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Abstract

The behavioral factors that relate to the individuaeeds and to the conditional links betweengentnce and
rewards and between effort and performance couldnéeessary topics for organizational effectiveness.
However, motivational programs often fail becauseytcould appeal to wrong needs. Therefore, thidystvas
an attempt to identify the specific needs of thekating executives in Nigerian banks in order tted®ine how
to motivate them to satisfy those needs. The study guided by the need theories which suggesttthat
motivate their workforces, managers should detegmihat needs people are trying to satisfy in ogitns
and then ensure that people receive outcomes diafysthese needs when they perform at a highl lerd
contribute to organizational effectiveness. A sampil 303 marketing executives in selected bankiigeria
was determined using the finite multiplier. Theuleobtained shows an F-value of 62.713 (P<0.05)tle
Levene’s Test of Equality of Error of variance, athiindicates that the error of variance of the depat
variable is equal across groups, and presents i&stgnin results. With P-values < 0.05, the reésujenerated
are not due to chance, thus are correct and gignide. Having adjusted r-squared value that is40.89s
determined that 89.4% of change is caused by tilependent variable. Based on this, the null hysishis
rejected. Hence, information about what is happgaiound the work-place is one of the most impanteeds
of marketing executives in Nigerian banks, as ggbelp in cultivating and maintaining mutuallyisi@tctory
relationship between the manager and the suboedinathe finding shows that the needs of marketing
executives in Nigerian banks could be ordered Bgvie: recognition, physiological expressed in goeages,
and security. Recognition in this study is idestifiwith the need for information, because recogmitiould be
expressed in giving the marketing executives inftiam about his work. What is worthy of note abthis
finding is that information and recognition needs/d the same significance in terms of need strecamd that
recognition-the fourth need on Maslow's need higmgarcould be scored basic to marketing executives i
Nigerian banks. So, recognition may have a highela the Nigerian cultural values for motivatidrcallective
work systems. This indicates that the motivatiogoties by the behavioral scientists conform todesires of
marketing executives according to individual depetental levels, and according to the bank systenis T
suggests that Nigerian culture places emphasiafomiation and recognition, over which some of dldeanced
countries drag their feet. This is a fact that de=® serious attention in the search for a Nigenmtivation
system. It is recommended that bank managers shdaltify the fundamental value that conditioneds th
approach to include the following values: (1) engiba@n a flow of information from the bottom up) (Baking
top management the facilitator of decision-makiather than the issuer of edicts; (3) using middésagers as
the impetus for, and shaper of solutions to thévleras of marketing executives; (4) stressing cosisems the
way of making decision; and (5) paying close attanto the personal well-being of marketing exegsi
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Introduction

This study was undertaken to further examine tloegss management, discuss the various managermerieth
and interrelate them with a view to finding whattfiem could be explored for tackling manageriabpgms in
Nigerian banks. Specifically, it was an attemptfited clues to identifying the direction to an appriate
management system for marketing executives in Nigebanks. Nigerians have discussed motivation and
leadership especially from the viewpoint of whadamw Nigerian workers could be motivated for more
positive attitude to work and for greater efficigrand productivity. Some views state that cultutecl varies
from country to country and between communitiesedsines the norms, beliefs, wants, expectations and
behavior of people. It causes variation in the ne@dents and structure, between communities aciétses and

of course, between workers. Hence, the Nigeriaestipn as to whether what is said to motivate warke the
advanced countries as given by the behavioral seiimeories on motivation and leadership does agpty the
Nigerian workers (Uduji, 2014). Marketing executviea Nigerian banks operate in a highly dynamimesstful
environment outside of the organization. It is imtpat that bank managers understand the processtdfation
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and be able to apply it to each individual in tharketing team in such a manner as to maximize hiseo
performance potential. The job of a marketing ekgeun Nigerian bank consists of a large varietyyomplex
and diverse tasks. Because of this, it is importaat the marketing executive’s effort be channdledc
direction consistent with the bank’s strategic plaherefore, the direction of the marketing examis effort is

as important as the intensity and persistenceatfefiort. A bank manager concerned with motivatimayketing
executive finds that the most complex task is ggtthem to expand effort on activities consisteith whe
strategic planning in the bank. Many marketing exi®es may not need external stimulation to workdhand
long; their internal needs could motivate them dosd. However, every marketing executive must benatly
motivated to perform actions that support the sgiat objectives of the bank. The nature of the Mtng job,

the individuality of marketing executives, the dsigy of the bank goals, and the continuing charigethe
banking industry seem to be making motivating ménkeexecutives a particularly difficulty and impant task
(Uduji, 2014). Marketing executives experience anderful sense of exhilaration when they win a major
account. But they must also frequently deal with ftlustration and rejection of not wining an acdolven
very good marketing executives don’'t win every acto Also, while many bank customers are gracious,
courteous, and thoughtful in their dealing with keding executives, some are rude, demanding and eve
threatening. Marketing executives spend a largeuainof time by themselves calling on bank custonzerd
travelling between main accounts. This means thuest wf the time they are away from any kind of sapfrom
their peers or managers, and they often feel isdland detached from the main offices. Consequettiy
usually require more motivation than is needed dtver jobs in the bank, to reach the performaneelle
management desires.

The importance of marketing executives in Nigetiamk is such that expenditure on them usually elséee
budget for most other promotional activities (Udui014). The role of marketing executives has three
interrelated functions-providing information, peasiing and creating, building and sustaining refetiops. The
information role is part of a two-way process whwrenformation about the bank’s product or offeeds to be
communicated to existing and potential customers anthe reverse direction, customers’ needs areectly
interpreted and understood by management. Marketwegutives impact knowledge about the bank product
service which provides benefits to customers amsd al range of information promotional support, fice,
technical advice, service and other elements whattribute to customer’s satisfaction. Marketing@xtives
are also the face-to-face contact between custoamershe bank, and for good reason are referred tthe eyes
and ears of the bank’ since senior managementtem@s contact may be limited. A second role thatkeiing
executives can fulfill in Nigerian bank is perswasi The importance of correctly identifying custosieneeds
and market opportunities can never be overstatedeitheless, in competitive market, prospectivaarusrs
are usually faced with an abundance of choice. Agsalt, adoption of the marketing concept can be n
guarantee of competitive advantage. Customershaile to be convinced that their needs have beepatlyr
identified by the bank and that the offer providemefit over any other bank. Marketing executivesla be
part of this process through persuasion and servicelay, the bank is creating, building and sugtgin
profitable relationships. Relationship marketinghe banking sector predicts an intimacy betweerbémk and
its customers (Uduji, 2014). Owing to their boundgpanning role, the marketing executive of a baak
traditionally been a vital link between the bankl ats customers and a prime platform for commuimcathe
bank’'s marketing message to its customers and dfee \of the customer to the bank management. Hoyeve
marketing executives and bank manager, althouglernfissaries of bank’s marketing message have gipalst
been oriented towardmeeting the targess the main driving force behind the marketingmréf of the bank.
Bank marketing has shifted attention freanget as the singular role, to creating the necessanglitions for a
long-term relationship between the bank and itdcsners that breeds successful business encouritertbe
long run. This shift necessitates a reappraisakisting marketing practices and the bank philogapid culture
that have driven the development of marketing hanoklucts in the past. The role of the marketingcatiees is
continuing to move away from the traditional aggres and persuasive marketing to a new role oéti@hship
manager’. Also in practice, Nigerian banks are @gging a tendency to change the marketing lexicom f
marketing executives to marketing counselors, simal representatives or marketing consultantés T
change in title is being designed to facilitate tifamsition of the marketing executive’s tasks frjust marketing
the bank products to advising and counseling; fitaiking to listening, and from pushing to helpinget
customer. The new reality of relationship marketiligcts marketing executives and bank managedsvelop
long lasting relationships with their customer liheae mutual trust and commitment. Each marketingasion
is an opportunity to strengthen the relationshipwieen them and their customer, and increase tradtjogf the
customer to the bank. The most significant differeibetween the marketing executive activities attro
elements in the marketing effort is the personatact depending on such factors as the bank staiskotype
or customer, newness of products and service, aay rather factors. In some situations, the inforomabr
persuasion role can be achieved by impersonal nefac@mmunication, particularly advertising. Advsirtg is
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impersonal, indirect and aimed at a mass audiembereas the activity of marketing executive is vidlial,
direct and much more adaptable. With advertisihg,rhessage of the bank is more limited, cheapecqeact
but unidirectional, relying on a pull approach etthan personal which is two-way but employs ehmigategy
and is relatively expensive per contact. It is ithportance of the marketing executives’ role in é&ign bank
that prompted this study.

Theoretical framework

This study was guided by the Need Theories. Acogrdiduji (2014), a need is a requirement or netefsi
survival and well-being. The basic premise of ndegbries is that people are motivated to obtaica@ues at
work that satisfy their needs. Need theory complamexpectancy theory by exploring in depth which
outcomes motivate people to perform at a high leisded theories suggest that to motivate a person t
contribute valuable inputs to a job and performa &igh level, a manager must determine what néedpdrson

is trying to satisfy at work and ensure that thespe receives outcomes that help to satisfy theselsiwhen the
person performs at a high level and helps the dzgtian achieve its goal. There are several needribs that
this study attempted to review. They include AbraHdaslow’s hierarchy of needs, Clayton AlderferBR&
theory, Frederick Herzberg's motivator-hygiene tlyeoand David McClelland’'s needs for achievement,
affiliation, and power (Maslow, 1954; Alderfer, 37Herzberg, 1966; McClelland, 1985). These theworie
describe needs that people try to satisfy at whrldoing so, they provide managers with insightsutbwhat
outcomes motivate members of an organization téoparat a high level and contribute inputs to htéip
organization achieve its goals. Psychologist AbmatMaslow (1943) proposed that all people seek tzfga
five basic kinds of needs: physiological needsgetyaheeds, belongingness needs, esteem needsgelind s
actualization needs. He suggested that these remuditute a hierarchy of needs, with the most dasi
compelling needs-physiological and safety needs@tbottom. Maslow argued that these lowest-lewsds
must be met before a person strives to satisfysbiggher up in the hierarchy, such as self-esteseds Once a
need is satisfied, Maslow proposed, it ceases &vatg as a source of motivation. The lowest levalronet
needs in the hierarchy is the prime motivator digaéor; if and when this level is satisfied, needthe next
highest level in the hierarchy motivate behaviolthdugh this theory identifies needs that are like be
important sources of motivation for many peoplsesrch does not support Maslow’s contention thexetls a
need hierarchy or his notion that only one leveh@éds is motivational at a time (Kanfer, 1990)vé&theless, a
key conclusion can be drawn from Maslow's theorgomle try to satisfy different needs at work. Toda
motivated workforce, managers must determine whidds employees are tying to satisfy in organinatand
then make sure that individuals receive outcomas ghtisfy their needs when they perform at higiellend
contribute to organizational effectiveness. By dothis, managers align the interests of individuembers
with the interests of the organization as a whBlg.doing what is good for the organization (perforgnat a
high level), employees receive outcomes that satiiefir needs. The needs, in ascending order are:

1. Physiological (food, water, sex and shelter).

2. Safety or security (protection against threat deprivation, such as danger avoidance, steady gt
a healthy work environment).

3. Social (friendship, affection, belonging, anddpsuch as supervisory support)

4, Ego (independence, achievement, freedom, statcsgnition, and self-esteem, such as persondg pri
and a positive self-concept).

5. Self actualization (realizing one’s full poteitithe desire to use one’s potential to the marimand

becoming everything one is capable of being).
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Figure 1: Maslow’s Need Hierarchy
Source:Organ, D. and Bateman, T. (199Qj)ganizational BehavioBurr Ridg, IL: Richard D. Irwin.

Clayton Aderfer's (1972) ERG theory collapses tive ftategories of needs in Maslow’s hierarchy ithtee
universal categories-existences, relatedness, amdtlgalso arranged in a hierarchy as shown inetahl
Alderfer agrees with Maslow that as lower need bersatisfied a person seeks to satisfy higher-legetls.
Unlike Maslow, however, Alderfer believes that agms can be motivated by needs at more than oeédethe
same time. A marketing executive in Nigerian bariks,example, may be motivated by both existencedse
and by relatedness needs. The existence needsatedtihe marketing executive to come to work redyiland
pursue his given target so that his job will beuse@nd he will be able to pay his rent and putifoo the table
for his family. The relatedness needs motivatentheketing executive to become friends with somthefother
marketing executives and have a good relationsliip the bank manager. Alderfer also suggests thatnw
people experience need frustration or are unabkatisfy needs at a certain, they will focus a# thore on
satisfying the needs at the next lowest level &f liierarchy (Alderfer, 1969). The key differencewvimen
Maslow’s and Alderfer’'s theories may not be thatiéfer collapses five needs to three. Rather, Addatoes
not assume a rigid hierarchy in which one needtbase satisfied before other needs can become tpera
Instead, according to Alderfer, all three need gaties can operate simultaneously. Also Aldefeintdathat if a
higher order need is not being met, people may ddmmaore rewards to satisfy lower level needs. Athwi
Maslow’s theory, research does not support somehefspecific ideas outline in ERG theory, such las t
existence of the three-level need hierarchy thaeier proposed (Kanfer, 1990). However, for mansgie
important message from ERG theory may be the sartigas from Maslow’s theory. Determine what neealsry
subordinates are trying to satisfy at work, and enalre that they receive outcomes that satisfyetinegds
when they perform at a high level to help the oizmtion achieve its goal.
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Table 1: Alderfer's ERG Theory.

Examples of how
managers can help
people satisfy these

Needs Description Needs at Work
Highest- Growth The needs for self-development an8y allowing people to continually
level needs creative and productive work. improve their skills and abilities
Needs and energy in meaningful work.

By promoting good interpersonal
The needs to have good interpersonetlations and by providing accurate
relations, to share thoughts and feelingigedback.
Relatedness | and to have open two-way communication.

Needs
Basic needs for food, water, clothingBy promoting enough pay tp
shelter, and a secure and safe environmemrovide for the basic necessities |of
life and safe working conditions.
Lowest-
level needs| Existence
Needs

As lower-level needs are satisfied, a person isvated to satisfy higher-level needs. When a peisamable
to satisfy higher- level needs (or is frustrateddtivation to satisfy lower-level needs increases.

Source:Jones, G.R. and George, J.M. (20@)ntemporary Managemenyew York: McGraw-Hill Higher
Education.

Adopting an approach different from Maslow's andeffér's, Frederick Herzberg (1996) focused on two
factors: (1) outcomes that can lead to high leeglmotivation and job satisfaction and (2) outcortiest can
prevent people from being dissatisfied. AccordiogHerzberg’s motivation-hygiene theory, people hawe
sets of needs or requirements: motivator needshggietne needs. Motivator needs are related to dtere of
the work itself and how challenging it is. Outconsegh as interesting work, autonomy, responsibiliging
able to grow and develop on the job, and a senseaimplishment and achievement help to satisfyvaotr
needs. To have a highly motivated and satisfiedkfsoce, Herzberg (1966) suggested that managensidho
take steps to ensure that employee’s motivator neeel being met. Hygiene needs are related to hiisiqal
and physiological context in which the work is penied Hygiene needs are satisfied by outcomes asch
pleasant and comfortable working conditions, paj pecurity, good relationships with co-workersd an
effective supervision. According to Herzberg, whageds are not met, workers are dissatisfied, anenwh
hygiene needs are met, workers are not dissatisfiatisfying hygiene needs, however, does not trasuligh
level of motivation or even high levels of job s#diction. For motivation and job satisfaction to tigh,
motivator needs must be met. Many research stindies tested Herzberg’s propositions, and, by arggkJahe
theory fails to receive support (King, 1970; Lock876). Nevertheless, Herzberg’s formulations haomribute
to the understanding of motivation in at least tways. First, Herzberg helped to focus researchanst
managers’ attention on the important distinctiotwleen intrinsic motivation (related to motivatoreds) and
extrinsic motivation (related to hygiene needskdbel, his theory prompted researchers and mansmstady
how jobs could be designed or redesigned so tetale intrinsically motivating.
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Table 2: Herzberg's Motivator-Hygiene Factors

Hygiene factors

Definitions

Motivators

Why they wok

= Salary and
Benefits.

= Working
conditions

= Company policy

= Status

= Job security

= Supervision and
autonomy

= Office life

= Personal life

These include basic income, fringe
benefits, bonuses, holidays,
company

car, and similar items.

These conditions include working
hours, work place layout, facilities,

and equipment provided for the job.

The company policy is the rules arn
regulations

- formal and informal

- that govern employers and
employees

A person'’s status is determined by
their rank, authority, and
relationship to others, reflecting a
level of acceptance.

= Achievement

t= Recognition

This is the degree of confidence that

the employee has regarding
continue employment in an
organization.

This factor concerns the extent of
control that an individual has over
the content and execution of a job

This is the level of interpersonal
relations within the individual's
working environment.

An individual’'s personal life is the
time spent on family, friends, and

interests, restricted by time spent at

work.

= Job interest

= Responsibility

= Advancement

Reaching or exceeding task
objectives is practically
important because the
“onwards-and-upwards”
urge to achieve is a basic
human drive. It is one of the
most powerful motivators
and a great source or
satisfaction.

The acknowledgement of
achievements by senior sta
members is motivational
because it helps to enhance
self-esteem. For many staff
members, recognition may
be viewed as a reward in
itself.

A job that provides positive
satisfying pleasure to
individuals and groups will
be a greater motivational
force than a job that does n
sustain interest. As far as
possible, be matched to
individual interest.

The opportunity to exercise
authority and power may
demand leadership skills,
risk-taking, decision-making
and self-direction, all of
which range self-esteem, an
are strong motivators.

Promotion, progress, and
rising rewards for
achievement are important
here. Possibly the main
motivator, however, is the
feeling that advancement is
possible. Be honest about
promotion prospects and thg
likely timescale involved.

=3

=3

D

Source:Uduji, J.I. (2013) “Hygiene Factors: the foundatdor Heightening the Marketing Executives Motieatin the

Banking Industry in NigeriaEuropean Journal of Business and Managen&): 68-75.

Psychologist David McClelland also identified a rhen of basic needs that guide people. The most ritaupio
needs for managers, according to McClelland (198%)the needs for achievement, affiliation, anaigyo The
need for achievement is the extent to which anviddal has a strong desire to perform challengasks well
and to meet personal standards for excellence. rdoap to McClelland (1978), people with a high nded
achievement often set clear goals for themselveks like to receive performance feedback. The need fo

affiliation is the extent to which an individual isoncerned about establishing and maintaining good

interpersonal relations, being liked, and havirfgeotpeople around them get along with each otf@83)L The
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need for power is the extent to which an individdakires to control or influence others (McClellaand
Burnham, 1976). One particular controversial péthi theory is that a high need for achievemard national
population is necessary to launch and sustain la leigel of economic development (Stahl, 1983). Haave
empirical data suggest that a high achievement me@dt universal among industrial nations (Stapgkand
Luthan 1997). While each of these needs is presentdividuals to some degree, their importancethia
workplace depends upon the position one occupies. example, research suggests that high needs for
achievement and for power are assets for firstdind middle managers, and that a high need for pasve
especially important for upper managers (Winter73)9 Cleary, more needs motivate workers than #edn
described by these for theories that have beerwed. For example, more and more workers are fpdlia
need for work-life balance and time to take car¢hefr loved ones while simultaneously being highmigtivated
at work. Interestingly, enough recent research asiggthat being exposed to nature has many salettagts
and a lack of such exposure can actually improvielveeng and performance (Luthan and Kreitner, 19850,
in summary, need theories suggests that to motivesie workforce, managers should determine whaidse
people are trying to satisfy in organizations amehtensure that people receive outcomes thatysagsids when
they perform at a high level and contribute to oigational effectiveness. Hence, this study wasréxed in
the light of the need theories that have been vwade

Research Methodology
The population of the study is made up of the mamgeexecutives in selected banks in Nigeria. A plensize
of 303 marketing executives was determined usiedittite multiplier, where:

Sample Size = Sample Size Formula = \QN -n
N—-n
Hence:

n= zzez(Pg)

= 1.96(50 x 50)
52

= 3.84(2500)
25

= 1600
25

Now, applying the finite multiplier

n= 384 X\| N=n
N-1

= 384 X \ [ 1000-384
1000-1
384 X \ liilG
999

384 X .79
303

Data Analysis and Presentation

Scale:

Definitely Disagree (DD) - 1
Generally Disagree (GD) - 2
Somewhat Disagree (SA) - 3
Generally Agree (GA) - 4
Definitely Agree (DA) - 5
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Table 3: Information as an Important Need of Marketing Executives

Question DD GD SA GA DA Mean | Std.

(%) (%) (%) (%) (%) Dev.
Information about what is happening in the workplac | 54 45 33 102 69 3.29 1.43
will help in cultivating and in maintaining mutugll (17.8) | (14.9) | (10.9) | (33.7) | (22.8)

satisfactory relationship between the manager laad t
marketing executives in Nigerian banks.

To be well informed about what is happening in the | 30 30 42 133 68 3.59 1.22
workplace will culture the marketing executive'yddty | (9.9) (9.9) (13.9) | (43.9) | (22.4)
to the bank in Nigeria.

Recognition, which could be expressed in giving the | 18 26 32 180 47 3.70 1.03
marketing executive information about his work have | (5.9) (8.6) (10.6) | (59.4) | (15.5)
high place in the Nigerian cultural values for naation
at collective work systems in Nigerian banks.

Overall Mean 3.53

Source: Field survey, 2014.

Respondents’ responses presented in table 3 rethedlthe respondents are of the view that infoionaaibout
what is happening in the workplace will help intaudting and in maintaining mutually satisfactoglationship
between the manager and the marketing executivéigerian banks. This is reflected in their resggmin
which 54 (17.8%) respondents definitely disagretsl,(14.9%) respondents generally disagreed, 33%4P.
respondents somewhat agreed, 102 (33.7%) respangenerally agreed and 69 (22.8%) respondentsitdfin
agreed as well as the mean response score of 3.29.

From the respondents’ responses it is gathereddhz well informed about what is happening inwekplace
will culture the marketing executive’s loyalty toet bank in Nigeria. This opinion is captured iaithresponses
which showed 30 (9.9%) respondents definitely disaimg with this, another 30 (9.9%) respondentegsly
disagreeing with this, 42 (13.9%) respondents sdamag¢wgreeing with this, 133 (43.9%) respondent&gely
agreeing with this and 68 (22.4%) respondents ilefjnagreeing with this as well as a mean respon$es9.

The respondents agree that recognition, which cbeldxpressed in giving the marketing executivermftion
about his work may have a high place in the Nigecialtural values for motivation at collective wa¥stems in
Nigerian banks. This assertion is reflected inrthessponses where 18 (5.9%) respondents definitisgreed,
26 (8.6%) respondents generally disagreed, 32 ¥a0r6spondents somewhat agreed, 180 (59.4%) resptnd
generally agreed and 47 (15.5%) respondents ddfiragreed as well as the mean response scorg@f 3.

With an overall mean response score of 3.53 theorefents agree that information about what is haipgs in
workplace is an important need of marketing exe@estin Nigerian banks.

Test of Hypothesis

The research hypothesis states thédrmation about what is happening around the workplace is not one of
the most important needs of marketing executives in Nigerian banks, as it does not help in cultivating and
maintaining mutually satisfactory relationship between the manager and the subordinates.
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Using the data presented in table 3 above, the ddiaite Analysis of Variance was used in testing thi
hypothesis. The results are presented below.

Table 4: Between-Subjects Factors

Value Label N
Q1 1.00 definitely disagree 54
2.00 generally disagree 45
3.00 somewhat disagree 33
4.00 generally agree 102
5.00 definitely agree 69
Q3 1.00 definitely disagree 18
2.00 generally disagree 26
3.00 somewhat disagree 32
4.00 generally agree 180
5.00 definitely agree 47

Source: Field survey, 2014.

Table 5: Descriptive Statistic§¥Dependent Variable:Q2)

Q1 Q3 Mean Std. Deviation N
definitely disagree definitely disagree 1.000d .0000d 18
generally disagree 1.5384 .50839 26
somewhat disagree 2.000d .0000d 10
Total 1.4444 .50157 54
generally disagree somewhat disagree 2.7273 45584 22
generally agree 3.000d .0000d 23
Total 2.8667 .34378 45
somewhat disagree generally agree 4.000( .0000d 33
Total 4.000(¢ .0000( 33
generally agree generally agree 4.3431 .53575 1027
Total 4.3431 .53575 102
definitely agree generally agree 5.000( .0000d 22
definitely agree 4.1702 .37984 47
Total 4.4344 49936 69
Total definitely disagree 1.000d .0000d 18
generally disagree 1.5384 .50839 26
somewhat disagree 2.500( .5080(d 32
generally agree 4.1884 .66676 180
definitely agree 4.1702 .37984 47
Total 3.5904 1.21961 303

Source: Field survey, 2014.

Table 6:Levene's Test of Equality of Error Varianes (Dependent Variable:Q2)
F dfl df2 Sig.
62.713 8 294 .00d
Tests the null hypothesis that the error variarfidbedependent variable is equal across groups.
a. Design: Intercept + p7a + p7c + p7a* p7c
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Table 7: Tests of Between-Subjects Effec{®ependent Variable:Q2)

Source Type Il Sum of Squares df Mean Square F Sig.
Corrected Model 402.800 8 50.35( 318.66( .00d
Intercept 1956.06 1 1956.06 12379.73 .00d
p7a 54.224 4 13.556 85.794 .00d
p7c 18.026 4 4.507 28.5272 .00d
p7a*p7c .000 0 .

Error 46.454 294 .158

Total 4356.00 303

Corrected Total 449.254 302

a. R Squared = .897 (Adjusted R Squared = .894)

The result in table 6 shows an F-value of 62.718 (p05) for the Levene’s Test of Equality of Erk¢ariance.
This result indicates that the error of variancethef dependent variable is equal across grouppdness to
questions 1 and 3). This presents a similaritesults.

Also, as presented in table 7, the Tests of Betv&dijects Effects presents high F-values for theected

model, intercept, and questions 1 and 3. Withlpesa< 0.05, the results generated are not dubanoe, thus
are correct and significant. Also with r-squaréueaof 0.897, a very strong relationship is estdidd between
guestion 2 of the research instrument and quesficared 3. Having adjusted r-squared value th@td94, it is

determined that 89.4% of change is caused by tthependent variable. Based on this, the null hyggithis

rejected. Hence, information about what is happgairound the workplace is one of the most impomaeds
of marketing executives in Nigerian banks, as ggbelp in cultivating and maintaining mutuallyisi@tctory

relationship between the manager and the subogdinat

Discussion of Research Finding

The broad finding of this indicates that to inspimarketing executives in Nigerian banks to workiidtlially or

in groups-in ways that produce the best resultsiagers need to tap into their own personal motwati forces.
The study further reveals that the art of motiv@gtine marketing executives starts with learning howmfluence
their individual behavior, and once the bank mamagederstand this, he is more likly to gain theuhes that
both the organization and its members want. Howeasrindicated in the problem statement of thislystu
Nigerian writer have discussed motivation and lesttip especially from the viewpoint of what and how
Nigerian workers could be motivated for more pwsitiattitude to work and for greater efficiency and
productivity. The question is discussed here framhackground of the view expressed at the resgaodiiem

of this study. That view states that culture whiaries from country to country, and between comitiesi
determines the norms, beliefs, wants, expectatams behavior of people. It causes variation in tieed
contents and structure, between workers. HenceNtberian writers question as to whether what il $a
motivate workers in the advanced countries as glwrthe behavioral science theories on motivatiod a
leadership does apply also to Nigerian workersbriéfly look into the review of these theories,witll be
recalled that Taylor’s theory of motivation was éa®n monetary incentives; Maslow suggested tredsaere

at five hierarchical levels and that lower needemvlatisfied did not motivate. It is noted that Hb@rg's two
factor theory (hygiene factors and motivators) \hizere developed not only in an advanced economic
environment but also with a sample of populationtffie study made up of people with reasonably kighdard

of satisfaction of the lower needs of Maslow's thedSo the finding by Herzberg may not have a ganer
application even in developing countries. Therealiso Victor Vroom's Expectancy theory, Alderfer,dan
McClelland theories. Finally there is McGregor'sdiy X and theory Y which relate to leadership. fhestion

is whether or not these theories are relevant éoNlgerian situation in general, and marketing ekges in
Nigerian bank in specific; and if so, how? Let p&o the discussion with the result of this studycWlindicates
that the needs of marketing executives in Nigebanks are not entirely different from those of nedirkg
executives elsewhere. The needs might be more,baeiger to Maslow’s physiological, security anctiab
needs than those of workers in developed countfiks. findings further suggest that marketing exeest
needs were not static but change according to deredntal changes in the environment, and to indaiid
development, which meant that needs change overiindespace. The findings show that one of the most
important needs of marketing executives in Nigeieamks is information about what is happening ieirth
organization. To be well informed they believed)ph& cultivating and maintaining mutually satistiawy
relationship between the bank manager and the titiagkexecutives as it cultured their loyalty to thank
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work. There may be something serious about thidirigy perhaps, it is the inadequate informationwflo
downwards and upwards in most multinational firmattnursed up the nonchalant attitude among Niggria
The need for information flow may be important irtare, but in a theoretical analysis, where wouheé place
this need for information in the need structure@ @hswer may seem to be in the theoretical framewbthis
study.

The findings of this study also suggests that therketing executives in Nigerian banks call for famd
adequate compensation as money is needed for gaiméir desire outcomes and reduce stresses anetiaax
of the present economy in the country. A way ofpdementing this will be to provide good fringe béise
safety measures and other factors that would digentarketing executives the feeling that Nigeriankbis a
good place to work in. All these are within the eade of Herzberg's hygiene factors. Another imparta
finding of this study is the prospect of promotiaetor, which is the first of the two higher psytdgical needs
by Maslow’s theory, Herzberg's motivation factots. effect, marketing executives in Nigerian bankssén
similar needs as marketing executives in westeumtries, except that the information’s need is dgderg. The
findings indicate some important barriers agait& satisfaction of the needs of marketing execsitive
Nigerian banks. One of them, a job related faateemed to be generally frusting to the marketirecatives, is
the unified pay structure, otherwise termed unciomil rewards operating in Nigerian banks. Thetesys
compensates every marketing executive along the dams, whether she is competent or incompeterthen
job, which is a denial of opportunity for recogaitiand self actualization. However, this couldiaedd back to
the main problem in most of the Nigerian banks, elgmpoor organizational design with its attendalnsence
of objectives and rationalized responsibility andharity relations because they are not based wiples for
order and predictability. This submission impliédit marketing executives in Nigerian banks areuerice by
the levels of needs that comes under Maslow's thamd supported by this investigation which sought
establish what needs struck the interest of marge¢ixecutives in Nigerian banks, and in what orddiis
finding shows that the needs of marketing execstimeNigerian banks could be ordered as followsogaition,
physiological expressed in good wages, and securRgcognition here could have the same implicaisn
identified need for information, because recognitould express in giving the marketing executiferimation
about his work. In this study, the junior marketiegcutives, whom we may look at as closest ta\ligerian
traditional life system, ordered their need struetas outlined above, while the senior marketingcatives’
placed such physiological need as good wages higihebably because in Nigeria, the extended family
financial obligations increased as one ascendeddbromic and social ladder —and job security, pteoom and
good working conditions next in that order. Whatvisrthy of note about this is that information aedognition
needs had the same significance in terms of needtste. This means that recognition-the fourthdnea
Maslow’s need hierarchy could be scored as basmdrtketing executives in Nigerian banks. So, rettmgn
may have a high place in the Nigerian cultural galdor motivation at collective work systems. Ttisthe
cardinal finding of this study for Nigerian bank magers. All these findings seem to confirm thatrtiagivation
theories by behavioral scientists conform to thairds of marketing executives according to indiaidu
developmental levels, and according to the bankatjpmal system. The Nigerian culture places emphais
information and recognition over which some of #tvanced countries drag their feet, is a fact deserves
serious attention in the search for a Nigerian vatibn system for marketing executives in the banks

When placed in the same job with the same compensand incentive programs, different marketing
executives are likely to be motivated to expandehidiffering amount of efforts. This is becaus®ple with
different personal characteristics have divergearcgptions of the links between effort and perfarceaand
between performance and rewards. They are alsly likehave different valences for the rewards thaght
obtain through improved job performance. The peabarharacteristics that affect their motivation htig
include: (1) the individual’s satisfaction with cent rewards, (2) demographic variables, (3) jopeeience, and
(4) psychological traits. However, is it possildepay a marketing executive too much in Nigeriank?aAfter a
marketing executive reaches a certain satisfadéwgl of compensation, does he or she lose int@megbrking

to obtain still more money? Does the attainmentaffinancial rewards similarly affect the marketmgecutive
desire to earn more of those rewards? The basie ismderlying this question is whether a marketing
executive's satisfaction with current rewards hag isnpact on the valence for more of those rewardsn the
desire for different kinds of rewards. The relasbip between satisfaction and the valence for rdsvas
different for rewards that satisfy lower-order ne€edg. pay and job security) than for those thasfgahigher-
order needs (eg. promotions, recognition, oppatigsiifor personal growth, self-fulfilment). Masleatheory

of need hierarchy, Herzberg’s theory of motivatiangd Alderfer’s existence, relatedness, and grakgbry, all
suggest that lower-order rewards are valued magilhiby marketing executives currently dissatisfigith
attainment of those rewards. In other words, theendissatisfied a marketing executive is with cotriggay, job
security, recognition, and other rewards relateldweer-order needs, the higher the valence he @agfaches to
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increases in those rewards. In contrast, as magketiecutives become more satisfied with theiiratiant of
lower-order rewards the value of further increasabose rewards declines. The theories of Maslderzberg,
and Alderfer further suggest that higher order relwaare not valued highly by marketing executivesl they
are relatively satisfied with their lower-order @ds. The greater the marketing executive’s satisfia with
lower —order rewards, the higher the valence ofeased attainment of high-order rewards. Perhapsnibst
controversial aspect of Maslow’s and Alderfer'sdhies for this study is the propositions that hagder
rewards have increasingly marginal utility. The maatisfied a marketing executive is with the highreler
rewards he or she is receiving from the job, tighér the value he or she places on further incsesthose
rewards. The findings of this study have providetkast some support for this suggested relatipnisatween
satisfaction and the valence of lower-order andhévigprder rewards. The evidence is equivocal and
propositioning, particularly the idea that higheder rewards have increasingly marginal utility,ra$ having
been tested adequately. This study provides sugpogome, but not all, of the preceding hypothe3éss
survey shows that marketing executive satisfiedh witrrent pay (a lower-order reward) had signiftbalower
valences for attaining more pay than those didgadiwith current pay. Also, marketing executivedisfied
with their overall attainment of higher valences ffiwore of those rewards than those dissatisfied thig higher-
order rewards. Marketing executives satisfied witleir lower-order rewards, however, did not have
significantly higher valances for high-order rewsrds the theories would predict

Demographic characteristics, such as age, faniy, ind education, can also affect a marketing ugxecs
valence for rewards. At least, part of the reason this is that Nigerians with different demographi
characteristics are likely to have different levalsatisfaction with their current rewards. Altlgbuthere is only
limited empirical evidence from this study, wittspect to marketing executives in this regard, soomelusion
can be drawn from the traditional value of Nigesiah is generally true that older, more experiehg®rketing
executives obtain higher levels of lower-order relga(eg. higher pay, handling main customer acqgaoinain
newer members of the marketing executives. Thuspitld be expected that more experienced marketing
executives are more satisfied with their lower-ondsvards. Consequently, they also should havereaience
for lower-order rewards than younger and less espeed marketing executives. A marketing execusive’
satisfaction with the current level of lower-ordeewards may also be influenced by the demands and
responsibilities he or she must satisfy with thoseards. The marketing executive with a large fand
support, for instance, is likely to be satisfiedhwa given level of financial compensation than tizehelor
marketing executive. Consequently, the more fammigmbers a marketing executive must support, thieehig
the valence for more lower-order rewards and theeiahe valence for higher-order rewards. Alsojviaiials
with higher degrees (eg. MBA and M.Sc) are moreljikio desire opportunities for personal growthieea
advancement, and self-fulfillment than those wiitstfdegrees (eg. B.Sc and HND). Consequently, more
educated marketing executives are likely to haghédri valences for higher-order rewards. Furtheremnas an
individual gain experience on a job, he or sheikely to gain a clearer idea of how expending effon
particular task affects performance. The experiédnnarketing executive is also likely to understhetter how
his or her managers evaluate performance and hoticydar types of performance are rewarded in Nayer
banks. Consequently, as suggested by the findifidbi® study, there is likely to be a positive taaship
between the years of a marketing executive hast spethe job and the accuracy of his or her expegtand
instrumentality perceptions. In addition, the magghe of marketing executive’s expectancy perceptioay be
affected by experience. As they gain experiencaketimg executive has opportunities to sharpen etarg
communication skills; and they gain confidencehait ability to perform successfully. As a reseikperience
marketing executives in Nigeria banks are likelyhtve larger expectancy estimates than inexperieanes.
Again a marketing executive’'s motivation in Nigeribank also seems to be affected by psychologiadkt
The marketing executives with achievement needslikedy to have higher valences for such highereord
rewards as recognition, personal growth, and fgadinaccomplishment. This is particularly true whbay see
their jobs as being relatively difficulty to perforsuccessfully. And finally, a marketing executs/gjeneral
feeling of self-esteem and perceived competenceahilidy to perform job activities (task-specifieltesteem)
are both positively related to the magnitude ofestancy estimates. Since such marketing execukigésve
they have the knowledge and abilities to perfomeytare likely to see a strong relationship betwefort
expended and good performance. Also, marketingutixes with high levels of self-esteem are likadyattach
greater importance to, and receive more satisfadtiom good performance. Consequently, such margeti
executives probably have higher valences for tiggdri-order, intrinsic rewards attained from suctgégsb
performance.

Conclusion and Recommendations

The major finding of this study indicates that imf@tion about what is happening around the worlkpla®one
of the most important needs of marketing executivedNigerian banks, as it does help in cultivatiswgd
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maintaining mutually satisfactory relationship beem the manager and the subordinates. The findinggest
that the needs of marketing executives in Nigebianks are not entirely different from those of thoiunterpart
elsewhere in the world. Their needs might be masd) closer to Maslow’s physiological, securitydasocial
needs than those of marketing executives in deedlamuntries. The findings further suggest thatketang
executive's needs are not static but change acwpridi developmental changes in the environment, tand
individual development, which indicate that needwmrge overtime and space. Management policies and
programs concerning higher-order rewards, sucleesgnition and promotion, can influence the dedlitalof
such rewards in the marketing executives’ mind. Rdting executives in Nigerian banks who feel tiatytare
well-influenced in their workplace are likely tov®a clearer understanding of how to perform tiais and
how performance will be rewarded. The study furtheveals that the prevailing management practice i
Nigerian banks is that many managers see goahgeds the prerogative of the boss. Few managers ek
effort to consult the marketing executives, notriention allowing the marketing executives to takiéidtive in
the goalltarget setting. Therefore, because theketing executives see the goals/targets as semifin
conditioned rooms’ without taking ‘grass-root’ pteims into consideration, they tend to view suchigjtargets
with indifference, if not outright hostility. It veaalso discovered in the study that many Nigeriankb do not
make serious efforts to communicate their overajéctives to their managers down the line. In smihanner,
many managers are content with just telling thewrkating executives what to do without showing theom
their performance contributes to the achievemenh@if bank branch. As a result of inadequate conication

of objectives and improper orientation, marketikgaitives have divergent perception of the objectf the
bank. Therefore, for effective management of mamgetexecutives in Nigerian banks, management should
identify the fundamental values of Nigerians, iml@rto condition their managerial approach. Theslees
should include:

1. Emphasis on the flow of information from thetbat up in managing the marketing executives

2. Making top management the facilitator of decisimaking rather than the issuers of edicts andegscr
in managing the marketing executives.

3. Using middle managers of the bank as the impeiysand shaper of solutions to the problem of the
marketing executives.

4, Stressing consensus as the way of making dasigio managing the marketing executives.

5. Paying close attentions to the personal welidpaif the marketing executives, as they spend wiost

their time by themselves calling on bank custonaerd traveling between main accounts, often away fany
kind of support from their peers, feel isolated dethched from their air-conditioned offices.

References

Alderfer, C.P. (1972Existence Relatedness and Growth: Human Needsdar@ational Settingd\ew York:
The Free Press.

Alderfer, C.P. (1969) “An Empirical Test of a Newhdory of Human NeedsOrganizational Behavior and
Human Performance}:142-175.

Herzberg, F. (1966)Vork and Nature of MarGleveland, OH: World Publishing Co.

Kanfer, R. (1990) “Motivation Theory and Industri@rganizational Psychology” in M.D. Dunnette andiL.
Hough, eds.Handbook of Industrial and Organizational Psycholpgd ed., vol. 1 (Palo Alto, CA:
Consulting Psychologists Press): 75-170.

King, N. (1970) “Clarification and Evaluation ofeéhtwo-Factor Theory of Job SatisfactioRSychological
Bulletine,74:18-31

Locke, E.A. (1976) “The Nature and Causes of Jaisfaation” in M.D. Dunnette, edHandbook of Industrial
and Organizational PsychologZhicago: Rand Mc Nelly): 1297-1349.

Luthans, F. and Kreitner R. (1988&)rganizational Behavior Modification and Beyor@lenview, IL: Scott,
Foresman.

Maslow, A.H. (1943) “A Theory of Human Motivatio?sychological Revievis0:370-396.

Maslow, A.H. (1954 Motivation and PersonalityNew York: Harper & Bros.

McClelland, D.C. (1985Human MotivationGlenview IL: Scott, Foresman.

McClelland, D.C. (1985) “How Motives, Skills and Mas Determine What People DoAmerican
Psychological40:812-825.

McClelland, D.C. and Burnham, D.H. (1976) “Powethie Great MotivatorHarvard Business Review#:100-
110.

McClelland, D.C. (1978) “Managing Motivation to Expd Human FreedomAmerican Psychologis83:201-
210.

McGregor, D. (1960Yhe Human Side of Enterpriddew York: McGraw-Hill.

Organ, D. and Bateman, T. (199)ganizational Behavior and Human Performang¢e,42-175.

125



Journal of Economics and Sustainable Development www.iiste.org
ISSN 2222-1700 (Paper) ISSN 2222-2855 (Online) lL,i,!
Vol.5, No.10, 2014 IIS E

Stahl, M.J. (1983) “Achievement, Power and Managéviotivation: Selecting Managerial Talent with theb
Choice ExercisePersonnel Psycholog®6:775-789.

Stajkoric, A.D. and Luttans, F. (1997) “A Meta-Apsis of the Effects of Organizational Behavior Magdition
on Task Performancefcademy of Management Journdl;1122-1149.

Taylor, F. (1911 Principles of Scientific ManagemeiNew York: Harper and Brothers.

Uduiji, J.I. (2013) “Hygiene Factors: the Foundasiofor Heightening the Marketing Executives Motigatin
the Banking Industry in NigerigBuropean Journal of Business and Managent&(it):68-75

Uduiji, J.1. (2014) :The Ecology of Work Attitudesyong Marketing Executives in Nigerian Bankstiropean
Journal of Business and Manageméh(3): 112-121.

Uduiji, J.I. (2014) ‘The Integrity Factor for managing the Marketing Exi@ves in Nigerian Busines&uropean
Journal of Business and Managemeg(6): 127-137

Uduji, J.I. (2014) “ A Theory of Efficiency for maging the Marketing Executives in Nigerian Banks”
European Journal of Business and Managent&(): 36-48

Vroom, V.H. (1964)Work and MotivationNew York: Wiley.

Winter, D.G. (1973)he Power Motivelew York: Free Press.

About the Author

Dr. Joseph Ikechukwu Uduji is also a visiting Pesfer to the Catholic University of Cameroun, Banzertde
holds Ph.D. (Marketing), Ph.D (Public Administratjp M.Sc (Marketing), M.Sc (Public Relations), MBA
(Management), MPA (Public Administration) from thiversity of Nigeria. He is a full member of Naial
Institute of Marketing of Nigeria (NIMN); Nigerianbtitute of Management (NIM); Nigeria Institute Béiblic
Relations (NIPR). He lectures Sales Management/i®ielations Management, Marketing Management,
Advertising Management, and Marketing Communicationthe University of Nigeria. He has publishednga
books and journal articles in the field of MarkegtidManagement and Public Relations. He is a requrizferred
conference speaker for professional bodies in Migard Sub-Saharan African countries.

Dr. Joseph Ikechukwu Uduji has worked as Regionahdger with multinational companies, such as Wiggin
Teape Plc, Johnson Wax, Afro Commerce. He is alfdl ardained Zonal Pastor in the Redeemed Claristi
Church of God, and the Regional Coordinator (S&ght of Nigeria) of the Redeemed Christian Bibldlege.
He is a Board Member and Trustee of the BIBLICAi&dr He is happily married with four children, alinkes

in Enugu, Nigeria.

126



The I1ISTE is a pioneer in the Open-Access hosting service and academic event
management. The aim of the firm is Accelerating Global Knowledge Sharing.

More information about the firm can be found on the homepage:
http://www.iiste.org

CALL FOR JOURNAL PAPERS

There are more than 30 peer-reviewed academic journals hosted under the hosting
platform.

Prospective authors of journals can find the submission instruction on the
following page: http://www.iiste.org/journals/ All the journals articles are available
online to the readers all over the world without financial, legal, or technical barriers
other than those inseparable from gaining access to the internet itself. Paper version
of the journals is also available upon request of readers and authors.

MORE RESOURCES

Book publication information: http://www.iiste.org/book/

Recent conferences: http://www.iiste.org/conference/

IISTE Knowledge Sharing Partners

EBSCO, Index Copernicus, Ulrich's Periodicals Directory, JournalTOCS, PKP Open
Archives Harvester, Bielefeld Academic Search Engine, Elektronische
Zeitschriftenbibliothek EZB, Open J-Gate, OCLC WorldCat, Universe Digtial
Library , NewJour, Google Scholar

e INDEX ({@‘ COPERNICUS

ros , . - I NTERNATIONAL
INFORMATION SERVICES

@ vimsice soumaocs @

£z 8 Elektronische
@O0@ Zeitschriftenbibliothek

open

Ny _?ﬂ nh
s " \ Y i—-. '. .GE()R(;ET()“N UNIVERSITY
oclc &) WF {IBRARY

eeeeeeeeeeeeeeeeee UniverseDigitall
ccccccccc WorldCat R gy —



http://www.iiste.org/
http://www.iiste.org/journals/
http://www.iiste.org/book/
http://www.iiste.org/conference/

