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ABSTRACT
The purpose of this study is to determine the extent to which strategic marketing  and technological innovations influence the  growth of retail banks  in Kenya . Knowledge of innovation in the banking sector is key in today’s competitive environment in  strategic decision making. Marketing and technological innovation practices lead to growth in commercial banks. The study was guided by the following objectives which include: To determine the effect of technological innovations on the  performance of  retail banks and to determine the effect of marketing on performance of commercial banks in Kenya. The study was carried out on 26 commercial banks purposively selected in Nakuru county .Data were collected from branch managers using structured questionnaires . Correlation and regression were used to analyse data on the relationship between innovations and the growth of banks.The results indicated that marketing and technological innovations significantly influence the growth of retail banks. This finding reinforces the bank’s need to invest in innovative practices in order to improve their performance.
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INTRODUCTION

In today’s business environment, firms and in particular , financial institutions, keep evolving ways of outperforming one another in the marketplace in order to remain compeitive and achieve strategic goals. One of such strategies is innovation. Significant innovations allow firms to establish competitive positions in the market. Innovation has been found to contribute to firm performance (Harmsen et al, 2000). The commercial banks innovate mainly on their customer business in terms of financial structures, credit, new products, new markets , inventory and marketing policies. 
The competition among commercial banks is increasingly drastic, and technological and marketing innovations have become important strategic choices for banks win in the market. The main forces behind innovative transformations of the Banking Industry are deregulation and innovation in information technologies. Both forces have brought about an increased competition not only among banks but also from other financial and even non-financial institutions. Banks now depend on income from fees rather that interest rate spreads and also competition has in some cases, encouraged banks taking higher risks for which there might only be a little gain.Information technology development is transforming from “account oriented” to “customer oriented” for commercial banks and is beginning  to exert large function to the marketing of the banking industry.
Statement of the Problem
The financial sector is undergoing global transformation as a result of marketing and technological innovations .To be competitive , the retail banks need to adopt the changes that are taking place in the banking industry .The key driver of innovations in the banking industry is information computer technology (ICT). Innovation directly affects bank managements strategic decisions in terms of product development, pricing, distribution and promotion.Managers who desire to remain competitive have to embrace the importance of marketing and technological innovation and incorporate it into their strategic plans .Only banks that apply marketing and technological innovation to their operations are likely to survive and prosper in the new millennium   The quest for survival, global relevance, maintenance of existing market share and sustainable development has made exploitation of the many advantages of marketing and technological innovations. The growth of firms in terms of market share , no of branches and customer base has been linked to the nature of response of retail banks to the global trend in innovative practices . This study sought to investigate the effect of strategic marketing and technological innovations in their operations  of retail banks in Kenya since no similar work had been carried out before.

However, most of the previous studies have examined the concept of innovation from a western perspective and little attention has been paid to the investigation of such concept in the Arab world. Moreover, while a large body of literature exists on the innovation of goods, the innovation of services, especially financial ones, has been given far less attention. Specifically, as far as the current researchers' knowledge is concerned, no previous studies were found that focus on evaluating the impact of the innovation process on financial institutions in eastern countries particularly in Jordan. Therefore, the primary purpose of this paper is to evaluate the extent to which marketing innovation may help firms on creating a sustainable competitive advantage.

General Objective of the Study

To establish the effect of strategic marketing and technological innovation on growh for  commercial banks.

Specific Objectives of the Study

i) To establish the effect of marketing innovation  on the growth of cretail banks.
ii) To establish the  effect  of technological innovation on the growth of retail banks. 

iii) To determine the composite effect of marketing and technological innovation on the growth of commercial banks.
Hypothesis
i) There is no significant relationship between marketing innovation and growth for retail banks

ii) There is no significant relationship between technological innovation  and growth  for retail banks.

iii) There is no single type of innovation influences the growth for retail banks.
LITERATURE REVIEW

Concept of Innovation

Innovation has been defined  as the successful introduction of a new thing or method, is an embodiment, combination or synthesis of knowledge in original relevant, valued, new products, processes or service  ( Popadiuk et al,2006) . It refers to all scientific, technological, organisational, financial and commercial activities which lead to, or are intended to lead to, the implementation of technologically new or improved products or services (OECD/Eurostat, 1997). Robbins and Coulter (2006) defined Innovation as the process of taking creative ideas and turning them into useful products or work methods. Parashar and Singh (2005) defined innovation as the ability to combine two or more knowledge.
Tran (2008) on the other hand viewed innovation as the creative and commercial embodiment of organisational learning. According to Lim et al (2010), innovation is a potential new combination that results in radical breaks with the past, making a substantial part of accumulated knowledge obsolete. According to Wirtz (2010), innovation is the development and successful establishment of a technical, organisational, business related, institutional or social solution of a problem, which is perceived as groundbreaking and new, accepted by pertinent users and pursued by innovators in anticipation of an achievement. Innovative activities introduce new products, create new demand and substitute for old products (UNIDO, 2002).

In a business environment characterized by rapid changes, short product life cycles, mass customization, narrowing customer niches, the successful integration of technological and marketing capabilities for a given product conveys little long term strategic advantage to firms. More specifically, in the financial sector, the business financial environment has become highly complex, competitive and dynamic. The complexity of the banking environment stems from the fierce competition, the deregulation policy (Yavas and Yasin, 2001), the removal of restrictions between banks, building societies and insurance companies) and the vast expansion in the adoption and use of information technologies (Bergeron and Roy, 2008). This in return resulted in unprecedented challenges in developing and presenting new service products which are highly successful and competitive. Such complexity has also influenced the used applications and techniques in producing and marketing such products. Therefore, financial institutions are trying more than any other time to create a sustainable competitive advantage compared to other competitors in order to secure their market share and enhance their presence in the financial market. Innovation, in financial sector, may also represent the introduction of new e-services such as depositing, withdrawing and checking the balance from different parts of the world. 
Marketing Innovation
The marketing is the root of survival for the commercial bank and the important measure leading the value direction of the bank service. To promote the marketing innovation is not only the necessary requirement to enhance the nuclear competition of the commercial banks, but also the essential guarantee to make the commercial banks step into the golden time of “service first”. However, with the quick development of information and network technology, every part of modern bank can not leave information technology, and the continual innovation and infiltration of information technology drive the enhancements of the whole management decision efficiency and comprehensive management level of commercial banks, and gradually bring along the optimization of operation system of commercial banks. Under this background, it possesses practical meanings to discuss the combined development of marketing innovation with information technology innovation.

Marketing innovation can be considered as an attractive strategy in such environment as it focuses on low-risk product modifications, extensions and design changes and thus provide quick innovative solutions (Naidoo, 2010). Bloch (2007) defines marketing innovation as “The implementation of a new marketing method that involves significant changes in product design or packaging, product placement, product promotion or pricing”, p.29.

Marketing innovation is seen as a powerful tool in gaining sustainable ompetitive advantage through the combination of inimitable various marketing factors that deliver both value and profit (Ren et al., 2010). It emphasizes low-risk product modifications, extensions and design changes that provide quick innovative solutions and thus it is considered as an attractive strategy for increasing sales (Naidoo, 2010). In fact, it is perceived as an incremental type of innovation that focuses on improvements in product design, packaging, product placement, product promotion or pricing (Bloch, 2007; Ren et al., 2010; Naidoo, 2010).

Generally, the main drive of enterprises to practice innovation is the achievement of basic entrepreneurial values such as revenues and growth (De Vrande et al., 2009). In this sense, the implication of marketing innovation specifically on business performance and customer value has been acknowledged in the literature
“A marketing innovation is the implementation of a new marketing method involving significant changes in product design or packaging, product placement, product promotion or pricing.” .  According to OECD (2005), a marketing innovation is the implementation of a new marketing method involving significant changes in product design or packaging, product placement, product promotion or pricing. Marketing innovations are aimed at better addressing customer needs, opening up new markets, or newly positioning a firm’s product on the market, with the objective of increasing the firm’s sales.

Marketing innovation and creativity is the key success for organizations in business environment, particularly in strategic planning for future growth and for developing new products and services. Marketing innovation reflects the firm ability to improve products/services continuously, which lead to achieve huge and new benefits to its clients and satisfy their needs in a unique way. This in return, may result in creating a competitive advantage for the firm in question through identifying needs and translating them into technical specifications and distinguishing the firm from its competitors by making the firm presence remarkable. The authors also refers to the marketing innovation process as the continuous improvements of the organizational learning process and conducting new and modern marketing activities and practices which are superior compared to the traditional ones. Therefore, Ettlie (1997) concluded that the innovation process requires proficiency in all organizational functions. 
Technological Innovation

Technology plays a key role in the performance of banks. Collaborating with hardware, software, telecommunications and other companies, commercial banks are introducing new ways for consumers to access their account balances, transfer funds, pay bills, and buy goods and services without using cash, or leaving home. Technological innovations are highly important for improving core competencies for firms in the Banking Industry. The innovations involve the development of new financial services, financial products and providing effective and convenient services to customers. Banks have moved into online banking systems using information technology systems such as cash dispensers or automated teller machines, telephone banking and internet banking ((Kim et al , 2004).

Information technology development such as World Wide Web and the internet have revolutionalized the world. The internet has provided global payment infrastructure through SWIFT, thus, enhancing electronic banking. Payments for goods and services can be made electronically including provision of financial services online through internet.  Knowledge and information replaced money as a fundamental source of power in organization( Toffler,1990).
 The technological revolution has made businesses becoming more competitive all over the world. This has led to the advent of a world without borders. This means organizations are in direct competition with each other. The internet and World Wide Web, phone, modem and fax have opened unbelievable opportunities to the observant and innovative businessman (Olago, 1997). The banking sector has invested in information technology in order to provide better services to their customers. In addition to investing ATMs they have also invested to paperless payment system such as electronic money transfer. An automatic cheque clearing house is also in place facilitated by the Central bank of Kenya through the Kenya Banker Association. The magnetic Ink character recognition system (MICR) has also been  adopted as the basis for automation of clearing in the country. 

Irechukwu  (2000), lists some banking services that have been revolutionized through the use of ICT as including account opening, customer account mandate, and transaction processing and recording. Information and Communication Technology has provided self-service facilities (automated customer service machines) from where prospective customers can complete their account opening documents direct online. It assists customers to validate their account numbers and receive instruction on when and how to receive their chequebooks, credit and debit cards. Communication Technology deals with the Physical devices and software that link various computer hardware components and transfer data from one physical location to another (Laudon and Laudon; 2001). ICT products in use in the banking industry include Automated Teller Machine, Smart Cards, Telephone Banking, MICR, Electronic Funds Transfer, Electronic Data Interchange, Electronic Home and Office Banking.
What matters most for technological development is the speed with which technology diffuses within a country. Empirical evidence shows an important divergence across developing countries in the speed of diffusion within countries and their role for growth (World Bank, 2008). Many developing countries have a business environment that constrains firm’s absorption of new technologies and performance. Among the macro-factors identified as potential barriers for growth and the adoption of new technologies are heavy regulatory burden, the quality of institutions, severe financial constraints and macro-economic uncertainty ( Dollar et al., 2003). In addition, technology diffusion depends on the extent to which firms are exposed to and able to efficiently absorb foreign and new vintage technologies  through trade, FDI and migration of human capital.

Technological strategies must be linked in with the over aching corporate or business strategy to be truly successful. Without a serious continuous, institution wide corporate strategic planning process it will not be possible to determine any technology roadmap effectively. It is the integration of technology and technology systems with the rest of an organization’s activities, policies, plans and strategies that is important. 
Good strategic technology management requires the integration of any technologies strategy with the rest of an organization’s strategies. These may be the business or marketing strategies, the research and development strategy and the human resource strategy. As Anstey (2000) has noted, the people elements of technology development and application are likely to be paramount importance.

Innovations and business performance

As Miller (2001) stated most firms seek technological innovation to gain competitive advantage in their market. Innovation is an important determinant of business performance in a changing competitive environment . Business performance is related to the ability of the firm to gain profit and growth in order to achieve its general strategic objectives . Business performance is the result of the interplay between actions taken in relation to competitive forces that allow the firm to adapt to the external environment . 

Some studies have found a significant relationship between innovation ,  sales growth and profitability while others have found a non-significant relationship between innovation and return on investment, but the link between innovation and business performance needs to be tested in a different market context 
.

The ability to innovate is increasingly viewed as the single most important factor in developing and sustaining competitive advantage (Tidd, 2001). It is no longer adequate to do things better; it’s about “doing new and better things (Slater and Narver, 1995). The importance of the innovation for the banking sector is that the competition forces banks to be innovative in order to survive in the market.

Technological innovation is having significant positive effects on bank productivity, cashiers’ work, banking transactions, bank patronage as well as its service delivery thus a positive effect on growth of banking. (Balachandher et al, 2001)

It has also been said that, technology enables banks to reduce costs, i.e., reduction of operating labour cost, cost of collecting, storing and processing information fall and interest expense is more competitive because technology enables banks to access liabilities more cheaply. Also, technology enable banks to serve their customers better and faster (convenience of having 24 hour access to ATMs, internet banking and telephone banking) and also it enables banks have diverse banking products. Finally, technology enables banks increase revenue and capture new markets by offering broader array of services and doing banking business worldwide. Technology is the is the key to quality service in banking.

Innovation has a considerable impact on corporate performance by producing an improved market position that conveys competitive advantage and superior performance (Walker, 2004). A large number of studies focusing on the innovation-performance relationship provides a positive appraisal of higher innovativeness resulting in increased corporate performance (Olson and Schwab, 2000; Hult and Ketchen, 2001) any of these research embrace more or less a positive association between innovations and firm performance, but there are also some studies indicating a negative link or no link at all . 

Despite the weak link they found, Lin and Chen (2007) associated innovations with increased firm sales. On the other hand, Johne and Davies (2000) established that marketing innovations increase sales by increasing product consumption and yield additional profit to firms. Commercial banks growth is based on their ability to attract a large number of customers. One way of measuring commercial banks growth is therefore, the comparative proportion of account holders relative to other banks. Customer satisfaction indicates the trust that people have accorded to their bank with their finances. Another important growth indicator was the market share of the bank. Number of branches was another measure  indicator of growth.

CONCEPTUAL FRAMEWORK
Marketing and Technological Innovations
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Source: (Researcher, 2011)
Marketing innovation is at the forefront of organizational priorities and is one of the crucial aspects of increasing customers awareness and loyalty. It informs the customer’s introduction of new product in market, the use and important features the product or service has. Providing quality products, services, introducing ways of marketing their products and services, correct promotion, correct pricing, market research regulated by the government through the CBK affects number of customers,customer satisfaction, growth of market share and number of branches.
Technological innovation affects the qua     lity of services and products offered. Use of computers, internet automation of bank, electronic banking, electronic notification, phone banking, increase IT literacy and electronic bank payment as increased the level of competitiveness hence the increase number of customers, customer satiffaction, growth of market share and number of brances.  Innovation reduces cost of operation, attracts more customers, increases efficiency and reduces time taken to enter transactions. All the two strategic innovations makes commercial banks increase number of customers,customer satisfaction,growth in market share and number of branches.
The effect of the two types of innovations is moderated by government activities which affect the growth of commercial banks through policies implemented through legislation and regulations effected through CBK..  Regulations restrict banks and the broadening of product lines of the banks continue to use strategic marketing and technological innovation. Changes regarding reserve limits, bank powers, geographic restrictions affects growth.

RESEARCH METHODOLOGY

Research Design

The study used a descriptive survey to establish the relationship between strategic innovation and growth of commercial banks in Nakuru town. Descriptive research is the most  commonly used and the basic reason for carrying out descriptive research is to identify the cause of something that is happening. Descriptive research studies are designed to obtain important information concerning the status of phenomena from which valid conclusions may be drawn.
Study Population

The study population comprised 26 commercial banks in Nakuru town. All the banks are included in the study. The data was obtained from the Munincipal Council of Nakuru 8TH September 2011.
 Sampling procedure 
The study carried out a census survey on the 26 commercial banks in Nakuru County . Further more Israel (2003), assserts that when apopulation is a size 200 or less, a census is the most appropriate for the study. Another advantage of a census is that it reduces the sampling error since all the elements in the population  are studied. 
Data Collection Instrument 
 A questionnaire was used to collect data. Use a quistionnaire is adventageous since it presents an even stimulus potential to large number of people simulatenously and provides on investigation with easy accumulation of data. 
Validity and Reliability of the Instrument  
The validity of questionnaire was evaluated by experts in the faculty of Commerce. According to Brown et al,  (1992), validity of an instrument is better improved by expert judgement. The validity evaluated include; construct validity  which refers to the extent to which operationalization of construct do actually measure what the theory say they do, content validty which is an examination of the test content to determine whether it covers a representative sample of the behaviour domain to be measured and face validity which is an estimate of whether a test appears to measure a certain criterion that is whether a test appear to be a good measure or not.
The questionnaire was pilot tested with five  commercial banks purposefully selected in Naivasha town to test for the instrument is reliability. The questionnaire was pilot tested with five  commercial banks purposefully selected in Naivasha town to test for the instrument is reliability.The reliability of the instruments was tested using the Cronbach Alpha . A coefficient of  0.85 was whch was more than the 0.70 threshold for the test of scale reliability. 
Data collection method

The quistionnaire was administered to the branch managers by drop and pick method. A time period of one week was allowed to fill the quiestionnaire after which they were collected.

Data Analysis and presentation
Data analsis was facilitated by SPSS . Both descriptive  and inferential statistics were used . Correlation and regression analysis were used to test the hypotheses. The Correlation was used to determine the relationship between the banks and possession of the strategic innovation and its effect on growth while regression analysis was used to determine the level of contribution of each of the types of innovations on firm performance.
Y = β0+ β1M+β2T + є
Where:
Y= is firm growth (dependent variable).

M = marketing innovation (independent variable) likely to bring about firm growth.

T =  technological innovation (independent variable) likely to bring about firm growth.

є =  the error term, other factors that influence firm growth.
RESULTS  AND DISCUSSIONS

This chapter outlines the findings from the research whose main objective was to determine the effect of strategic marketing and technological innovation on growth of commercial banks in Nakuru town.

Bank Classification by Ownership

Table below shows banks are classified as government owned 3.8%, multinational 26.9%, owned by local 50.0% and jointly owned 19.2%. Most banks are owned locally as per frequencies and percentage. The growth in the number of these local financial institutions was due to regulatory framework in which entry requirements were relaxed as government effort to promote the growth of locally owned commercial banks. 

	 Table 1 Bank Ownership

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Governement onwed
	1
	3.8
	3.8
	3.8

	
	Multinational
	7
	26.9
	26.9
	30.8

	
	Locally onwed
	13
	50.0
	50.0
	80.8

	
	Jointly owned
	5
	19.2
	19.2
	100.0

	
	Total
	26
	100.0
	100.0
	


Year of Incorporation

The table below indicates the year of incorporation, 15.4% between 1960 - 1970, 23.1% between 1970-1980, 38.5% between 1980 – 1990, 23.1% between 1990 -2000. The financial sector grew steadily in the 2000s as indicated by the growth in numbers of commercial banks. The number of increase is due relaxing  reguratory  requirement for commercial banks.
Table 2
Year of Incorporation

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Before 1970
	4
	15.4
	15.4
	15.4

	
	Between 1970 to 1980
	1
	3.846154
	3.84615
	19.24615

	
	Between 1980 to 1990
	1
	3.84615
	3.84615
	23.0923

	
	Between 1990 to 2000
	2
	7.692308
	7.84615
	

	
	Above 2000
Total
	19
	73.07692

100.0
	73.07692

100.0
	100.0


Geographical Scope of Operation

Commercial banks exert control in an actual market situation, its dominance is precarious and most often subject to change. Marketing  and technological innovation facilitate geographical expansion of banking organizations beyond the effects of the increases in the bank scale associated with expansion. The table  shows; 42.3% banks are nationally only in Kenya, 38.5% regionally in two countries in Africa and 19.2% internationally operating two or more branches which might be outside Africa.
	Table 3        Scope of Operation

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Kenyan
	11
	42.3
	42.3
	42.3

	
	Regional
	10
	38.5
	38.5
	80.8

	
	Multinational
	5
	19.2
	19.2
	100.0

	
	Total
	26
	100.0
	100.0
	


Number of Branches 

Most commercial banks environment competition is likely to take the form of internal competition and number of branches which it operates. The table 4.4  indicates the number of branches; less than 5 19.2%, between 6 and 10 15.4% between 11 and 15 and 42.3% above  23.1%. Marketing and technological innovation facilitates the expansion of banking organizations.

Number of Branches
	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Less than five
	5
	19.2
	19.2
	19.2

	
	Between 6 to 10
	4
	15.4
	15.4
	34.6

	
	Between 11 to 15
	11
	42.3
	42.3
	76.9

	
	Over 15
	6
	23.1
	23.1
	100.0

	
	Total
	26
	100.0
	100.0
	


Technological and marketing innovations Response 
	
	SA
	A
	U
	D
	SD
	TOTAL

	MARKETING INNOVATION
	
	
	
	
	
	

	 Listening  to opinions of customers in our bank affects growth
	69.2
	30.8
	0.0
	0.0
	0.0
	100

	 Use of customers information to improve service delivery  affects growth
	69.2
	30.8
	0.0
	0.0
	0.0
	100

	keeping  promises made to customers in our bank affects growth
	88.5
	11.5
	0.0


	0.0
	0.0
	100

	 The use of lower service cost in affects bank growth
	57.7
	38.5
	3.8
	0.0
	0.0
	100

	The use of effective distribution of branches influences bank growth
	9
	61.5
	3.8
	0.0
	0.0
	100

	 The use of recent marketing programme influences bank  growth
	30.8
	53.8
	15.4
	0.0
	0.0
	100

	 The use of creative methods of  operation influences our bank  growth
	50.0
	46.2
	3.8
	0.0
	0.0
	100

	 The responces to customer needs by writing contacts influences growth in our bank
	61.2
	20.8
	0.0
	10.0
	8.0
	100

	 Focuses on market in which we have competitive strength affects growth
	7.7
	34.6
	19.2
	26.9
	11.5
	100

	TECHNOLOGICAL INNOVATION
	
	
	
	
	
	

	 The use of computers in our bank affects growth
	65.4
	33.6
	0.0
	0.0
	1.0
	100

	The use of elecronic home and office banking affects growth
	81.5
	15.4
	0.0
	5.0
	3.1
	I00

	 The use of automated Teller machines in our bank affects growth
	80.0
	10.0
	0.0
	0.0
	9.2
	100

	The use of electronic bank payment in our firm influences growth
	38.5
	50.0
	3.8
	7.7
	0.0
	100

	 The use of smart cards in our bank affects growth
	11.5
	57.7
	19.2
	3.8
	7.7
	100

	The use of MICR cheques in our bank influence growth
	3.8
	23.1
	23.1
	23.1
	26.9
	100

	The use of telephne banking in our bank affect growth
	61.5
	26.5
	3.8
	7.7
	0.0
	100

	The use of electronic data exchange in our bank affect growth
	34.6
	19.2
	11.5
	11.5
	3.8
	100

	Make cheque available program m affects bank growth
	57.7
	38.5
	0.0
	0.0
	3.8
	100

	 Computerized credit rating affects bank growth
	46.2
	50.0
	0.0
	3.8
	0.0
	100

	FIRM GROWTH
	
	
	
	
	
	

	Increased number of customers
	69.2
	30.8
	0.0
	0.0
	11.5
	100

	 Increased customers satisfaction
	30.8
	42.3
	11.5
	3.8
	11.5
	100

	 Increased market share
	61.5
	30.8
	3.8
	3.8
	0.0
	100

	 Increase in the number of branches
	57.7
	26.9
	7.7
	0.0
	7.7
	100


 Marketing Innovation
Listening  to Opinions of Customers in our Bank Affects Growth
Respondents were asked to indicate their degree of agreement to the statements on whether their banks were affected by listening opions of customers or not. Table  5 shows that when asked to respond to the statements whether the physical facilities were affecting growth, 65.4% of the respondents strongly agreed, 34.6% agreed. This shows that banks have recognized the contribution of  listening to customers. 
Use of Customers Information to Improve Service Delivery  Affects Ggrowth
The findings, as indicated in the table 5 reflect that most (69.2%) respondents strongly agreed that the use of customer information to improve service delivery in  banks  affects growth and 30.8%  of the respondents agreed whith the statement. It is apparent that majority of respondent approved  use of customer information to improve  service delivery in banks affects growth. This indicate how the customers value use of customer information in service delivery and probably this influences their decision to select and be loyal to their bank.  Bank services such as prompt communicatin to customers are vital. Customers are concerned whether  their bank will provide  the right information to right customers promptly. This creates public confindence and thus helps  to make the right decisions at the right time. This finding was consisted with a similar study on service quality in retail banking by Mahammed and Shirley (2009). 
Keeping  Promises Made to Customers
Information was sought on what the respondents thought of keeping promises made to customers. With reference to table 5 , majority of the respondents (85.5%) acknowleged that keeping promises made to customers in banks affects growth while 11.5% agreed with the statement. It was believed that keeping promises made to customers affects growth in banks. It implied that most banks are able to make good on their promises.
The Use of Lower Service Cost Affects Bank Growth
The data collected showed that at least 57.7% of the respondents srongly agreed that the use of lower service cost affects bank growth,  and 38.5% agreed while a total of 3.8% disagreed. A Thompson (1999) noted an important aspect of marketing development is the search for a competitive advantage, something a firm does that gives it an edge  over competitors ways to achieve quality products that command a premium price, providing superior customer service having the lowest product on cost and lower prices. 
The Use of Effective Distribution of Branches Influences Bank Growth
The findings, as indicated in the table 5 reflect that most (61.5%) respondents agreed that the use of effective distribution of branches affects bank growth. 9%  of the respondents  strongly agreed and 3.8% were uncertain whith the statement. Ths indicate  that most banks are affected  with the distribution of branches. 
The Use of Recent Marketing Programme Influences Bank  Growth

The results in the table 5 indicate that about 84.6% approved that use of recent market program affects growth. This demonstrates of the majority of the respondents were satisfied with the manner in which they use recent programm. 15.4% were uncertain to statement. Moreover, Andrews and Smith (1996) stress that risk taking attitudes of firms have a positive impact on marketing program creativity, in a context of promotion over mature products. Risk adverse individuals use to work under algorithmic processes (Andrews and Smith, 1996; Sethi et al 2001) compared to heuristic ones, because consolidated routines help to solve problems with lowering the cost on the expected event. Granted this, the cultural index that should largely influence the firm marketing creativity, especially in the case of high-risky innovation-based sectors, is uncertainty avoidance index (UAI) (Hofstede, 1991; Shane, 1993). ( Andrews and Smith, 1996) define marketing activities as tools to protect and differentiate the firm products.
The Use of Creative Methods of  Operation Influences our Bank  Growth
The table 5 showed that 50.0% of the respondents strongly agreed that their bank used creative  methods of operation while 46.2% agreed and 3.8% were uncertain. This indicate how creative methods affects growth. Sethi et al. (2001) propose a model that tests the relevant conditions that allow creativity to foster new consumer products like positive correlation between super-ordinate identity and creativity, negative association between social cohesion and creativity, and positive effect between encouragement to take risk and creativity. 
The Responces to Customer Needs by Writing Contacts Influences Growth in our Bank
The results in table 5 indicate that more than 69.2% strongly agreed that their banks were affectecd by writing contacts to customers  though the number 20.2% agreed 10.0% disagreed and 2.0% strongly disagreed. Customers are concerned whether their bank will contact them. 
Focuses on Market in which we have Competitive Strength Affects Growth
The findings, as indicated in the table 5 reflect that most (34.65%) respondents agreed that the focus on which we have competitive strength affects growth. 26.9%  of the respondents  disagreed, 19.2 uncertain, 11.5% strongly disagreed and 7.7% strongly agreed whith the statement.   
Technological Innovation
The Use of Computers in our Bank Affects Growth

The responses in table 5 indicate that 65.4% strongly agree, 33.6% agree and 1.0% strongly disagree. This shows that most commercial banks use computers. Communication Technology deals with the Physical devices and software that link various computer hardware components and transfer data from one physical location to another (Laudon and Laudon; 2001). ICT products in use in the banking industry include Automated Teller Machine, Smart Cards, Telephone Banking, MICR, Electronic Funds Transfer, Electronic Data Interchange, Electronic Home and Office Banking. 
The Use of Elecronic Home and Office Banking Affects Growth
The table 4.5 showed that 81.5% of the respondents strongly agreed that use of electronic home and office banking  affects growth  while 15.4% agreed, 5.0% disagree and 3.1% were uncertain. This indicate that most commercial banks have acquire morden equipment which has become a crucial factor in influencing growth.
The Use of Automated Teller Machines in our Bank Affects Growth

The data collected showed that at least 80.8% of the respondents srongly agreed that the use of automated teller machine affects bank growth, 10.0% agreed while a total of 9.2% strongly disagreed. Some banking services that have been revolutionized through the use of ATMs. Information and Communication Technology has provided self-service facilities Olago, (1997).
The Use of Electronic Bank Payment in our Firm Influences Growth
The table 5 showed that 50.0% of the respondents  agreed that their bank use electronic bank payment affects growth while 38.5% strongly agreed 3.8% and 7.7% disagree on the statement. The internet has provided global payment infrastructure through SWIFT, thus, enhancing electronic banking, payments for goods and services can be made electronically including provision of financial services online through internet Toffler (1990).

The Use of Smart Cards in our Bank Affects Growth
The findings, as indicated in the table 5 reflect that most (57.7%) respondents agreed that the use of use of smart cards in our bank affects growth. 19.2%  of the respondents  were uncertain 11.5% strongly agreed, 7.7% strongly disagreed and 3.8 disagrred whith the statement.
The Use of MICR Cheques in our Bank Influence Growth

Respondents were asked to indicate their degree of agreement to the statements on whether their banks were affected by listening opions of customers or not. Table 5 shows that when asked to respond to the statements whether the MICR were affecting growth, 26.9% strongly disagreed, 23.1% disagreed, 23.1% were uncertain and 3.8% stongly agreed. This shows that MICR cheques does not influence bank growth. 
The Use of Telephne Banking in our Bank Affect Growth
The table 5 showed that 61.5% of the respondents  strongly agreed that  use telephone banking affects growth while 26.5% agreed, 3.8% were uncertain and 7.7 disagree on the statement.
The Use of Electronic Data Exchange in our Bank Affect Growth
The result in  table 5 indicate that 34.6% strongly agree that the use of electronic data exchange in our bank affect growth while19.2% agreed,11.5% were uncertain, 11.5% disagreed and 3.8% strongly disagreed.
Make Cheque Available Program m Affects Bank Browth
The responses in table 5 indicate that 57.7% strongly agreed, 38.5% agreed, and 3.8% disagreed . This shows th make cheque available program m affects bank growth.
Computerized Credit Rating Affects Bank Growth
The data collected showed that at least 46.2,% of the respondents srongly agreed that the use Computerized credit rating affects bank growth, 50.0% agreed while a total of3.8% disagreed.
Firm growth
Increased Number of Customers
Respondents were asked to indicate their degree of agreement to the statements on whether their banks were affected by marketing and technological innovation on growth. 69.2% strongly agreed, 30.8% agreed and 11.5% strongly disagreed.
Increased Customers Satisfaction
According table 5  showed that 42.3% agreed marketing and technological innovation contribute  firm growth while 30.8% strongly agreed, 3.8% were uncertain and 3.8% disagreed.
Increased Market Share
The findings, as indicated in the table 5 reflect that most (61.5%) respondents strongly agreed that the use of use of marketing and technological innovation affects growth of banks. 30.8% of the respondents  agreed 3.8% were uncertain and 3.8% disagreed whith the statement. 
Increase in the Number of Branches
The findings, as indicated in the table 5 reflect that most (57.7%) respondents strongly agreed that the use of marketing and technological innovation  affects growth of banks 26.9%  of the respondents agreed,7.7% were uncertain and7.7% strongly disagreed whith the statement. 
The effect of technological and marketing innovations on the performance commercial  banks
The effect of technological and marketing innovations on the performance of retail banks was establishing through the testing of hypotheses . The tests inoved correlation and regression analyses and the results are provided below: 
Table 6 Correlations
	
	
	Marketing Innovation
	Technological Innovation
	Firm Growth

	Marketing Innovation
	Pearson Correlation
	1
	.334
	.226

	
	Sig. (2-tailed)
	
	.120
	.267

	
	N
	26
	23
	26

	Technological
Innovation
	Pearson Correlation
	.334
	1
	.599**

	
	Sig. (2-tailed)
	.120
	
	.003

	
	N
	23
	23
	23

	Firm Growth
	Pearson Correlation
	.226
	.599**
	1

	
	Sig. (2-tailed)
	.267
	.003
	

	
	N
	26
	23
	26


**. Correlation is significant at the 0.01 level (2-tailed).
HO1 : There is no significant relationship between marketing innovation and growth for commercial banks.

 The results given in table 6 indicate that marketing innovation and firm growth was (0.226) at 0.01 significance level. There was association between marketing innovation and firm  growth. Therefore the decision was to reject null hypothesis. This was because there was enough evidence to support that marketing innovation was  related to firm growth. This means there was a relationship between   marketing  innovation and firm growth.

HO2
There is no relationship between technological innovation  and growth  for commercial banks.

The findings provided in table 6 show that technological innovation has a positive relationship with the growth of commercial  banks at a coeffient of .599 .  Therefore the decision was to reject the null hypothesis. This was because that there was enough evidence to support that technological innovation was  related  to firm growth. This means there was association between   technological  innovation and firm growth.
ho3
There is no composite  relationship between technological and marketing innovations  and growth  for commercial banks.

Table 7 Model Summary
	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	
	.599a
	.358
	.294
	1.73582


Predictors: (Constant), Marketing, Technological Innovation
The result in table 7 show that marketing and technological innovations have a significant influence growth. The R square of .358 or 35.8 % indicates that the model ezplains upto 35.8 % of the factors contributing to firm growth. The R square 0.358 implies that the predictor attribute explained 35.8% of the variability in the domain. The predictor attribute is significant in the regression model based on growth associated with technological innovation. Therefore, the null hypothesis was rejected . This was because there was enough evidence to support that marketing and technological innovation were related to firm growth. 

	Table 8 Coefficientsa

	

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	Collinearity Statistics

	
	B
	Std. Error
	Beta
	
	
	Tolerance
	VIF

	1
	(Constant)
	6.322
	6.644
	
	.952
	.353
	
	

	
	Marketing Innovation 
	.006
	.177
	.006
	.031
	.975
	.889
	1.125

	
	Technological Innovation
	.276
	.088
	.597
	3.140
	.005
	.889
	1.125

	a. Dependent Variable: Firm Growth


From the results it shows that  Beta test for marketing innovation value was ( 0.006) and Beta test for technological innovation value was ( 0.597). The findings show that technological innovations have greater ( .597) influence on firm growth. Interestingly, the Beta value for marketing innovations (.006)  had lower influence than would be expected.  
Concolusion

The results indicate that there is a positive relationships between  marketing and technological innovations and the  growth of commercial banks.  The results support the claim that technological and marketing innovation have a positive effect on the performance of retail banks.The findings showed that technological innovation had a the most positive influence on growth.Technological innovation create new services that  are subject to more scale economies or fewer deseconomies than traditional services.There was enough evidence to support that marketing and technological innovation were related to firm growth. 
The adoption of marketing and technological innovations  influences the growth of banking operations. The study as shed some light on the importance of focusing efforts on improving and increase use of marketing and technological innovation in order to continually increase the level of  customers, customer satisfaction, market share and number of branches. Contnued  improvement of marketing and technological innovations would mean commercial banks would be able to stay ahead of competitors.
Recommendations
The findings have several managerial implications for retail banks. Bank managers should put additional emphasis on innovations as they are important instruments for achieving sustainable competitive power. It will lead to improved market performance as reflected increased sales, customer satisfaction and market share .
The bank management should create an enabling environment that will enhance innovations so as to realize the full benefits of innovation strategies. Management should use and improve marketing and technological innovations to increase the growth of commercial banks. The implementation of marketing and technological innovations should forefront priority for banks to be competitive in the market.
The banks should embrace the adoption of market innovation in order to  increase number of customers for the growth of their business. The study further recommends that banks should apply marketing innovations such as new products introduction, reduction of costs, improved innovation process in order to improve performance. 
The study also recommends that banks should ensure that they adapt the new technology in order to cope with the fast changing technology. Technological  innovations encourage ease of flow of information and fast delivery to the intended persons. For efficient adoption of technologica innovation strategies, there should be reliable infrastructure, enough financial resources.

Investment in marketing and technological innovation should  form an important component in the overall strategy to ensure effective growth. It is imperative for bank management to intensify investment in marketing and technological innovation to speed, convenience and accurate services, or otherwise lose out to their competitors. 
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