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Abstract 

The purpose of this study was to determine which marketing techniques influenced the consumer's 

decision to stay with or leave Rural Bank of Paete, Inc. Marketing involves meeting the needs and desires of 

customers. As a result, any company's objective is to provide value to customers while making a profit. The 

descriptive-correlational research methodologies were used in this study. The study's respondents were 210 

clients and 20 staff of the Rural Bank of Paete, Inc., who were chosen by purposive sampling. Data was 

collected using validated adapted survey questionnaires. This resulted in a .985 after pilot testing. The findings 

demonstrated that the marketing techniques for client acquisition, service quality, and price perception were all 

highly observed using a four-point Likert Scale and the simple mean, t-test for independent samples, and 

Pearson-r correlation coefficient. In terms of marketing technique and client engagement, there were no major 

differences in the opinions of the two groups of respondents. Clients' engagement in terms of customer 

satisfaction, value offers, and loyalty was also observed. To keep clients engaged, the company should continue 

to improve its marketing strategies.  Furthermore, the output of the study is a marketing design to help improve 

the current status and further sustain the clients’ engagement with Rural Bank of Paete, Inc. 

 
Keywords: Marketing techniques; Clients’ engagement 

1. Introduction 

Marketing involves satisfying clients’ needs and wants. Thus, the mission of any business is to 

deliver customer value at a corresponding profit. Most banks offer the same products and services, but can 

only differentiate themselves by price and quality. The 7Ps of marketing with which this study is anchored 

cover the important layers of retaining business clients. This set of marketing mix has been adopted by service 

industries since the application of the basic marketing mix, more popularly known as 4Ps, is not enough to 

promote customer satisfaction thereby leading to possible client retention. As cited by R. Ravangard, A. 

Khodadad, & P. Bastani (2020) in their published work in jepha.springeropen.com, marketing is an important 

part of any business operation which composes the process of planning, promotion, pricing, and delivery of 

customer-oriented products or services.  It is considered as a mix of necessary components required for a 

more comprehensive design and seamless execution of the business marketing mix.  This marketing mix is a 

very crucial tool empowering executives and managers to stay competitive in the global business 

environment.  

The overall mission and objectives are defined in the company’s strategic plan.  The role of 

marketing is to summarize the significant activities involved to implement a customer-driven marketing plan 

and marketing mix.  To create value for the organization and to establish a profitable customer relationship, 

the focus of marketing must be on the clients or customers. Another factor is the marketing strategy that deals 

with the marketing tactic which enables the company to create value and achieve a profitable customer 

relationship (Principles of Marketing 17th Edition, Kotler and Armstrong, 2017). 
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Furthermore, Fertik (2019) mentioned that it is important to have a customer base that is willing to 

take part in the business and experience the value that has been created for them.  It is about inspiring the 

customers to engage in your business, making them loyal, and driving revenue in return. 

The proponent of this study assessed the level of practice of marketing techniques and the level of 

observance of clients’ engagement to establish a marketing design that may help to improve the current status 

of Rural Bank of Paete, Inc.  

 

2. Theoretical/Conceptual Framework  

 

This study was anchored on the 7Ps model of marketing as developed by Booms and Bitner.  Booms, 

B. & Bitner, M.J. (1981) Marketing Management, 15th Edition by Philip Kotler and Kevin Lane Keller (2017) 

in their study on Marketing.  Consequently, the marketing mix is defined as the set of tactical marketing tools 

that a business blends to produce the response it wants in the target market.  

The researcher utilized the independent and dependent variables to identified and determined the 

level of efficiency of marketing strategy and the level of the clients’ engagement in Rural Bank of Paete, Inc. 

as a basis for coming up with a paradigm as shown in illustrations: 

 

 

 

 

 

 

 

Figure 1. Research Paradigm 

 

The independent variables are the marketing strategy in terms of customer acquisition, service 

quality, and price perception.  The dependent variables are the clients’ engagement in terms of customer 

satisfaction, value offer, and customer loyalty.  The process of the study involved problem identification, data 

analysis, and correlation analysis that developed marketing and sustained the client’s engagement plan. 

 

3. Hypotheses  

 

The hypotheses that follow were tested at 0.05 level of significance: 

a. There is no significant difference between the responses of the two groups of respondents on the 

marketing techniques and clients’ engagement in Rural Bank of Paete, Inc. 

b. There is a significant relationship between the marketing techniques and clients’ engagement in 

Rural Bank of Paete, Inc.    

 

Level of Practice of Marketing 

techniques of Rural Bank of  

Paete Inc. 

• Customer Acquisition 

• Service Quality 

• Price Perception 

 

Level of Observance of Clients’ 

Engagement in Rural Bank of 

Paete, Inc. 

• Customer Satisfaction 

• Value Offer 

• Customer Loyalty 

 

INDEPENDENT VARIABLE DEPENDENT VARIABLE 
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4. Scope and Delimitation     

 The researcher was limited to the assessment of the marketing techniques and clients’ engagement 

practices in Rural Bank of Paete, Inc. The respondents of the study consisted of the present officers and staff 

and its selected client.  The data will be gathered through questionnaires and accompanied by observations 

and interviews. 

 

5. Methodology  

 The descriptive-correlational research design was used for this study. The study aimed to describe 

the influence of marketing techniques on clients’ engagement because the researcher believes that there is a 

sense of dependency between each other. A descriptive study had also tried to generalize the findings from a 

representative sample to a larger target population as in a cross-sectional survey. The methods of collecting 

data for descriptive research had been employed singly or in various combinations, depending on the research 

questions at hand. Some of the common data collection methods applied to questions within the realm of 

descriptive research include survey questionnaires, interviews, checklists, and sampling. The instrumentation 

used to collect data for this thesis was a survey questionnaire. The survey questionnaire was also calculated 

using Cronbach’s Alpha resulting in .985 and has been into Pilot Testing. To limit the sample size, the G-

Power Calculator was used. The respondents of the study were the employees and clients of Rural Bank of 

Paete, Inc. These were the individuals who participated in this research. Through purposive sampling, the 

respondents of the study were two hundred ten (210) clients and twenty (20) employees from the Rural Bank 

of Paete, Inc. Validated modified survey questionnaires were used for gathering data. After gathering all the 

complete questionnaires from the respondents, total responses for each item will be presented. 

1. Mean and the four-point Likert Scale was used to determine the level of practice of marketing 

techniques and the level of clients’ engagement in Rural Bank of Paete, Inc. 

2. T-test was used to determine the significant difference between the assessment of the two groups of 

respondents on marketing techniques and clients’ engagement in Rural Bank of Paete, Inc. 

3. To establish the relationship between the level of practice of marketing techniques and clients’ 

engagement in Rural Bank of Paete, Inc., Pearson Correlation Coefficient (Pearson’s r) was used. 

 

 

6. Results and Discussion 
 

Table 1.1 

Level of Practice of Marketing Techniques in Rural Bank of Paete, Inc. 

as Assessed by Employees and Clients in terms of Customer Acquisition 

Indicators in terms of Customer Acquisition 
Employees  Clients Composite 

 

VI 
 

VI 
 

VI 

1. The company has a thorough understanding of the 

bank marketplace. 
3.70 HO 3.66 HO 3.68 HO 

2. The company has a mechanism for identifying clients. 3.70 HO 3.59 HO 3.65 HO 

3. The company is utilizing multiple channels to increase 

its chances of finding quality leads (clients.) 
3.40 HO 3.59 HO 3.49 HO 

4. The company’s advertising campaigns show the 
relevance of bank services/ products to customer needs. 

3.35 HO 3.58 HO 3.46 HO 

5. Existing clients influence their friends and relatives to 

avail of the bank’s products. 
3.55 HO 3.57 HO 3.56 HO 

GENERAL ASSESSMENT 3.54 HO 3.60 HO 3.57 HO 

 Legend:  3.25 – 4.00 Highly Observed (HO)  1.75 – 2.49 Slightly Observed (SO) 

2.50 – 3.24 Observed (O)   1.00 – 1.74 Not Observed (NO) 
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 Table 1.1 shown that the level of practice of the marketing techniques in terms of customer 

acquisition has an aggregate general assessment of 3.57. The Company has a thorough understanding of the 

bank marketplace has a composite mean of 3.68.  The Company’s advertising campaigns show the relevance 

of bank services/ products to customer needs has a mean of 3.46.  

 All these variables are interpreted as Highly Observed. It is an effort and part of the job of any 

business to work on attracting new customers.  However, the fact of customer migration is a common 

phenomenon happening in the actual competitive environment.  Therefore, lost customers must be replaced, 

and this process involves specific activities of identifying prospective clients, selecting the communication 

channel, and having adequate resources for targeting new and potential customers. 
 

Table 1.2 

Level of Practice of Marketing Techniques in Rural Bank of Paete, Inc. as Assessed by Employees and Clients in terms of Service Quality 

Indicators in terms of Service Quality 
Employees  Clients Composite 

 

VI 
 

VI 
 

VI 

1. Bank is consistent in providing good quality service. 3.75 HO 3.74 HO 3.74 HO 

2. Bank offers personalized services to meet customer’s 

needs. 
3.65 HO 3.69 HO 3.67 HO 

3. The frontline employees of this bank are always willing 

to help me. 
3.45 HO 3.67 HO 3.56 HO 

4. Response to consumers’ complaints is always taken 
care of. 

3.65 HO 3.70 HO 3.67 HO 

5. The employees follow up on customer requests in a 

timely manner. 
3.60 HO 3.67 HO 3.63 HO 

GENERAL ASSESSMENT 3.62 HO 3.69 HO 3.66 HO 

1. Legend: 3.25 – 4.00 Highly Observed (HO)  1.75 – 2.49 Slightly Observed (SO) 
  2.50 – 3.24 Observed (O)   1.00 – 1.74 Not Observed (NO) 

  
 As shown in Table 1.2, the level of practice of the marketing techniques in terms of service quality 

has an aggregate general assessment of 3.66. The bank is consistent in providing good quality service has a 

composite mean of 3.74.  The frontline employees of this bank are always willing to help clients has a mean 

of 3.56. All these variables are interpreted by clients and employees as Highly Observed.  

 In such a sense, good service quality is a competitive advantage to attract and retain customers and 

make a profit.   

 
Table 1.3 

Level of Practice of Marketing Techniques in Rural Bank of Paete, Inc. as Assessed by Employees and Clients in terms of Price 

Perception 

Indicators in terms of Price Perception 
Employees  Clients Composite 

 

VI 
 

VI 
 

VI 

1. Bank utilizes effective ways to help employees know 

its pricing policies of products and services. 
3.35 HO 3.62 HO 3.49 HO 

2. The interest rate offered by this bank is reasonable. 3.45 HO 3.47 HO 3.46 HO 

3. Bank offers a flexible interest rate for various services 
that meet my needs. 

3.55 HO 3.50 HO 3.52 HO 

4. Interest rates of products and services from this bank 

are attractive. 
3.40 HO 3.50 HO 3.45 HO 

5. Value for money is highly observed. 3.60 HO 3.50 HO 3.55 HO 

GENERAL ASSESSMENT 3.47 HO 3.52 HO 3.49 HO 

Legend:  3.25 – 4.00 Highly Observed (HO)  1.75 – 2.49 Slightly Observed (SO) 
 2.50 – 3.24 Observed (O)   1.00 – 1.74 Not Observed (NO) 
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 The level of practice of the marketing techniques in terms of price perception has an aggregate 

general assessment of 3.49. The value for money is highly observed has a composite mean of 3.55.  

Meanwhile, interest rates of products and services from this bank are attractive has a mean of 3.45. All these 

variables are interpreted by clients and employees as Highly Observed.  

 The above-mentioned findings of the study imply that there is a Highly Observed level of practice 

of marketing techniques in Rural Bank of Paete, Inc. is more likely to be affected by the price. 
 

Table 2.1 

Level of Observance of Clients’ Engagement in Rural Bank of Paete, Inc. as Assessed by the Employees and Clients in terms of Customer 
Satisfaction 

Indicators in terms of Customer Satisfaction 
Employees  Clients Composite 

 

V
VI  

VI 
 

V
I 

1. I am satisfied with the overall service quality offered by 

this bank. 
3.55 HO 3.71 HO 3.63 HO 

2. I am satisfied with the professional competence of this 

bank. 
3.55 HO 3.67 HO 3.61 HO 

3. I am satisfied with the performance of the frontline 
employees of this bank. 

3.60 HO 3.67 HO 3.63 HO 

4. I am comfortable with the business relationship with 

this bank. 
3.65 HO 3.68 HO 3.66 HO 

5. The policies and practices of this bank are trustworthy. 3.85 HO 3.70 HO 3.77 HO 

GENERAL ASSESSMENT 3.64 HO 3.68 HO 3.66 HO 

Legend:  3.25 – 4.00 Highly Observed (HO)  1.75 – 2.49 Slightly Observed (SO) 

2.50 – 3.24 Observed (O)   1.00 – 1.74 Not Observed (NO) 
 

 Table 2.1 shown that the level of observance in clients’ engagement in terms of customer satisfaction 

has an aggregate general assessment of 3.66. The indicator “I am satisfied with the overall service quality 

offered by this bank.” has the highest composite mean of 3.77 while the indicator “I am satisfied with the 

professional competence of this bank” has the least computed composite mean of 3.61. In addition, both the 

employees and customers assessed Customer Satisfaction as Highly Observed.  

 The result implies that the level of observance of clients’ engagement is evident that the customers 

are happy with the company’s products and services. It means that their need is met effortlessly in a 

convenient way that makes them satisfied. Customer satisfaction is essential to keep your current customers 

and retaining new ones.  
 

Table 2.2 

Level of Observance of Clients’ Engagement in Rural Bank of Paete, Inc. as Assessed by Employees and Clients in terms of Value Offers 

Indicators in terms of Value Offers 
Employees Clients Composite 

 

VI 
 

VI 
 

VI 

1. Bank gives rewards such as rebates and other 

promotional offers. 
3.65 HO 3.56 HO 3.60 HO 

2. The promotional offers from this bank were worth the 

money. 
3.25 HO 3.45 HO 3.35 HO 

3. It was hassle-free to get benefits from the promotional 

offers. 
3.40 HO 3.50 HO 3.45 HO 

4. It is likely that I will achieve the proposed reward. 3.40 HO 3.55 HO 3.48 HO 

5. Bank provides solutions that are actually valuable to 

the client. 
3.55 HO 3.58 HO 3.56 HO 

GENERAL ASSESSMENT 3.45 HO 3.53 HO 3.49 HO 

 Legend:  3.25 – 4.00 Highly Observed (HO)  1.75 – 2.49 Slightly Observed (SO) 
 2.50 – 3.24 Observed (O)   1.00 – 1.74 Not Observed (NO) 
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 As shown in Table 2.2, the level of observance of clients’ engagement in terms of value offer has an 

aggregate general assessment of 3.49. The bank gives rewards such as rebates and other promotional offers 

that have a composite mean of 3.60.  The promotional offers from this bank were worth the money has a mean 

of 3.35. All these variables are interpreted as Highly Observed.  

 This implies that the company has an established and healthy relationship with its clients in terms of 

value offers. However, the company may still need to provide high-value products and services and establish 

a more modest and reasonable improvement with their clients, it is suggested to further identify new sources 

of competitive advantage and new ways to improve customer service strategies and experience management. 
 

Table 2.3 

Level of Observance of Clients’ Engagement in Rural Bank of Paete, Inc. as Assessed by Employees and Clients in terms of Customer 

Loyalty 

Indicators in terms of Customer Loyalty 
Employees Clients Composite 

 

VI 
 

VI 
 

VI 

1. I intend to continue doing financial services from this 

bank for a long time. 
3.65 HO 3.70 HO 3.68 HO 

2. I am willing to say positive things about this bank to 
other people. 

3.65 HO 3.61 HO 3.63 HO 

3. I will encourage friends and relatives to avail financial 

services offered by this bank. 
3.60 HO 3.63 HO 3.62 HO 

4. I am not thinking of switching to another bank(s). 3.55 HO 3.58 HO 3.56 HO 

5. For me, this bank is able to provide the best service. 3.60 HO 3.59 HO 3.60 HO 

GENERAL ASSESSMENT 3.61 HO 3.62 HO 3.62 HO 

Legend:  3.25 – 4.00 Highly Observed (HO) 1.75 – 2.49 Slightly Observed (SO) 
2.50 – 3.24 Observed (O)              1.00 – 1.74 Not Observed (NO) 

 

 Table 2.3 shows that the level of observance of the clients’ engagement in Rural Bank of Paete, Inc. 

as assessed by the employees and clients in terms of Customer Loyalty. The general assessment was 3.62 

which was verbally interpreted as “Highly Observed”. The indicator “I intend to continue doing financial 

services from this bank for a long time” has the highest composite mean of 3.68 while the indicator “I am not 

thinking of switching to another bank(s)” has the least computed composite mean of 3.56. Creating a value of 

a relationship with the customer has resulted in developing customers’ trust and loyalty.  Customers need to 

be prioritized, and service employees’ have to help customers who need assistance consistently. 
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Table 3.1 

Test of Significant Difference on the Assessment of Employees and Clients on Marketing Techniques in Rural Bank of Paete, Inc. in terms 
of Customer Acquisition, Service Quality, and Price Perception 

 
Sum of squares Df 

Mean 

square 
F Ratio Sig. Remarks Decision 

Customer Acquisition  

Between Groups 

 

Within Groups 

 

Total 

 

.060 

 

37.447 

 

37.508 

 

1 

 

205 

 

206 

 

.060 

 

.183 

 

.331 

 

.566 

 

Not Significant 

 

Accept Ho 

Service Quality        

Between Groups 

 

Within Groups 

 

Total 

 

.096 

 

30.813 

 

30.909 

 

1 

 

205 

 

206 

 

.096 

 

.150 

 

.641 

 

.641 

 

Not Significant 

 

Accept Ho 

Price Perception        

Between Groups 

 

Within Groups 

 

Total 

 

.043 

 

37.666 

 

37.709 

 

1 

 

205 

 

206 

 

.043 

 

.184 

 

.233 

 

.630 

 

Not Significant 

 

Accept Ho 

 Level of significance 0.05 

 

 As shown in Table 3.1, the test of significant difference in the assessment of employees and clients 

on marketing techniques. The respondents have similar perceptions in all the cited variables.  As shown in 

their probability values of .566, .641, and .630 which were greater than the level of significance of 0.05. Thus, 

the null hypothesis is accepted. It goes to show that there is no significant difference between the responses of 

the two groups of respondents on the marketing techniques. This simply means that the responses of internal 

and external stakeholders are parallel in terms of Customer Acquisition, Service Quality, and Price Perception 

in terms of marketing techniques. Quality of service and price perception play a vital role in acquiring new 

clients.  

 Moreover, as shown in Table 3.2 the generated computed probability values of Customer 

Satisfaction, Value Offers, and Customer Loyalty were .649, .437, and .894 which were greater than the level 

of significance of 0.05; thus, the null hypothesis is accepted. Therefore, there is no significant difference 

between the responses of the two groups of respondents on clients’ engagement. It implies that the responses 

of internal and external stakeholders are parallel in terms of Customer Satisfaction, Value Offers, and 

Customer Loyalty when it comes to clients’ engagement.  

 
Table 3.2 

Test of Significant Difference on the Assessment of Employees and Clients on Clients’ Engagement in Rural Bank of Paete, Inc. in terms 

of Customer Satisfaction, Value Offers, and Customer Loyalty 

 
Sum of squares Df Mean square F Ratio Sig. Remarks Decision 

Customer Satisfaction  

Between Groups 

 

Within Groups 

 

Total 

 

.034 

 

33.627 

 

33.661 

 

1 

 

205 

 

206 

 

.034 

 

.164 

 

.208 

 

.649 

 

Not Significant 

 

Accept Ho 

Value Offers             

Between Groups 

 

Within Groups 

 

Total 

 

.108 

 

36.521 

 

36.629 

 

1 

 

205 

 

206 

 

.108 

 

.178 

 

.606 

 

.437 

 

Not Significant 

 

Accept Ho 

Customer Loyalty       

Between Groups 

 

Within Groups 

 

Total 

 

.003 

 

37.934 

 

37.938 

 

1 

 

205 

 

206 

 

.003 

 

.185 

 

.018 

 

.894 

 

Not Significant 

 

Accept Ho 

Level of significance 0.05 
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Table 4 

Significant Relationship between the Level of Practices of Marketing Techniques and Observance of Clients’ Engagement 

in Rural Bank of Paete, Inc. 

Marketing Techniques Clients’ Engagement r value P value Remarks Decision 

Customer Acquisition 

Customer Satisfaction .613** .000 Significant Reject Ho 

Value Offers .696** .000 Significant Reject Ho 

Customer Loyalty .623** .000 Significant Reject Ho 

Service Quality 

Customer Satisfaction .759** .000 Significant Reject Ho 

Value Offers .542** .000 Significant Reject Ho 

Customer Loyalty .666** .000 Significant Reject Ho 

Price Perception 

Customer Satisfaction .622** .000 Significant Reject Ho 

Value Offers .638** .000 Significant Reject Ho 

Customer Loyalty .584** .000 Significant Reject Ho 

**Correlational at the level 0.01   *Correlational at the level 0.05(Two-tailed) 

 

 Table 4 identified that there was a significant relationship between the level of practice of marketing techniques 

and clients’ engagement in Rural Bank of Paete, Inc. The r values of all variables were interpreted as moderate to high 

positive correlation and the computed probability values were less than the level of significant (P<0.05); thus, the null 

hypothesis is rejected. It has been concluded that there is a significant relationship between the level of observance of the 

dependent and independent variables. Successful customer engagement will keep your products and services at the top of 

the customer’s mind when it comes to the decision-making process. It will also make the clients more responsive to your 

marketing efforts and tend to become repeat customers, and repeat customers are vital to business success. 

 

 As an output, a marketing design is proposed for the bank in sustaining clients’ engagement which is simple, 

straightforward, and easy to understand. Marketing techniques are essentials that every bank must provide. Nowadays, 

with the rise of social media, Rural Bank of Paete, Inc. may also consider having a virtual suggestion box for both 

employees and clients. With the use of IdeaScale, you can implement a suggestion box within minutes and start collecting 

suggestions from your customer and employee in an instant to improve and optimize a business for success.   

 Table 5 below shows the marketing designed matrix in clients’ engagement for Rural Bank of Paete, Inc. 
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Table 5 

Proposed Marketing Design for Rural Bank of Paete, Inc. 

Areas of 

Concern 

Objectives Strategies/ 

Activities 

Time Frame Persons 

Involved 

Budget 

Allocation 

Success 

Indicators 

Customer 

Acquisition 

To attract and 

retain clients 

Provide Quality 

Service and 

customer service 

training 

programs. 

 

Used of social 

media marketing 

and email 

marketing 

Year-round 

activity 

 

 

 

 

 

 

All 

employees 

especially 

the 

Marketing 

team 

 

 

 

Transportation, 

Food, and Load 

Allowance 

Shall have 90% 

positive feedback 

and experience of 

clients 

Service 

Quality 

To give 

customer 

quality 

service from 

the staff and 

personnel to 

meet their 

cognitive and 

emotional 

aspects in 

both face to 

face and 

online service 

assistance 

Provide and 

assessed the 

clients’ needs 

and provide 

performance 

evaluation and 

training 

Semestral All 

employees 

Training/ 

Webinar fee 

Shall have built 

up a  100% good 

customer 

relationship and 

improved the 

employees’ 

future 

performance 

whether on a face 

to face or online 

basis 

Price 

Perception 

To guarantee 

a competitive 

pricing 

scheme 

 

Benchmark the 

bank’s current 

pricing with 

others 

Last quarter 

of the year 

Management Advertisement Carrying out 

100% attractive 

pricing, and 

offering a 

reasonable price 

mix without 

decreasing 

quality 

  

 

7. Recommendation  

 

  Based on the aforementioned results of the study, the following conclusions have been generated: 
1.1 The company has a thorough understanding of the bank marketplace to acquire new customers is 

Highly Observed while the company’s advertising campaigns show the relevance of bank services/ 

products to customer needs although Highly Observed points out that the clients considered bank 
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marketplace as a long-term decision as it is the most significant factor in clients’ engagement in Rural 

Bank of Paete, Inc. 

1.2 That the bank’s consistency in providing good quality service is Highly Observed while the 

frontline employees of the bank are always willing to help clients did not obtain the same general 

assessment as the previous is still believe to be Highly Observed. 

1.3 That in terms of value for money is highly observed and the interest rate of products and services 

from this bank are attractive were both considered as Highly Observed even though the latter obtained 

the lowest mean as assessed by the respondents. 

2.1 When it comes to customer satisfaction respondents are Highly Observed for both being satisfied 

with the overall service quality offered by this bank and being satisfied with the professional 

competence of this bank. 

2.2 As the bank gives rewards such as rebates and other promotional offers are Highly Observed and 

while the promotional offers from this bank were worth the money did not acquire the same general 

assessment as the aforementioned is still believed to be Highly Observed. 

2.3 That in terms of Customer Loyalty specifics is highly observed and the bank has established 

customer-centered approaches that recognize the want and interest of the service receiver. 

3. The respondents have the same perception as to the marketing techniques and clients’ engagement 

in Rural Bank of Paete, Inc.  

4. That there is a significant relationship between the level of practice of the respondents to the 

marketing techniques and clients’ engagement in Rural Bank of Paete, Inc. Therefore, the continuous 

emerging of marketing techniques of the bank can sustain the clients’ engagement. 

5. That the creation of the marketing design may help and guide the bank for the client’s engagement. 

 
 Moreover, the study concentrated on the marketing techniques and clients’ engagement in Rural Bank 

of Paete, Inc. and upon assessment of the findings, the study suggests the following recommendations:   

1. Overall, the respondents gave importance in acquiring observance in the marketing techniques 

practices. The Rural Bank of Paete, Inc. may continue to utilize the marketing techniques to 

master the banking industry. 

2. Since the observance level of clients’ engagement is also high, there will be no more 

recommendations but to continue to rely on their marketing techniques and that the employees 

should always smile because “smile makes the bank healthy”. 

3. The researcher suggests that there should be a further study by the business management with 

their marketing techniques to obtain clients’ engagement. This recommendation can strengthen 

the reliability and validity of the results. 

4. The more the marketing techniques in Rural Bank of Paete, Inc. evolved and develop and define 

the company’s overall mission and objectives, the more it will create value for customers and 

build profitable customer relationships which may lead to clients’ engagement. Therefore, 

continue acquiring more emerging techniques in marketing. 

5. The output that this study may serve as a guide for Rural Bank of Paete, Inc. They may utilize 

and adapt the marketing design matrix for sustaining the clients’ engagement. However, it can be 

modified depending on the level of observance of the company. 

6. Future researchers should undergo further study of an in-depth analysis based on the level of 

observance of marketing techniques and clients’ engagement of Rural Bank of Paete, Inc. 
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