2005)
simply defines marketing as a set of human activities directed at facilitating and

consummating exchanges.

From these definitions, we can deduce that marketing is more than selling and that
marketing is a way in which an organization matches its own human, financial and
physical resources with the needs and wants of its target customers in the market

place.

Marketing of Financial Services

The adoption of marketing concepts (o mar e .
manufacturing products has been a much more recent phenomenon. Initially, it has

been argued that service dominant organizations are less market- oriented than
manufacturing firms. Itis also believed that‘when service managers are mter-cstcd
in marketing ideas, they may have found l.nttle help from published work in the
marketing area. Some writers in the service marketing area suggested that the
available ideas are not t00 helpful to marketers of services. For examples, Buell
(1999) suggests that the practice of considering the marlgetir}g of services using t'he
framework developed for tangible goods has limited thlpkmg concerning service
marketing. Also, Grouroos (2002) conduc_:tpd research l-nto t.he service sector in
Sweden and Finland concluded that Traditional marketing literature has little to
offer companies and organizations in the ser\fice sector, while Zeithaml, Valarie,
Bittner and Mary (2000) argued that service marketing requires a different
approach and different concepts compared to marketing tangible goods.

ket financial services as it been done to
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However, there is no doubt that in the past, marketlpg‘ htex;ature COnfineg j,
attention and most of its examples to tangible goods. This idea is MOW changin, ,
some recent literature in marketing recognize the importance of service Marketin,
Also some texts now specifically address. thc.:mscl\{es to the service sector i,
general ora specific sector of service marketing in particular.

As attempts are being made in financial services to maintain high quality apg

increase productivity in the face of competitive pressure and resource constrains
All these encourage the extension of the marketing concept much more into the

financial service sector (Kolawole, 2002).

Also, in the recent time, there has been tremendous change in the services provided
by financial institutions which include: payment methods, borrowing methods,
investment methods and insurance methods in response to wider financial
knowledge, the growth of disposable income and cultural chan ges (Oke, 2012).

Strategy Strategy is a means by which organisational objectives are to be
achieved. The concept of strategy involves matching oreanizational competencies
with the opportunities and risks created by en\-’ironn;ent:il change in ways that will
be both effective and efficient over time (Leonard, 1995). The successful and
profitable matching of these elements in the environment in the opinion of Leonard
's known as the oreanization’s strategy. - Strategy is the creation of unique and

;‘;:}f?g?se activities that_ are different from that of rival firms. In choosing the set of
oy ompany Will have to make 4 tradeoffs because some of the activities

Marketin ies in .

g Str_ategles In Financig] Services The fact that marketing techniques

1 . . ¢ . does
the relationch: ‘ ation in services industry 40
Atonship between banking and marketing, the application 9;

. "ON8 time been restricted to advertising. U‘?‘;}
ce, ina g mdustyy was thought to be synonymous “.“
siearporated in Uniteg sggaq 1 v <ONducted in 1970 by the Knight Associati®’
viewed marketing g l?s s found that o large number of American ba"
p alra i' aS advertisemepg and promotion of good publi¢

* 'c 1 : . . R 1S
Ng consists of principles for choosing target markefs

\ ——
—— Bt
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{0 serve their changing needs, product desi : ,
wants and delivering themata vzl?luc to theccslilg?orz:lr:: :rf(; zcllt(;pnrlggtt tt , t;atlsfy e
(Onu, 2000). Thcrgfore, every bank that desires to succeed in It)hc ma?ket;;:z:::?:n);
adapt to market orlepted operations. However, aggressive marketing of ﬁnanc‘;zl
services 1n a dynamic environment (deregulated environment) with challenging
opportunities and threat like ours becomes imperative. A financial institution must
carve niche for itself in a marketplace characterized by increasing competition

changes in technology, government regulation, tastes and need. All the intemai
dynamic of the organization such as the organizational structures, staff
commitments and technology must be supportive of the marketing strategies and
distributional strategies within the overall business plan of the economy (Gyorgy,
2001). The proliferation of banks and other financial institutions like the mortgage
banks and finance houses and the resultant competition had made the era of the arm

chair, banking uncompetitive and obsolete, hence, it is the only financial institution
ies to anticipate change and market needs satisfying

that has the right capabilities
financial products that can survive in the turbulent operating environment (Alabi,
2005).

Marketing Challenges and Competition in Contrasting Banking Industry
Competition is a tool for survival and growth through customer satisfaction in any

economy where customers have to make a choice among competing goods and
services. This has been a key featurc of the Nigerian economy since independence.
Competition has been fostered by the participation of government in several
economic activities which provide alternative sources to be offered by the private
sector (Ojo, 2001). The free entry-free exist principle of perfect competition
embedded by SAP has given birth to large numbers of banks. This has intensified
competition and has led to high investment within the industry as the new banks
have had to poach on the established ones for their staff (Oke, 2012). Banks have
adopted different strategies to lure targeted customers as cach bank creates a
unique identity, advertise its product and emphasizes the level of modern

technology with which its services are rendered. Old product is rcpac}(agcs,.n.ew
s, new ones introduced with enticing

;)entcs reintroduced with enticing re-p.ackage ; ) e
urn on mnvestment. In order to win and retain customers loyalty anq clicit a
82:: t}“’? response of association from corporate responsibility; unique “fCh"_caf'm:
gns and craftsmanship are now being employed 1n building and fittings 0

branchec
fanches and headquarters (Abolaji, 2009).

—_—— ‘//
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Methodology The population ot" thi§ su{d.\- comprises of flll the 24 ¢ Mmerg;
hanks that are licensed to operate in Nigerian economy and. hstgd onthe ﬂoorotf&*:
Nicerian stock exchange as at 2014, Thc.stud.\' dctcnﬂnuylics its sample Kbie bk\
ad[\pting Gay and Dichl (1992)20% ru_lc which says that 20% of a study Popula,,
is enough as sample size. Hence, 5 commercial banks out of the | lisres
commercial banks on the floor of Nigerian stock cxch:{ngc constitutes the study'y
sample size. These five banks were randomly sclcctcd.from the study's Populatioy
are; Access bank Ple, First bank Plc, GT Bank Plc, United bank of Nigeria Plc gy
Zenith bank Ple. These banks were selected due to their large customer bage and
wide branch network. The choice of commercial banks was based on the role the
ndustry plays in economic development of every nation and Lagos state way
selected as an area of study because it is the hub of economic activities in Nigeria
and most of these banks have their Headquarter in Lagos. A combination of simple
random and convenience sampling techniques were employed in the conduct of
this study. The Simple random technique was used to select the five banks under
mvestigation, while, the convenience sampling technique was used to administer
the questionnaire to the target respondents in banking halls of selected banks. The
administration of the questionnaire was conducted during the banks' peak paying
period, which is usually between the last week of the current month and the firs
week of the following month when the rate of bank patronage is usually higher
among their customers. The study utilizes both primary and secondary data. The
pumary data were sourced through a  structured questionnaire that WS
f:ifﬁ;néi‘;,r F W sourced fomg oy CF (e banks under e t;:;:ll;leiwji:
mater. A tofa] of e e o fk r’g g\d‘nf existing htcmturg. N ed o e
customers of the seloue bmk~‘ n O‘I'I') questionnaires was afim}ms ‘(m)w:b‘
filled and returned and this }e 5‘(?1‘1t Of \\‘1)1 l - One‘hundrcd and t ity on? sti ‘Illiilin‘s
Presents 63% rate of responses. Sixty questio

were administere N s e

only forty g‘\‘z‘\r\ tld to the s;aﬂ of the banks using the same sampling ﬂlt“hf;‘,i'
J SR as correctlv fillad . N = . PN

duestionnaire for he 1, Y filled and returned ang this also represents 7

: . o the
domestic/foreiq bane ’l(:lk f‘taf.t Was distributed on a departmental basT> :St:n-
departments. The u:[i . f\f‘ml}mo“ units, financial services and the “hl{ bject
matter. This stie, “\ 1es of these departments are directly related to thc:lfn' its
‘he analyticq] techn: Y distribution tables and percentages (0 Prff\ .: ar
a:orrcl;xrionarlal\"'siq and Ch; S employed to test the study's hypothes® for
Social Science Qo f hi-square whic, Was run through Statistical P

¢ Software (SPSS version 2

The

N

'S
ackage

— s
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Hypothcses
Ho,: Thereisno relationship between the marketing of financial services and cust
- D ¢ stomer

satisfaction.
Ho.: Marketing oriented activities do not im ~
2 roved the ' financiz
services p quality of banks' financial
The model specification is givenas; Y=P0+ X, +B,X, +B.X, + B X +E
34R3 44™ 4

Where;
Y = Dependent variable representing Customers' satisfaction

X=1 to 4 represent dependent variable representing financial service
marketing variables factors
X1=Competitive Edge
X2 = Service marketing
X3 =Service Strategy
X4 = Quality
distributed with mean 0 and variance 1.

E = Error term, (0, 1) normally
B0, B1,P2,B3, B4 are the parameters to be estimated to fit the regression line.

BO=isthe intercept on the Y- axis.
Data Presentation and Analysis
Table 1a: Customer's distribution by

Frequency

Length of relationship with the bank

[ Percentage

No. of years
29.1

384

Less thana year 44

1-5 years 58
6-10 years 46 30.5
1.9

10 and above 3

100

Total _13}—_____________
Source: Researchers' field surve)’ 2014

The tables above show that a larger Il)1r'0p0r'ttl

rang lationship W1 :

pcrﬁzn&;é 0?3 g{;;rsthﬁ Srf,’ows that th bank hgs been qmactlng more cu_stomcrs

through its mark.etin, activities. TO the bank, this _long time of relationship mean
> d from these peopleare valid and reliable.

that information obtaine

staff and customers fall within the
e customers having a

—_ I
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Analysis of the responscs of staff to questionnajre items

Table 2:
devel ti Agreed m
, T eervice is a welcomed development in ¢ \
Markaing of bank service 18 a W Undecided - \‘m
the industry Dicacreed ) i
There has been an improvement ln‘thc qul‘:llt.y of[(;rf)(_itl{?t G&Z(Tfﬁ‘id - ;12 o
veed by the banks as a result of its marketing activites. n ecide 67 |
offered by the ba Disagreed ) oL
The increase in the bank’s customer basc is as a result of its Szcricch . fg ) i
service marketing activitices. Ll 2]
service marketing Disanrecd 30 —
There is a significant relationship between the marketing of Azrccq 40 889
financial services and customer satisfaction. Undecided 5
Disagreed - -
The benefit of marketing of financial service justifies the @qreeq 38 4
cost incurred in implementing the strategy. undecided - - |
Disagreed 7 158 |
Marketing oriented activities of banks’ financial service Agreed 41 9Ll
lead to competitive advantage in the industry. Undecided 4 8
Disagreed - .
Source: Researchers' fieldwork, 2014
. ) > of
The analysis in table 2 above shows that the overwhelming position response

100% revealed that the presence of marketing of bank service is an establishet 3?
This can be attributed to the importance that the bank attaclis to the provisio®®
cﬂ1c1en§ service via customer satisfaction. o
The majority of the staff respondents with a percentage of 93.3% indlcatee :
agreement to the fact that there has been an excellent change in the P2 and

services since the introduction of j . d products
i 0 elated p
services, f information technology r

Itis ob oL
> ovserved from table 2 apgye that 66.7% of the staff responden®® arrssmd

opinion that there h
: asbeen a : . ustome™ ¢
the introduction of 1 omendous increase in the number of CUS T

mf(‘)r'mati.on tcchnology ha
Waiting time whjcp, most

responses, it wag

" ’ S obse

statement whjle 11_10/"V°d that 88.9% of the staff strongl o
A‘ml

» . . o are " . . e
disagree. With this w(* 150 Supporting the assertion and n0" relatic
> Y can conclude that there is a significant

T o
S T—— g %

B 0208t i
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petween the marketing of financial services ¢ e
though‘t.hc investment in marketing of ﬁnznl?gl Cs‘ésri?ig::esr zz;tlzchﬂon: Even
competitive world is costly, the above response shows that rell; cia fy in this
investment justifies the cost incurred as 84.4% of the respond th rom such
benefit far outweigh its cost, pondent agree that the
From table 2 above in_fqrence can be drawn to the impact of marketing of financial
service on the competitiveness of the bank as all the respondents agreed that it h;S
given the banks an edge above other banks in the industry.

Table 3: Analysis of customers' response to the questionnaire items.

F_ : F LA
The presence of information technology as an Acreed 100 66.2
important consideration in customers’ choice ofbank. | Undecided 42 278

Disagreed 9 6.0
Assessment of customers’ response on their awareness | Yes 14?2 933
of the availability ofmarketing strategies for products | Not Sure - :
and services oriented. | No 9 67
Assessment o f customer responses to the level of Recularly 70 46.4
patronage as aresult of banks marketing strategies and | Not reeunlarlv 44 29.1
related service Indifferent 37 24.5
The adoption of effective and efficient marketing Agreed 85 56.3
strategies in the marketing of financial services will Undecided 56 37.1
lead to increase in their profit margin and growth Disagreed 10 6.6

Source: Researchers' fieldwork, 2014

idate the view that any bank that does not have
loses out in the market because 81.9% of the
nsideration in making their choice of a bank.

This is an indication of the increased sophistication of Nigerian bank customers.
93.3% of the respondents are aware of the banks' marketing strateglics on product
and service oriented with only 6.7% of customer respondents not aware of its
presence. Inference can be drawn that the 6% are not aware because they may be
low-income earners or illiterate who does not know how to read or write.

The table 3 above shows that 46.4% of the respondents actually patromzf}:] ylhezbgarllloc/s
egularly because of the marketing strategies put in place byothe bapkds'tv_\vf ile e 0;
&t aware but they do not visit the bank regularly and 24.5 % are 1nd1 tcrc::r e
€ customers are of the view that the adoption of effective and efficient m keting
tability and this also supported DY

Analysis from table 3 above to val
information technology facilities
customers made it an important €O

ot financial servj i in profi
services leads to increase 1n proitady
another 56 customersand 10 customers disagree with the statement.
\ . e
-
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Test of hypotheses
is 1 . .
gg?)oth%:-‘; re is no relationship between the marketing of financig| SerVices ang -
satisfaction. M
Table 4.1: Model Summary
Adjusted R [ Std Error g
Model R | R Square Square Estim te
1 764° 83 542 204
: Predictors: (Constant), Competitive_Edge, Service~marketing, Sc.vice_Strategy, Qualiy
Table 4.2:AN OVA(b)
Model SumofSquares| df Mean Square F Sig. |
' Regasion 2.800 4 700 [ 14,000 0008
|
Resicual 2000 40 050 |
| Total 4800 44

: Predictors: iti i , Qo
- Hredictors: (Constant) Competitive Edge, Service_marketing, Scrvice_Strategy
Customers satisfaction

g r7om the result in the tables above, the ¢co

) . gi\fgna-‘
is figure ing -efficient of the correlation(r) 57 .
ra. o 1gure indjcate "o
ldemlﬁed . s that there 5

: - - chin betweeh’
a high positive relationship et
Marketin ghp

: i ' - and Cus
Satisfaction, J( »q we%l i(:lf financial services (MFS) variables

. (iﬁi
. . e ldgn !‘
dicates . ent in the 1 qf?
Varables 3]s, bri ¢S that any movement or increm , {0

S
ot 1 G s
Satisfaction, T ngs aboyt 'MOvement in the same direction i o g{,\i
result of () 583 o Juare Which Measures the coefficient of determt! :titi\-'c lij
S‘:Wiccm&rkc ir'f l; Which indicateg that the identified MFS ((;g{“(?t?t v ‘aﬂﬁ\
. C g, erv- . . ] /%0 oyl ‘“S ! ~'
While the ey 41,79, €8Y, Quality) explains about 387 Fs o
i S 4L7% > eXplained by some other vanabpl} the cxP"“in P
~ P Stgnificance of the variables shows that ;» chang® r,;mf
) . 'St(.‘.‘ s . » ’,. tlc i ,_gv

Customer o Sat'SI‘act)ion Zztllxsil(;f Iy Significant in explaining S

- the ¢a

. \'hic ’
lculated F satistic of 14.000°
% /
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than the (.nlu!latcd value of 2.58. Also, since the p value is less than 0.05 the null
h)'pQ(hCSﬁ 1s rejected while alternative hypothesis which gnyg}hé;c is a
relationship between the marketing of financial services and customer satisfaction
is accepted. This finding is supported by the result of the study of Afolabi (200%)
which discovered that a strong relationship exists between marketing of financial
service and customers' satisfaction. i

Hypothesis Tl
Ho:  Marketing oriented activities have not improved the quality of banks’

financial services.
Table 5: Test Statistics

Information Adoption of marketing
Technology Awareness | Patronage oriented services
Chyr Square(a,b) 84331 117.146 12013 56,834
df 2 l 2 2
Asymp. Si1g. 000 000 002 000

a: 0 cells (.0%) have expected frequencies less than 5. The minimum expected
cell frequency is 50.3.

expected frequencies less than 5. The minimum expected

b: 0 cells ((0%) hav
cell frequency 18
le above, all the p —value at both 5% and 1% level of
0.05. The null hypothesis should be rejected while the
alternative hypothesis which says Markeung oriented activities have improved the
guahity of banks' financial services should be z'wccptcd. I'his result is consistent
with finding of the work of Ojo (2001) who.tuund that, marketing activities s
capable of improving the quality of pr_oducl u.ﬂch by the bank and that marketing
aclivities is a catalyst 1o financial service quality tmprovement.

From the result in the tb
significance are less than

Suuunary of findings _ _
From the data presentation, analysis and interpretation, the following deductions

N Yy e

Aprarm e 43
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are made;
L. That a strong positive rclationship CXists bctwecn Marke:
service and customer satisfaction. g of ﬁ“fﬂlu;.‘
L. Marketing oriented activities have Improved the quality Of bapj 3
services, S r'“ancja;
. There is improvement in the qualit

Y of product offere
result of marketing oriented activities,

Information technolog

d by the banks 5,
customer's satisfaction,

Yy plays ga significant role jp Modery, ban
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