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Introduction 
Background to the Study 

arketing of financial services cannot be over 

emphasized because it ensures the survival of any 

firm or bank. Competition within and outside the 

shores of the country brought about by globalization and 

improvement in customer awareness have made banks to use 

marketing as an important tool to increase returns, improve on 

the efficiency of the Nigerian banking system and compete 

efficiently (Ezu and Chris-Ejiogu, 2018). As the economy 

develops and expands around the world, Nigeria is not 

excluded because there are fresh opportunities as well as 

threats that will give no chance for any aim chair banker or any 

banker who is not sound in marketing orientation. But, on the 

other hand, it will favour the advanced banker who is dynamic 

in his skills, frequently evaluating the internal and external 

environment, assessing his competitors, evaluating the threats 

and opportunities to his business and identifying new comers 

in the sector.  
In order to remain in business, most banks strive to have an 

edge in the stiff competition going on in the industry by 

designing and implementing result which would attract more 

potential savers to them which in return, increase the money 

available to them to carry out their business. Promotion is the 

direct way an organization such as a bank attempt to reach its 

public and is performed through the five elements of 

promotion mix strategy advertising, sales promotion, personal 

selling, public relations and direct marketing. (Czinkota & 

Konka, 2013)  
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Before the consolidation, most Nigerian banks concentrated on just the provisions of 

product and services to the detriment of consumers satisfaction. (Olujide, 2009). It 

therefore means that through consumer’s research information banks could develop 

other marketing strategies and mix. However, the promotional programs if properly 

coordinated must be part of a viable market strategy and coordinated with other 

marketing activities. This is because a firm spends large sums on advertising or 

promotions, but it stands little chance of success if the product is of poor quality, 

contemporary marketing calls for developing a good product or service, pricing it 

adequately and making it available to the target consumers. Promotion is an element of 

marketing mix which plays a vital role in the achievement of organizational goods. In 

other words, many banks recognize the need to study other valuable marketing 

communication efforts such as media advertising, direct marketing, public relation and 

internet marketing to achieve more efficient marketing communication (Davis and 

Brown, 2002).  

The fundamental aim is to persuade the active and potential customers of banks to 
transact business on continuous basis. In other to communicate well, banks often have 
advertising agencies to develop effective adverts, sales promotion specialist to develop 
corporate images. 
Thus, the marketing communication must identify the largest audience, determine the 
response sought, choose and design the message. Thus, for the Nigerian banks to survive 
there should be staff competition that compare with banking sector consolidation, there 
is also the need to design and complement well-articulated result orientated promotional 
strategies to remain liquid and competitive for enhanced performance. 
 

Statement of problem 

The problem confronting the banking sector are multi-dimensional, eight local banks were 

reported in 2009 to be struggling to fix non-performing facilities in excess of 300 billion 

employed for analysis of data was the SPSS and descriptive analysis like multiple 

regression and the ANOVA. From the analysis, result showed that utilization of 

promotional strategies by banks highly improves their performance rate and that 

enables the bank to grow significantly. The finding also indicated that promotional 

strategies adopted by banks encourage customers deposit level and increases the rate of 

deposit as well as encouraging banks patronage hence, contributing to growth and 

performance of the bank. Based on the result, the study recommended that Banks that 

do not utilize promotional strategies should adopt and use them for better performance 

in their operations while those that are already making use of promotional strategies 

should also alternate or use other forms of promotional strategies different from what 

they use to have in order to increase the number of their customers and help retain them.  
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naira, part of which was given out as margin loans and the rest granted to petroleum 

product marketing companies owing to the cash in stock pieces and the cash in the price 

of crude oil in the international market and the dropping value of the naira (Fiakpa, 2009). 

However, lack of promotional activities by some banks has made them seem non-existent 

and has also made them exclude the consciousness to their potential customers. 

Promotional strategies engaged in by some banks failed to yield results which have made 

it difficult for them to compete favourably with other major players in the industry and 

have resulted to huge waste of resources. In order to strengthen their liability, position, 

and ability to compete favourably with other major players, those banks are designed and 

implemented to do business and strengthen their liquidity position and overall 

performance. Banks cannot survive without promotional activities because they must 

ensure that their customers and potential customers are aware of their product and 

services from time to time and remain in the consciousness of the general public. Without 

promotional strategies, the customer base of a bank cannot rise. 

 

Objectives of the study 

This research work has the following objectives 

1. To ascertain if Banks effectively utilize promotional strategies to improve their 

profitability performance. 

2. To ascertain if the promotional strategies adopted by banks have impact on the 

bank’s liquidity level. 

3. To determine the extent to which of promotional strategies adopted by banks as 

perceived by customers affect the level of banks’ patronage. 

 

Research Hypotheses  
The following null hypotheses will be tested:  
H0: Banks have not effectively utilized promotional strategies to improve their profitability 

performance.  
H1: Banks has effectively utilized promotional strategies to improve their profitability 

performance.  
H0: Promotional strategies adopted by banks do not have impact on the bank’s liquidity 

level.  
H2: Promotional strategies adopted by banks have impact on the bank’s liquidity level. 
H0: The extent of promotional strategies adopted by banks as perceived by Customers 

does not affect the level of banks’ patronage.  
H3: The extent of promotional strategies adopted by banks as perceived by Customers 

affect the level of banks’ patronage.  
 

Conceptual Framework 

Concept of Strategy   

Strategy in the corporate world most times is formed as business strategy, corporate 

strategy, and competitive strategy. However, it is the form, it certainly can be defined in 
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different ways and some of the definition apply to every business, while other definitions 

are applied in specific organization with other business unit. Kolter (1996) defined 

strategy as ‘’the broad principle by which the business units expect to achieve its 

marketing objectives in a targeted market.  

It consists of basic decision on total marketing expenditure, marketing mix and marketing 

allocation.  

Kosile and Ajala (2012) stated that strategy is a specific pattern of decisions and actions 

that man has taken to achieve an organization`s goal. Ujah (2007) defined strategy as a 

potter of decision in a company that shapes and reveals the objectives, purpose or goals.  

De Mooij (1994) views strategy as one of the important functions of management. He 

stated that strategy is making deals with the riches but on a wider sense refers to how 

collection system called organization establishes and if relevant, changes it basic 

orientation. Strategy is seemed to be concerned with the complex issues of collective 

intention on how organization is composed by many people. 

 

Concept of Service  

According to Kotler and Keller (2006) a service is any act or performance that one party 

can offer to another that is essentially intangible and does not result in the ownership of 

anything. Service industries are everywhere, ranging from government institutions which 

include: courts, employment services, hospitals, postal services, schools and private non-

profit institutions such as; charitable homes, churches, mosques, N.G.Os. e.t.c. Business 

organizations like the airlines, banks, hotels, insurance companies, management 

consulting firms also provide services.  

Nwite (2011), sees services as a primary service, which is a service offered for sales in its 

own right, rather than as an adjunct to or accompaniment of tangible objects. Examples 

are hair-cut, security, consultancy, insurance and courier services. 

Correspondingly, Judd as quoted in Nwite (2011) opined that service are transactions 

where the object of the transaction is under the transfer of ownership of a tangible 

commodity.  

 

The Nature and Characteristics of a Service 

Kotler and Armstrong (2004) stated services have four distinctive characteristics that 

greatly affect the design of marketing programmes: Intangibility, Inseparability, 

Variability and Pershability.  

Intangibility.  Unlike physical products, services cannot be seen, tasted, felt, heard, or 

smelled before they are bought. The person getting a facelift cannot see that result 

before the purchase, and the patient in the psychiatrist/s office cannot know the exact 

outcome.  For instance, prior to boarding an airplane, passengers have nothing but an 

airline ticket and the promise of safe delivery to their destination. Members of hotels sales 

force cannot take a hotel room with them on a sale call. 

Service marketers must be able to transform intangible services into concrete benefits.  
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Inseparability:  Services typically are produced and consumed simultaneously. This is not 

true of physical goods, which are manufactured, put into inventory, distributed through 

multiple resellers and consumed later. In most service industries, both the service 

provider and the customer must be present for the transaction to occur. Customer 

contact employees are part of the product. 

One of the implications of inseparability is that customers and employees must 

understand the service delivery system, since they are co-producing the service.  

Customers must understand the type of account operated by the bank, their opening and 

closing time to be able to patronize the bank (Ikpefan, 2017).  

Variability:  Since services depend on who provides them and when and where they are 

provided, they tightly variable. Some of the causes of services variability are: 

(1) Services are produced and consumed simultaneously and this limits quality 

control. 

(2) Fluctuating Demand: This makes it difficult to deliver consistent products during 

periods of peak demand.  

(3) The high degree of contact between the service provider and the customer 

means that product consistency depends on the service provider’s skills and 

performance at the time of exchange.  

(4) Lack of communication 

(5) Heterogeneity: Individuals differs, there are three steps services firms can take 

to increase quality control: 

(i) Invest in good hiring and training procedure, recruiting the right 

employees and providing them with excellent training is crucial, 

regardless of whether employees are highly skilled professional or low 

skilled workers.  

(ii) Standardize the service performance process throughout the 

organization. This is done by preparing a service blue print that depicts 

events and processes inflow chart, with the objective of recognizing 

potential fail points. 

(iii) Monitor customers; satisfaction, employ suggestions and complaints 

system, customers’ surveys and comparison shopping.  

 

Perishability:  Services cannot be stored. A 180 rooms hotel that sells only 160 rooms on a 

particular night. The 20 unused has no way of attracting revenue the best from not selling 

those 20 rooms is gone forever. Because of service perishability, airlines and some hotels 

charge guest holding guarantee reservations even when they fail to check into the hotel. 

Perishability is not a problem when demand is steady. When demand fluctuates, service 

firms will have problems. There exist a peak and off-peak period for service firms   Example 

during the dry season, the demand for fire insurance is higher than other periods of the 

year. The best way to solve the problem of perishability is to identify the peak and the off-
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peak periods. Once this is done, then the marketer or service provider can do things or 

instigate strategies to match supply and demand of service. 

 

The Impact of Promotional Strategy in Service Industry 

According to Etzel et al (1997), promotional Strategy serves three essential roles in an 

organization and they are to inform, persuade and remind prospective customers about 

the company and its product. In order to facilitate exchanges directly, marketers 

communicate with selected evidence about a firm and its goods, services and ideas. They 

further stressed that promotion plays a comprehensive communication role in marketing 

the services of an organization. It helps organizations to justify its existence and to 

maintain positive, healthy relationships with various groups in the marketing 

environment.  

The degree to which marketers can use promotion to maintain positive relationship with 

environmental force depends heavily on the quantity and quality of information taken in 

by organizations. For example, if an organization wants to influence customers to buy 

particular product, they must have data about those customers and the kinds of 

information they use in making purchase decisions. Thus, successful communication with 

selected audience requires the collection and use of information about this audience. 

Again, according to Nwaeze (2010), promotional strategy has helped in improving 

communication with individuals, groups or organization in the environment to directly or 

indirectly facilitate exchanges. 

In a free market system, promotion has been used as a tool of influence in the feeling, 

beliefs, and behaviour of prospective customers. In an imperfect competition 

characterized by product differentiation, emotional buying behaviour and incomplete 

market information, promotional influences are not strong enough. A company uses 

promotional strategy to provide more information for the decision makers; buying 

decision process to assist in differentiating its products and persuade potential buyers.  

According to Mortimer (2001), promotional strategy has also helped to change the 

location and shape of the demand (revenue) curve for a company’s product and increase 

its sales value at any given price. Promotional strategy is intended to make a product more 

attractive to prospective buyers. 

 

Theoretical Review  

The study is anchored on the ‘Uses and Gratification Theory’ propounded by Katz in 1959. 

This theory argued that people (customers) are attracted to types of service or product 

and the types of content that satisfy their social and psychological needs. The Uses and 

Gratification Theory approach begins with the assumption that a product or services 

cannot have influence on an individual who has no “use” for it in the social and 

psychological context. The Uses and Gratifications Theory assumes that people’s values, 

interests, associations, and social rules are pre potent and people selectively customize 

what they see or hear to these interests (Katz, 1959). The Uses and Gratifications Theory 
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explains why and how people actively seek out specific product and services that satisfy 

their specific needs and would always stick to a product or services that best satisfy their 

need. The use of this theory in this study is appropriate in that when promotional 

strategies are used by banks, customers will always stick to the bank and patronize them, 

this in turn will contribute to the bank’s performance.  

 

Empirical Review 

Some scholar’s studies as it relates to this research work were reviewed.  

 Ezu and Chris-Ejiogu (2018) studied the influence of personal selling on the performance 

of Nigerian banks case studying selected banks. The findings revealed that the utilization 

of promotional strategies by banks highly improved their performance rate and that 

enabled the bank encourage customers’ deposit level and increases the rate of deposit. 

The study also showed that the strategies encouraged banks patronage hence, 

contributing to growth and performance of the banks. 

Mukesh and Vinod (2015) carried out a study on evaluation of promotional strategies 

adopted by ICICI banks in Rajesthan. The data collected were analyzed using the SPSS 

software. The revealed that respondents are satisfied with promotional adopted by ICICI 

banks and that there is difference between demographic profile of the respondents and 

level of opinion on various promotional strategies adopted by ICICI bank. Also, it was 

found that the success of any bank is totally depends upon promotional strategies that is 

planned for the organization.    

Grankvist, Kollberg and Peterson (2014) in their study on the influence of promotional 

strategies on the performance of selected banks in Nigeria noted and found out that all 

elements of promotional mix are used to some extent in promoting banking services and 

such strategy have effect on their performance.  

 

Methodology 

Research Design, Population and Sampling size  

The study employed descriptive survey design. The study population covered the 

entire banks in Edo State, Nigeria. Nonetheless, the target population of this study 

consisted of customers and staff of five selected banks in Auchi namely; Zenith bank, 

UBA, First bank, Unity bank, Fidelity bank and GT bank). Proportionate sampling 

technique was used to get the total number of the respondent from each of the 

banks. The formula is stated below and the sample size was calculated by employing 

the Yamane model (1967) 

Sample size 

      N_    

      =     1 + N(e)2 
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(Where, n = anticipated total sample size; N = population size; e = acceptable error 

term       (0.05). 

n =   204  1+204 (0.05)2 

n =   204  1+204 (0.0025) 

n = 204 

1.51 

n =     135 

 

Model Specification, Estimation Technique, Instruments and Source of Data 

In order to determine whether the dependent variable (banks’ performance) will be 

significantly determined by the independent variable (promotional strategies), the study 

adapted the model used in Enitilo, Ajayi and Famuagun’ (2017) study. Thus, with 

augmentation, the model is stated as follow; 

BP= f (MA, PS, SP, DM, SM) …………………………………………………….…. 1 

Where; BP = Banks’ performance; MA = Marketing advertising; PS = Personal selling; SP 

= Sales promotion; DM = Direct marketing; SM = Sponsorship marketing; f = functional 

notation. 

 

Multiple regression was utilized to analyze and check the connection between the 

dependent and independent variables and appraise the hypotheses, as well as answering 

the research questions and achieve the objective pertinent to the study. 

Stating the equation in (1) as in notation form to econometric form, it therefore becomes 

CP = αo+ β1 MA+β2 PS +β3 SP+β4 DM +β5 SM 2 

Where; αo = Constant, β1 – β5= beta coefficients; e = error term. Other variables are as 

earlier defined. 

Questionnaire was the major tool used for the collection of data for this study. It was 

sourced and obtained primarily through a self-structured questionnaire and relevant 

review. 

 

Results and Discussion 

The multiple regression of media advertising, personal selling; sales promotion; direct 

marketing and sponsorship marketing on banks’ performance in Nigeria 

Table 1: Model Summary of the Regression Analysis 

Model Summary 

Model R R 

Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .855a .826 .699 .468 

a. Predictors: (Constant), media advertising, personal selling, sales promotion, direct 

marketing, sponsorship marketing 



 

TIMBOU-AFRICA ACADEMIC PUBLICATIONS 
MAY, 2022 EDITIONS, INTERNATIONAL JOURNAL OF: 

 

TIJASDR 

AFRICAN SUSTAINABLE DEV. RESEARCH VOL.9 

191 
ISSN: 2067-4112 

Source: Field Survey Report, 2021 

 

The Table 1 indicated that the model had a correlation value of 0.855, which manifests a 

good linear relationship between dependent and independent variables. The Table 

further showed that the goodness of fit (R2) is 0.826 which depicted that 82.6% of the 

changes in dependent variable (banks’ performance) is accounted for by the independent 

variables (Media advertising, Personal selling; Sales promotion; Direct marketing and 

sponsorship marketing). More so, the adjusted R square is 69.9% which further justified 

the fact. The F-test value of 14.696 significant at .000 shows a good explanatory power of 

the independent variables. This showed that the model does not suffer from specification 

bias. 

 

Table 2: Analysis of Variance (ANOVA) 

ANOVAa 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

 Regression 4.115 4 1.029 14.696 .001b 

1 Residual 28.477 130 .219 

 Total 32.593 134  

a. Dependent Variable: Banks’ performance 

b. Predictors: (Constant), media advertising, personal selling, sales promotion, direct 

marketing, sponsorship marketing 

Source: Field Survey Report, 2021 

 

The findings from the ANOVA usually indicate the model weakness or strength. Belle 

(2008) affirm that an insignificant F-test value indicates that the regression model is weak. 

However, table 2 result shows that the F-test value is 14.696 having a significance value of 

0.00 less than 0.05. Since the p-value obtained was <0.05, thus, the F-test is significant, 

therefore, it was concluded that the regression model was good. 

 

Table 3: Regression Coefficients 

Coefficientsa 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

 (Constant) .906 .205  4.419 .000 

 Media advertising .192 .091 .185 2.109 .037 

1 Personal selling .167 .083 .170 2.311 .042 
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Sales promotion .232 .085 .232 2.721 .007 

 Direct marketing .506 .205 .159 2.628 .000 

 Sponsorship 

marketing 

.202 .090 .199 -

2.235 

.027 

a. Dependent Variable: Banks’ performance 

Source: Field Survey, 2021 

 

From the table 3 above, the following regression equation was established CS = 0.906 + 

0.192MA +0.167PS +0.167SP + 0.506DM + 0.202SM 

From the model, the BP (banks’ performance) is 0.906 when other factors (media 

advertising, personal selling, sales promotion, direct marketing, sponsorship marketing) 

were held constant. Marketing advertising has a positive and significant effect on 

development of banking industry which implies that a percent increase in marketing 

advertising will enhance development of banking industry companies by 19.2% increase. 

Therefore, hypothesis one concluded that marketing advertising has a positive and 

significant effect on banks’ performance in Nigeria. The coefficient of the personal selling 

is 0.167 which is significant and positively related with development of banking industry. 

This implies that 1% change in personal selling will positively increase development of the 

banking industry by 16.7%. Therefore, it can be concluded that personal selling positively 

and significantly affects the banking industry in Nigeria. Furthermore, the coefficient of 

sales promotion is estimated to be 0.167 which indicated a significant and positive effect 

on development of banking industry in Nigeria. Therefore, a percent increase in sales 

promotion will bring about 16.7% increases in the development of banking industry in 

Nigeria. The hypothesis that sales promotion positively and significantly influenced the 

banking industry in Nigeria cannot be rejected. 

More so, the coefficient of direct marketing is 0.506 which showed a positive and 

significant effect on banks’ performance in Nigeria. The result therefore implies that a 

percent change in direct marketing will bring about an increase in banks’ performance by 

50.6%. Hence, direct marketing has a significant and positive effect on development of 

insurance companies in Nigeria. Lastly, the coefficient of sponsorship marketing is 0.202 

which showed a positive and significant effect on banks’ performance in Nigeria. The 

result therefore implies that a percent change in sponsorship marketing will bring about 

an increase in banks’ performance by 20.2%. Hence, sponsorship marketing has a positive 

and significant effect on development of insurance companies in the country. Operators 

in the bank service sector are advised to employ the promotional strategies in their 

business in order to affect customers’ patronage and service quality. This result validates 

the empirical findings of Enitilo, Ajayi & Famuagun (2017) whose study confirmed that 
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positive and significant relationship exist between promotional activities and on banks’ 

performance in Edo State. 

 

Conclusion and Recommendations 

From the literature review, the data analysis and test of hypotheses, the following 

conclusions were made. First, it can be inferred from the study that media advertising, 

personal selling, sales promotion, direct marketing and sponsorship marketing positively 

and significantly impacted on banks’ performance of the selected banks in Nigeria. These 

would enhance increase in the financial capacity of the selected banks. This therefore will 

result to a greater increase in banking industry’s growth, sales, size, higher customer base 

compared to other competitors in the industry. Promotion strategy has shown to be an 

avenue of increasing customer base of patronizing the bank’s services, thus, banks must 

cherish her customers by constantly meeting their needs as at and when due in order to 

remain in business. 

Following the foregoing, therefore, it follows that media advertising, personal selling, 

sales promotion, direct marketing and sponsorship marketing significantly affect the 

banks’ performance in Nigeria. Subsequently, the promotional strategy has been 

identified as the backbone of service creation which helps to enhance and attain a 

developmental state in banks. The study recommended that banks should observe that 

promotional strategies give competitive edge that translate to a unique selling point of 

service. Therefore, management of banks should consistently make available to customer 

an appropriate mix of strategies in such a way that it will be easily communicated to 

enhance their values. Also, it was suggested that banks should not sit comfortably in their 

office, rather, be on the go to meet prospective customers with valuable asset, thereby 

approaching them with cost-effective packages and other stimulants in order to attract 

their savings and patronage. 
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