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ABSTRACT 

The banking sector in Nigeria operates in a highly competitive and dynamic environment, necessitating the 

adoption of effective marketing strategies to sustain performance and gain a competitive advantage. This 

study examines the role of marketing strategies in enhancing the performance of Diamond Bank, Nigeria, by 

assessing the impact of product, price, promotion, and place strategies on key performance indicators such 

as customer acquisition, brand loyalty, and financial growth. The study adopts a descriptive research 

design, collecting primary data from employees in Diamond Bank’s marketing and corporate planning 

departments through structured questionnaires. Using statistical analysis tools such as SPSS, the study 

evaluates the relationship between marketing strategies and bank performance. 

Findings reveal that product innovation and promotional strategies play a significant role in customer 

retention and financial stability, while pricing strategies impact customer acquisition and competitive 

positioning. The study further highlights that digital banking solutions and service differentiation contribute 

to long-term sustainability in an evolving financial landscape. The results align with the Dynamic 

Capabilities Theory, which posits that firms that continually innovate their marketing approaches achieve 

superior performance. The study concludes that Nigerian banks must adopt customer-centric marketing 

strategies, leverage digital transformation, and enhance brand visibility through strategic promotions to 

remain competitive. It recommends that policymakers and bank executives invest in market research, 

develop personalized banking solutions, and optimize their promotional campaigns to enhance customer 

satisfaction and financial performance. Future research should explore the longitudinal effects of marketing 

strategies on bank performance in Nigeria. 

Keywords: Bank Performance, Financial Services, Competitive Advantage, Marketing Strategies. 

_______________________________________________________________________________________ 

1. INTRODUCTION 

The contemporary sphere in commercial banks is very dynamic. The changes in the environment have been 

rapid, unpredictable, and far reaching. Thus, economic variables have been complex both in form and 

impacts on businesses cum financial practices have been exhibiting complex behaviours. In other words, a 

customer’s behaviour is influenced by cultural, social, personal and psychological factors and most of those 

are very dynamic in nature (Adeyemi, et al, 2019). Like any other business enterprises, the commercial 

banking system provides services to the public with the aim of making profits. In view of this significant 

role it plays, its importance in the stimulating economic growth and development in Nigeria, cannot be 

overemphasized. 
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The rapid advancement of technology and the globalization of financial systems have significantly 

transformed the banking sector, leading to the emergence of an oligopolistic market structure that intensifies 

competition among financial service providers. This heightened competition has compelled banks to adopt 

robust marketing strategies to maintain their market position and sustain profitability. As financial 

institutions navigate these competitive pressures, both their structural framework and operational models are 

continuously evolving. To thrive in this dynamic landscape, banks must implement effective marketing 

strategies that enhance their service delivery, expand their deposit base, and increase their loan and asset 

portfolios. In essence, a well-crafted marketing strategy enables banks to design and deliver customer-

centric financial services while ensuring operational sustainability and profitability (Abdul, 2017). 

A marketing strategy serves as a structured approach for delivering high-quality financial products and 

services that effectively meet customer needs while ensuring affordability and accessibility through strategic 

pricing, distribution, and promotional efforts (Abolaji, 2016). It encompasses the techniques employed by 

financial institutions to identify, anticipate, and satisfy customer demands in a profitable manner (Abubakar, 

2014). In the banking sector, the ability to sustain efficient financial service delivery is heavily dependent on 

the application of well-defined marketing strategies. 

Financial services encompass a broad range of offerings provided by commercial banks and other financial 

institutions, including bank accounts, investment advisory, import/export financing, money transfers, credit 

and debit cards, among others. Over the years, commercial banks have implemented diverse marketing 

strategies to enhance customer engagement and expand their service reach. These strategies are largely 

structured around the traditional 4Ps of the marketing mix—product, price, place, and promotion. 

Since banking services are intangible and highly customized, their pricing strategies differ significantly from 

those of tangible goods. Pricing in the banking sector includes factors such as interest rates on loans and 

deposits, service fees, commissions, and overall pricing policies (Aworemi, 2017). As a critical element of 

the marketing mix, pricing strategies directly influence a bank’s profitability and market competitiveness. 

Additionally, place strategy plays a crucial role in marketing financial services, as banks leverage various 

distribution channels to enhance accessibility and customer convenience. These include branch expansion, 

strategic branch locations, and the adoption of digital banking solutions such as Automated Teller Machines 

(ATMs), mobile banking, telephone banking, and email banking services. By optimizing their distribution 

networks, banks can improve customer reach and service efficiency, further strengthening their market 

position. 

Despite the significance of the banking sector in Nigeria, many banks face performance challenges due to 

economic downturns and rising non-performing loans. The 2018 financial crisis and the first quarter of 2019 

saw several Nigerian banks experiencing declining profit margins. High rates of non-performing loans 

reduced banks’ profitability, further emphasizing the need for competitive strategies to enhance service 

efficiency and financial resilience. While some banks have adapted well to economic fluctuations through 

strategic marketing, others have struggled due to weak financial management and ineffective marketing 

approaches. The lack of empirical research on the direct impact of marketing strategies—especially pricing 

and place strategies—on bank performance creates a gap in literature that this study seeks to address 

(Brassington, 2019). 

In addition to economic challenges, increasing competition from global banks and digital financial services 

has forced Nigerian banks to reconsider their marketing strategies. A well-structured alignment between 

marketing strategies and customer expectations is crucial for revenue generation, customer retention, and 

long-term market growth. Given that statistics indicate that three out of five Nigerian banks fail within a few 

years of operation (Rotich, 2016), understanding how marketing strategies influence bank performance is 
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essential. The alarming failure rates highlight the critical role of strategic financial management and 

marketing approaches in ensuring sustainability. 

This study examines how marketing strategies affect bank performance, using Diamond Bank Nigeria Plc as 

a case study. Specifically, it evaluates the impact of product, price, promotion, and place strategies on the 

bank’s financial stability and customer engagement. The study seeks to: 

 Assess how product strategies contribute to the financial performance of Diamond Bank. 

 Evaluate the effect of pricing strategies on customer acquisition and profitability. 

 Examine the role of promotional strategies in strengthening brand awareness and customer 

engagement. 

 Analyze how place strategies influence service accessibility and overall bank performance. 

The findings from this study will provide valuable insights for bank executives, marketing professionals, 

policymakers, and researchers. For bank owners and managers, it will offer guidance on optimizing 

marketing strategies to enhance profitability. For marketing agencies, it will highlight the most effective 

approaches to financial service promotion. Policymakers can use the findings to develop new policies that 

improve banking sustainability, while scholars can build on research to explore new dimensions of 

marketing in financial institutions. 

As Nigerian banks continue to navigate a highly competitive and volatile financial landscape, the role of 

strategic marketing in enhancing performance, driving financial inclusion, and improving customer 

satisfaction cannot be overemphasized. By examining Diamond Bank’s approach to marketing, this study 

contributes to a deeper understanding of how effective marketing strategies can shape the future of banking 

in Nigeria. 

2. LITERATURE REVIEW 

Marketing strategy plays a crucial role in the performance and sustainability of financial institutions, 

particularly in highly competitive and evolving sectors such as banking. Among the four Ps of marketing 

(product, price, promotion, and place), pricing strategy is one of the most critical determinants of financial 

performance in banks. The pricing of financial services impacts customer acquisition, service demand, and 

overall profitability. If the pricing of financial products is misaligned with market expectations and 

competitive standards, it can adversely affect sales volume, reduce market penetration, and lead to the 

failure of financial services (CBN, 2015). 

Pricing in banking is unique because it is expressed in monetary terms and involves a combination of 

interest rates, service charges, commissions, and fees levied on financial products. Pricing strategies in the 

banking industry can be categorized into centrally determined and individually determined pricing models. 

Centrally determined prices include financial services whose costs are regulated and published by monetary 

and financial authorities. These typically cover personal current accounts, fixed-term deposits, factoring, 

leasing, exchange rates, and trade finance operations. In contrast, individually determined pricing is bank-

specific and applies to corporate current accounts, currency services, and credit offerings, where pricing 

structures are influenced by institutional strategies and market dynamics (CBN, 2015). 

Several factors influence the pricing strategy of banks, including: 

1. Industry competition – The level of market competition dictates how banks price their services to 

remain attractive. 
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2. Market-induced competition – Customer expectations and financial market trends shape pricing 

decisions. 

3. Perceived value of financial services – Consumers’ willingness to pay depends on the perceived 

benefits and accessibility of banking services. 

4. Market penetration goals – Banks may adjust pricing to expand their customer base or enter new 

market segments. 

Beyond pricing, place strategy also plays a vital role in marketing financial services. Czinkota (2018) 

defines ―place‖ as any method through which a customer can access or receive a product or service. 

Similarly, Gbolagade et al. (2013) explain that place marketing encompasses decisions and tools aimed at 

making products and services available to customers, ensuring ease of accessibility and service efficiency. In 

banking, place strategy includes branch expansion, ATM networks, mobile banking, and digital financial 

services, all of which influence customer reach and service delivery efficiency. 

2.1 Concept of Financial Products and Services 

The terms financial products and financial services are often used interchangeably in banking, yet they refer 

to distinct concepts. Financial products are tangible and measurable, such as deposit accounts, loans, credit 

cards, and foreign exchange transactions. In contrast, financial services refer to the intangible experience of 

how financial products are delivered, including customer support, transaction security, and advisory services 

(Ikpefan et al., 2013). 

Banks strategically market their financial products and services to attract customers, increase their deposit 

base, and enhance overall financial performance. Financial products can be categorized into two main types: 

1. Retail Banking Products – These include savings accounts, current accounts, and personal loans 

tailored for individual customers. 

2. Corporate Banking Products – These encompass more complex financial offerings such as loan 

syndication, equipment leasing, treasury management, and foreign exchange services for businesses. 

Financial services offered by banks have evolved significantly due to technological advancements, leading 

to increased adoption of electronic banking, debit/credit card transactions, mobile banking, and internet 

banking. The intangible nature of financial services presents a unique challenge for banks, as customer 

preferences are shaped by convenience, accessibility, and service efficiency rather than the physical 

attributes of a product. 

The banking industry in Nigeria is oligopolistic, meaning that a few dominant banks control a significant 

portion of the market. This competitive landscape makes marketing strategies a key differentiator among 

financial institutions. Since most banks offer homogeneous financial services, customers often base their 

banking decisions on brand perception, service quality, and technological innovation. As a result, banks 

must adopt innovative marketing strategies to differentiate themselves and maintain customer loyalty in an 

increasingly digital and customer-driven financial environment. 

2.2 Theoretical Review  

This study is grounded in Dynamic Capabilities Theory, which posits that a firm's resources and 

competencies can be continuously developed, deployed, and safeguarded to enhance its overall performance. 
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According to this theory, the marketing strategy adopted by a bank plays a crucial role in determining its 

competitive advantage within the financial sector (Oyeniyi et al., 2013). Specifically, the theory emphasizes 

that the effectiveness of a bank’s pricing and distribution (place) strategies directly influences its ability to 

deliver financial services efficiently. The Dynamic Capabilities Theory is particularly relevant to this study 

as it provides a comprehensive framework for understanding the relationship between marketing strategies, 

particularly pricing and distribution—and the financial service delivery of commercial banks. By leveraging 

efficient pricing models and optimized distribution channels, banks can strengthen their market position, 

enhance customer satisfaction, and improve financial performance. 

2.3 Empirical Review  

Lawal (2014) conducted a study examining the impact of financial service marketing on the performance of 

Nigerian banks. Adopting a case study approach, the research utilized the t-test statistical method for data 

analysis. The findings revealed a significant relationship between the marketing of banking products and 

services and the operational efficiency of banks in Nigeria. Based on these findings, the study recommended 

that all banking units actively participate in marketing activities. Additionally, banks were advised to equip 

their customer service departments with well-trained and experienced personnel to effectively handle 

customer complaints and challenges. Lily (2014) investigated the impact of marketing strategies on the 

business performance of small and medium-scale enterprises (SMEs) in Oluyole Local Government Area, 

Oyo State. Employing a survey research design and analyzing data using Pearson Correlation with the aid of 

SPSS, the study found that marketing strategies—specifically price, product, promotion, place, packaging, 

and after-sales service—had a significant influence on SME performance. Consequently, the study 

recommended that SME operators adopt competitive pricing strategies and improve product packaging to 

enhance their market competitiveness. 

Nguru et al. (2016) examined the relationship between marketing strategies and bank performance in 

Nigeria during the post-consolidation era. Using Data Envelopment Analysis (DEA), the study found that 

product development had a significant negative relationship with profitability, whereas pricing strategies 

positively influenced bank profitability. Conversely, promotional activities and distribution channels (place) 

exhibited an insignificant negative relationship with bank profitability. The study emphasized the 

importance of marketing research in enhancing bank profitability and recommended that banks adopt a more 

customer-centric approach, prioritize relationship marketing, and efficiently manage depositors' funds. 

Nwaeze et al. (2016) analyzed the effectiveness of product marketing strategies on bank performance in 

Nigeria, with United Bank for Africa (UBA) as a case study. The study identified key product marketing 

strategies such as No Wahala Loan, Customer Kinsmen, Asset Finance, Executive Loan, and Borderless 

Banking. Utilizing Pearson Product-Moment Correlation Analysis, the study established that product 

marketing strategies had a significant impact on bank performance, particularly in deposit mobilization. It 

was recommended that banks periodically review their existing product marketing strategies to optimize 

performance. Additionally, the study emphasized the need for comprehensive publicity efforts to increase 

customer awareness and engagement with banking products. 

Oke et al. (2017) investigated the effect of promotional strategies on bank performance using a descriptive 

research design and correlation analysis. The findings indicated a significant positive relationship between 

promotional strategies and bank profitability, suggesting that increased investment in promotional activities 

directly contributes to higher profitability levels. The study concluded that banks should allocate more 

resources to promotional strategies to enhance their market competitiveness and overall financial 

performance. 
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3. MATERIALS AND METHODS 

This study employed a descriptive research survey to evaluate the impact of marketing strategies on bank 

performance in Nigeria. A descriptive research design was chosen because it enables a systematic and 

accurate measurement of the characteristics, patterns, and relationships within the phenomena under 

investigation. This approach provides a comprehensive analysis of the variables, allowing for detailed 

reporting of trends, behaviors, and their effects on bank performance. By focusing on how marketing 

strategies influence bank performance, this study aims to provide insights into the relationship between 

pricing, promotion, and place strategies in the Nigerian banking sector. 

The study was conducted at Diamond Bank Nigeria Plc, with its headquarters in Abuja. The target 

population consisted of staff members from the corporate planning and marketing departments. According to 

records from the bank’s human resource department, the total staff population for this study was 134 

employees. The research focused on these departments due to their direct involvement in formulating and 

implementing marketing strategies that affect bank performance. 

To gather primary data, structured questionnaires were administered to employees in the selected 

departments. The questionnaire was designed to collect data on three key marketing variables: price 

strategies, place strategies, and promotion strategies. A five-point Likert scale was used to measure 

respondents' opinions, with response options ranging from Strongly Agree (SA) to Strongly Disagree (SD). 

The questionnaire was structured into two sections: the first section gathered demographic data about 

respondents, while the second section focused on their perspectives regarding the effects of marketing 

strategies on bank performance. 

The sample for this study consisted of 47 staff members selected from the corporate planning and marketing 

departments. The selection process ensured that only employees with relevant knowledge of marketing 

strategies and bank performance participated in the study. 

To ensure accurate data analysis, the responses were coded, entered, and cleaned before processing. 

Descriptive statistical tools were employed to determine the respondents’ degree of agreement with various 

statements related to marketing strategies. The data collected was analyzed using the Statistical Package for 

Social Sciences (SPSS) version 21.0 and Microsoft Excel to generate quantitative reports. The findings were 

presented in the form of tabulations, percentages, means, and standard deviations, providing a clear and 

structured interpretation of the results. 

4. DATA PRESENTATION AND ANALYSIS 

This section provides a detailed interpretation and presentation of the research findings gathered from the 

field. It includes an overview of the respondents' background information and a comprehensive analysis of 

the data in alignment with the study’s objectives. The findings are discussed using both descriptive and 

inferential statistical methods, ensuring a thorough examination of the research data and its implications. 

4.1 GENDER CLASSIFICATION 

Gender Frequency Percentage 

Male 41 87.2 

Female 6 12.8 

Total 47 100 

Source (Field survey, 2021) 
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Result obtained shows that (87.2%) of the bank staff is male with 12% being headed by females. This 

implies that the bank management were commonly dominated by males. 

 

4.2 OPERATIONAL CLASSIFICATION 

 

 

 

 

 

 

Source (Field survey, 2021) 

The results indicate that 70.2% of the banks surveyed had been in operation for more than five years, while 

19.1% had been in business for a period of two to five years. Additionally, 10.6% had been operating for 

less than a year. These findings suggest that a majority of the banks have established a significant presence 

in the industry, making them well-positioned to provide reliable and informed insights relevant to the study 

topic. 

4.3 MARKETING STRATEGIES AND PERFORMANCE OF DIAMOND BANKS IN NIGERIA 

Product Development Strategies 

This section investigates some of the product stratagem adopted by Diamond bank Plc. The research sought 

to establish the extent to which respondents agreed with the following statements relating to the product 

development strategies. Results are shown below. 

Product Development Strategies    

Strategies Mean std deviation 

Diamond bank offers a trade product line 4.32 0.36 

Diamond bank’s product with a broad market 

appeal 

3.75 0.21 

Diamond bank is efficient in meeting customers’ 

wants 

7.11 0.14 

Diamond bank tests their service to confirm their 

adaptability & suitability to the target customers 

3.85 0.85 

Source (Field survey, 2021) 

The study findings indicate that the majority of respondents agreed that Diamond Bank Plc offers a diverse 

range of financial products (mean = 4.32, standard deviation = 0.36) and that the bank demonstrates 

efficiency in meeting customer needs (mean = 4.11, standard deviation = 0.14). These results align with the 

perspective of Doyle (2016), who emphasized that strong product development capabilities enhance a bank’s 

competitive advantage. Similarly, the findings support Njoroge (2015), who argued that the product 

innovation process plays a crucial role in maintaining quality standards while optimizing costs. Additionally, 

Period Frequency Percentage 

<1 year 5 10.6 

2- years 9 19.1 

>5ears 33 70.2 

Total 47 100 
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the study reveals that Diamond Bank Plc develops and tests its products to ensure adaptability and suitability 

for its target customers (mean = 3.75, standard deviation = 0.21). This finding is consistent with Acquaah et 

al. (2017), who established that product differentiation strategies significantly enhance organizational 

performance. Furthermore, the results align with Otieno (2015), who posited that banks must continuously 

learn, adapt, and reorient themselves in response to the evolving landscape of innovation and market 

demands. 

Pricing Strategies 

The study further explored respondents' views on product pricing strategies, and the findings are presented 

in the section below: 

Product Pricing Strategies 

Strategies          mean std deviation 

Pricing is a basis for competition among banks 4.10 0.14 

Banks have quality means to deliver service to their 

customers 

4.22 0.25 

Bank prices are higher as compared to 

Standard quality 

2.01 0.76 

Market orientation of a product is important for service 

pricing 

3.99 0.15 

Source (Field survey, 2021) 

The study findings indicate that the majority of respondents agreed that the bank has effective mechanisms 

for delivering quality services to its customers (mean = 4.22, standard deviation = 0.25) and that pricing 

serves as a key competitive factor among banks in Nigeria (mean = 4.12, standard deviation = 0.14). These 

results align with the research conducted by Wambua (2014), which identified a strong correlation (0.7) 

between premium pricing strategies and market share growth in the banking sector. 

Additionally, the study highlights that market orientation plays a critical role in determining product pricing 

(mean = 3.99, standard deviation = 0.15). However, respondents largely disagreed with the notion that bank 

prices are disproportionately high relative to standard quality (mean = 2.01, standard deviation = 0.76). This 

finding is consistent with the conclusions of Keprotich (2012), who argued that price skimming strategies 

are designed to maximize sales, particularly for newly introduced products. 

Promotion Strategies 

The study further examined respondents' views on promotional strategies, with the results presented below: 

4.2.3 Product Promotion Strategies 

Strategies  Mean Std Deviation 

Banks use effective promotion strategies 3.75 0.21 

Banks advertise through multiple media 

channels 

4.25 0.22 

Banks integrate activities to meet customer 

needs. 

3.80 0.47 

Bank promotions follow the AIDA model 

(Attention, Interest, Desire, Action). 

4.05 0.14 

Banks innovate with new product designs and 

styles. 

3.96 0.39 



International Journal of Research in Social Science and Humanities (IJRSS), Vol. 6 (4), April - 2025  

https://ijrss.org             Page 129 

DOI: 10.47505/IJRSS.2025.4.10 

Source (Field survey, 2021) 

The study findings indicate that most respondents agreed that banks actively advertise their services through 

various media channels (mean = 4.25, standard deviation = 0.22) and that promotional strategies effectively 

capture attention, generate interest, stimulate desire, and drive customer action (mean = 4.05, standard 

deviation = 0.14). These results align with the research conducted by Ong’ong’a (2014), which emphasized 

that banks should prioritize promotional strategies, as they significantly influence customer acquisition, 

loyalty, and service quality. 

Additionally, the study revealed that banks continuously introduce new services with improved designs and 

styles (mean = 3.96, standard deviation = 0.39). Respondents also agreed that banks should focus on 

customer needs (mean = 3.80, standard deviation = 0.47) and that the adoption of effective promotional 

strategies is essential for business growth (mean = 3.75, standard deviation = 0.21). These findings align 

with the conclusions of Kiprotich (2012), who asserted that promotional strategies are instrumental in 

maximizing sales of new products and services. Furthermore, the study supports the price skimming 

approach, where businesses initially set high prices during the introductory phase of a product or service to 

maximize revenue before gradually adjusting prices. 

Place Strategy    

The research sought to establish the extent to which respondents agreed with the following statement 

relating to place strategies. Results are shown below: 

Strategies  Mean Std Deviation 

Banks are accessible to customers 4.15 0.81 

Banks are reliable channel of distribution for their 

service 

3.95 0.36 

Location of the bank affects performance and 

distribution of their service 

4.20 0.23 

Place strategy outline how and where the bank 

will place on their services to gain market share 

3.65 0.47 

Source (Field survey, 2021) 

The analysis revealed that most respondents acknowledged the significant impact of bank location on 

service performance and distribution (mean=4.20, standard deviation=0.23). Additionally, participants 

strongly endorsed the accessibility of banks to their customer base (mean=4.15, standard deviation=0.81). 

These findings align with Cavusgil et al. (2014), who emphasized that implementing strategic place 

initiatives offers financial institutions a promising approach to navigate intensifying market challenges and 

competitive pressures. Further examination indicated that respondents recognized banks' establishment of 

dependable distribution channels for their service offerings (mean=3.95, standard deviation=0.36). 

Participants also confirmed that place strategies effectively map out the positioning and distribution methods 

banks employ to expand their market presence (mean=3.65, standard deviation=0.47). 

5. CORRELATION ANALYSIS USING PEARSON'S METHOD 

This study employed Pearson correlation analysis to evaluate the linear relationships between dependent and 

independent variables, as well as potential interrelationships among explanatory factors. This statistical 

technique facilitates the identification of association strengths within the research model, thereby 

determining which marketing strategy variables most effectively explain performance variations at Diamond 
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Bank Plc in Nigeria. The correlation coefficients quantify both the direction and magnitude of relationships 

between the bank's performance metrics and its implemented marketing approaches. 

 

 

CORRELATION TABLE 

  Performance 

of the bank 

Product 

development 

strategies 

Pricing 

strategies 

Promotion 

strategies 

Place 

strategies 

Performance 

of the bank 

Correlation 

coefficient 

1.000 .563 .731. .602 .614 

Sig (2-

tailed) 

. .001 .003 .002 .000 

 N 47 47 47 47 

Product 

development 

strategies 

Correlation 

coefficient 

.563 1.000 .142 .037 .001 

Sig (2-

tailed) 

.001 .0012 .000 .003 .002 

N 47 47 47 47 47 

Pricing 

strategies 

Correlation 

coefficient 

.731 .142 1.000 .046 .008 

Sig (2-

tailed) 

.602 .011 .004 .000 .000 

N 47 47 47 47 47 

Promotion 

strategies 

Correlation 

coefficient 

.731 .037 .046 1.000 .124 

Sig (2-

tailed) 

.003 .000 .001 . .002 

N 47 47 47 47 47 

Place 

strategies 

Correlation 

coefficient 

.614 .001 .008 .124 1.000 

 Sig (2-

tailed) 

.002 .001 .003 .000 . 

 N 47 47 47 47 47 

Source (Field survey, 2021) 

The correlation analysis using Pearson's method revealed several significant relationships between 

marketing strategies and bank performance. The examination of the correlation matrix indicated a 

substantial positive association between Diamond Bank's performance and its product development 

strategies, demonstrated by a correlation coefficient of 0.563, which achieved statistical significance at the 
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0.05 level. Furthermore, the analysis identified a particularly robust positive relationship between pricing 

strategies and bank performance, evidenced by a correlation coefficient of 0.731. This relationship proved 

statistically significant at the 0.003 confidence level, reinforcing the strategic importance of pricing 

decisions. This finding corresponds with research by Wambua (2014), whose study similarly identified a 

strong correlation (0.7) between premium pricing strategies and market share expansion among financial 

institutions. The investigation also established a meaningful positive correlation between promotional 

strategies and bank performance, with a correlation coefficient of 0.602. This relationship demonstrated 

statistical significance at the 0.002 confidence level, highlighting the value of effective marketing 

communications. Completing the analysis, place strategies exhibited a strong positive correlation with bank 

performance, as indicated by a correlation coefficient of 0.614, which achieved statistical significance at the 

0.000 confidence level. This outcome aligns with the research of Franks et al. (2004), who similarly 

documented a strong positive relationship between place-based strategies and banking performance metrics. 

6. DICUSSION OF FINDINGS 

The study established that a significant number of banks in Nigeria have embraced product development 

strategies, with findings indicating a strong and positive correlation between these strategies and overall 

bank performance (correlation coefficient = 0.563). The results further revealed that banks offer a diverse 

range of financial products (mean = 4.32) and demonstrate high efficiency in addressing customer needs 

(mean = 4.11). These findings align with Doyle (2016), who emphasized that effective product development 

contributes to long-term competitiveness in the banking sector. Additionally, the study supports the 

argument by Njoroge (2015) that product innovation serves as a crucial mechanism for enhancing quality 

standards while reducing operational costs. 

Furthermore, the study highlighted that banks actively develop and test their services to ensure adaptability 

and suitability for target customers (mean = 3.85) and that financial institutions offer products with broad 

market appeal (mean = 3.75). This aligns with the conclusions of Otieno (2015), who asserted that banks 

must continuously evolve, adapt, and reposition themselves in response to shifting market dynamics and 

innovation trends. 

Regarding pricing strategies, the study found that Diamond Bank has incorporated strategic pricing 

mechanisms to enhance its market position. Inferential statistical analysis revealed a strong and positive 

correlation between pricing strategies and bank performance (correlation coefficient = 0.731). The findings 

also identified key pricing approaches used by the bank, with respondents acknowledging that Diamond 

Bank employs high-quality service delivery mechanisms (mean = 4.20) and that pricing remains a 

fundamental competitive factor within the Nigerian banking industry (mean = 4.62). These results align with 

Wambua (2014), who reported a strong correlation (0.7) between premium pricing strategies and market 

share growth. 

Additionally, the study emphasized that market orientation plays a pivotal role in determining pricing 

strategies (mean = 3.99). Respondents also indicated that bank pricing structures align with industry 

standards and quality expectations (mean = 4.01, standard deviation = 0.76). These findings reinforce the 

argument that effective pricing strategies, when combined with strong market positioning, enhance a bank’s 

ability to attract and retain customers. 

The study findings indicate that the adoption of promotional strategies had a significant positive impact on 

bank performance, as evidenced by a correlation coefficient of 0.602 (p-value = 0.01). Descriptive analysis 

further revealed that a considerable number of Diamond Bank branches actively advertise their products 

through various media platforms (mean = 4.25). Additionally, respondents agreed that promotional 

strategies effectively capture customer attention, generate interest, and drive engagement. These results are 
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consistent with the study by Ong’ong’a (2014), which concluded that banks should prioritize promotional 

efforts, as they significantly influence customer loyalty, service quality, and customer acquisition. 

Furthermore, the study found that Diamond Bank regularly introduces new services with enhanced designs 

and features to better address customer needs (mean = 3.96). Respondents also emphasized the importance 

of integrating all banking activities to align with customer expectations (mean = 3.80) and reaffirmed the 

necessity of adopting effective promotional strategies to improve market reach (mean = 3.75). These 

findings support the research by Kiprotich (2012), who posited that promotion strategies are crucial for 

optimizing business performance, particularly during the launch of new services. The study also aligns with 

the price skimming strategy, which involves setting higher prices during the introductory phase to maximize 

initial profitability. 

Regarding place strategies, the study established that their adoption had a significant positive impact on 

bank performance, with a correlation coefficient of 0.614 (p-value = 0.000). Descriptive analysis further 

indicated that the location of a bank plays a critical role in service distribution and overall performance 

(mean = 4.20). Additionally, respondents acknowledged that Diamond Bank branches are strategically 

positioned for accessibility and convenience (mean = 4.15). These findings align with the research of 

Cavusgil et al. (2014), which highlighted the importance of place strategies in enhancing financial service 

delivery. 

Moreover, the study revealed that Diamond Bank has established a reliable distribution network for its 

services, ensuring seamless access for customers. This underscores the strategic importance of place 

strategies in driving customer engagement and improving banking efficiency. 

7. CONCLUSION 

The findings of this study reveal that Nigerian banks have widely adopted product development strategies, 

which have had a significant positive impact on their overall performance. The strategic development of 

banking products has enabled financial institutions to expand into new markets, enhance customer retention, 

and maintain a competitive edge in the industry. By continuously innovating their product offerings, banks 

can effectively meet the evolving demands of customers and drive sustainable growth. 

Additionally, the study concludes that pricing strategies play a critical role in bank performance, as they 

provide financial institutions with the flexibility to attract customers, maximize revenue, and maintain a 

competitive advantage. However, improper pricing—whether excessively high or low—can result in adverse 

effects on profitability and customer perception. Therefore, careful consideration of pricing mechanisms is 

essential to balance affordability, value, and business sustainability. 

Furthermore, the study establishes that promotional strategies significantly contribute to bank performance. 

The use of well-structured advertising, sales promotion, and customer engagement initiatives has helped 

banks keep customers informed about their products and services. Effective promotional strategies not only 

enhance brand awareness but also build customer loyalty and drive business growth. 

Lastly, the study confirms that place strategies, particularly location-based marketing, play a vital role in 

enhancing banking performance. The strategic positioning of bank branches and the use of digital and 

physical distribution channels significantly influence customer accessibility and service delivery. Proximity 

to customers enhances convenience, increases customer engagement, and ultimately improves financial 

performance. 

Recommendations 

Based on the findings of this study, the following recommendations are proposed: 
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1. Continuous Product Development and Innovation 

- Diamond Bank should consistently implement product development strategies to introduce new 

financial services and enhance the quality, efficiency, and cost-effectiveness of existing offerings. 

- Emphasizing customer-driven innovation will enable the bank to meet evolving market demands and 

remain competitive. 

2. Strategic Pricing Adoption 

- The bank should adopt flexible pricing strategies, including market penetration pricing, premium 

pricing, skimming, and economy pricing, as these approaches have been shown to positively impact 

performance. 

- However, pricing strategies must be carefully planned to avoid potential drawbacks such as 

overpricing (which may reduce customer acquisition) or underpricing (which may affect profitability 

and brand perception). 

3. Enhanced Promotional and Marketing Strategies 

- Diamond Bank should continue to invest in effective promotional campaigns, leveraging both 

traditional and digital marketing strategies to maximize visibility and customer engagement. 

- The bank should focus on creative promotional techniques, ensuring that employees and stakeholders 

actively participate in branding and service marketing efforts. 

- Promotional and marketing strategies should be aligned with the bank’s financial objectives to 

ensure optimal business growth and customer satisfaction. 

4. Strategic Market Positioning and Accessibility 

5. The bank should ensure that its branches and service points are strategically located in high-traffic 

and customer-friendly areas to improve accessibility and convenience. 

- The adoption of digital banking solutions, mobile banking services, and automated self-service 

options should be expanded to reach a broader customer base and improve banking efficiency. 

By continuously refining these strategies, Diamond Bank can strengthen its market position, enhance 

customer satisfaction, and achieve long-term financial success. 

REFERENCES 

Abdul, B. (2017). HRM practice clusters in relation to size and performance: An empirical investigation in 

Canadian manufacturing SMEs. Journal of Small Business and Entrepreneurship, 20(1), 25–40. 

Abolaji, A. (2016). Marketing of financial services. Central Bank of Nigeria Press. 

Abubakar, H. S. (2014). Impact of marketing communication on financial performance of banks: A study of 

First Bank of Nigeria Plc. Research Journal of Finance and Accounting, 5(24), 139–147. 

Aliata, V. L., Odondo, A. J., Aila, F. O., Ojera, P. B., Abongo’o, B. E., & Odera, O. (2012). Influence of 

promotional strategies on bank performance. International Journal of Business, Humanities and 

Technology, 2(5), 169–178. 

Aworemi, J. R., Odeyemi, J. T., & Oyedokun, J. A. (2012). Efficacy of product marketing strategy on the 

performance of United Bank of Africa Plc in South-Western Nigeria. International Journal of 

Business and Social Science, 3(10), 319–324. 

Brassington, F., & Pettitt, S. (2019). Principles of marketing (2nd ed.). Pearson Education Limited. 

CBN. (2015). Central Bank of Nigeria statistical bulletin. 



International Journal of Research in Social Science and Humanities (IJRSS), Vol. 6 (4), April - 2025  

https://ijrss.org             Page 134 

DOI: 10.47505/IJRSS.2025.4.10 

Cavusgil, S.T., Zou, S. (2014). Marketing strategies performance relationship; an investigation of the 

empirical link in export market ventures. The journal of marketing, 1-21. 

Czinkota, M. R., & Radebaugh, L. H. (2018). International business: Environments and operations (9th 

ed.). Upper Saddle River, NJ. 

Doyle, P. (2016). Value based marketing: marketing strategies for corporate growth and shareholder value. 

John wiley and son. 

Ikpefan, A. O. (2013). The impact of marketing of financial services in the Nigerian banking industry. 

Journal of Business Administration and Management Sciences Research, 2(6), 148–162. 

Lawal, B. A. (2014). Effect of strategic marketing of financial services on organization performance. 

European Journal of Accounting and Finance Research, 2(9), 66–83. 

Lilly, L., & Juma, D. (2014). Influence of strategic innovation on performance of commercial banks in 

Kenya: The case of Kenya Commercial Bank in Nairobi County. European Journal of Business 

Management, 2(1), 336–341. 

Nguru, F. W., Ombui, K. A., & Iravo, M. (2016). Effects of marketing strategies on the performance of 

Equity Bank. International Journal of Scientific and Research Publications, 6(10), 569–576. 

Njoroge, P.M. (2015) Marketing strategies and the performance of enterprises in Matuu town Machakos 

country, Kenya (doctoral dissertation, university of Nairobi). 

Oke, M. O., & Dada, O. (2017). Price strategy, customers’ satisfaction and banks’ performance in Nigeria: 

Evidence from Ekiti State. Case Studies Journal, 6(8), 1–9. 

Oyeniyi, K. O., & Ola, O. S. (2013). Investigating the impact of marketing mix elements on consumer 

loyalty: An empirical study on Nigerian Breweries Plc. Interdisciplinary Journal of Contemporary 

Research in Business, 4(11), 485–496. 

Otieno, M.O. (2015). Effects of shopper marketing practices on sales performance of medium and large 

supermarkets, in Nairobi country, Kenya (doctoral dissertation, university of Nairobi). 

Rotich, E. (2016). Effects of marketing intelligence on sales performance of bank assurance among financial 

institutions in Kenya (doctoral dissertation, university of Nairobi). 

 

 


