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ABSTRACT 

For banks to attract new business and sustain the loyalty of existing customers, consumers must be able to reach 

financial institutions through multiple channels. With consumer interest that was historically focused on Branch 

Banking, currently fast changing towards Mobile & Internet banking - the level of popularity and number of 

possible services it carries has a great potential. 

Through the use of wireless banking as a customer channel, as well as an internal tool within financial 

institutions, the combination of Mobile and wireless technologies with the wide variety of portable devices 

available today, enables new revenue opportunities for financial services organizations. This provides a new 

channel that can be used to refresh and expand the customer base, attract prime customers and enhance loyalty. 

The research topic entitled Impact of Service Promotion in Building Customer Value has a greater importance in 

today‘s context in terms of customer retention. The mobile banking services provided by NIBL showed that the 

customers has a high degree of trust building factor and has made their financial transactions safe and easy to 

operate. Though a little consumer awareness is required at certain level to the first time users in order to boost 

their confidence to operate easily. The revolution in the field of technology has made  a boon for the society and 

at the same time high risk factors are also associated with it. This research has made an extensive contribution in 

the area of promotional activities where personal interaction and advertisement program is a must for 

maintaining long term customer relationship. Moreover, providing better services with added value has made 

the customer to become more loyal towards their mobile banking services. 
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Paper Type:Research Paper  

I. BACKGROUND OF THE STUDY 

1.1 Introduction – Mobile Banking 

Mobile and remote financial services solutions are revolutionizing the financial industry, empowering financial 

institutions to add more value to their products and services, gain competitive advantage, and increase customer 

loyalty while also attracting new clients. There is significant demand for new personalized mobile services - 

such as account and portfolio balances and history, fund transfers, bill payment, real-time stock quotes, and real-

time one touch order entry. Secure applications that give "always available" access to critical business 

information embrace these new ways of doing business and create better service and more revenue 

opportunities, in other words, a serious return on investment. 

1.1.1 What is Mobile Banking? 

―Mobile Banking is a service that allows you to do banking transactions on your mobile phone without making a 

call, using the SMS facility or using Wireless Access Protocol (WAP).‖ 

The Mobile Banking technologies allow access to one‘s bank account and conduct a host of banking 

transactions and inquiries through the Mobile Banking service. One can check balance, stop a cheque payment, 

or even pay utility bills through the service. Mobile Banking provides account information and real-time 

transaction capabilities from the mobile phones at a true "anywhere, anytime, anyhow" convenience. 

Some examples of financial services through Mobile Banking solutions include: 

 Mobile Account Enquiries 

 Mobile fund transfers, bill presentment and payment 

 Personalized alerts and notifications on security prices 

 Real-time stock quotes on a wireless device 

 Extension of corporate applications to remote offices through advanced synchronization  

 

More than 70 percent of Nepali households are unbanked, but with new, innovative services launched with 

support from USAID’s Nepal Economic Agriculture and Trade (NEAT) project, mobile financial services could 

be available nationwide within five years. 

Despite these challenges, Nepali private sector leaders estimate that not only will mobile financial services reach 

all 75 districts of Nepal in five years, but new products such as insurance, health services, and market 

information will also be available through this channel—benefiting Nepal‘s rural population exponentially. 
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Mobile financial services are here to stay, and are transforming rural households and the economy in Nepal. 

2
Currently, there are 28 Commercial Banks in Nepal, all of which are operating Mobile Banking services. 

1.2 Statement of Problem 

New market situations sharpen the competition, especially when Nepal Investment Bank Ltd. has been started 

Mobile Banking only two years. The number of competitor is also rising and the products and service being 

offered is becoming less and less differentiated at their core. This is resulting in decreasing of offered customer 

value and increasing cost. Effective Promotion has become a strategic imperative for Bank, to move closer to 

their customers, expanding more efforts in finding new ways to create value for their customers and 

transforming the customer relationship into one of solution finding and partnering rather than of selling and 

order taking. Effective Promotion can potentially impact customer satisfaction rating and can potentially lead to 

increase their customer values. 

1.3 Objectives of the Study 

The objective of the study is to explore the impact of service promotion in building customer value. Various 

issues related to Mobile Banking were studied in detail for this purpose which is as follows: 

 To understanding the customers lifestyle with reference to their usage of mobile banking 

 To study the level of consumer awareness about mobile banking 

 To study the impacts of service promotion in building customer value 

 To study how the bank‘s marketing professional conduct their various promotion strategies to achieve 

marketing goals 

 To know the level of customized service offering to the customers  

 To study and analyze the present and future probable customer of mobile banking 

 To study the growth of user of mobile banking among the Nepal Investment Bank Ltd.‘s customer 

1.4 Limitations of the Study 

The study intends to explore the customer value and service promotion in Mobile Banking.  It takes into 

consideration only the customers of Nepal Investment Bank Ltd. as the segments for the purpose of this study.   

The study has adopted purposive sampling method for selection of NIBL branches and customers as per 

convenience of access and availability during the period of data collection. 

 

1.5 Promotional Mix 

In marketing, the promotional mix describes a blend of promotional variables chosen by marketers to help a 

firm reach its goals. It has been identified as a subset of the marketing mix.  It is believed that there is an optimal 

way of allocating budgets for the different elements within the promotional mix to achieve best marketing 

results, and the challenge for marketers is to find the right mix of them. Activities identified as elements of the 

promotional mix vary, but typically include the following: 

http://en.wikipedia.org/wiki/Marketing
http://en.wikipedia.org/wiki/Marketing_mix
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 Advertising is the paid presentation and promotion of ideas, goods, or services by an identified 

sponsor in a mass medium. Meidan (1996) states that a financial services organization can use its advertising for 

either its short-term or its long-term objectives.  Meidan (1996) suggests that there are two types of advertising 

channels appropriate for financial institution advertising. That is ―above-the- line‖ and under-the-line‖ 

advertising.  

 Personal selling is the process of helping and persuading one or more prospects to purchase a good or 

service or to act on any idea through the use of an oral presentation, often in a face-to-face manner or by 

telephone. Furthermore, personal selling is a crucial element in ensuring customers‘ post- purchase satisfaction, 

and in building profitable long-term buyer-seller relationship built on trust and understanding. Verhallen et al 

(1997) states that the increased competition within the fast changing environment of financial services has led 

financial service organizations to develop and maintain comprehensive relationship with their customers. 

Furthermore, long term person to person relationship is an important factor for a firm to achieve a competitive 

advantage. 

 Sales Promotion is media and non-media marketing communication used for a pre-determined limited 

time to increase consumer demand, stimulate market demand or improve product availability. Examples include 

coupons, sweepstakes, contests, product samples, rebates, tie-ins, self-liquidating premiums, trade shows, trade-

ins, and exhibitions.  Sales promotion is tactical marketing techniques with mostly short- term incentives, which 

are to add value to the product or service, in order to achieve specific sales or marketing objectives. Thus, due to 

conflicting ideas concerning the benefits of sales promotions, a financial service organization must base its 

decision upon relevance and usefulness of sales promotion as well as cost effectiveness. 

 Public relations or publicity is information about a firm's products and services carried by a third 

party in an indirect way. This includes free publicity as well as paid efforts to stimulate discussion and interest. 

It can be accomplished by planting a significant new story indirectly in the media, or presenting it favorably 

through press releases or corporate anniversary parties. Examples include newspaper and magazine articles, TVs 

and radio presentations, charitable contributions, speeches, issue advertising, seminars.  

 Direct Marketing is a channel-agnostic form of advertising that allows businesses and nonprofits to 

communicate directly to the customer, with methods such as mobile messaging, email, interactive consumer 

websites, online display ads, fliers, catalog distribution, promotional letters, and outdoor advertising The 

financial service sector has extended its face to face selling towards direct marketing of products and services in 

the form of phone, mail or computer transactions. Through the internet, financial services organizations can 

identify their customer interests. Furthermore, the Internet technology also makes it possible to follow 

individual customer usage. With the information gathered in an integrated database it is possible to read the 

customers‘ needs and satisfy them. This knowledge can be used for different kinds of direct marketing. 

 Corporate image campaigns have been considered as part of the promotional mix. 

 Sponsorship of an event or contest or race is a way to generate further positive publicity. 

 

http://en.wikipedia.org/wiki/Advertising
http://en.wikipedia.org/wiki/Personal_selling
http://en.wikipedia.org/wiki/Sales_Promotion
http://en.wikipedia.org/wiki/Public_relations
http://en.wikipedia.org/wiki/Publicity
http://en.wikipedia.org/wiki/Press_release
http://en.wikipedia.org/wiki/Corporate_anniversary
http://en.wikipedia.org/wiki/Direct_Marketing
http://en.wikipedia.org/wiki/Corporate_image
http://en.wikipedia.org/wiki/Sponsor_(commercial)
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II. RESEARCH METHODOLOGY AND DESIGN 

The research is designed to ensure that the information/data collected allows us to explore the statement of 

problem in the context of this study. 

The basic objective of the study is to understand customer value and the impact of service promotion in building 

customer value. 

 

2.1 Research Hypothesis 

H0: Service Promotion will have positive impact on value of Customer. 

 

2.2 Nature and Source of Data / Information Collection 

The study is descriptive as well as analytical, based on primary data.  The primary data was collected by means 

of questionnaires. The data was collected from individuals from different segments from the branches of Nepal 

Investment Bank Ltd. including Head Office.  

2.3 Sample and Sampling Technique 

The study was conducted amongst 400 customers of Nepal Investment Bank Ltd. within Kathmandu Valley 

branches and Head Office with a purposive sampling method. 

2.4 Tools Techniques used for Data Collection 

The structured questionnaire was developed for the purpose of the study. Pre-coded questions as well as open 

ended questions were used for descriptive analysis of the study using 5 point Likert Scale. 

2.5 Methods used for data collection 

The data collection procedure included face to face personal interviews and distributing questionnaire to Bank‘s 

customers. 

2.6 Data Handling, Tools and Analysis 

Excel spreadsheet was used for entry, tabulation and analysis of data collected from primary research. The data 

collected were analyzed by using statistical tools such as correlation – regression, t-test and p value. 

III: DATA INTERPRETATION AND FINDINGS 

3.1 Respondents’ Profile 

3.1.1 Gender 

Out of total respondents, 51% were male and 49% female. 

3.1.2 Age Group 

Regarding classification by age, 29.5 percents of respondents are in age group 18 to 25 years, 50 percent in 28 to 

38 years, 13.5 percent in 38 to 48 years, while age group of 48 years and above constituted 7 percent. This 
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shows most of mobile banking users fall in 28-38 years of age category.  Irrespective of income level or 

occupation, this age group is in favour of mobile banking, the possible reason being more exposure to modern 

technology, whereas senior categories may be a bit reluctant.because of less adaptability to technology. 

3.1.3 Income Level 

As for level of income and usage of mobile banking the sample showed somewhat reverse trend, with 36.5 

percent respondents having income level of less than Rs 25,000.  Thirty-one percent have income between 

25,000 to 40,000, 14.5 percent are in income level between income of 40,000 to 60,000, while 18 percent fall 

between income level of 60,000 and above. Here again, the result seems to be influenced by age group rather 

than income level alone. 

3.1.4 Occupation 

Out of the total respondents, 80.9% are employed, 10.7 percent are students while 7.6 percent are self-employed 

and 0.8 percent have not mentioned occupation status.  The trend is quite obvious as employed people make use 

of mobile banking more often than other categories. 

3.2 Data Analysis and Interpretation: Mobile Banking 

3.2.1 Necessary for Easy Access and Day to Day Operation 

Data shows that users find mobile banking service as an integral part of daily life as fourty four (44%) percent 

strongly agree and 48.5 percent agree that mobile application is very necessary for easy access to banking 

transactions and day to day operation. 

3.2.2 Fulfillment of Need and Expectation 

A total of 65.5 percent either agree or strongly agree that mobile banking services of NIBL fulfils their needs 

and expectations regarding financial transactions, while 29.5 percent has no clear idea. 

3.2.3 Easy Financing and Cross Banking Transactions 

Twenty four percent strongly agree and 54% agree to easy financing and cross banking transactions among 

different banks as an important aspect of consumer banking. 

3.2.4 Awareness of Mobile Banking Program 

A good number of respondents, that is, 53.5%, reported to be aware and 23.5% are strongly aware about NIBL‘s 

mobile banking program. Here, promotional elements and activities need to be applied more effectively to 

achieve wider use of customer base and maintaining customer value. 

 

3.3 Data Analysis and Interpretation: Customer Value 

3.3.1 Quality of Service Delivery 

According to most of the respondents, mobile banking services of NIBL are highly efficient and will improve 

quality of services delivery.  This has been agreed by 56% of respondents and and strongly agreed by 23%. 

3.3.2 Quality of Life 

One reason for using mobile banking is to facilitate day-to-day transactions which in turn reflect in 

improvement in quality of life. In this regard, altogether 70.5% either agree or strongly agree that great value on 
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the improved quality of life, inter relationship and other personal gains can be achieved from using mobile 

banking services of NIBL. 

3.3.3 Security Concern 

51.5% agree and 22.8% strongly agree on security concern as one of the major problems affecting well 

patronage of mobile banking service in NIBL. 

3.3.4 Customer Loyalty 

Out of total 400 respondents, it was found that 51.5% agree and 22.8 percent strongly agree that mobile banking 

service can increase customer loyalty towards service delivery of Nepal Investment Bank Ltd. 

3.3.5 Personal Satisfaction 

As many as 55.4 percent strongly agree and 31.1% agree that mobile banking helps customer in attaining 

personal satisfaction. 

3.4 Data Analysis and Interpretation: Service Promotion 

3.4.1 Effectiveness of Methods to Promote NIBL’s Mobile Banking Services 

Among the methods of promoting NIBL‘s mobile banking services, 47.2 percent consider advertisement as the 

most effective method, 19.1 percent favour public relations, 14.1% favour direct marketing, 12.6 percent like 

personal selling and only 7% regard sales promotion as the effective method of promoting NIBL‘s mobile 

banking services. 

3.4.2 Effectiveness of Media to Create Brand Awareness 

Regarding corporate brand awareness, 48.5% responded advertisement as the most powerful media to create 

brand awareness, public relations and direct marketing shared 17.5% each, while 9.5 percent favoured personal 

selling and only 7 percent regarded sales promotion as the powerful media to create strong corporate brand 

awareness. 

3.4.3 Brand Image through Personal Selling 

There is no doubt personal selling plays important role in sales promotion.  Our data shows 55% agree and 15% 

strongly agree that personal selling is an important tool to keep long term brand image in customer mind. 

 

3.5 Customers’ General Opinion on Mobile Banking Service  

3.5.1 Easy to Operate 

Most of the customers are very happy with NIBL‘s mobile banking services as 47.5 percent agree and 26% 

strongly agree that it has full options and is easy to operate and at the same time it is also a secured way of 

conducting transaction. 

3.5.2 Difficult to Operate 

However, some also feel that although NIBL‘s mobile banking has full options, it is sometimes difficult to 

operate, i.e., 34% agree, 31.5% disagree amd 34.5% are neutral to the statement that NIBL‘s mobile banking has 

full options but difficult to operate. 
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3.5.3 Confusing and Time Consuming 

Customers‘ response is very satisfactory regarding clarity and promptness of mobile banking service as 50.5% 

disagree, 19.5% agree and 30% are neutral to response that NIBL‘s mobile banking is very confusing and time 

consuming.  

3.5.4 Mobile Application Content 

As for mobile application content, most customers do not agree that NIBL‘s mobile banking has little features 

and is insecure for conducting transactions.   45.5% disagree and only 22.5% agree on NIBL‘s mobile banking 

having little features and being insecure. 

 

 

Calculation of Mean, SD and CV 

 

 Total 

Weighted 

Value 

Weighted 

Mean SD CV 

 

Statement 
 

      

Mobile Banking 
 

     Necessary for easy access and day to day operation 400 1738 4.345 0.675 0.155351 

Fulfillment of need and expectation 400 1490 3.725 1.857 0.498523 

Easy financing and cross banking transaction 400 1596 3.99 0.748 0.187469 

 

Awareness of mobile banking program 
 

400 1520 3.8 1.081 0.284474 

Grand Mean 

  

3.965 

   

Customer Value 
 

     Quality of service delivery 400 1576 3.94 0.797 0.202284 

Quality of life 400 1506 3.765 0.72 0.191235 

Security concern 400 1576 3.94 0.872 0.22132 

Customer loyalty 400 1568 3.92 0.789 0.201276 

 

Personal satisfaction 
 

400 1562 3.905 0.822 0.210499 

Grand Mean 

  

3.894 

   

Promotional Mix 
 

     Advertisement 400 920 2.3 1.493 0.64913 

Personal Selling 400 1316 3.29 1.384 0.420669 

Sales promotion 400 1242 3.105 1.189 0.382931 

Public Relations 400 1210 3.025 1.358 0.448926 

 

Direct marketing 
 

400 990 2.475 2.361 0.953939 

Grand Mean 

  

2.839 

  Customers opinion in general on available features 

and other aspects 

     Easy to operate 400 1562 3.905 0.903 0.231242 

Difficult to operate 400 1218 3.045 0.913 0.299836 

Confusing and time consuming 400 1052 2.63 0.961 0.365399 

 

Mobile app content 
 

400 1108 2.77 0.978 0.353069 

Grand Mean 

  

3.0875 
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Correlation 

        

Correlation       

  mobile banking customer value  Remarks 

mobile banking 1     

customer value  0.644120955 1 moderate positive 

        

        

  customer opinion  customer value    

customer opinion  1     

customer value  0.094932325 1 No linear relation 

        

        

  promotional mix customer value    

promotional mix 1     

customer value  -0.555125892 1 moderate negative 

 

T-Test: Paired Two Sample for Means 

  
t-Test: Paired Two Sample for 

Means     

        

    mobile banking customer value  

  Mean 3.172 3.894 

  Variance 3.2017075 0.0054175 

  Observations 5 5 

  Pearson Correlation 0.003198524   

  Hypothesized Mean Difference 0   

  Df 4   

  t Stat -0.901615372   

  P(T<=t) one-tail 0.209121024   

  t Critical one-tail 2.131846786   

  P(T<=t) two-tail 0.418242048   

  t Critical two-tail 2.776445105   

        

        

    Customer opinion  customer value  

  Mean 2.47 3.894 

  Variance 2.1515875 0.0054175 

  Observations 5 5 

  Pearson Correlation -0.046716961   

  Hypothesized Mean Difference 0   

  Df 4   

  t Stat -2.162998742   

  P(T<=t) one-tail 0.048282064   

  t Critical one-tail 2.131846786   
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  P(T<=t) two-tail 0.096564127   

  t Critical two-tail 2.776445105   

        

        

        

    Promotional Mix customer value  

  Mean 2.839 3.894 

  Variance 0.1829425 0.0054175 

  Observations 5 5 

  Pearson Correlation -0.555125892   

  Hypothesized Mean Difference 0   

  Df 4   

  t Stat -4.992073202   

  P(T<=t) one-tail 0.003766292   

  t Critical one-tail 2.131846786   

  P(T<=t) two-tail 0.007532584   

  t Critical two-tail 2.776445105   

 

P Value 

P Value: Mobile banking   

 Intercept 0.961438 

customer value  0.995928 

    

P value: Customer opinion    

Intercept 0.900308 

customer value  0.94054 

    

P value: Promotional Mix   

Intercept 0.251469 

customer value 0.331391 

 

From the overall perspective of respondents, the researcher has come to know from their opinion that: 

 The Mobile Banking of NIBL is secure, fast and simple. 

 The Mobile Banking service saves time which is major feature of M-Banking. 

 Transaction through NIBL Mobile Banking is prompt, easy enquiry, fund transfer and easy 

utility payments, user friendly and effective service. 

 We run with the modern technology hence every individual is trying to use shopping portal, 

balance transfer, fund transfer, inquiry, tickets confirming and booking, utility payment, etc. 

 NIBL Mobile Banking has Good Security, UI Design, Encrypt Data, Link Code with Number, 

which secured for transactions. 
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 NIBL Mobile banking service has made the customer perform a number of financial and non-

financial transactions in one click. 

3.7 Trend Analysis of the Mobile Users Growth Among Nepal Investment Bank’s Customer 

The following table shows the data of the growth of Mobile Users among the Nepal Investment Bank‘s 

Customer recorded during various months. The research revealed that there is an increase of 55.09 percent 

during August 2016 (27,163 users) and October 2017 (42,128 users) 

IV: SUMMARY AND CONCLUSION 

The mobile banking technologies allow access to one‘s bank account and conduct a host of banking transactions 

and inquiries through the mobile banking service.  One can check balance, stop a cheque payment, or even pay 

utility bills through the service.  Mobile banking provides account information and real-time transaction 

capabilities from the mobile phones at a true ―anywhere, anytime, anyhow‖ convenience. 

With the availability of different categories of Mobile Banking service in the market, customers have started 

positive response towards Mobile Banking service in Nepal. Therefore, it is very important to analyze the 

impacts of Service promotion of Nepal Investment Bank Ltd. for long lasting customer value. Banks have come 

to realize that to develop successful long-term relationship, they need to focus on the ‗economically valuable‘ 

customer, while keeping away and eliminating the ‗economically invaluable‘ ones. Effective Promotion can 

potentially impact customer satisfaction rating and can potentially lead to increase their customer 

values.Therefore, the research problem is the study of Impact of Service Promotion in Building Customer 

Value, for obtaining more efficiency in their customer relationship. 

Although the study is limited to NIBL customers, it has wider scope in the sense that it can be applied to 

customers of other banks as well.  This will help to improve marketing and more importantly, it can be useful 

for improving the quality of service delivery in mobile banking sector. As explained earlier in the report, from 

the viewpoint of customers interviewed, the main features that make mobile banking so much popular are its 

prompt service and time saving nature.  It is secure, fast, simple and at the same time easily accessible.  It has 

full features, most preferred of them being balance enquiry, fund transfer, use at shopping portals and for 

utilities payment.  It is user friendly, reliable and interactive all at zero cost of operation. 

With all these facilities, however, it was found that marketing strategy and use of promotional elements over the 

years has had a crucial role in the expansion of usage of mobile banking as well as building and maintaining of 

customers‘ trust on it. 

Hence, service promotion has positive impact on value of customer. 
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