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Abstract
The aim of this study was to investigate the refahip between Promotion-focused inclinations and/&rsity
academic staff patronage of Deposit Money Bank®ivers State. Drawing on the Self-Regulatory Focus
Theory, the paper argues that Promotion-focuselihations can influence customer patronage of thoeseks’
products. Primary data collected with structurecesgionnaire from seven hundred and ninety-two (792)
academic staff of three Universities in Rivers &tatere analyzed using the Spearman’s rank ordeelation
coefficient, as obtained in SPSS version 20.0. §thdy found a significant and positive relationshgtween
Promotion-focused orientations of the Universitademic staff and their patronage of the Deposit &dBank.
The paper, therefore, recommends that Deposit M&aks in Rivers State soliciting for patronagerfrthese
University Academic Staff should offer bank produtitat are in tandem with promotion orientationgheir
value customers.
Keywords: Accomplishment Inclination, Advancement Inclinati@ustomer Patronage, Personal Development
Inclination, Promotion-focused inclinations, Sekédrilatory focus.

1. Introduction

Banks play very important roles in every economge©f such roles is to collect funds from finangiaurplus
economic units through deposits made by them ankkntizem available to financially deficit units thoigh
lending. This all important function can be perfedonly, and if the surplus units are willing tokealeposits
and the deficit units are willing to borrow fromettbanks at rates approved by bank regulators. \Wittie
willingness and active participation of these martihere will be no business for the banks, angtbsperity of
nations will be greatly hindered. Thus, marketimgl ather bank executives have been concerned, avel h
sought to understand the motivation of individuated corporations to patronize bank products (eiter
depositors or as borrowers).

Existing literature in sociology and psychologyéglete with knowledge on motivation while extatérature in
marketing and consumer behavior has adapted kngal&dm sociology and psychology to offer explamagi
and also speculate consumer motivation to patronize bank product or the other. From the Theory of
Reasoned Action (Fishbein & Ajzen, 1975) to the drlgeof Planned Behavior (Ajzen, 1985) and to thedry

of Self-Regulatory Focus (Higgins, 1997), theohiave made concerted efforts to gain deeper unaeliagand
proffer explanations as to why consumers behavavthethey do, especially when making patronagesit@ts.
From economic theories, it has been establishedctiressumers are rational decision makers. It hsg béen
brought to common knowledge through hedonistic fiesothat all human decisions are hinged around
approaching pleasurable states of being and/odagunpleasant states of being (Mimouni-ChaabanéHe,
2009). Hence, consumers’ decision to act or beimeme way or the other may be explained by thesiré to
promote their wellbeing and/or guard against na@aplirable states of being.

Modern day markets are getting more demanding, egtsumers getting even more sophisticated andefick
Competitive pressures are being mounted from naltiand international players due to the global@atof
markets and the power of information and commuinoatechnology which has collapsed national bouiedar
and have put firms in one country in direct contpmtiwith firms in others. Hence, in addition tawdgaging the
gains of customer retention, services firms, egdgcbanks, must continuously strive to attract avid new
customers in order to survive and flourish in basg; And to attract new customers, a bank must khew
motivation of consumers, so as to know how bestppeal to prospective customers to prefer and piagats
products, instead of those of competing banks.

Therefore, understanding the motivation of indivitbuand organizations to patronize banks’ prodoassbeen a
much sought after knowledge in our fast-paced modiay business environment. Relying on hedonistic,
psychological, sociological and consumer behavimoties, the tendency is to believe or speculaae ah
consumers (individuals and corporate bodies) purgoals of advancement, personal development and
achievement/accomplishment and avoid states ofcimiyg, instability and pain (Higgins, 1997; Crov&
Higgins, 1997; Higgins, 2006). Hence, implying timadérketing executives of banks can appeal to patisfee
customers on these fronts, since the primary fefusarketing is customer satisfaction at a prdfhis study
therefore believes that appealing to customerspaoshective customers using the goals they seakhieve is
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a viable way of getting their attention and winnthgm over.

The activities of Banks in any economy center adoensuring that their customers fulfill their liéspirations
and expectations, by providing bank products thet enable them achieve their goals as individuals o
organizations, and these banks, in turn, achiesie torporate objectives as well. One would, thenefexpect
the customers’ readiness and disposition to identith the banks and patronize the banks.

However, there is evidence of low customer patrenafj many of these banks. In spite of the numerous
customer value initiatives they put in place. Tdow-expected-level of customer patronage careba & the
rate at which many customers open accounts andlabhahem after switching to another. Annual repoftthe
affected banks have their dwindling market shaik @ofitability as indicators of this challenginggnomenon.
What could have brought about this low customergoaige in the banking industry in recent times8ekms
that customer patronage might not be unconnected advancement inclinations of customers. Perhaps,
personal development inclination can account foetivlr a customer patronizes a bank or not. Onelmed to
believe that accomplishment inclinations of bankeptial customers can influence their patronagésaets. In
view of these doubts and uncertainties, we hadirtezest to study the nexus between Promotion-Festus
Inclinations and Customer Patronage in bankingstrgun Rivers State.

Based on this, the aim of this study was to deteentihe relationship between Promotion-Focusednatibns
and Customer Patronage in the Deposit Money Bankidgstry in Nigeria. The specific objectives weoe
determine:

i. the extent of relationship between Advancemaalimation and Customer Patronage in the bankidgstry.

ii. the extent of relationship between Personaldd@pment Inclination and Customer Patronage inbtdeking
industry.

ii. the extent of relationship between Accomplighmh Inclination and Customer Patronage in the imank
industry.

2. Theoretical Foundation and Hypotheses

2.1 Promotion-Focused Inclinations

Higgins (1997) regulatory focus theory is a motiwaal theory that provides an explanation on hoglniduals
regulate their behavior in a goal-directed fashi®egulatory focus theory also examines the relatign
between the motivation of a person and the way theywbout achieving their goal. Furthermore, retpuja
focus theory has been found to explain how conssimmetke sound decisions through information sedbtlarf
and Chang, 2010). Information processing (Aaker & ,.2001; Bosmans & Baumgattner, 2003; Kirmani &
Zhu, 2007; Pham & Avnet; 2004), and selection oéralatives (Briley & Wyer, 2002; Wang & Lee, 2006).
Models in personality and social psychology hawinguished between the motives to move towardrelesi
end states and the motive to move away from uretbgind states (e.g., Atkinson, 1964; Bandura, 1G&6yer

& Scheier, 1981, 1990; Roseman, 1984), all direetebloth individual and organizational decision imgkand
problem solving.

Regulatory focus theory presents two separateratependent self-regulatory orientations: prevenfi@us and
promotion focus (Higgins, 1997). Motivation withpaomotion focus is oriented towards ideals and eaéhg
gains, while motivation with a prevention focusdsected towards ensuring security and avoidingdss
Several studies have been done comparing promfitéus and prevention focus (Anirban & Yih, 2012;uRst

al, 2014; Chung & Han, 2013; Sacramento et al, P0Ii8is study is concerned with promotion focus] apw

it influences bank customers’ patronage of a palgichank.

Promotion focus is concerned with how people apgrgaeasure and avoid pain in different fashiornsusl
Higgins et al (1994) maintain that, the concerridefal self-regulation with positive outcomes (thpiesence
and absence) engender an inclination to approatthesto hopes, and aspirations as a strategyléat self-
regulation. Promotion focus involves the goal-mihbehaviors of individuals with respect to idealsshes,
aspirations, hopes and an orientation on maximigaigs.

A promotion focus directs an individual's hope, adeement, and accomplishment needs (Higgins & Crowe
1997). Since, an individual’'s promotion focus ismcerned with advancement, growth, and accomplishmen
(Crowe & Higgins, 1997), in making a purchase deais consumers display one or two of these basic
motivational orientations (Higgins, 1997). Lewin Wirtz (2007) assert that when people exhibit proaret
focused behavior, they are driven by growth andaadement needs to work hard in order to achieve atea
consistent with their self-concepts and life-styles

When individuals are promotionally inclined, thegcome less sensitive to distractions (Freitasle2082). As
social being, they tend to modify their behaviarsdbe in line with other peoples’ expectations (Femset. al,
2001). Therefore, a promotion focus can be evokedobusing on future desires which are capabledingl
more benefits. Promotion focus, as an aspect aflaéwy focus theory, shapes the wants, needstedesind
preferences of individuals.

This study concurs with Higgins & Crowe (1997) drelvin & Wirtz (2007), and views promotion focus as
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behavior individuals exhibited when they make decis on their wishes, ideals, desires, preferences,
aspirations, hopes, and goals, as well as devejopid accomplishing them. It focuses on the infteenf
university academic staff's advancement, persoeakeldpment (growth) and accomplishment (achievement
orientations on their patronage of Deposit Monepl&an Rivers State.

2.2 Customer Patronage

According to the New Websters Dictionary (1994)tr®aage can be said to mean being a regular custimnze
business entity. In a highly competitive indussych as banking, satisfying the customers shouttidoerimary
focus of firms that wish to sustain patronage (3ofnTyas, 1996; Kivela et al, 1999; Sulek & Hensl2904).
Several studies has been conducted on customesnpgt: Darden (1980) explains that terminal values,
lifestyles, social class were antecedent to shapfparchase) orientations, there antecedents witlianhabits
and values also affected store (firm) attribute antgnce. The evoked store set, according to Dasdewdel is
triggered by a stimulus that sets needs in queumation leading to patronage intentions and pagena
behavior.

Additionally, Shim and Kotsiopulus (1993) stateaheed for continuing to study customer profiles tmehe
“constant social, cultural and economic changesoitiety, which also affects patronage behavior.eErgal.
(1995) further opined that consumer patronage cdiddexpanded into the following; unplanned buying,
partially planned buying, and fully planned buyirg. this study, we therefore wish to measure patgen
behavior by the following constructs; patronageimions, patronage action, and Re-patronage.

2.2.1 Patronage Intention

Patronage intention can be explained to mean aiymsgilan by an individual to patronize an offeriofa firm.
Service organizations can enhance customers pwdiedsgavior by creating value in product offeringareet
customers’ expectations and satisfy their needshbéin and Ajzen (1975) opine that a consumersthasge
intention is an important indicator for predictimpnsumer behavior. Buying intention also descrities
likelihood that the consumer will be willing to bayspecific product in the future. Zeithaml (198®}ed that
merchandize value perceptions drive purchase iotentand purchase behavior in organizations, coesum
research has examined the influence of merchardise perceptions on consumer behavior (e.g., Detids
1991; Zeithaml et al; 1996) and shown that consaregaluations of merchandise or product value imnbesr
patronage intentions in traditional stores. Thewf@urchase intention is found to be influencedpbyduct
value. Consumers’ intention to purchase can alssd®n as a connection between their attitude t@ward
product and its actual purchase. According to Féghland Ajzen (1975), there are three notable nreasent
items for gauging purchase intentions: possibleuy intended to buy and consider buying.

Consumers might want to choose a specific bankdoasaheir estimates of the relative values proidg the
bank as well as and the benefits they perceivepriliide them with the highest value. Generallyastoners’
perceptions can, therefore, determine the meaningalue they attach to a store in their minds, #md,
ultimately, will drive their purchase intention (Bads et al, 1991; Zeithaml, 1988). Several reseaschave
explored consumers’ perceptions of value (Jacolay @ison, 1985; Jacoby, Olson et. al., 1973, Morané
Chapman, 1987; Zeithaml, 1988) and found that coress define value in different ways because peimept

of value seem to be influenced by context. Convergeand saving time (Ranganathan & Ganapathy 2002),
merchandise, customer service and promotions, ateigand convenience, and security (Park & Lee3200
were found important in commercial website patr@nagtentions. Additionally, the level of satisfawti
experienced by consumers during product purchasipgrience predicts the store patronage behavigol et

al, 2003; Moutinho, 1998). Satisfaction/dissatitifat with the bank transaction experience is likelyimpact
consumers’ patronage intentions for a particularkb@&rgolu et al. 2003). Using the same logic, aadsistent
with Zeithaml’s (1988) propositions that if consumexperience a dissatisfying banking transactiqregence
that results in frustration, they would perceive ttalue of merchandise to be lower than what treseaqip. A
pleasing online bank transaction experience, stted| by functional and aesthetic features of thésite,
would enhance consumers’ mood and influence thgiraach behaviors including satisfaction with tranlb
transaction experience and hence their patronagations (Eroglu et al, 2003). We argue this depem the
promotion-focus of the prospects.

2.2.2 Patronage Action

A decision is the selection of an action from sal/ether factors; consumers make purchase decisimry day
and every time. Extant literature reveals thatulagry focus theory has extended our knowledgeoosumer
decision making by investigating the effect of patibn on and prevention orientations on consumer
information search (Pham & Chang, 2010), infornmatjwrocessing (e.g., Aaker & Lee, 2010; Bosmans &
Baumgartner, 2005; Kirmani & Zhu, 2007; Pham & Ayr004).

Individuals choose to initiate and conclude a pasehaction depending on the perceived value oprtbeucts.
Hence, Baker et al (2002) found that, consumersiaehinfluenced shoppers’ perceptions of merchandis
(product) value and hence their intention to itdéian action to purchase. Baker et al (2002), fabatphysical
store choice criteria (merchandise quality, monetarice, time/effort cost and psychic cost peraaps)

85



Journal of Marketing and Consumer Research www.iiste.org
ISSN 2422-8451 An International Peer-reviewed Jalurn E-L,!ll
Vol.16, 2015 NS'E

influence merchandise value perceptions Accordingherchandise value perceptions represent a balance
between what consumers expect to receive in exehfargvhat they are willing to give up (Dodds et 4991,
Grewal et al, 1998; Zeithaml, 1998).

Researchers have found a positive relationshipdmtveonsumers’ perceptions of merchandise qualiytlzeir
perceptions of merchandise value in traditionalestmvironments (Dodds et al, 1991; Forsythe, 1@9#wal et

al, 1998; Zeithaml, 1998). Additionally, DonovandaRossiter (1982) noted that a positive bankingeerpce
would likely result in approach behavior. Consurmteraction with the shopping environment may csinef
goal directed pre-purchased search or browsingvi@has part of an ongoing search activity (Titu€gerett,
1995). Inability to locate the desired product mEve a negative impact on consumers’ emotions. €Thes
negative emotions experienced by the consumer rhay tead consumers to abandon the transaction or
withdraw patronage from a particular bank. Furthamen Babin and Darden (1996) found that positiveodno
may lead to greater spending and greater satisfatttat may result in enhanced patronage intentions

2.2.3 Repeat Purchase

Repeat purchase can simply be conceived as théngla¢ order after order by a consumer from the esam
organization, it can also be seen as the buyirgymduct or services by a consumer of the samedtR&peat
purchase customers are customers who are satefiedionally, intellectually, physically by an orgzation
offering which could be in form of a product or\d@ees which exceeds their expectations. Repeathpsecin
another context could be referred to as “re-patyeriatentions”, according to Wirtz and Lewin (20009)s the
willingness of an individual to re-patronize a seeg organization. In a relationship built on trastmitment is
engendered and then becomes a major predictoitwkfpurchases. Customers regularly visit a pdaticiirm
based on their perception of trust-that is, thefele that the company has their best interesteatrthwhen
providing a service (Caudill & Murphy, 2000).

A repeat purchase is often a measure of loyaley boand by consumers, higher repeat purchase vadams a
well retained, satisfied customer, also higher a¢perchase value drives higher customer valueghwinieans a
better top Higher repeat purchase value can megimehiprofitability as it does not include new cuséty
acquisition costs. Organization can take some @a&tto ensure repeat purchase of either their ptsdoc
services by listening to customer comments, suggedeedback, and complaints about the produsteovices
they are offering, by also providing value addimgvices to the customer experience. Repeat purdbabe
cardinal objective a company can set for its prégluCustomer repeat purchase is a good indicatar lohg
term business sustainability and profitability of @rganization; this is because it points to custogatisfaction
and retention.

2.3 Promotion-Focused Inclinations and Customer Pabnage

Studies on theory of motivation and self-regulatddiound in consumer research (Aaker & Lee, 200ie\B&
Wyer, 2002; Pham & Avnet, 2004; Zhou & Pham, 20Bham & Higgins, 2005). This study draws upon this
theory to explain consumer decision-making in page of banks. Higgins (1997) added that, an apgprta
desired end state is the natural strategy of priomatelf-regulation. People guided by this focevealop
promotional behaviors and attitudes of approachv@a& Scheier, 1998). The review of literature gessts that
consumers’ desired end-state in loyalty programs/ rha of utilitarian benefits (monetary savings and
convenience), hedonic benefits (exploration aneérsihment) and symbolic benefits (recognition aodial
benefits) (Mimouni-Chaabane & Volle, 2009). We aqgthat hedonic and symbolic benefits can enhance
promotion-focused regulation.

Customers when faced with a situation to make a&hmge decision are regulated by the ‘self’ tottilvard
pleasure and keep away from pain. Higgins et a94)9therefore, proposed that ideal self-regulatdfer in
their strategic inclination. These strategic inations are proposed by Crowe and Higgins (1997being
concerned with advancement, personal developmemityr and accomplishment. Hence, we adopt thisrsehe
of operationalization of promotion and strategidimations in decision making of customers in thisrk.

2.3.1 Advancement Inclination and Customer Patronag

Advancement refers to the act of advancing or ttegesof being advanced; improvement, progression;
furtherance; promotion to a higher place of dignitdividuals desire to make progress in life, eardamily
etc., and this is usually made possible by the ytsdthey decide to consume, the friends they &tsowith,
and most importantly the way and manner goals aneaptualized. Promotion-focus theory has beentifikh

as a motivational orientation that customers adepether as individuals or in group, in order to iagh
progress, customers perceive them as effectivecampetent. Hence, when they reflect upon themsethes
principal motive is self enhancement (advancemgmdnardelli et al, 2007).

According to Crowe and Higgins (2007), advancenigalination refers to goals initiated through hoexl
aspirations. Aspirations are those goals which womss set for themselves and subjectively try taimt
consumers may aspire to own a house, drive thedaesivear designer cloths, and so on. Aspiratlunge a
direct relationship with consumer motivation anéttcould also have a short or long duration befbiis
accomplished. The specific goal is to move forwhydaccomplishing goals that enable one to actuaize
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desired end state. Promotion focus can be condeg@dan signal detection terms (Higgins, 1997)e8fically,

a person with promotion focus use enthusiastic @gyres to ensure gains or to guard against nos-gaitthe
benchmarks of their decision making behavior. Gitlem above, individuals in organizations with arpeotion
focus should attain the state of eagerness toahidvancement and gains.

Again, individuals who desire advancements poseskyg attribute. Hence, Mourali et al, (2007) asse¢hat
promotion focus, which has a nexus with advancensmt achievement, leads to venturesome behavior,
resulting in a bias for change, actions and neerméditives. Consistent with this notion, Simonsd®89) and
Simonson and Tversky (1992) investigated the factiriving difference in susceptibility of individisato the
compromise effect in relation to the distinct selffulatory focus and found that promotion focusmisre
sensitive to the presence and absence of posiiselts. Quite a number of studies have found trades
difference in propensity towards risk in choicespodmotion-focused consumers as opposed to prewenti
focused consumers. (Chernev, 2004; Crowe & Higdif8,7; Zhou & Pharm, 2004).

More specifically, Chernev (2004) indicates that #irousal of promotion focus leads to a liking fiskier
financial alternatives (e.g., common stocks, shawsile, Mourali et al (2007) demonstrates differékelihood

of individuals to the compromise effect, dependoy the decision-makers dominant self-regulatoryu$oc
“individuals with highly promotion focus are motikdly to select options with greater potential fmth success
and failure”. This finding is assumed to be onltlsis of the cardinal concern of promotion focuselividuals
when choosing among alternatives; such individualain goal is to attain positive results and areenioclined
toward potential benefits or hedonic values deéddpy their choices.

We therefore propose in the alternate that:

Ho:: Advancement inclinations do not have a signifiaqaftionship with Patronage intentions of customers
Ho,: Advancement inclinations do not have a signifiaqattionship with patronage action.

Hos: Advancement inclinations do not have a signifiaqafationship with repeat purchase.

2.3.2 Personal Development Inclination and Customdpatronage

Personal development involves activities that enhsawareness and identity, identify and develogntaland
potentials, beef-up human capital. They also fatédi employability, create awareness of qualitylifef and
bring about the realization of dreams and aspinati®ikipedia, 2015). Personal development is edéerred to
as self-development or personal growth. It, alseplves the improvement of all aspects of the imtlial. The
feelings the person has about himself or herseld, their effectiveness in living (Berger, 2005). fiirther,
entails the development of positive life skills atite development of a realistic and healthy selfers.
According to Robbins (2015), personal developmamblves mental, physical, social, emotional, anilitsial
growth that allows a person to live a productive aatisfying life within the customs and regulatiaf their
society. This is achieved through the developmétiteoskills. These life skills generally fall intone of several
categories: feeling about self, intimacy, familsiefids, community, job, leisure, and spiritualifthey include
being able to recognize and describe one's fegligig;ng and receiving feedback, recognizing asgionp,
setting realistic and attainable goals, and emplpproblem-solving strategies (Aubrey, 2010).

Increased personal growth and development is tla¢ @foa wide range of individuals. It includes teosho
suffer from problems in their relationship with eth, or who suffer emotionally with feeling of I®self-esteem,
anxiety, or depression. It also includes individuaho are marginally successful or even very swgfakm life,
but who want to improve their efficiency, their kthito be and feel intimate and relate to othensd their
general level of satisfaction with, and enjoymefntiving (Wikipedia, 2015). The concept is not lied to self-
help but includes formal and informal activities fteveloping others in roles such as teacher, gaienselor,
manager, life coach or mentor. When personal devedmt takes place in the context of institutiohgertains
to the methods, programs, tools, techniques, asdsament systems that enable human developmehe at t
individual level in organizations (Aubrey, 2010)rBonal development can also incorporate developihgr
people. This may take place through roles suclh@setof teaching, coaching and mentoring, eitherutth a
personal competence (such as the skill of certagmagers in developing the potential of employeeas) o
professional service (such as providing trainirggegdsment or coaching).

In the case of personal development, an individidn functions as the primary judge of improvemdnit
validation of objective improvement requires asses® using standard criteria (Aubrey, 2010). Peakon
development frameworks may include goals or benabhksthat define the end-points, strategies orspfan
reaching goals, measurement and assessment ofepspdevels or stages that define milestones abong
development path, and a feedback system to promfdemation on change. Research indicates that.cnes
purchase behavior is usually triggered by the cowse’ desire to improve their subsisting state @ifig. Thus
all consumer purchase actions have as a drivendleel to enhance themselves, or develop into wtest th
perceive as their ideal self. On the basis of thedoing, we propose that:

Ho4: Personal Development Inclination does not havgaifsiant relationship with patronage intentions.

Hos: Personal Development Inclination does not havgifsiant relationship with patronage action

Hos: Personal Development Inclination does not havgaifstant relationship with repeat purchase.
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2.3.3 Accomplishment Inclination and Customer Patroage

Mueller (2015) defines accomplishment as the stapghe ladder to success individuals desire toeaehi
Accomplishment describes the successful achievemwkat task it refers to exploits, excellent perfanoe,
attainment of feats, successful maneuvers Accomplnt is a state attained when an activity is edrout
successfully to the ones admiration. Success igpipesite of failure and it is defined by the acptishments
that a person has achieved in its life. The truammg of success is the ability to live a life tiatvorth living
and allows an individual to be happy.

Various consumer research works provide basic ecil¢hat goals are conceptualized differently hiysconers
with either foci of the theory of regulatory focuBersons with promotion focus behavior perceivelgyea
ideals, opportunities, or aspirations (Higgins, 1,.98998).

Accomplishment inclinations are, thus, desires aspirations of individuals that are geared towaddsl states
of successes. ldeals are standards an individysshto meet and consequently goals constitute &émaany
opportunities for accomplishment” (Freitas et &0Q). According to Liberman et al (1999), promotfosused
individuals do not hesitate to start working oneavrtasks and goals, as they perceive them as npartopities
for accomplishment (Freitas et al, 2002; Libermarale 1999). Therefore, the state of accomplishment
attained when individuals make conscious effortsxploit opportunities.

Likewise, necessity goals arouse an inner obligatiiopursue them and are perceived as basic regeits that
have to be addressed (Werth & Forster, 2007). TasKse disposal of organizations with respect ttivating
individuals towards hopes, wishes, and aspiratiars often perceived as achievement inclined, hence,
McClelland and Atkinson (1964) classic theory ohi@vement motivation opines that a new achievertsekt
generates the feeling of accomplishment and thed géth past task engagements.

For individuals with a subjective history of sucgea new achievement task brings about a feelingrioi
which in turn produces a goal reaction that evole direct behavior to approach the new goal, imhlials
therefore feel proud when a new task goal is darteaccomplished, this accomplishment is evidenoeithe
patronage of new products that elicit a feelingpagfle such bank products include common sharesjrehi
education plan, internet banking etc. but the evés the case of an individual with a historyfafure which
generates a feeling of shame and produces goaiaesdhat invigorate and direct behavior to aviiid new
task goal. Also, Sassenberg and Scholl (2012)ntaiais that individuals in a promotion focus tendthink
globally, like to try out new things, and are ba#licconcerned with the absence and presence dfyeosesults.
This is consistent with Higgins (1997) who argubatteach of the foci serve a distinct survival fiows,
maintaining that the human promotion system is eomed with obtaining nurturance (e.g., a nouristioap)
and underlies higher level concerns with accompiisht and advancement. Its hedonic concerns relatieet
pleasurable presence of positive outcomes (gaims}lee painful absence of positive outcomes (ndnsya

The strategic inclination for the regulatory foeincalso be conceptualized in signal detection tdiiragner &
Swets, 1954; Trope & Liberman, 1996) posits thadividuals in a promotion focus are motivated t@ us
eagerness means — to ensure hits (representing) gaim to ensure against errors omission or “misses
(representing non gains). From a signal detectierspective, using eagerness means to ensuringahds
ensuring against errors of omission would produ¢as&y” bias whereas using a vigilance means poadua
“conservative bias.

Furthermore promotion pride would orient individaabwards using eagerness means to attain newgteads.
This buttresses the fact that promotion focusetbousrs might display greater eagerness when srieiward a
positive outcome. This positive outcome could bemtake progress, improvement and advancementsen lif
Individuals also display eagerness when in contéttt products and initiatives of banks which hdierm grow
in career, business. Therefore, we propose that:

Ho7: Accomplishment inclinations do not have a signfficeelationship with patronage intention.

Hog: Accomplishment inclinations do not have a significeelationship with patronage action, and

Hoo: Accomplishment inclinations do not have a signfficeelationship with repeat purchase.

3. Methodology

In this study, the focus was to investigate theuseletween Promotion-focused Inclinations and CGuosto
Patronage in the banking industry. The researdauisal in nature and as such adopted the use ofimtiae
approach in its methodology, while questionnaires wsed as the instrument of inquiry. The researatiepted
realist ontology, positivist epistemology and detimist position as it concerns human nature. Theystvas
conducted in a non-contrived environment.

The target population included three thousand, rsdwendred and thirty one (3,731) lecturers in theee
Universities in Rivers State. The choice of thisssl of people is hinged on the belief that theypaedominantly
customers to one bank or the other, more especiabyto the fact that their salaries are paid dirécto these
banks. Another reason was because this class sémeis considered to be more enlightened, andlcealily
provide information to this researcher. This stadyppted the clustered random sampling techniqueriee at
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its sample. The choice of this sampling proceduas premised on the fact the number of lecturerg fram
one tertiary institution to another in Rivers Stdi#ence, treating each of the institutions as ately we had
three clusters, and using the Krejcie and Morgdh%r0) table for determining sample size from aegiv
population.

The instrument of primary data collection for tsisidy was a multiple choice structured questiomnaihe
questions were drafted in simple language and lygavdes on how to respond to them. Respondents were
required to choose an option from alternative stetgs describing possible motivations that infoimeirt
patronage decisions. The questionnaire was divilsedfour (4) major sections. Section “A” soughtarmation
about the respondents, while sections “B and CYkbinformation about the variables under studych&af the
subsections had a minimum of five (5) questionscivhivere aimed at eliciting the required informatimn
answer the research questions posed earlier.

To ascertain the validity of the measurement itehes researcher subjected them to expert opinimmsisting of
five practitioners and five senior marketing leets: Cronbach’s Alpha was also conducted test mi@terthe
internal consistency of the measurement items. rékalts, which are above Nunnally (1978) benchnaak
presented in Table 3.1 below.

Table 3.1: Summary of Reliability Analysis of studgriables

SIN Variable Measure Cronbach’s No. of
Alpha items

1. Advancement Inclination 0.886 7

2. Personal Development Inclination 0.833 5

3. Accomplishment Inclination 0.768 6

4, Patronage Intention 0.832 6

5. Patronage Action 0.851 6

6 Repeat Purchase 0.799 7

Source: SPSS Output on Survey Data Analysis, 2015.

4. RESULTS AND DISCUSSIONS

4.1 Test of Hypotheses

The test statistics used in testing the hypothes#ee Spearman Rank Order Correlation Coeffic(emb). All
analysis is carried out using the Statistical Pgekar Social Sciences (SPSS) version 20.0. TalilsHows the
results of the analyses.

Table 4.1 Analyses of correlation between promefmrused inclinations, dimensions and indicators of
University Academics staff Patronages of Deposinkjobank.

Types Variables Statistics Advancement Development Accomplishment
Inclination focus Inclination focus Inclination Focus
Correlation .679 .698 .745
Spearman’s Patronage Coefficient
rho Intention .000 .000 .000
Sig(2-tailed)
792 792 792
N
Correlation .396 .700 .833
Coefficient
Patronage .000 .000
Action Sig(2-tailed) .000
792 792 792
N
Correlation 454 .654 .837
Coefficient
Repeat .000 .000
Purchase Sig (2- tailed). .000
N 792 792 792

** Correlation is significant at the level (2-tailg

Source: SPSS Output on Survey Data Analyses, 2015.

The test result indicates a positive relationsteépMeen advancement inclinations and patronagetiateim the
banking industry in Rivers State, Nigeria. The t®as carried out at 0.05 level of significance iwa-tailed
test; the result generated a 0.679** score in theaBnan Rank Order Correlation Coefficient, whickams that
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a strong relationship exist between the varialB@sed on this result, the null hypothesis is herefscted; and
the alternate hypothesis is accepted.

The test also indicates a weak relationship betvabrancement inclination and the patronage actiothé
banking industry in Rivers State. The test wasiedrout at 0.05 level of significance in a two-¢diltest; the
result generated a correlation coefficient of 0*39@vhich imply that a very weak relationship exiseétween
advancement inclination and patronage action afocoers in the banking industry, Rivers State. Cqusatly,
this study accepts the null hypothesis, and rejbetslternate hypothesis.

The test result further indicates a moderate atiip between advancement inclination and repgahpse in
the banking industry in Rivers State. The test wasied out at 0.05 level of significance in a ttaded test.
The result generated 0.454** score in the SpearRank Order Correlation Coefficient, which meangt tha
weak relationship exist between the variables uedesideration. It is on the basis of this reduétt tthis study
rejects the null hypothesis and accepts the alemmgpothesis.

The result indicates a positive relationship betwpersonal development inclination and patronatgntion of
the bank customers. The test was carried out & @@l of significance in a two-tailed test. Thesult
generated a correlation coefficient of 0.698**, whiimplies that a strong relationship exists betwése
variables. Consequently, this study rejects thehydothesis.

The test result indicates shows a positive relatign between personal development/growth inclimaaod
patronage action in the banking industry in RivBtate. The test was carried out at ninety five ger¢95%)
confidence level in a two-tailed test, the reselherated a coefficient of 0.700** score which sigjgehat the
relationship existing between personal developnmmiined products and patronage action of custormetke
banking industry is a strong one. This study theeefrejects the null hypothesis and accepts trernate
hypothesis.

The result indicates a positive relationship betwpersonal development inclination and repeat @sehn the
banking industry. The test result of 0.654** valumeplies that a strong relationship exist betweersqeal
development inclination and repeat purchase inbtirking industry. Consequently, this study accépisnull
hypothesis and rejects the alternate. This conslubat there is a significant relationship betw@ensonal
development inclination and repeat purchase obeuosts in the banking industry in Rivers State.

The test result as indicated on the table showssdiyge relationship between the inclinations tcalseomplished
and the intentions to patronize by customers intueking industry. The test was performed at Ol of
significance in a two-tailed test; the result gated a correlation coefficient if 0.745**, whichmains that the
relationship existing between accomplishment imtlon and patronize intention in the banking induss a
strong one. The study therefore rejects the nyboliyesis and concludes that there is a significalationship
intention of customers in the banking industry indRs State.

It was observed that there is a positive relatignbletween the accomplishment inclination and petge action
of customers in the banking industry. The two-thitest performed at 0.05 level of significance gatesl a
correlation coefficient of 0.833**, This impliesahthe relationship between the two is a very sjrone. We
therefore conclude that there is a significantti@feship between the accomplishment inclined présio€banks
and the act of patronage by customers in the bgrhutustry. Thus, we reject the null hypothesis aockept the
alternate hypothesis.

The result reveals that there is a positive refstigp between accomplishment inclination and repeathase
made by customers to the banks in that industre fivo-tailed test performed at 0.05 level of sigaifice
generated a correlation coefficient of 0.837** s ahis signifies that the relationship betweenoagalishment
inclination and repeat purchase is a very stroreg ®his study, therefore, rejects the null hypathaad accepts
the alternate hypothesis.

4.2 Discussion of Findings

4.2.1 Advancement Inclinations and Customer Patronge

A strong positive relationship was found to existvieen advancement inclinations and patronagetioten
Anirban, and Hwai-lee, (2012) in their work of jbieffects of choice assortment and regulatory fozsserts
that individuals with promotion-focused inclinat®are likely to focus on achievement and on maximgitheir
gains. Further, a focus on promotions makes theepiee or absence of positive outcomes importana In
research conducted by Shah et al (1998), it waadfdhat promotion focused individuals exhibited ajes
“eagerness” when working toward a gain than guardigainst a non-gain, this position was supportettifon
et al (2000). Also, Sunghun and Ingoo (2013) hyesitted that promotion focused participants, duangnline
interaction are likely to change their attitude &vds original information, and then, accomplisht$ethat have
long been desired.

This finding is justified by the fact that custormewho wish to make progress in their career, setsgfor
themselves and also makes conscious efforts t@eelsiuch goals. Such conscious effort are triggbyetheir
perception of firm’'s products as having the ability enable them advance, progress and more edpecial
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improve their family wellbeing. Consequently, firnfied it easier to elicit desired psychological tsta of
willingness, intention to patronize such bank piidu

This finding adequately agrees with practicallyetvable consumer dispositions and as such cangaeded as
providing information that is consistent with actape knowledge. The finding also agrees with Rosteal
(2001) who posit that individuals who desire to maklvancement in their life and career are monett to
change their behavior by merely reflecting uporufethopes and aspirations which affords many benefi
Based on the foregoing, this study asserts thatomg and positive relationship exists between adement
inclinations and patronage intention in the bankidustry in Rivers State.

Also, a weak positive relationship was found to exisiMeein advancement inclination and patronage acfion o
bank customers. This finding is confirmed by thsifon of customers at the choice (patronage arstage in
the consumer behavior process, in which they maypsh a product but fail to make the actual purchébis
means that enlightened consumers are skeptical Wwheaomes to committing their financial resources i
products until they are certain about the benefitisvable from the product. This finding is in corrhity with
that of Liang and Lai (2002) who examined decisimaking of consumers in the online environment anahé
that internet consumers may choose a product oblinedecide to make the actual purchase from ardifit
retailing format. Also, Bizrate.com (2000) confirth¢his proposition through a research work whicbvetd
that 78% of shoppers abandon their online shopgants; that is, fail to make the actual purchasmsde, we are
justified in our submission that a weak but positielationship exists between advancement inctinadnd
patronage action of customers in the banking inglRivers State.

There is a significant and positive correlationmxn advancement inclination and repeat purchdss.fiiding
agrees with good judgment based on the fact thiwiduals who yearn to advance or consider makimthér
progress in life are usually motivated to purchpseducts that enable them actualize that dream. edewy
according to Titus and Everett (1995), not beink ab locate the desired product may have negatifieence
on consumers’ emotions which may lead them to adyartkde shopping process or withdraw patronage faom
particular bank. It is the desired product as cphedized by the customer that should bring abaoper
alignment with ideal selves based on dreams anidatisps (Lewin and Wirtz, 2007) and hence, thectpn of
bank products when non-alignment is experiencefdrimation related to eagerness should be moreenfial
and persuasive than information related vigilan€es@rio, Grant, & Higgins, 2004, Spiegel, GranteRi| &
Higgins, 2004). Therefore, our finding is congruevith existing knowledge. Thus, we aver that thierea
significant and positive correlation between adement inclination and repeat purchase in the bgnkidustry
in Rivers State.

4.2.4 Personal development inclination and Customgratronage

Personal development inclination was found to bengty and positively related with patronage intemt This
finding of the current study can be justified byetHact that bank products which are personal
development/growth oriented assists consumersitirgg up developmental projects like obtainingaeility to
finance an academic program. Thus, this findingdsissible as it coheres with typical consumer bieha
Consumers are usually motivated to patronize prizdwbich they believe can improve their subsisstate of
being, hence, intention to purchase products whian with their desire for personal developmenbig a
phenomenon that is reminiscent with consumer ratityn

This position is in congruence with that of Fost¢ral (2001) who aver that individuals who are poton
focused are more inclined to change their behayamerely reflecting upon future hopes and asmiretiwhich
affords many benefits. It also agrees with the thed reasoned action by Fishbein and Ajzen(197& E980)
which is a model of prediction of attitude and beha which suggests that a person’s behavior tahtion
depends on the person’s attitude about the behawvidrsubjective norms. We therefore assert thatgérson
(customer) intends to enact a given behavior (mgethen it is likely that the person will doHktence, our
finding that personal development inclination sgignand positively relates with patronage intentionthe
banking industry in Rivers State is logical and &ible

It was found that there is a strong and positivatianship between personal development inclinatiol
patronage action. This finding coheres with exidatature which asserts that consumer purchasaviahis
usually triggered by the consumers’ desire to imprtheir subsisting state of being. Thus, all pasghactions
have as a drive the need to enhance one. Also,ardelli et al (2007) identified self enhancementaas
motivating factor in individuals to achieve proggeand competence. Furthermore, this finding agrettsthe
position of Berger (2005) who defined personal demment as self-development or growth which invelve
enhancement of all aspects of the human person.

This study therefore shares the view of that irdiiails strive consciously improve themselves throaggivities
such as enhancing employment skills. Increasings@onsness and building wealth therefore, our rekea
revealed that obtaining facilities brought abousicesl outcomes. This study therefore shares the woiethat
individuals strive consciously improve themselvasotigh activities such as enhancing employmentsskil
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Increasing consciousness and building wealth tbezefour research revealed that obtaining fadlibeought
about desired outcomes. Thus, the strong and ypesitlationship found between personal development
inclination and patronage action in the bankingustdy in Rivers State is justified.

There is a strong and positive relationship betwgensonal development inclination and repeat pweh@he
finding adequately conforms to the pleasures afiddals. It is a generally accepted position iggi®logy and
consumer research that individuals are drawn toysdedsure and repelled by pain. Thus, this findifighe
current study which indicates that personal devalaqt inclination strongly and positively relategiwiepeat
purchase is admissible. This position is shareth Witowe and Higgins (2007) who states that aspinatiare
personal developmental goals consumers set forsblees and subjectively try to attain.

Personal development bothers on an individualsiestilve view of their selves, thus, Robins (2016%ipthat it
involves mental, physical and emotional growth wahaédlows and person to live a productive and satigflife
within the customs and regulations of the sociagditionally, this is achieved through the develamof life
skills. Consequently, this result of our researtiplies that customers will repeatedly patronizekbproducts
that augments their desire for self-developmenjegts and also improves their economic status.fdfegoing
lend credence to our finding that there is a strand positive relationship between personal devetoy
inclination and repeat purchase in the bankingsimgun Rivers State.

4.2.7 Accomplishment inclination and Customer Patroage

We found a strong positive relationship betweenoagadishment inclination and patronage intentionisTh
finding corroborates the fact that accomplishmenérged initiatives of banks has the ability tocilian
approach behavior explained in the customers’ tigano purchase bank products. This is true toetktent that
offering products that are accomplishment oriersieeim to match the expectations and aspirationgstbmers
and therefore elicits positive responses which eaqglained in their intentions to purchase. Thisitpms is
shared with Crowe and Higgins (2007) and Fosteaal §2001) who state that individuals who are prdorot
focused are more inclined to change their behawamerely reflecting upon future hopes and asmiratiwhich
affords many benefits and also that aspirationsgaads consumers set for themselves and subjectinelto
attain.

According to Fishbein and Ajzen (1975 and 1980}hair theory of reasoned action which is a model of
prediction of human attitude and behavior, a pessbahavioral intention depends on the personitudt about
the behavior and subjective norms. Hence, if aotnet intends to enact a given purchase behavien ithis
likely that the person will act it out. Forster,gdins and Bianco (2003) and Pham and Avnet (2004¢ved
that eagerness should theoretically encourageedience on heuristic modes of judgment, which ideldhe
reliance on internal knowledge structures, in astirvigilance should encourage scrutiny of theirenment
and thus the reliance on external information (8les al, 1996).

A very strong correlation exists between accomptisht inclination and patronage actidrhis finding gains
support from literature which asserts that with ividbals with a subjective history of success, avne
achievement task brings about a feeling of pridielenced in the patronage of new products. Also,ghtig
(2000, 2005) suggests that a match between thatati@n to a goal and the means used to approatigtial
produces a state of regulatory fit that both creatéeeling of rightness about the goal pursuit ianteases the
task engagement. Promotion focused self-regulatonharacterized by greater eagerness, that iy, dhe
primarily concerned with insuring “hits” and mininmg “errors of omission”. (Crowe & Higgins, 1997ham
& Higgins, 2005).

It is, therefore, inferred that when consumers satisfied and are assured of their financial commaitt with
their banks, they will be favorably disposed to tomre doing business with the bank. However, whaee
consumers are skeptical about the possibility ofipcts of their bank satisfying their needs, they mwant to
be sure of the attendant benefits of these fagslitiefore the actual patronage is considered.

5. Conclusions and Recommendations

5.1 Conclusion

Based on the empirical tests carried out and theudsion of findings in chapter four, the followicgnclusions
were drawn.

0] Promotion-focused Inclinations of the Universityademic staff in Rivers State influence their
patronage of Deposit Money banks.
(ii) The extent to which the academic staff exhibitrguadge intention, patronage action, and repeat

purchase depends on their advancement inclinatipmisonal development inclinations and accompligtime
inclinations.
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5.2 Recommendation

Based on the findings and conclusions this papemoends that banks operating in Rivers State whbeetive
is to have a quantum leap in customer patronagedtter business performance should have a goap gfethe
promotion-focused orientations of their custom&secifically, these banks should have a completaviedge
of accomplishment inclinations, advancement intioxes and personal development inclinations ofrtkialued
customers. Knowledge of this, no doubt, will resnlincreased repeat purchase, patronage intergrmhactual
patronage, which in turn, will improve their corpter performance, especially in quantitative terms.

A ccomplishient PREphE it

Inclination HEhase

PI’DII‘ﬂDt:l.Dﬂ-fD cused | A dvancement = P atronage
Inclinations [FCliratiE T Intention e

Patronage
Fersonal
Drevvelopirient Patronage
Inclination / & ction

Figure 5.1: Promotion-focused inclinations and cosdr patronage
Source: SPSS Output on data analysis on promationsgd inclinations and customer patronage, 2015.
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