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Abstract

Customer satisfaction is challenging to banking since it dictates on profitability of the organization. Due to high
competitiveness in the banking industry marketing strategies lead to difficulties related to customer loyalty customer retention.
The paper sought to find out the effect of product on improving of service to customer and developing strategies for
improvement of performance. Government would utilize it for fiscal policies. It would be also important to academicians for
future research in the area of marketing. The study was guided by Social Exchange Theory. The study adopted a descriptive
survey design. The researcher used the multi-stage sampling technique to select 148 respondents. The collected data was
analyzed using descriptive statistics with the help of the Statistical Package for Social Sciences. ANOVA was also used in
data analysis. The finding indicated that product mix positively influence to customer satisfaction through branding, labeling
of logo and picture of products and product packaging through pay bill and flexible accounts. The study concluded that
marketing strategies was important in customer loyalty, retention, survey and satisfaction in commercial banks. It
recommended product strategies should be used often to improve on customer satisfaction.
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1. Introduction

Banks are struggling very hard to aggressively offer quality situated administrations as per clients' desires. They have tried
various in important ways of saving on costs in operations, benefit quality, employee fulfillment, consumer loyalty, financing
products, proficiency, budgetary execution are being considered by numerous analysts to better comprehend and serve the group
at large (Arokiassamy, 2013). Marketing is the immediate manner by which an association tries to reach its customers. This is
performed through the four components of the marketing blend. With the developing significance of the budgetary part, weights
are heightening for more successful marketing administration of the money related administrations. Powerful marketing ways are
the way to bleeding edge deals execution. Budgetary organizations regularly utilize an assortment of offers instruments and
procedures to accomplish their business objectives. Among the accepted procedures of those with exceedingly fruitful deals
programs is having the marketing systems gave to administration and bleeding edge staff at all branches that depicts tools and
forms in detail, guaranteeing that everybody associated with sales, regardless of how remotely, works on an organized basis
(Alvaddary, 2007).

Consumer satisfaction (CS) has turned into an essential measure of firm execution and subsequently a vital area of interest for
the bookkeeping and fund look into writing. Institutional hypothesis and partner hypothesis have alluded to the differing
dimensions of the customers as a financial being as well as persons from a family, group and nation. Current research on basic
accounting calls for utilizations of loyalty of consumer and dependability as supporting non-financial measures of the execution of
the firm, so great corporate administration will be the result (Smith & Wright, 2004). To satisfy customers in itself is common for
various reasons. For example, it has been exhibited that baffled customers tend to whimper to the establishment or search for audit
from them when they have experienced poor organization and need certain issues tended to (Oliver, 2009). A disappointed client
can in this way turn into a saboteur, deterring other potential clients from a specific specialist co-op. The estimation of consumer
loyalty in benefit ventures, contrasted with assembling enterprises, requires extraordinary thought because of challenges of finding
exact estimation parameters. Of all the administration businesses, the keeping money and monetary area has a prevailing position
and an exchange of consumer loyalty based execution estimations in the budgetary part requires exceptional consideration.

Marketing mix is an arrangement of controllable strategic marketing apparatuses which the organization use to make the
response it needs in the objective market. This arrangement of devices is usually alluded to as the 4P's: item, value, advancement
and place (Kotler and Armstrong, 2008) According to McCarthy (2007), "Marketing mix is a pack of four arrangements of
factors, to be specific item factor, value factor, promotion factor, and place factor". The marketing mix encourages organizations
in impacting the interest for its item. Most banks offer comparable items; thusly it is of much significance for them to separate
themselves from contender's exercises with a specific end goal to have the capacity to keep up their offer in the market. Saving
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money part for the most part utilizes marketing for their advantage. By carefully composing the components out of the marketing
mix, a bank can speak with customers and fabricate solid ties with them (Rullis and Sloka, 2010).

2. Objective of the Study

To investigate the effects of marketing mix in reference of products on customer satisfaction in commercial banks in Kericho
County, Kenya.

3. Review of Literature

Product can be seen as the whole of all physical and mental achievements that a customer gets because of the transacting and
the process of using. It is the aggregate of stock and ventures that an association gives the customers in the market. In association
with sparing cash, item is any organization offered by the bank, paying little regard to whether it is offered for a cost or
complimentary (Lee, 2001). This is a sparing record, store, credit, different types of non-money exchanges and so on. Lee (2001)
contend that there is a refinement amongst substantial and impalpable products. With regards to managing an account, most
products are immaterial. This incorporates for example advances, speculations, and installments. Nonetheless, there are
additionally couple of special cases, for example, installment cards or safes. The product is the center of promoting blend. In the
event that the product can't meet the purchasers require, alternate components of showcasing blend can't construct an aggressive
position available. Showcasing choices with respect to product incorporate the issues of assortment, quality, outline, highlights,
mark, bundling, administrations and guarantees. Assortment alludes to the choices about the collection which an organization
offers its clients.

Kotler & Keller, (2008) trusted that product is anything that can be offered to a business opportunity for consideration,
procurement, or utilize, or something that can fulfill a need or need. Along these lines, a product can be a physical decent, benefit,
a retail location, a man, an association, or even a thought. Products are the necessary chore wherein the end is the fulfillment of
client needs or needs.

The Social Exchange Framework was formally advanced in the late 1950s and mid 1960s in developed by the sociologists
George Homans in 1961 and Peter Blau in 1964 and crafted by social therapists John Thibaut and Harold Kelley in 1959. The
hypothetical model received for this examination was gotten from the Social Exchange Theory (Homans, 1958), which places that
every human relationship are framed by the utilization of money saving advantage investigation and correlations of choices. The
Social trade hypothesis endeavors to clarify the idea of the connections between different components of showcasing blend and
consumer loyalty. The hypothesis demonstrates that people kept up connections in view of the desire that to do as such
compensated.

4. Research Methodology

The study adopted a descriptive survey design. The objective populace of the investigation incorporates every one of the
clients of major commercial banks in Kericho County, namely: KCB, Equity, Standard Chartered, Barclays, Co-operative, and
Family Bank Kenya (County Government of Kericho records of 2016) consisting of 498 employees. The sampling process used
the multi-stage sampling technique. In the first stage, Purposive sampling was used to specifically select the commercial banks in
Kericho County. The sample size was 148. The primary data collection instrument for the investigation acted naturally regulated
questionnaires. ANOVA analysis was done on the promotion against customer satisfaction.

5. Research Findings and Discussion
5.1 Descriptive Analysis

Likert scale rating ranging from strongly agree at scale of 5 to strongly disagree with scale of 1 was used to measure the
market mix strategies against customer satisfaction. Means and standard deviations were used to describe the results.
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Table 1 Product Strategy

Questions Mean S.D

Product packaging in form of pay bills determine customer loyalty 3.642 1.075

Product packaging in terms of flexible accounts opening affect 3.858 0.650
customer loyalty

Branding of credit in form of pay slip based collateral affect customer 3.554 0.598
retention

Branding done in relation to log book based collateral influence 4.081 0.705
customer retention

Branding as per the different types of accounts plays a role in feedback 2.939 0.740
from customer survey

Land title deeds as a form of branding linked to credit is crucial to 4.000 0.782
customer loyalty

Labeling using variety of pictures influence customer retention 3.250 0.627

Labeling using logo designs affect customer loyalty 3.392 0.490

Product strategies influence customer satisfaction 4.189 0.750

Product packing was examined in the form of pay bills and some good number of respondents agreed that they affect customer
loyalty with a mean of 3.642. Variation in product packing due to pay bills was slightly significant with a standard deviation of
1.075. The result indicated that product packaging in terms of flexible accounts opening significantly affected customer loyalty
with a mean of 3.858. Product packing had low variation despite flexible opening of accounts with standard deviation of 0.650.
Majority of the respondents agreed as well as being neutral that branding of credit in form of pay slip based collateral affected
customer retention to some extent with a mean of 3.554. There is low variation of branding of credit given that pay slips are used
as collaterals with a standard deviation of 0.598. Most of the respondents agreed that branding done in relation to log book as a
collateral influenced customer retention with a mean of 4.081. Branding done through log book as a collateral had low variation
with a standard deviation of 0.705.

Branding as per different types of accounts play just some sufficient role in feedback from customer survey with a mean of
2.939. Some respondents agreed, more were neutral and significant number disagreed. There was low variation in branding based
on different types of accounts was low with a standard deviation of 0.740. Respondents mostly agreed that land title deeds as a
form of branding linked to credit was significant on customer loyalty with mean of 4.000 and its variation was low with a standard
deviation of 0.782. It was found out that labeling using variety of pictures somewhat affect customer retention with mean of 3.250.
Variation in customer retention with a standard deviation of 0.627 was low. The findings revealed that labeling using logo designs
had neutral or just some effect on customer loyalty with a mean of 3.392. There was low variation in customer loyalty when logo
designs are used with a standard deviation of 0.490. It was agreed by respondents that product strategies had significant effect on
customer satisfaction with mean of 4.189. Customer satisfaction didn’t vary significantly with a standard deviation of 0.750.

Consuegra (2007) findings agrees with the study finding where explorative design was used to do empirical analysis of
integrated model price, satisfaction and loyalty. Consuegra (ibid) found out that there exists relationship between product and
brand management with customer satisfaction. Another study by Palich, Cardinal & Miller (2000), showed that there is need to
have common brands, differentiated segment which deliver economies of scale to develop a strong market making branding to be
a very important element in organization.

5.2 Inferential Statistics
5.2.1 ANOVA Analysis

Table 1 Product Strategy ANOVA

Sum of df Mean F Sig.
Squares Square
Between Groups 16.602 2 8.301 18.174 .000
Within Groups 66.229 145 457
Total 82.831 147

Product strategy was significant factor that affected the customer satisfaction (F= 18.174, P (0.000) <0.05). It implies that with
the right product strategy there will be an increase in customer satisfaction.

6. Conclusions and Recommendations
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Banking sector has grown in time creating a vast competitive environment. Product mix strategy is commonly used to produce
differentiated products. The study finding outlines the importance of product packaging in term of use of pay bill and flexible
account to be a great contributor to developing customer loyalty. Branding also plays an important role on customer retention
based on collateral either through log book or pay slip. The use of labeling for both logo and picture are important for customer
retention and loyalty.

The study recommends commercial banks to engage in producing more friendly products through differentiated account from
loans, interest rates, charges, saving patterns, accounts and loan facilities. It is important to consider also differentiating product
through branding and new innovation like mobile banking. It also recommends that pricing strategy be incorporate in differencing
technique to increase products. Each product should target a customer need or market niche.
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