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I. Introduction 

The societal marketing concept is one of the marketing principles used by companies to gain a competitive edge. 

It holds that the company should determine the needs, wants, and interests of target markets. The concept is the 

newest of the five competing marketing management philosophies, and is mainly about the organization’s social 

responsibility to the community where they operate. Societal marketing concept evolved because, pure 

marketing concept overlooks possible conflicts between short-run consumer wants and long-run consumer 

welfare (Kotler, et al. 1999; Kotler and keller, 2012; and Kotler and Armstrong, 2010). Generating consumer 

satisfaction and long-run societal well-being are the keys to achieving both the company’s goals, its 

responsibilities in marketing. Oyetunji (2003) and Lakanu (1999) support this when he asserted that consumer’s 

satisfaction equals success. Efficient and consumer service excellence is the hall mark of consumer relationship 

assist the essence of marketing philosophies. Kotler (2000) and Giese and Cote (2000) gave the most popular 

definition of marketing as “human activity directed at satisfying needs and wants through exchange processes”. 

In following the principle of societal marketing, an enlightened company makes marketing decisions by 

considering consumers’ wants and long-run interest, the company requirements, and societal long-run interests.  

The issue of how banks could make their existence relevant in terms of corporate social responsibility to their 

customers and communities where they exist is of paramount importance to the extent that literature is replete 

with the dire consequences of not being socially responsible. Areo, (2007) corroborated the above statement by 

saying that ‘marketers of today must be aware that neglecting consumer and societal long-term interest is a 

disservice to both the consumers and the society. Corporate Social Responsibility ( CSR) i s  a  doctrine t h a t  

promotes expanded social stewardship by businesses and organization. It is a term describing a firm’s obligation 

to be socially accountable to all its stakeholders in all its operations and activities voluntarily (Luper, 2013).      . 

It is what Kotler and Armstrong (2010) refer to in marketing philosophy as societal marketing concept. The 

literature is replete with various other definitions of CSR. However, the concept in the opinion of Windsor 

(2001) is open to conflicting interpretations. According to Philips and Margolis (1999), some researchers equate 

CSR to morality.  

Some writers however, described   it as corporate citizenship, (Carroll, 2004). There are those who viewed it as 

environmental responsibility, thereby laying credence to environmentalism this included Rugman and Verbeke 

(1998). More recently, Nicolau (2008) defines socially responsible companies as those which in profit-making 

Abstract: The study examines Corporate Social Responsibility (CSR) in the banking industry in Nigeria. It 
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operational decisions considers the full scope of environmental impact and balances the need of stakeholders. 

Hernandez-Murillo and Martinek (2009) Crowther and Arias (2008:19) however, posit that, CSR suggests that 

corporations embrace responsibilities toward a broader group of stakeholders (customers, employees, and the 

community at large) in addition to their financial obligation to stakeholders.  

Friedman (1970:214) gives few examples of CSR to include charitable giving to community programmes, 

commitment to environmental sustainability projects, and efforts to nurture a diverse and safe work place. 

Although ethically, businesses are to be conducted morally, there are various motives why organizations pursue 

CSR. One of the concerns in CSR discussions is whether organizations pursue it for economic reasons or simply 

because discharging it has intrinsic merit (Fasanya and Onakoya, 2013). However, some studies have imputed 

philanthropy (Carroll, 2004), and altruism (Lantos, 2001, Husted and Salazar, 2006) reasons. There have been 

nonetheless few empirical tests in support of the intrinsic merit motive which makes CSR practice susceptible to 

the popular accusation of being for profitable public relations and marketing Strategies. 

Literature is also replete with the fact that the main driving force making companies to discharge corporate 

social responsibility is pecuniary gains or reward. More recently, studies show that many banks’ and firm’s 

chief executive officers believe that CSR can improve their organisation’s competitiveness which is critical to 

its future success. (UNGC, 2000).Fasanya and Onakoya (2013) quoted Carroll (1999) as admonishing corporate 

entities to strive to make profit, be law abiding, be ethical and be a good corporate citizen. They further add that 

the common denominator in the understanding of the CSR concept is the voluntary engagement of companies in 

integrating their business operations with the social and environmental concerns of their stakeholders. This is 

summed up under consumerism and environmentalism. While consumerism is an organized movement of 

citizens and government agencies to improve the rights and power of buyers in relation to sellers, 

environmentalism is an organized movement of concerned citizens and government agencies to protect and 

improve people’s living environment.  

A report by General Mills Inc (2008) shows that today, more attention is being paid by outsiders to the social 

impact of businesses. The society at large exerts a variety of direct and indirect influences on organizations such 

as banks. Management of banks has the responsibility of being good firms or corporations. Business operations 

are known to cause pollution of air, land and vegetation in the production process. Therefore organisation’s 

management must plan how to manage problems resulting from such challenges. The needs of the host 

community in terms of roads, water, unemployment and other infrastructural facilities must be accommodated. 

Banks as profit making organizations seem to be at a crossroad today in the face of economic melt-down. The 

reason being that, only few customers are depositing money for savings, high interest rate on loans scaring away 

customers and an unfavourable business climate making business forecasting unreliable. 

The first strategy is for the management of Banks to have a clear idea of what is their social role in a given 

community. It involves scanning the environment, carrying out an audit, for areas where social actions are 

needed. Focus should be on problems and expectations of interest groups. The social costs of doing business can 

be computed from the environment in the audit session. Such data become a working tool for the banks in 

defining, anticipating and planning to reach specific social responsibility. Husted and Salazar (2006) considered 

three types of motivation that firms consider before investing in social activities, of the three types altruistic 

motivation stands out if banks are to be relevant to their host communities. Altruistic motivation is where the 

firm’s objective is to produce desired level of CSR with no regard for maximizing its social profits (i.e. the net 

private benefits captured by the firm as a consequence pollution or to improve working conditions for 

employees) are more likelyundertakenwhensuchactivitiescanbemoreeasilyintegratedintoafirm’sdifferentiation 

strategy. This agrees also with the societal marketing concept, which is one of the five conceptsin marketing 

management philosophies. The four others include selling, marketing, product and production concepts. Kotler 

and Keller (2012: 23)  describes societal marketing concept as the idea that the organization should determine 

the needs, wants and interests of target markets and deliver the desired satisfaction more effectively and 

efficiently than competitors in a way that maintains or improves the consumers and society’s well being. It asks 

if the organizations such as museums that senses, serves, and satisfies individual wants is always doing what is 

best for consumers and society in the long run. Societal marketing concepts attempt to fill the gap which pure 

marketing concept overlooks, which is the possible conflicts between short-run consumers wants, and long-run 

cconsumers’ welfare. In all of these, the significant relationship between the adoption of CSR by banks and other 

services organization and its effect on consumer satisfaction has yet to be established. This is the kernel of the 

study. 

II. Research Problem 

The banking industry plays critical role in the process of economic development of nations. It mobilizes funds 

from areas of surplus and lends such to other unit for investment, otherwise known as capital re-investment. 

Banks in Nigeria keep declaring huge profits and pea-nuts are being paid as dividends to investor and 

stakeholders. The total assets of Nigerian banks continue to be on the rise yearly. However, regrettably this has 

not translated into an improved living of standard for the citizenry (Areo, 2007). Lasisi, (2012) quoted the 
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former President of the Federal Republic of Nigeria as saying that” banks are stalling the growth of Nigerian 

economy. Consumers were often heard complaining about high interest rate being charged by banks on loans. 

Ogbojafor, (2012) observes that banks fail to fully utilize the advantages of modern marketing philosophies at 

the expense of their corporate goals and consumers satisfaction. Lasisi (2012) describes how customers wait on 

queue endlessly to draw money either from the ATM machines or in the banking hall. Micro- credit loans to 

assist entrepreneurs grow and expand their businesses are farfetched. The former President of the Nigerian 

American Chamber of Commerce, Ogunbanjo (2009) once said that Nigerian banks have constituted themselves 

into instrument of “financial terrorism” Closely related to the above, is the low level of application of marketing 

practices by banks. The attitude of the Nigerian banks to corporate social responsibility is not anything to write 

home about despite the huge profit being declares year-in and year-out. Furthermore, according to Akanbi & 

Ofoegbu (2012), very little has been written about banks’ application of marketing practices in the developing 

countries such as Brazil, Nigeria and Eastern Europe. Oni (2011) supports the above claim by saying “up till 

now, little or no research has been done in this part of the world to determine the existing relationship between 

the application of marketing philosophies and consumers’ satisfaction. Furthermore, virtually all known studies 

on CSR and marketing principles in banks that have been reported were carried out in America, Britain, Japan, 

Mexico and other developing countries. In an era when the consumer is wiser to much of a company’s practice, 

and when there are increasingly wide concerns about environmental issues, animal testing, and human rights, 

the need for social responsibility and sound ethics in marketing become crucial if consumers’ demands are to be 

fulfilled. How companies or organization behave in the broadest sense is beginning to have impact on how 

people view their products and services. It is this poor attitude of banks to marketing principles, especially the 

discharge of their corporate social responsibility that informs this study.  It aimed at determining the effect of 

banks’ discharging its Corporate Social Responsibility (CSR), on consumer satisfaction. The question to ask is 

does social responsibility and moralities have any role to play? Or is it compatible with commercial survival in a 

competitive global market? 

III. Research Methodology 

A combination of systematic, purposive stratified random and quota sampling techniques were adopted. This 

was to assist in investigating the application of banks’ corporate social responsibility employed by top ten banks 

whose headquarters are located in Lagos and their customers, see Table 1. The banks were rated in the annual 

report of the Central Bank of Nigeria (2013). The units of analysis therefore, were the bank workers and the 

banks’ clients. The population of banks staff was 2,850 from which 340 were selected and an equivalent 

number, 340 customers was selected from a population of 3,210 obtained through traffic count and consumer 

cycle per week.Questionnaires were used to collect information from bank workers, while unstructured 

questionnaire approach was used for the banks’ clients. A test and pre-test were conducted in banks other than 

ones under study to validate the instruments used. In the analysis of data, both descriptive and inferential 

statistical tools were employed. Frequency distribution, percentages, means, and standard deviation were used to 

describe and characterize the observations. Statistical graphs such as histograms, bar charts etc., highlighted the 

relationship between variables. The hypotheses postulated were tested using Pearson Correlation and Linear 

Regression Analysis. The hypotheses postulated in the study area were tested using the following tools, Pearson 

Correlation, Analysis of Variance (ANOVA), Duncan Multiple Range Test (DMRT) and linear regression. The 

hypotheses were to determine the significance and magnitude of association that exist between variables of 

interest, that is, the possible differences or relationships between two or more variables. They determine the 

strength and direction of linear relationship that exists among the variables. The amount of variation was also 

specifically tested. The study was conducted among ten top banks so rated by the Central Bank of Nigeria (CBN 

2013). The research was both correlative and causal because the purpose of the study was to examine the 

application of marketing concept in banks. Probability and non-probability sampling procedure was employed. 

These are stratified random, spot, and quota sampling methods.   

Table 1: Distribution and Selecion of Bank Workers in Top Ten Banks in the Study Area 
Name of bank No. of bankers No. of bank Customers 

UBA 
Union 

First 

Zenith 
GTB 

Skye 

Unity Bank 
Eco Bank 

Diamond  

WEMA 

370 
330 

340 

310 
290 

245 

235 
237 

250 

243 

390 
300 

350 

385 
248 

272 

275 
295 

340 

335 

Total 2850 3210 

Source: Survey 2014 

On the spot sampling method was used to determine the banks’ customers served with instrument of 

measurement of variables. The study employed survey questionnaire method, consequently pre-tested and 
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structured questionnaire was used to elicit relevant information from respondents. The first 34 customers that 

came to the bank were served with questionnaire. The questionnaire was administered to the respondents 

between 9am and 2pm. This period was observed to be the peak time of business. In the same vein, days such as 

Mondays, Wednesdays and Fridays were purposively selected for the administering of the questionnaire, 

because customer traffic were exceptionally high on these days. Data were collected from primary and 

secondary sources. The data collected were analysed using qualitative and quantitative techniques. 

 

IV. Findings and Discussions 

The findings were based on the responses of respondents, who were 340 bankers and 340 consumers often 

leading Nigerian banks. The banks were among the twenty-five recently approved re-capitalized banks in the 

banking industry. It was observed that bank workers’ cooperation was 67 percent excellent, 28 percent very 

good, and 5 percent fair cooperation. On the other hand, the consumers of these banks’ services gave 66 percent 

excellent cooperation, 30 percent very good and 4 percent offered fair cooperation. The difficulty encountered 

during the interview process was 5 percent due to minor distractions from consumers and bank supervisors who 

wanted very urgent transaction of services and at times telephone calls. The reliability of information was as 

high as 83 percent for the bank workers and 84 percent for bank consumers. These supports the reliability tests 

of data used in the study. The details are shown in Tables 2 and 3. 

Table 2: Distribution of 340 Bank Workers According to Interviewer’s Observation 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                       

 

Source: Survey 2014 

 
Table 3: Distribution of 340 Consumers According to Interviewer’s Observation 

Variables N               % 

Cooperation 

Excellent 
Very Good 

Fair 

 

227            66 
104              0 

15                4 

34            100 

Difficulty in handling the questions 

Some 

Very Little 
No 

 

14                4 

  38            11 
294            85 

346          100 

Distraction 

Yes 

No 

 
51             15 

295             85 

346           100 

Level of Distraction 

Minor  

None 

 

 
  51             15 

295             85 

346            100 

Response Reliability 

Very 

Somewhat 
Not Very 

 

290             84 

56               16 
   -                 - 

346           100 

Source:  Survey 2014 

Variables N                    % 

Cooperation 

Excellent 

Very Good 
Fair 

 

228               67 

  96               28        
 16                 5 

340             100 

Difficulty in handling the questions 

Some 
Very Little 

No 

 

10                3 
27                8 

303             89 

340            100 

Distraction 

Yes 

No 

 

  70             21 

270             79 
340           100 

Level of distraction 

Minor  

None 

 72             21 

274          793 

40           100 

Response Reliability 

Very 

Somewhat 
Not Very 

 

283            83 

_57          173 
40           100 
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Examining the marketing activities of some Nigerian banks and their corporate social responsibility show that 

banker respondents and consumer respondents generally agreed that banks were doing well concerning this 

concept. However, they disagreed on certain grey areas. Table 4 shows the distribution of respondent bank staff 

by their level of agreement with societal marketing concept.  The banker respondents were observed to be well 

impressed about what their banks were doing concerning most of the issues under social responsibility of banks. 

Table 4 results reveal that 270 (79%) bankers agreed that their banks were reaping the benefit of their being 

socially responsible. Their agreement was based on the result their banks were receiving, probably consumer’s 

patronage increased due to this. The mean score of 4.15 and the standard deviation of 0.945 were considered 

high in line with the ratings of the bankers. Bankers were very generally impressed about their social 

responsibilities. On the issue of construction of parks, gardens and general beautification of communities, 

217(64%) of bankers were in agreement that their banks created parks, gardens and beautified consumers 

environment. The mean score was 3.80 and the standard deviation was 1.252 also above average.  

 

Table 4: Distribution of Respondents (Bank Staff) by Level of Agreement with Societal Marketing 

Concepts Application 
Variable Strongly 

agreed 
Agreed Neutral Disagreed Strongly 

disagreed 
Mean Standard 

deviation 

 F         % F        % F       % F         % F         %   

Reaping social responsibility 

Benefit 

150    44.1 120   35.3 40   11.8 30      8.8 0        0 4.15 0.945 

Construction of parks,  

gardens, etc. 

136 40.0 81   23..8 62   18.2 39     11.5 21     6.2 3.80 1.252 

Award of scholarship, roads  
and school blocks provision 

91   26.8 146   42.9 73   21.5 29      8.5 0       0 3.88 0.902 

Provision of micro-credit 50 14.7 212   62.4 41   12.1 36     10.6 0       0 3.71 1.069 

Support for football and  

sporting events 

199   58.7 76    22.4 43   12.7 21     6.2 0       0 4.34 0.923 

Provision of pleasing and  
beneficial want-satisfying  

services 

101    29.7 110   32.4   79    23.2 39    11.5 10     2.9 3.75 1.094 

Average societal marketing  
Score 

- - - - - 3.940 0.4223 

Source: Survey, 2014. 

Score: Strongly Agree  =  = High (5) 

 Agree  =  = Above Average (4) 

 Neither Agree nor Disagree  = Average (3) 

 Disagree  = = below average (2) 

 Strongly Disagree = = Low (1) 

 

Mean score = = 3.0 + 1.5811 

 High  = = 4.5811 

 Average  = = 3.000 

 Low  = = 1.4189 

 

Concerning the award of scholarships construction of roads and classrooms for the communities, 237(70%) of 

bankers agreed that their banks were providing scholarships, constructing roads and classroom blocks for the 

communities where the operated. The mean score was 3.88 and the standard deviation was 0.902. On the issue 

of provision of Micro-credit for the consumers, 262(77%) of bankers agreed that their banks were providing 

micro-credits to their consumers. This act would boost their business and they will in return pay their loans and 

little interest. The mean score was 3.88 and the standard deviation was 1.069. 

Findings show that, 275 (81%) of bankers were in agreement that their banks were great supporters of soccer 

and sporting events in the community where they operated.  However, there were only 6 percent of them who 

disagreed. The mean score was 4.34 and standard deviation was 0.923. On the issue of banks providing, 

pleasing, beneficial and want-satisfying services, 211(62%) of bankers were in agreement that their banks were 

providing, beneficial and went-satisfying services to their consumers. The mean score was 3.75 and the standard 

deviation was 0.4223. The overall average social responsibility score was 0.4223. 

Fig.1 shows how bankers view their discharge of social responsibilities.  The bankers rated reaping of benefit of 

being socially responsible and provision of pleasing, beneficial and went-satisfying services very high. They 

believed that their banks were spending so much on football and sporting events. They also felt that their banks 

were reaping so much benefit probably because their products were being patronized well than before. 

According to the bankers, their banks were doing well by providing micro – credits to boost consumers’ 

businesses; it was a product they rated highly. They were also upbeat about the provision of parks and gardens 

and support of football and sporting events. Generally going by the mean scores, the bankers as said earlier were 
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very impressed about the social responsibility status of their banks. They categorically mentioned during focus 

group discussions that management of their banks should continue doing their best on all the aspects of their 

social responsibilities. 

 

 
 

Conversely the consumers do not see exactly the way the bankers view social responsibility of their banks. Table 

5 shows the distribution of respondents (bank customers) on their agreement with banks’ corporate social 

responsibilities. The consumers’ mean scores were generally lower than those of their banks’ counterparts. 

Findings reveal that only 32(9%) of consumer respondents agreed that their patronage of banks’ products 

increased as a result of banks’ social responsibilities. There were 202(58%) of consumer respondents, who 

disagreed that they were patronizing banks services more because of their wonderful social responsibilities. The 

mean score was 2.34 and the standard deviation was 1.144 which is considered very low.  This was a far cry from 

what the bankers said.  The consumers are expected to know better.  On the issue of provision of parks and 

gardens and general beautification of environment, 216 (63%) consumer respondents agreed that banks were 

actually providing packs and gardens. Those who disagreed on this issue represent 33 percent. The mean score 

was 3.40 and standard deviation of 1.516. 

 

Table 5: Distribution of the Respondent Bank Customers by their Level of Agreement with Societal 

Marketing Concepts Application By Their Banks 
Variable Strongly 

agreed 

Agreed Neutral Disagreed Strongly 

disagreed 

Mean Standard 

deviation 

Reaping social responsibility benefit 32    9.2 0       0 11232.4 111   32.1 91    26.3 2.34 1.144 

Construction of parks, gardens, etc. 103 9.8 11332.7 20    5.8 30     11.7 71    20.5 3.40 1.516 

Award of scholarship, roads and 

school blocks provision 

0         0 90 26.0 11332.7 113   32.7 30    8.7 2.76 0.937 

Provision of micro-credit 51  14.7 52  15.0 110  31.8 113   32.7 20     5.8 3.00 1.121 

Support for football and sporting 

events 

0       0 192 55.5 82   23.7 62     17.9 10     2.9 3.32 0.866 

Provision of pleasing and beneficial 

want-satisfying services 

50  14.5 121 35.0 103  29.8 72     20.8 0       0 3.42 0.976 

Average societal marketing score - - - - - 3.041 0.4274 

Source: Survey, 2014. 

 

Score: Strongly Agree  =  = High (5) 

 Agree  =  = Above Average (4) 

 Neither Agree nor Disagree  = Average (3) 

 Disagree  = = Below average (2) 

 Strongly Disagree = = Low (1) 

 

Mean score = = 3.0 + 1.5811 

 High  = = 4.5811 

 Average  = = 3.000 

 Low  = = 1.4189 

3.7 

4.3 

3.7 

3.9 

3.8 

4.1 

SCOP SPMC SSFC SPBS SRBS SASL 

Societal marketing Concept 

3.8 

3.6 

4.0 

4.2 

4.4 

 

Mean 

Score 

Fig 1: Bar Chart Showing the Mean Score of Respondent (Bank Staff) on the 

Agreement with Societal Marketing Concept 
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 With respect to awards of scholarships, provision of roads and school blocks, 90(26%) of consumer 

respondents agreed that banks were actually providing scholarships, roads and school blocks. There were 

143(42%) of consumer respondents who disagreed on this issue. The mean score was 2.76 and the standard 

deviation was 0.937. Consumers were not happy, hence the low mean score of 2.76. With respect to the provision 

of micro-credit to consumers, only 103(30%) of consumer respondents agreed that banks were providing micro-

credits to them.  However, 133(39%) consumer respondents disagreed on this. They were saying no micro-credits 

were being provided for them at all. They would wish the bank increased the number of beneficiaries.  The mean 

score was 3.00 and the standard deviation was 1.121.  On the banks’ support for football and other sporting 

events, there were 192 (56%) agreed that banks were supporting football and sporting events. Those who 

disagreed on this issue were 72 (21%). They said the banks were not doing anything like this. The mean score 

was 3.32 and the standard deviation of 0.866. Findings also reveal that 171 (50%) of consumer respondents were 

in agreement that banks were providing them, pleasing, beneficial and want-satisfying services to them.  There 

were 72 (21%) of consumer respondents who disagreed on this issue. The mean score was 3.42 and the standard 

deviation was 0.976.  The overall average social responsible score was 3.041 and the standard deviation was 

0.4274. The average mean score of 3.04 implies that consumers want more from their banks. 

The graph, Fig.2 explains further the agreement level of consumer respondents. The consumers generally scored 

the aspects of banks’ social responsibilities lower than their banker counterparts. However, there were areas 

where their ratings were higher than those of bankers. They saw banks doing very well in the provision of 

scholarships and building of schools and also the provision of pleasing, beneficial and want-satisfying services to 

them and as such rated these two aspects very high. They were also impressed with support banks were giving 

football, sporting events in general and provision of parks and gardens However, they were not pleased on 

scholarship issue; hence they rated banks’ reaping of their social responsibility benefits. They are in other words 

saying that they were not patronizing banks on the basis of the good social responsibilities. They also expressed 

disgust on the low level of provision of micro-credit to them. They would expect banks to do more on this, by 

increasing the number of beneficiaries as opined by the bankers. If these two are looked into the consumers were 

saying banks will ‘rake’ in more profits and they, the consumers will be more satisfied. 

 
V. Hypothesis 

The hypothesis postulated in the study to determine the significance of and magnitude of association that existed 

between variables of interest, that is, the possible differences or relationship between two or more variables was 

verified. It assisted the research in determining the strength and direction of linear relationship that existed 

among variables. Below are the hypothesis postulated and the result. 

Hypothesis: There is no positive correlation between the social responsibility of banks and consumers 

satisfaction. 

VI. Result of Hypothesis 

This hypothesis was also tested using Pearson correlation analysis method. As shown in Table 6, it was observed 

that the correlation was significant albeit negatively at P < 0.001 level, with R = -0.384. In view of this, the null 

hypothesis is rejected. The correlation is significant but negative. Banks as it were needed to do more on their 

social responsibility if their consumers must be satisfied. The implication of this is that banks are expected 

according to the society to play very crucial role in providing amenities for their communities. Although banks 

Fig 2: Bar Chart Showing the Mean Score of Respondent (Bank 

 Customers) on agreement with societal marketing issues 

 

Societal marketing concepts 

SRBS SPBS SSFC SPMC SASL SCOP 

Mean 

Score 

3.6 

3.4 

3.2 

3.0 

2.8 

2.6 

2.4 

2.2 

3.4 

3.3 

3.0 

2.8 

3.4 

2.3 
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were seen to be carrying out some social responsibilities, as it were, it was observed to be a far cry from 

consumers’ expectation. Therefore, it will go a long way in building banks’ image if they would carry out their 

social responsibilities with more ‘human face’. 

 

Table 6: Showing the Result of Hypothesis Tested using Pearson Correlation Analysis 
Societal marketing  

   concept rating 

Pearson correlation R = 0.384** 

Prob. Signif. 0.000 

N 346 

* Correlation is significant at the P < 0.05 level 

 

Evaluation of Relationships between Societal Marketing Concept and Consumers’ Satisfaction using 

Linear Regression Analysis  

An attempt at understanding how the application of marketing philosophies and selected socio-economic 

background of respondents contributed to the variations observed in consumers’ satisfaction was carried out using 

multiple linear regression analysis. 

A functional equation of the form Y = f(X1, e) was fitted using ordinary least square regression method.  

Where Y = (mean consumer satisfaction) 

X1 = societal marketing rating. 

The standard assumptions underlying the ordinary linear square estimation method is assumed to holds way here. 

Table 7: The result obtained from the Estimation of the Model 

 

 

** Correlation is significant at the P < 0.01 level 

 

Table 8: Comparative Mean Ratings of the Agreement Level with the 

Societal Marketing Concept by Bank Staff and Consumers 
 Mean value + sd 

Category of respondent No. of  
Respondent 

Societal  
marketing 

Bank staff 340 3.94±0.42a 

Bank consumers 346 3.04±0.43b 

F – value   769.073 

Significance   0.000 

Means are significantly different at P < 0.001 

Source:  Survey 2014 

 

VII. Summary and Conclusion 
The societal marketing concept was designated by X1. It was not significant because banks were not attending to 

the needs of their consumers. Although, the banks were carrying out some social responsibilities, such as 

building roads and schools and sinking boreholes, consumers would have preferred micro-credits for their 

business to grow. The consumers were of the opinion that if provided with micro-credits, they would be self-

determined, actualize their dreams and proceeds or profits will be used to pay their loans and children’s school 

fees. It will mean more food and shelter for the family. However, this was not to be, and therefore, consumers 

were not satisfied with societal marketing concept application or the discharge of corporate social responsibility 

by banks. 

Concerning the issue of corporate social responsibilities of banks, the two groups of respondents agreed that 

banks were carrying out their social responsibilities. However, the consumers felt that some grey areas needed 

to be addressed to bring about their satisfaction. The consumers generally felt unhappy about their inability to 

access micro-credits to enhance their businesses or to make them self-determined.  The result of the above 

shows that consumers are not patronizing the services of banks enough as they ought to. This seems quite 

logical because, if banks gave micro-credits, consumers would work hard to earn profits and pay back the loans 

and interest thereof. The more profit they make, the more services they were likely to consume. Banks should 

therefore, examine and address the issue of provision of micro-credits to bank customers who required and 

deserved it. 

VIII. Recommendations 

Based on the above conclusion, banks are hereby advised to give a hard look into some issues that are more 

altruistic such as the provision of micro-credits, provision of hospitals, scholarships for their children’s education 

and others in the order of priority. If banks would do these things, they would gain the waning confidence of their 

host communities and especially the customers who seems to be crying foul about banks disposition to their 

numerous plights while the banks keep raking in profit after tax.  Banks are therefore expected to ensure they put 

in place a feedback mechanism to always feel the pulse of their host communities and their numerous customers.   

X1 8.062E-02** -048 1.677 .094 
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