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ABSTRACT
This study was intended to examine the impact of strategic management on organisation performance. This study was guided by the following objectives; To examine weather government financial Support can influence market share, To examine the effect of government financial Support on sales volume, it also assess the relationship between infrastructural support programs and market share and the study also evaluate the relationship between infrastructural support programs and sales volume. The study use quantitative analysis which require questionnaire designed was used in solving the reserch question. primary data sources was used and data was analyzed using the quantitative analysis tool at 5% level of significance which was presented in frequency tables and percentage. The study findings revealed strategic management impacts on organisation performance
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CHAPTER ONE
INTRODUCTION
1.1 Background to the Study
The bedrock of every organization is in the calibre of the management and administrative mechanism of such organization. Organizations over time have strived for an effective and efficient performance and productivity, thereby placing many expectations from both the management and administrative officers.  Economic environment is changing rapidly and this change is characterized by such phenomena as the globalization, changing customer and investor demands, ever-increasing product-market competition. To complete successfully in this environment, organizations continually need to improve their performance by reducing cost, innovating products and processes and improving quality, productivity and speed to market. 
In a broad sense, strategic management can be defined as the art and science of formulating, implementing and evaluating cross-functional decisions that will enable an organization to achieve its objectives. It is the process of specifying the organization’s objectives, developing policies and plans to achieve these objectives and allocating resources to implement the policies and plans to achieve the organization’s objectives. In a growing number of corporations, particularly the larger industries, and the framework by which strategy is devised is the formal long range planning.  The question "Why should an organization carry out strategic management practices?" needs to be viewed by understanding the benefits strategic management gives to an organization.
Strategic management is a field that deals with the major intended and emergent initiatives taken by general managers on behalf of owners, involving utilization of resources, to enhance the performance of firms in their external environments (Nag, Hambrick & Chen, 2007). It entails specifying the organization's mission, vision and objectives, developing policies and plans, often in terms of projects and programs, which are designed to achieve these objectives, and then allocating resources to implement the policies and plans, projects and programs. Strategic management is a level of managerial activity under setting goals and over tactics. Strategic management provides overall direction to the enterprise. Strategic management includes not only the management team but can also include the Board of Directors and other stakeholders of the organization. It depends on the organizational structure (Olanipekun, 2014).
Also, strategic management provides a framework for controlling managerial activities, allocating better resources, supporting objectives and decisions and enhancing performance. “Strategic management is an ongoing process that evaluates and controls the business and the industries in which the company is involved, assesses its competitors and set goals and strategies to meet all existing and potential competitors, and then reassess each strategy annually or quarterly (i.e regularly) to determine how it has been implemented and whether it has succeeded or needs replacement by a new strategy to meet charged circumstances, new technology, new competitors, a new economic environment, or a new social, financial or political environment”. Achieving a competitive advantage position and enhancing firm performance relative to their competitors are the main objectives that business organizations in particular should strive to attain. (Raduan, Jegak, Haslinda and Alimin, 2009).   
To build successful core competencies, organizations must also put together a strong management team and attract and retain employees with necessary experience, technical skills and other soft skills. According to Olanipekun (2014), the world economies are undergoing transformation and changing from manual to knowledge intensive activities which are basically intellectual capital. This knowledge-based economy compelled many companies and countries to plan strategies for repositioning in the emerging knowledge economy with remaining competitive. Lonnqvist (2009) observed that intellectual capital management plays a very key role in ensuring the alignment of the change content with the strategic goals of the organization.
Thompson (2015) asserted that the ability of any firm to cope with any business environment uncertainty is the very essence of management. Strategic management can depend upon the size of an organization, and the proclivity to change of its business environment. This relationship between the firm and its environment is usually facilitated and governed by the firm’s corporate strategy. Kotler (2013) presented corporate strategy as a panacea against corporate failure or dismal performance in a turbulent environment. 
Conclusively, a well formulated corporate strategy of any bank in Nigeria designed for innovation, good administrative structure and customer responsiveness not only increases profitability over a long term but also helps the firm in maintaining a competitive advantage over other competitors.  
1.2 Statement of The Problems
In many industries today, particularly the larger firms, the management have been blamed for gross inefficiency, low productivity, increasing cost of administration and chaotic administrative structure. This new trend has forced most banks to either lay off their workforce or cut down employee remuneration. The solid intensity of the business is likewise inciting more dread on the execution of numerous banks for the most part in Kwara state. Notwithstanding, one approach that most bank directors have not completely investigate is strategy management.
However, the Nigerian banking industry is currently experiencing lingering distress and turbulence occasioned by globalization, high rate of employee turnover, financial downturn, recapitalization, mergers and acquisition and in some cases an unstable organizational and governmental policies; this has become worrisome especially since after the latest financial recapitalization of banks. The effects of this turbulence on banks still remain unresolved and unacceptable as improper, inconsistent and highly biased management strategies continues to permeate and pervade every facet of deposit money banks in Nigeria and has negatively impacted on their overall performance which also accounted for the morbidity of a number of them. Hence, if unchecked, the consequences of the menace will be exponentially heightened.   
A critical analysis of the business environment has shown that many of our industries; particularly banking sectors have been witnessing problems of changing consumer social values and market behaviour, government policies, which are tantamount to corporate failures. Therefore, as a potential tool necessary for the success of any business, strategic management is imperative. On this note, the aim of this study is therefore, to critically study the impact played by strategic management on organisational performance using United Bank of Africa PLC, unity Ilorin, Kwara state as the basis of the study.
1.3	Research Questions 
i. What are the criteria for strategy formulation and profitability in the organization?
ii. Does strategy implementation predict profitability?
iii. To what extent do strategy formation affect market share?
iv. Does Strategy Implementation predict market share?
1.4	Research Objectives 
 The study was guided by the following objectives:
i. To examine weather strategy formulation can influence profitability.  
ii. To examine the effect of strategy implementation on profitability.
iii. To assess the relationship between strategy formation and market share.
iv. To evaluate the relationship between Strategy Implementation and market share.
1.5	Research Hypotheses 
HO1: There is no significant relationship between Strategy formulation and Profitability of the Organization.
HO2:  Strategy implementation does not affect Profitability.
HO3:  Strategy formulation does not relate with on market share.
HO4: There is no significant impact between strategy implementation and market share.
1.6 Significance of The Study 
The significance of this study lies in identifying the impacts of strategic management on organizational performance, using United bank of Africa Ilorin as the case study. The solutions to be proffered will enable other business organizations, banking sectors particularly commercial banks to be steadfast and well equipped in strategic management.
This study through its findings will be useful to the management team, board of directors, chief executive officers, general and line managers, HR officers of various organizations in the banking sector as they will be informed with the best strategies that they can adopt to ensure greater performance in their organisation, with the overall aim of achieving their stipulated objectives.  
Another significance of this study is that it stands to be a useful contribution to the existing literature on strategic management. Finally, it will help to understand the fundamental principles of strategic management.
1.7 Scope of the Study 
The study centres on the strategic management on organisational performance with particular focus on United Bank of Africa PLC because it is one of the prominent bank in kwara state.  This study will cover management and staff of UBA in Ilorin Kwara State. Both primary and secondary data will be harness. 
1.8	Definition of terms
Strategic management: Strategic management can be interpreted as a process that produces managerial decisions and actions which can be used to reach high levels of efficiency, effectiveness and overall performance. The vast majority of strategic management scholars view strategic management as a process that starts with an analysis of the environments, passes to strategy formulation, strategy implementation and ends up with evaluation and monitoring of its strategies and objectives (Allison & Kaye, 2005; David, 2009; Morden, 2007; Pitts & Lei, 2003; Thompson & Strickland; 2003; Wheelen & Hunger; 1998; Wheelen & Hunger, 2006; Wright et al., 1998).  
Strategy Implementation: Strategy implementation refers to the execution of plans and strategies, so as to accomplish the long term goals of the organization. It convert the opted strategy in to the moves and actions of the organisation to achieve he objectives. Strategic implementation is the techniques through which the firms develops, utilizes and generates its structure, culture, resources, people and control system to follow the strategies to have the edge over other competitors in the market. Strategy implementation is the fourth stage of the strategic management process, the other three being a determination of strategic mission, vision and objectives, environmental and organisational analysis and formulating the strategy. 
 Strategy Formation:  Strategy formulation is an analytical process of selection of the best suitable course of action to meet the organisation objectives and vision. It is one of the steps of strategic management process. The strategic plan allows an organisation to examine its resources, provides a financial plan and establishes the most appropriate action plan for increasing profits.
Operation strategy: It is a plan specifying how an organisation will allocate resources in order to support infrastructures and production. An operation strategy is typically driven by the overall business strategy of the organisation, and is designed to maximize the effectiveness of production and support elements while minimizing costs.
Transformational strategy:  a transformational strategy is a plan of action aimed at shifting a company’s operating course, usually over many years. However, a transformational plan with a short-term horizon is not uncommon. To make the strategy a success, top management seeks the guidance of professionals whose expertise in business and finance fits well with the firm’s tactical vision. Well-defined transformational strategies help companies put steps into place for long-term profitability.
Organization Performance: Organizational performance relates to the actual output or results of an organization as measured against its intended objectives. It embraces three specific dimensions, namely, financial performance, product market performance and shareholders’ return (Richard 2015).
Profitability: Profitability is ability of a company to use its resources to generate revenues in excess of its expenses. In other words, this is a company’s capability of generating profits from its operations. Profitability is one of four building blocks for analyzing financial statements and company performance as a whole.
Market share: It represent the percentage of an industry or market total sales i.e. earned by a particular company over a specify period of time. Market share is calculated by taking the company’s sales over the period and dividing it by the total sales of the industry over the same period.  
Client Base: Is a company's primary source of business. A client base consists of the current customers paying for the products, or services, as well as potential customers which have a high likelihood of becoming customers. Businesses rely on this group for most of the business sales, and focus on them for developing new products, or advertising.
Customer satisfaction: Customer satisfaction is defined as “the consumer’s fulfilment response. It is a judgment that a product or service feature, or the product or service itself, provided a pleasurable level of consumption related fulfilment, including elements of under- or over fulfilment”. (Nyadzayo, 2010). Consumer satisfaction is a measure of how products and services supplied by a company meet or surpass consumer expectations.


CHAPTER TWO
 LITERATURE REVIEW
2.1	Introduction
This section is an intensive review of previous work done relating to the various concepts and variables that are germane to this research work. The review broadly comprises conceptual framework; theoretical framework; empirical framework and gap in literature.
2.2	Conceptual Clarification
2.2.1	Strategic Management 
Alfred Chandle (2012) conceptualized strategy as “the determination of the long term goals and objectives of an enterprise and the adoption of courses of action and the allocation of resources necessary for carrying out these goals. Implicit in Chandle’s definition, the organization is depicted as choosing its goals, identifying the courses of actions that best enable it to fulfill its goals and allocating resources. In line with his orientation, strategic planning was construed as an essentially analytical process focusing on the choice of long term objectives and goals, the design of an appropriate organization structure and systems to implement them. But the continued quest for optimization of scarce resources especially in the competitive and dynamic business environment has led to growing complexity of business decision making due to changing market conditions, technological advancement, exchange rate risk, unstable government policies, and emergence of competitors, social and political changes in so many nations across the globe.  
Consequently, these changing conditions in dynamic business environment have created a puzzle among economic scholars and business professionals on how best to optimize the performance of interactive man-machine-material-money system with respect to time in the business environment. However, the attempt to find solution(s) to the puzzle among economic scholars and business professionals has metamorphosed strategic planning into what is known today as strategic management. Strategic management is a relatively young subject which originated in the 1960s. Today, there is only partial agreement on the fundamental principles of strategic management with many views, ideals and concepts.  
Strategic management can be interpreted as a process that produces managerial decisions and actions which can be used to reach high levels of efficiency, effectiveness and overall performance. The vast majority of strategic management scholars view strategic management as a process that starts with an analysis of the environments, passes to strategy formulation, strategy implementation and ends up with evaluation and monitoring of its strategies and objectives. David (2013) & Morden (2007) mentioned that organizations need not only produce a strategic plan, but also develop implementation plans, and finally link their strategies and plans with their performance evaluation system. These stages in the strategic management process are associated with generating alternatives to problems or strategic issues, making the alternative produced function by adapting the structure and creating a supportive culture, and finally, collecting evaluation feedback concerning the overall progress of these alternatives (Gluck, Kaufman & Walleck, 2010).
Morden, (2007) described the concept of strategic management as a comprehensive future oriented, continuous process of management which is implemented within a formal work. It is said to be responsive to reflect changes in the external environment and concerned with both strategic and operational planning.  
 Charfee (2016) summarized the main elements of strategic management theory as follows:
· Strategic management is fluid and complex. Change creates novel 	combinations of circumstances requiring unstructured non repetitive response. 
·  Strategic management affects the entire organization by providing direction. 
· Strategy is the central and unique core of strategic management. 
· Strategic management involves both strategy formation (she called it content) 	and also strategy implementation (she called it process). 
· Strategic management is partially planned and partially unplanned. 
· Strategic management involves both conceptual and analytical thought process.  
Strategic Management is therefore a systematic approach to major and increasingly important responsibility of general management to position and relate the firm to its environment in a way which will ensure its continual success and make it secure from surprises. Strategy and Management is concerned with deciding on strategy and planning how that strategy is to be put into effect.
Schendel and Hatten (2010) defined strategic management as the process of determining and maintaining the relationship of the organization to its environment expressed through the use of selected objectives and of attempting to achieve the desired states of relationship through resource allocations which allow efficient and effective action program by the organization and its subpart. 
Also, Ole & Paul (2009) in Balta (n.d) noted that strategic management are considered the main business strategies supporting the whole activity of the organization. Technically, they are structural elements of the strategic planning activity, in the sense that the organization’s strategic vision is based on a series of strategic issues. The strategic issues are also called “the pillars of excellence "in the specialized literature, and they define the organization’s strategic reactions in its attempt to achieve its vision in its main domains, as follows: 
• Financial 
• Beneficiaries/Customers 
• Internal processes 
• Organizational capacity 
To Rumelt, Scheddel, & Teece, (2009) Strategic management has been regarded as a fundamental issue that explains the success or failure of firms.
2.2.2 	Historical Development of Strategic Management 
Strategy is a subject that has exercised the minds of political, military and business leaders for centuries. The earliest recorded attempts to define strategy emanated from Roman military commanders who sought to document the strategic options available on the battlefield. The concept of strategy was derived from the Greek word “strategies” which meant general. The word strategy therefore, literally meant “the art of the general”.
The formal origins of strategic management can be traced back to the 1950s with the early era using the metaphor "business policy" which entailed functional integration of knowledge within a company. During the 1960s a new metaphor was coined—strategy. This newly coined metaphor entailed not only functional integration but also embodied the concept of competition strategy (Rumelt, Schendel, & Teece, 2009). However, it was not until the 1970s that strategic management (which is often now used interchangeably with term strategic planning) really started to gather momentum in the business world in response to various global business problems and business perceptions that strategic planning was the most viable solution to corporate problems (David, 2013). The 1970s witnessed three pivotal forces converging to shape and develop the practice of strategic management, namely;
 (1) Changing global dynamics which necessitated finding new and better ways of responding to the unexpected, 
(2) The emergence of strategy consulting practices coupled with the development of useful strategic management tools, and 
(3) The diversification of firms in response to the changing global environment. 
These combined forces generated considerable demand for strategy analysis and forced organizations to embrace the use of strategic management tools in an effort to remain competitive. 
2.2.3 	Levels of Strategy 
This issue of levels of strategy is drawn largely from, James Stoner and Edward Freeman (2013), they put forward three distinct levels of strategy which are intricately linked, with the levels of management that exist in a very large organization.
The traditional classification of management levels recognizes top level management otherwise known as corporate level. Other levels include the middle or Executive level management and the firs line level of management otherwise known as the supervisory management level. 
2.2.3.1 Corporate Strategy
This is strategy as it concerns/affects those in the top echelon of multiple products and multiple market business organization. It is a set of business decision, which adds up to form the central idea or objective of the business organization and how individual businesses would be managed to achieve it. The two major questions usually asked at this level are:  what kind of business should the company engaged in? And how should the resources is allocated among those businesses? To answer these basic questions, corporate strategic planners, usually top management, must address a further series of questions, such as: what business should we get into, and which should we get out of? Which customers the organizations serve?  What new technologies should we use? How do we manage the range of our activities, and do we acquire and allocate resources for the activities we choose to pursue? Corporate level strategy address the actions the total  organization is    taking and should take, and attempt to determine the roles each business activities is playing and should play in the organization. Business Strategy: This level of strategy is concerned with the management and the interests and operations of a particular business. It deals with such questions as:  How will the business compete within its market?  What products/services should it offer?  Which customers does it seek to serve? How will the various functions-manufacturing, marketing, finance and so on be managed in order to meet market goals. How will resources be distributed within the business? Business unit strategy attempts to determine what approach the business should take its market and how the business should conduct itself, given its resources and the conditions of the market. Its main focus is how   to gain competitive advantage over other rival organizations in the industry. It however, does that within the ambit and confines allowed by the corporate strategy.  Business strategy ensures a synergistic relationship among the functional areas within the product/service division. 
2.2.3.2 Functional Strategy
This is the strategy that is designed and implemented within a particular department or functional area of a division.  For instance, production department aimed at realizing its production target at minimal cost. Naturally, functional strategy works to enhance the objectives of business strategy. 
The focus of this strategy is on how to effectively combine and maximize the available resources to realize the target before it.
2.2.4	The Elements of Strategic Management Processes 
Strategic management as a process involves four basic elements (Wheelen & Hunger (2013) situation analysis (environmental scanning), strategy formulation, strategy implementation and strategy Evaluation 
1. Situation Analysis (Environmental Scanning)
Situation analysis is the first step in the strategic management process. The situation analysis provides the information necessary to create a company mission statement. Situation analysis involves looking over the company’s external and internal environments and the context in which the company fits in those environments. It begins with observing the company’s internal environment, investigating how employees interact with other employees, manager interaction with shareholders. In addition, discussion, interviews and surveys can be used to analyse the internal environment. To analyse the external environment, the organization must look at the interactions between customers, suppliers, creditors and competitors.  Both internal and external factors affect the success of any organization. All of these inputs will be part of the SWOT analysis that will review strengths, weakness, opportunities  and threats as the starting point for the development of  strategies. 
2. Strategy Formulation  
Strategy formulation involves designing and developing the company strategies. The SWOT analysis is a critical input to the development of strategies that will help organization achieve their goals and objectives. Strategies will be based on leveraging or capitalizing on strengths and weakness or avoiding or overcoming weaknesses and threats. Strategy formulation is generally broken down into three organizational levels: operational, competitive and corporate. 
(i) Operational strategies are day-to-day or short term operations with the various operational departments of the company such as human resources, finance, marketing and production. These strategies are department specific. For example, human resource strategies would be concerned with the act of hiring and training employees with the goal of increasing human capital. 
(ii) Competitive strategies are those strategies associated with methods of competing in a certain business or industry. Knowledge of competitors is required in order to formulate a competitive strategy. The company must learn who its competitors are and how they operate as well as identify the strengths and weakness of the competitors. With this information, the company can develop a strategy to gain a competitive advantage over these competitors.
(iii) Corporate strategies are long term plans associated with deciding the optimal mix of business and the overall direction of the organization (Coulter, 2007). Operating as a sole business or operating as a business with several divisions are both part of the corporate strategy.  
3.     Strategy Implementation       
Strategy implementation is the third step in the strategic management process. It involves putting the formulated strategy into practice. This includes developing steps methods and procedures to execute the strategy. It also involves the creation of specific tactics or action plans that indicate how strategies will be achieved. The strategies should be prioritized based on the seriousness of underlying issues. For the development of a brand campaign for instance, tactics might include: selecting an advertising agency, creating promotional materials, developing or updating websites etc. tactics should be assigned to specific individuals for implementation and accountability should be clearly established. In addition, strategy implementation will identify the specific resources (time and money) required to ensure that the strategy can be achieved.  
4. Strategy Evaluation  
Strategy Evaluation is the final step in the strategic management process which involves examining how the strategy has been implemented as well as the outcomes of the strategy. This includes determining whether deadlines have been met, whether the implementation steps and processes are working correctly, and whether the expected results have been achieved. If it is determined that deadlines are not being met, processes are not working or results are not in line with the actual goals, then the strategy can be modified or reformulated. Both management and employees are involved in strategy evaluation because each is able to view the implemented strategy from different perspectives. An employee may recognize a problem in a specific implementation step that management would not be able to identify. The strategy evaluation should include challenging metrics and time tables that are achievable. Each organization has its own approach to evaluation. There are no absolute answers as to the proper evaluation standards. However, there are three basic questions to ask in strategy evaluation. 
(i) Is the existing strategy any good? 
(ii) Will the existing strategy be good in future? 
(iii)  Is there a need to change a strategy? 
The first question may need additional detailing to indicate whether the current strategy is useful and beneficial to the organization. As your organization’s plan is developed, you must continually ask the following questions. 
(A) Is the strategy internally consistent? Internal consistency refers to  the cumulative impact of various strategies on the organization. 
(B) Is organization strategy consistent with its environment? An  important test of strategy is whether the chosen strategy is  consistent with the environment (constituent demands,  competition, economy, product/industry life cycle, suppliers,  customers). 
(C) Is the strategy appropriate in view of available resources? 
(D) Does the strategy involve an acceptable degree of risk? 
(E) Does the strategy have an appropriate time horizon?  
A significant part of every strategy is the time horizon on which it is based. For example a new product developed, a plant put on stream, a degree of market penetration, become significant strategic objectives only if accomplished by a certain time. Management must ensure that the time necessary to implement the strategy is consistent. Inconsistency between these two variables can make it impossible to reach goals in satisfactory way. 
(F) Does strategy constitute a clear stimulus to organization effort and commitment? 
(G) Is the strategy socially responsible? Evaluation strategies must be regularly assessed, easily reported, communicated to stakeholders and open to feedback and change. 
Therefore, in measuring the effectiveness of the organizational strategy, it is extremely important to conduct a ‘SWOT’ analysis to figure out the strengths, weakness, opportunities and threats (both internal and external) of the entity in question.
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Figure 1: Components of the strategic Management Process
2.2.5	A Model of strategic Management Process
2.2.6	Organizational Performance
Performance is the outcome of all of the organization’s operations and strategies (Wheelen and Hunger 2012). Researchers have different beliefs about organizational performance but it still remains a controversial issue (Barney, 2013). Performance means quality, condition, or function. Therefore, organizational performance is a general structure which refers to the operations of enterprise (Roadster, 2008). Most famous definition of performance by (Nelly 2009) provided: “process of quality and efficiency, and effectiveness of past actions." According to this definition, the operation is divided to two components:
· A description of how the efficiency of resource use in the production of products or services, means relationship between the actual and desired outputs for given inputs.
· The effectiveness that described the degree of organizational goals. 
      	Organization performance is a function of technological innovation. It comprises the actual   output or results of an organization as measured against intended output or goals and objectives. It is referring to as how well an organization is performing. Good performance is an indicator of success and development of all organizations. Organizational performance is in various forms such as financial results, product differentiation; quality, cost structure and people performance help ensure organizational goals to be achieved. Organization performance ultimately reflects whether or not service quality is realized in a firm. Organization performance is conceptualized as the extent to which a firm increases sales, profits, and return on equity. These are indicators of financial performance and manifest the wellbeing of a firm collectively (Barnett and Salomon, 2007).
Lebans and Euske (2007) provide a set of definitions to illustrate the concept of organizational performance.
i. Performance is a set of financial and non-financial indicators which offer information on the degree of achievements of objectives and results.
ii. Performance is dynamic, requiring judgment and interpretation.
iii. Performance may be illustrated by using a casual model that describes how current actions may affect future results.
Performance may be understood differently depending on the person involved in the assessment of the organizational performance (e.g. performance can be understood differently from a person within the organization compared to from the outside). To define the concept of performance is necessary to know its elements characteristics to each area of responsibility. To report an organization’s performance level, it is necessary to be able to quantify the results. And this is the case in the application and use of sales promotion as a great marketing communication strategy to ensure great sales volume in organizations.
 Organizational performance relates to the actual output or results of an organization as measured against its intended objectives. It embraces three specific dimensions, namely, financial performance, product market performance and shareholders’ return (Richard, 2015). The financial dimension concerns issues in respect of profit margins, return on asset and on investment. In contrast, the product market performance also addresses issues with regards to sales and market shares. The third dimension basically deals with issues such as total shareholder return, and economic value added. More importantly, many organizations have attempted to manage organizational performance using the “balanced scorecard” methodology where performance is tracked and measured in multiple dimensions such as financial performance, customer service, social responsibility, and employee stewardship (Richard 2017). It can be discerned that organizational performance entails three specific dimensions including financial, product market performance and shareholder return (Richard 2017). 
Financial performance is viewed as the firm’s ability to generate new resources from day to day operations over a specific period of time. (Peterson, 1996).  It is important to point out that for a long time; financial performance has been perceived only through its ability to obtain profits. This has however changed over time; today the concept of performance has different meanings depending on the user perspective of financial information .For instance different stakeholders (Managers, Shareholders, Creditors and Government) have varied interest with the firm’s financial performance and therefore financial indicators are used to access the firm’s economical results. Kaplan and Norton (2000) opine that “the financial performance measures can be divided into two major forms: the classical indicators which are based on financial data and the modern indicators which are based on valuation principles”.  Classic indicators include the rates of return (ROA, ROE, and ROI), gross profit margin, net profit margin, debt ratio, current ratio, acid test ratio. Whereas the modern indicators (Economic Value Added and Market Value Added approaches) derived from stock market values are based on the concept of creating value (Kaplan and Norton, 2000). 
Various authors (Rutherford et al 2008) have measured financial Performance in terms of growth. Thus, in their study Sales performance, Return on Assets (ROA), employment growth, Return on Sales, Return on Equity (ROE), Return on Investment (ROI), and Operating profit were used to measure financial performance. In this study the variables observed in accessing financial performance are; income, profits and rates of return. The respondents were asked to consider the performance of these items (income, profits and rates of return) in their organization over the last five years. 
Ngoze (2014) concur that “successful entrepreneurial accomplishments will inevitably affect the firm’s financial performance in the long run, but in the short run there might be no association among Corporate Entrepreneurship climate factors and firm’s financial performance criteria”. This they attribute to project investments and a firm’s internal resource usages or possible losses. 
2.2.6.1	Profitability
Profitability is the ability of a business to earn a profit. A profit is what is left of the revenue a business generates after it pays all expenses directly related to the generation of the revenue, such as producing a product, and other expenses related to the conduct of the business activities. Profitability is ability of a company to use its resources to generate revenues in excess of its expenses. In other words, this is a company’s capability of generating profits from its operations. Profitability is one of four building blocks for analyzing financial statements and company performance as a whole. The other three are efficiency, solvency, and market prospects. Investors, creditors, and managers use these key concepts to analyses how well a company is doing and the future potential it could have if operations were managed properly.
The two key aspects of profitability are revenues and expenses. Revenues are the business income. This is the amount of money earned from customers by selling products or providing services. Generating income isn’t free, however. Businesses must use their resources in order to produce these products and provide these services. Resources, like cash, are used to pay for expenses like employee payroll, rent, utilities, and other necessities in the production process. Profitability looks at the relationship between the revenues and expenses to see how well a company is performing and the future potential growth a company might have. Profitability is closely related to profit, but it is the metric used to determine the scope of a company's profit in relation to the size of the business. Profitability is a measurement of efficiency – and ultimately its success or failure. It is expressed as a relative, not an absolute, amount. Profitability can further be defined as the ability of a business to produce a return on an investment based on its resources in comparison with an alternative investment. Although a company can realize a profit, this does not necessarily mean that the company is profitable.
To determine the worth of an investment in a company, investors cannot rely on a profit calculation alone. Instead, an analysis of a company’s profitability is necessary to understand if the company is efficiently utilizing its resources and its initial investment. If a company is deemed to have a profit but is unprofitable, there are a number of tools that can be used to increase profitability and overall company growth. A company can be quickly bogged down with failing projects, which directly leads to sunk costs. To reduce the occurrence of project failures, companies can explore the profitability index to determine whether a project is worth pursuing. This metric provides company management with insight into costs versus benefits of a project, and it is calculated by dividing the present value of future cash flows by a project's initial investment. A company can also increase profitability through the theory of marginal returns. One of the first steps a company takes to increase profitability is to boost sales, which requires an increase in production. Marginal return, also known as marginal product, is a theory that states that the addition of workers up to a certain point increases the use of capital in an efficient way; exceeding that number of workers leads to diminishing returns and ultimately less profitability. In order to be profitable, it is necessary for a company to apply this theory to its specific business and production needs to experience growth in an efficient, cost-effective manner. A business must achieve profitability in order to sustain its operations. It is impossible to imagine a business without profitability. Profitability measures the efficiency of the company.
2.2.6.2	 Market share
It represent the percentage of an industry or market total sales i.e earned by a particular company over a specify period of time. Market share is calculated by taking the company’s sales over the period and dividing it by the total sales of the industry over the same period. 
2.2.6.3	Efficiency
In general terms, efficiency refers to “how well” or “how effectively” a decision making unit combines inputs to produce an output. In the theory of productive efficiency there are two main components – technical efficiency and allocative efficiency. Technical efficiency focuses on output produced from a given bundle of inputs and technology, while allocative efficiency focuses on the ability and willingness of an economic unit to minimize costs of production for a given set of input prices through substitution or reallocation of inputs.
Environmental efficiency, an additional type of efficiency and one for whichan estimate, separate to technical efficiency, can be provided, is of growing importance (Reinhard 2009). Technical efficiency refers to the ratio of actual to best practice (or “frontier”) production (De Koeijer 2012). Efficiency is the quality of doing well with no waste of time or money; improvement in efficiency at the factory (Oxford advanced dictionary 6th Edition).
Efficiency is oriented towards successful input transformation into outputs. Efficiency relates to the optimal use of resources to achieve the desired output (Chavan, 2009). Mouzas (2007) the findings revealed that efficiency information provides different data. Efficiency measures relationship between inputs and outputs or how successfully the inputs have been transformed into outputs.
 Pinprayong and Siengthai (2012) there is a difference between business efficiency and organizational efficiency. Business efficiency reveals the performance of input and output ratio, while organizational efficiency reflects the improvement of internal processes of the organization, such as organizational structure, culture and community.
Efficiency is all about resource allocation across alternative uses (Kumar and Gulati, 2010). It is important to understand that efficiency doesn’t mean that the organization is achieving excellent performance in the market, although it reveals its operational excellence in the source of utilization process.
Simon (2007) defined the criterion of efficiency as dictating "that choice of alternatives which produce the largest result for the given application of resources". 
Baldamus (2008) points out that "as the word efficiency has no scientific fundament, we are inclined to assume without question that to maximize efficiency is desirable if not indeed the chief purpose of industrial enterprise". Writers have related the preoccupation with efficiency to the development of a measurement cult that precludes many of the less quantifiable yet nevertheless essential ingredients of a successful.
2.2.6.4	Client Base
A client base is a company's primary source of business. A client base consists of the current customers paying for the products, or services, as well as potential customers which have a high likelihood of becoming customers. Businesses rely on this group for most of the business sales, and focus on them for developing new products, or advertising. A client base is usually defined using demographics such as age, location or gender, and can change over time. Developing, maintaining and expanding its client base is a major concern for any business, since without clients, the business cannot earn revenue. Strategies companies use to increase this base include networking, word-of-mouth marketing and referrals, developing a specialty or area of expertise, staying in touch with existing clients, showing appreciation for clients and consistently meeting or exceeding expectations. Businesses that primarily provide professional services (like financial planning) tend to use the term "client base", while businesses that primarily provide products tend to use the term "customers".  
As a company researches, develops, and plans to bring a product or service to market, attracting the attention of potential client base is of paramount concern. The product in question is intended to answer some need or resolve a pain point that company believes the target client base has. The success potential for a service or product is often based on the size of the intended client base and those customers’ anticipated willingness to spend money on said service. A business's client base is the same as its customer base.
2.2.6.5 Customer satisfaction 
Customer satisfaction is defined as “the consumer’s fulfillment response. It is a judgment that a product or service feature, or the product or service itself, provided a pleasurable level of consumption related fulfillment, including elements of under- or over fulfillment”(Nyadzayo, 2010). Consumer satisfaction is a measure of how products and services supplied by a company meet or surpass consumer expectations. It is defined as "the number of consumers or percentage of total consumers, whose reported experience with a firm, its products, or its services (ratings) exceeds specified satisfaction goals"(Chauhan and Limbad, 2013).
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2.3	Theoretical Review 
2.3.1	The Generic Strategy Theory
Theory Porter (1980) identified the generic strategy theory that has since become a game changer in the world all over in building firms’ industry competitiveness which in turn leads to corporate growth. This theory consists of cost leadership, differentiation and focus strategies. 
Cost-leadership strategies require firms to develop policies aimed at becoming and remaining the lowest cost producer and/or distributor in the industry. A cost leadership firm can set prices at par with competitors thus enjoy big margins or set prices lower than competitors and experience high sales hence high margins. Cost leadership concentrates on construction of efficient-scale facilities, tight cost and overhead control, minimization of operating expenses, reduction of input costs, tight control of labor costs, and lower distribution costs (Johnson, et. al., 2008). 
Differentiation strategy requires firms to create something about its product that is perceived as unique within its market. Whether the features are real, or just in the mind of the customer, customers must perceive the product as having desirable features not commonly found in competing products. The customers also must be relatively price-insensitive. Customers must be willing to pay more than the marginal cost of adding the differentiating feature if a differentiation strategy is to succeed. Possible differentiation strategies include warranty, brand image, technology, features, service, and dealer network among other dimensions. Differentiation does not allow a firm to ignore costs; it makes a firm's products less susceptible to cost pressures from competitors because customers see the product as unique and are willing to pay extra to have the product with the desirable features (Hill & Jones, 2009) Porter (1980) notes that focus strategy involves concentrating on a particular customer, product line, geographical area, channel of distribution, stage in the production process, or market niche. The underlying premise of the focus strategy is that the firm is better able to serve its limited segment than competitors serving a broader range of customers. Firms using a focus strategy simply apply a cost-leader or differentiation strategy to a segment of the larger market. Firms may thus be able to differentiate themselves based on meeting customer needs through differentiation or through low costs and competitive pricing for specialty goods (Thomas et. al, 2006).  
2.3.2	Competitive Advantage Theory (Porter, 2004)
Competitive advantage occurs when an organization acquires or develops an attribute or combination of attributes that allows it to outperform its competitors. These attributes can include access to natural resources, such as high grade ores or inexpensive power, or access to highly trained and skilled personnel and human resources. The term competitive advantage is the ability gained through attributes and resources to perform at a higher level than others in the same industry or market (Porter, 2004; Johnson et. al., 2008). A firm is said to have a competitive advantage when it is implementing a value creating strategy not simultaneously being implemented by any current or potential player (Hill & Jones, 2009). Successfully implemented strategies will lift a firm to superior performance by facilitating the firm with competitive advantage to outperform current or potential players (Porter, 2008). To gain competitive advantage the firm manipulates the various resources and capabilities over which it has direct control and these resources have the ability to generate competitive advantage (Thomas, et. al., 2006). Superior performance outcomes and superiority in production resources reflects competitive advantage (Lau & Busenetiz, 2001). 
Van Duren, (2005) views business strategy as the tools that manipulate the resources and create competitive advantage, hence, viable business strategy may not be adequate unless it possess control over unique assets, resources and capabilities that have the ability to create such a unique advantage. Competitive advantage is a key determinant of superior performance and it ensures survival and prominent positioning in the market. Superior performance being the ultimate desired goal of a firm, competitive advantage becomes the foundation highlighting the significant importance to develop same (Porter & Kramer, 2006).  
2.3.3	The Resource Dependency Theory (Davis & Cobb, 2010)
The resource dependency theory is important in explaining the actions of organizations, by forming interlocks, alliances, joint ventures, and mergers and acquisitions, in striving to overcome dependencies and improve an organizational autonomy, legitimacy and competitiveness. It is instrumental to organizations on the power to control resource allocation as the key to organizational growth and survival. The theory’s central proposition is that organizations will try to manage their resource dependencies with a variety of tactics, such as the cooptation of sources of constraint, in order to achieve greater autonomy and thus reduce uncertainty in the flow of needed resources from the environment. In essence, strategic partnerships have the potential to address challenges and opportunities that could not have been handled in the same way outside of a partnership (Davis & Cobb, 2010).  
Perceived mutual dependencies between organizations can motivate potential partners to come together and join forces when the organizations perceive critical strategic interdependencies with other organizations in their environment (Drees & Heugens 2013). Interdependence causes uncertainty in managing necessary resources for organizational survival and drives organizations to seek complementary or supplementary capabilities and resources in others. Because organizations are not self sufficient and do not have control over all the resources they require, interaction with others is necessary to advance one’s own interests. 
Thus, organizational outcomes are based on interdependencies, because interdependence exists whenever one actor does not entirely control all of the conditions necessary for the achievement of an action or for obtaining the outcome desired from the action. This means that a partnership within organizations is a way of gaining access to critical resources necessary for their own success and survival.  When an organization does not have the necessary resources internally, it is dependent on external actors who have these needed resources. These resources can include financial resources, technical capabilities, knowledge, and organizational legitimacy. Companies and organizations could address these issues strategically in a partnership by using other organizations to fill their core needs. The main rationale for creating strategic partnerships is the potential for value creation through pooling organizations’ resources together. In essence, the procurement of external resources is an important tenet of both the strategic and tactical management of any company (Hillman, et. al. 2009).   
2.3.4 Organizational Growth Theory (Greiner, 1998)
Greiner (1998) proposed a growth model that explained the growth in business organizations as a predetermined series of evolution and revolution. In order to grow, the organization is supposed to pass through a series of identifiable phases or stages of development and crisis. These phases are; growth hrough creativity, growth through direction, growth through delegation, growth through collaboration and growth through coordination. Greiner’s model suggests how organizations grow, but the basic reasons behind the growth process and its mechanics remain heterogeneous. 
However, worth noting is that in corporations, the importation of materials and energy from the environment not only sustains life but also contributes to growth. As they keep growing, so does their ability to acquire resources. This means that the more they grow, the more capacity in resources acquisition they have and the more resources they can access. This growth and the increase in resource acquisition capabilities provide a positive feedback loop, which continues until the organization matures (Schimke, 2011). If the resources in a niche or a domain are abundant, a business organization in that niche is likely to run at a profit (provided that the relevant costs are under control), which results in an improvement in return on investment (ROI), which tends to attract more funds from the investors. The firm can use these funds to reinvest for expansion, to gain more market control, and make even more profit. This positive feedback will continue until limiting factors (e.g. an increase in competition or the depletion of resources within a particular niche) take effect (Ansoff & Mc Donald, 2003).   
2.3.5 Strategic Balancing Theory
Strategic balancing is founded on the premise that the strategy of an organization is partly comparable to the strategy of an individual. Certainly, the performance of organizations is influenced by the actors’ behavior, such as the system of leaders’ values (Collins et al., 2009). An organization wavers between many antagonistic poles that signify cooperation and competition. This allows for existence of various configurations of alliances that disappear only if the alliance swings in the direction of a mainstream of poles of confrontation. 
Strategic balancing is comprised of three models which include: relational, symbiotic and deployment models. Competition attests to be part of the relational model and the model of deployment. It can be liable to undulation between the two aggressive strategies, one being primarily cooperative as depicted by the relational model and the other being predominantly competing as exemplified by the model of deployment. The organization can then take turns in adopting the two strategies so as to keep their relationship balanced. This argument is very close to that of Morduch (2010). According to Morduch (2010), there are three types of competitive relationships: competition-dominated, cooperation-dominated, and equal relationships. 
[bookmark: _Toc514260419]The latter is also comparable to the fluctuation between the relational model and the model of deployment as described by Barney (2004) the strategic balancing gathers three models, namely the relational, symbiotic and deployment models. Competition proves to be part of the relational model and the model of deployment. It can be subject to alternation between the two antagonistic strategies, the one being predominantly cooperative as described by the relational model and the other being predominantly competing as characterized by the model of deployment. The company can then take turns at adopting the two strategies in order to keep their alliance balanced. This idea is very close to that of Bengtsson and Kock (2009), according to whom there are three types of competitive relationships: competition-dominated, cooperation-dominated, and equal relationships. The latter is similar to the alternation between the relational model and the model of deployment described by Aliouat (2012). This theory depicts that the organizational success depends on achieving a good fit between strategy, structure and culture. Performance improvement is linked to deliberate efforts by management towards developing a suitable organizational culture which is is manifest in leadership, decision making process and in the way through which formal structure and business procedures are transposed into routine activities.













CHAPTER THREE
METHODOLOGY
3.1      Introduction
This chapter discussed the methodological approaches that was used in this research work. The chapter covered the research methods, research design, and the study population, source of data and procedure for data collection, design of instrument, the validity and reliability of the instrument, data analysis method, and ethical consideration.
[bookmark: _Toc514260422]3.2	Research Design
Research design is a plan, structure and strategy for investigation. It is put in place so as to obtain answers to research questions or problems. Identification and development of procedure, quality, validity, objectivity and accuracy was ensured. The variable use in these research are not all discussed as only four variables are discussed, while the remaining four are the chanced or extraneous variable because they are not talked about.
This study adopted cross sectional method as the questionnaire was distributed ones and also made use of the retro-prospective as used by the past trend of the strategic management to determine the future and experimental method was used as the nature of investigation. A five point psychometric Likert scale questionnaire was administered to the respondents which will range from strongly agree (5) to strongly disagree (1) in order to source for relevant information for this study.
[bookmark: _Toc514260423]3.3 	Population of Study
[bookmark: _Toc514260424]The population is the totality of the objects or element being studied and to which conclusions and generalization of our results were applied. According to Throne (2010), “population is the totality of any group, person or objects which is defined by some unique attributes”. 
The researcher has chosen the Kwara State Branch of UBA PLC, challenge  Ilorin, kwara state as the studied population in order to find a possible solution to which involve a total of 65 employees including top and junior staffs.
3.4 	sample size and Sampling techniques
It was necessary and more realistic to determine a sample size for the customers to make it less tasking. As such, the various methods that can be used which are Yard formula, Yaro Yamani Formula, Bartlett table (continuous and categorical data table), Fishers, quota and many more. Therefore, in this study, the researcher determined the sample size by adopting Yards formula. The reason for choosing the Yards formula is because it is concerned with the application of normal approximation of 95% confidence level and 5% error tolerance. The formula is given as follows;
n = 	 N
	1+α2N
Where, n = sample size
N = population
α = level of significance.
Therefore, substituting the number below to determine the sample size;
N =Total population (65)
 n=?
α = 0.05
65
1+ (a2)65
	65
1+ ((0.05)2)65
      65
1+ (0.0025)65
     65
1+0.1625
     65
1.1625
 =55
Using the above Yards formula, the research sampled 55. Fifty five (55) questionnaires were distributed to UBA Plc, challenge Ilorin, Kwara State.
[bookmark: _Toc514260425]Sampling Technique
Sampling technique refers to a process that involves different way of choosing sample (Barreiro, 2001). A sample on the other hand deals with a representation of the population or universe under study (Bartlett 2001). Sampling refers to a process of collecting information from a sample. 
Sampling techniques can be probability sampling techniques or non-probability sampling techniques. Probability sampling techniques include simple random sampling, systematic sampling, stratified sampling, cluster/area sampling while non-probability sampling techniques include convenience sampling, judgmental sampling non-random and quota sampling techniques. This research adopt the non-random sampling technique using quota sampling methods which aid the ability to cover the specified area of research and cover time as well as cost constraints.
[bookmark: _Toc514260426]3.5	 Methods of Data Collection
 There are two main sources of data collection, these are: primary and secondary data. And as for this research, the researcher will use both sources of data to generate information. Primary Sources are obtained mainly with the research instruments (questionnaire and survey methods) first-hand accounts of an event, a life, a moment in time. They are in their original form (diaries, letters, photos, etc.) usually without explanation or interpretation. While Secondary sources are often written sometime after an event happened by people who were not present when the event occurred. Secondary sources are based on a variety of other sources and can include books, journal articles, textbooks, and reference sources. Therefore, during the cause of this research, data was collected using both primary and secondary data.
[bookmark: _Toc514260427]Questionnaire was administered to fifty five (55) respondents. Journals, books, conference materials/articles were sourced and vital information’s was also gathered through the internet.
3.6	Research Instrument
Research instruments are those tools which are being used to collect data for the purpose of testing hypothesis and answering research questions (Ojo, 2005). These are practically the methods of acquiring information from the field about the subject of interest from the different available sources.
Questionnaires was designed in two parts, A and B. part A  contained the personal information of the respondents including their nationality, state of origin, local government, age, marital status, educational qualification. Part B on the other hand contained a set of questions items personally structured by the researcher, strictly addressing the variables to elicit information on the research topic
3.7	Method of Data Analysis
For a brief and accurate presentation of data to be collected, the researcher will make use of descriptive and inferential statistics to analyze the data. The types of descriptive statistics employed entails frequency distribution and simple percentage to analyze personal data of the respondents and research questions in the study. Also, the hypotheses was analyzed through Correlation and regression using the statistical packages for social sciences (SPSS).
3.8	Historical background of the case study
UBA's history traces back to 1948 when the British and French Bank Limited (BFB) began operations in Nigeria. In 1961, UBA was incorporated to take over BFB's assets and liabilities. Over the years, UBA expanded its presence across Africa and internationally, becoming one of the leading financial institutions on the continent. 
Key Milestones:
1948: British and French Bank Limited (BFB) commences operations in Nigeria.
1961: UBA is incorporated, taking over BFB.
1970: UBA becomes the first Nigerian bank to offer an IPO.
1984: UBA establishes its New York branch.
1990: Standard Trust Bank is incorporated.
2005: UBA merges with Standard Trust Bank, a major event in sub-Saharan Africa.
Present: UBA operates in 20 African countries, the UK, US, France, and Dubai. 
Evolution and Expansion:
UBA's initial presence was primarily in Nigeria. 
The company expanded its operations across the continent and beyond, establishing branches and subsidiaries in various countries. 
UBA has played a key role in the development of the Nigerian financial sector and has been a pioneer in various areas, such as IPOs and international banking. 
The merger with Standard Trust Bank marked a significant milestone, creating a larger and more diversified financial institution
.  












CHAPTER FOUR
DATA PRESENTATION, ANALYSIS, INTERPRETATION AND DISCUSSION OF FINDINGS
4.1	Introduction
This section focuses on the presentation, analysis and interpretation of the data gathered. The data obtained for the study is presented in tables, analyzed and interpreted using frequencies and simple percentages. The bio data of the respondents was first dealt with after which the main focus of the study was treated.
The Statistical Package for Social Science (SPSS) package was used to analyze frequencies and testing the hypotheses. 
4.2 Presentation of Data
A total number of 55 questionnaires were distributed. A total of 50 copies were returned and analyzed.
	Questionnaire
	Respondents
	Percentage (%)

	Returned and useful
	50
	90.0

	Not Returned
	5
	10.0

	Total
	55
	100


Source: Researchers Field Survey 2025
4.3 Data Analysis and Interpretation
The questionnaire was divided into two parts;
Part A: This contained respondents’ Demographic data
Part B: This forms the focus of respondent’s assessment for evaluation.




Table 4.3.1 Analysis of Demographic Data
	Table 4.3.1.1 Gender

	
	Frequency
	Percent

	Valid
	Male
	23
	46.0

	
	Female
	27
	54.0

	
	Total
	50
	100.0


Source: Researchers Field Survey, 2025
The table above shows that there are 23 male respondents which translated to 46.0% and 27 Female respondents representing 54.0%. This indicates that male staffs dominate UBA PLC, Ilorin, Kwara State.
	Table 4.3.1.2 Age

	
	Frequency
	Percent

	Valid
	20-25yrs
	21
	42.0

	
	26-30yrs
	19
	38.0

	
	31-35yrs
	5
	10.0

	
	36yrs and above
	5
	10.0

	
	Total
	50
	100.0


Source: Researchers Field Survey, 2025
The table above shows the Age distribution of staffs UBA PLC, Ilorin, Kwara State. 42.0% are 20-25 years, 38.0% are 26-30 years, 10.0% are 31-35 years, and 10.0% are 36 years and above.


	Table 4.3.1.3 Marital Status

	
	Frequency
	Percent

	Valid
	Single
	27
	54.0

	
	Married
	19
	38.0

	
	Divorce
	3
	6.0

	
	Widow/widower
	1
	2.0

	
	Total
	50
	100.0


Source: Researchers Field Survey, 2025
The table above shows the marital status of UBA PLC, Ilorin. 54.0 % are single, 38.0% are married, 6.0% are divorced and 2.0% are widow/widower.
	Table 4.3.1.4 Education Qualification

	
	Frequency
	Percent

	Valid
	Primary/
Secondary
	2
	4.0

	
	OND/NCE
	23
	46.0

	
	BSC/HND
	20
	40.0

	
	Msc and above
	5
	10.0

	
	Total
	50
	100.0


Source: Researchers Field Survey, 2025
The table above shows the Educational Qualification of UBA PLC, Ilorin. 4.0% are primary / secondary, 46.0% are OND/NCE, 40.0% are BSC/HND, 10.0% are Msc and above.


	Table 4.3.2 Test of Questionnaire
Table 4.3.2.1 The organisation relies on consultants in developing strategy.

	
	Frequency
	Percent

	Valid
	Strongly agree
	19
	38.0

	
	Agree
	20
	40.0

	
	Undecided
	7
	14.0

	
	Disagree
	4
	8.0

	
	Total
	50
	100.0


Source: Researchers Field Survey, 2025
The above table shows the responses of respondent on if the organisation relies on consultants in developing strategy. From the responses given by the respondents, 38.0% strongly agree, 40.0% agree, 14.0% undecided, and 8.0% disagree.
	Table 4.3.2.2 The organisation gives direction to corporate objectives corporate culture, corporate goals and corporate missions.

	
	Frequency
	Percent

	Valid
	Strongly agree
	20
	40.0

	
	Agree
	14
	28.0

	
	Undecided
	8
	16.0

	
	Disagree
	5
	10.0

	
	Strongly disagree
	3
	6.0

	
	Total
	50
	100.0


Source: Researchers Field Survey, 2025
The above table shows the responses of respondent on if the organisation gives direction to corporate objectives corporate culture, corporate goals and corporate missions. From the responses given by the respondents, 40.0% strongly agree, 28.0% agree, 16.0% undecided, 10.0% disagree and 6.0% strongly disagree.
	Table 4.3.2.3 The organisation has resources control team that allocates and control resources use.

	
	Frequency
	Percent

	Valid
	Strongly agree
	20
	40.0

	
	Agree
	18
	36.0

	
	Undecided
	7
	14.0

	
	Disagree
	2
	4.0

	
	Strongly disagree
	3
	6.0

	
	Total
	50
	100.0


Source: Researchers Field Survey, 2025
The above table shows the responses of respondent on if the organisation has resources control team that allocates and control resources use. From the responses given by the respondents, 40.0% strongly agree, 36.0% agree, 14.0% undecided, 4.0% disagree and 6.0% strongly disagree.
	Table 4.3.2.4 Internal stakeholders (employees, board, ETC) are allowed to participate in formulating strategies and plans for the organisation.

	
	Frequency
	Percent

	Valid
	Strongly agree
	20
	40.0

	
	Agree
	19
	38.0

	
	Undecided
	5
	10.0

	
	Disagree
	5
	10.0

	
	Strongly disagree
	1
	2.0

	
	Total
	50
	100.0


Source: Researchers Field Survey, 2025
The above table shows the responses of respondent on if internal stakeholders (employees, board, etc) are allowed to participate in formulating strategies and plans for the organisation. From the responses given by the respondents, 40.0% strongly agree, 38.0% agree, 10.0% undecided, 10.0% disagree and 2.0% strongly disagree.
	Table 4.3.2.5 The organisation allocates sufficient financial, human and other resources to implement its strategies and plans.

	
	Frequency
	Percent

	Valid
	Strongly agree
	19
	38.0

	
	Agree
	13
	26.0

	
	Undecided
	9
	18.0

	
	Disagree
	5
	10.0

	
	Strongly disagree
	4
	8.0

	
	Total
	50
	100.0


Source: Researchers Field Survey, 2025
The above table shows the responses of respondent on if the organisation allocates sufficient financial, human and other resources to implement its strategies and plans. From the responses given by the respondents, 38.0% strongly agree, 26.0% agree, 18.0% undecided, 10.0% disagree and 8.0% strongly disagree.
	Table 4.3.2.6 There is establishment of clear activities or steps needed to accomplish short term goals.

	
	Frequency
	Percent

	Valid
	Strongly agree
	17
	34.0

	
	Agree
	17
	34.0

	
	Undecided
	6
	12.0

	
	Disagree
	7
	14.0

	
	Strongly disagree
	3
	6.0

	
	Total
	50
	100.0


Source: Researchers Field Survey, 2025
The above table shows the responses of respondent on if there is establishment of clear activities or steps needed to accomplish short term goals. From the responses given by the respondents, 34.0% strongly agree, 34.0% agree, 12.0% undecided, 14.0% disagree and 6.0% strongly disagree.
	Table 4.3.2.7 Organization structure is set to adapt with new changes brought by the new strategic plans and decisions of the organisation.

	
	Frequency
	Percent

	Valid
	Strongly agree
	29
	58.0

	
	Agree
	10
	20.0

	
	Undecided
	4
	8.0

	
	Disagree
	2
	4.0

	
	Strongly disagree
	5
	10.0

	
	Total
	50
	100.0


Source: Researchers Field Survey, 2025
The above table shows the responses of respondent on if organization structure is set to adapt with new changes brought by the new strategic plans and decisions of the organisation.  From the responses given by the respondents, 58.0% strongly agree, 20.0% agree, 8.0% undecided, 4.0% disagree and 10.0% strongly disagree.


	Table 4.3.2.8 The organisation adopts the development of clear rules and procedures to guide strategic plans.

	
	Frequency
	Percent

	Valid
	Strongly agree
	21
	42.0

	
	Agree
	22
	44.0

	
	Undecided
	2
	4.0

	
	Disagree
	4
	8.0

	
	Strongly disagree
	1
	2.0

	
	Total
	50
	100.0


Source: Researchers Field Survey, 2025
The above table shows the responses of respondent on if the organisation adopts the development of clear rules and procedures to guide strategic plans. From the responses given by the respondents, 42.0% strongly agree, 44.0% agree, 4.0% undecided, 8.0% disagree and 2.0% strongly disagree.
	Table 4.3.2.9 Customer satisfaction has helped your organisation to increase their sales volume.

	
	Frequency
	Percent

	Valid
	Strongly agree
	32
	64.0

	
	Agree
	11
	22.0

	
	Undecided
	1
	2.0

	
	Disagree
	4
	8.0

	
	Strongly disagree
	2
	4.0

	
	Total
	50
	100.0


Source: Researchers Field Survey, 2025
The above table shows the responses of respondent on if customer satisfaction has helped your organisation to increase their sales volume. From the responses given by the respondents, 64.0% strongly agree, 22.0% agree, 2.0% undecided, 8.0% disagree and 4.0% strongly disagree.
	Table 4.3.2.10 The organisations profitability has increased greatly through service rendered.

	
	Frequency
	Percent

	Valid
	Strongly agree
	27
	54.0

	
	Agree
	15
	30.0

	
	Undecided
	1
	2.0

	
	Disagree
	5
	10.0

	
	Strongly disagree
	2
	4.0

	
	Total
	50
	100.0


Source: Researchers Field Survey, 2025
The above table shows the responses of respondent on if the organisations profitability has increased greatly through service rendered. From the responses given by the respondents, 54.0% strongly agree, 30.0% agree, 2.0% undecided, 10.0% disagree and 4.0% strongly disagree.
	Table 4.3.2.11 The organisation ensures increase in the volume of sales through strategy implemented by the organisation.

	
	Frequency
	Percent

	Valid
	Strongly agree
	24
	48.0

	
	Agree
	9
	18.0

	
	Undecided
	11
	22.0

	
	Disagree
	4
	8.0

	
	Strongly disagree
	2
	4.0

	
	Total
	50
	100.0


Source: Researchers Field Survey, 2025
The above table shows the responses of respondent on if the organisation ensures increase in the volume of sales through strategy implemented by the organisation. From the responses given by the respondents, 48.0% strongly agree, 18.0% agree, 22.0% undecided, 8.0% disagree and 4.0% strongly disagree.
	Table 4.3.2.12 Employee’s commitment mostly determines the return on investment for the organisation.

	
	Frequency
	Percent

	Valid
	Strongly agree
	22
	44.0

	
	Agree
	10
	20.0

	
	Undecided
	9
	18.0

	
	Disagree
	7
	14.0

	
	Strongly disagree
	2
	4.0

	
	Total
	50
	100.0


Source: Researchers Field Survey, 2025
The above table shows the responses of respondent on if employee’s commitment mostly determines the return on investment for the organisation. From the responses given by the respondents, 44.0% strongly agree, 20.0% agree, 18.0% undecided, 14.0% disagree and 4.0% strongly disagree.
	
Table 4.3.2.13 Staffs competencies in handling daily task have helped in acquiring a large amount of the market for the organisation.

	
	Frequency
	Percent

	Valid
	strongly agree
	20
	40.0

	
	Agree
	18
	36.0

	
	Undecided
	7
	14.0

	
	Disagree
	2
	4.0

	
	strongly disagree
	3
	6.0

	
	Total
	50
	100.0


Source: Researchers Field Survey, 2025
The above table shows the responses of respondent on if staffs competencies in handling daily task have helped in acquiring a large amount of the market for the organisation. From the responses given by the respondents, 40.0% strongly agree, 36% agree, 14.0% undecided, 4.0% disagree and 6.0% strongly disagree.
	Table 4.3.2.14 Strategy implemented by the organisation has helped the organisation to access new market.

	
	Frequency
	Percent

	Valid
	Strongly agree
	18
	36.0

	
	Agree
	22
	44.0

	
	Undecided
	4
	8.0

	
	Disagree
	5
	10.0

	
	Strongly disagree
	1
	2.0

	
	Total
	50
	100.0


Source: Researchers Field Survey, 2025
The above table shows the responses of respondent on if strategy implemented by the organisation has helped the organisation to access new market.  From the responses given by the respondents, 36.0% strongly agree, 44.0% agree, 8.0% undecided, 10.0% disagree and 2.0% strongly disagree.
	Table 4.3.2.15 The organisation has been able to sustain its market share through satisfaction of customer’s need.

	
	Frequency
	Percent

	Valid
	Strongly agree
	23
	46.0

	
	Agree
	14
	28.0

	
	Undecided
	7
	14.0

	
	Disagree
	2
	4.0

	
	Strongly disagree
	4
	8.0

	
	Total
	50
	100.0


Source: Researchers Field Survey, 2025
The above table shows the responses of respondent on the organisation has been able to sustain its market share through satisfaction of customer’s need. From the responses given by the respondents, 46.0% strongly agree, 28.0% agree, 14.0% undecided, 4.0% disagree and 8.0% strongly disagree.
	Table 4.3.2.16 The organisation market share has increased through strategies formulated in the organisation.

	
	Frequency
	Percent

	Valid
	Strongly agree
	23
	46.0

	
	Agree
	15
	30.0

	
	Undecided
	6
	12.0

	
	Disagree
	4
	8.0

	
	Strongly disagree
	2
	4.0

	
	Total
	50
	100.0


Source: Researchers Field Survey, 2025
The above table shows the responses of respondent on if the organisation market share has increased through strategies formulated in the organisation. From the responses given by the respondents, 46.0% strongly agree, 30.0% agree, 12.0% undecided, 8.0% disagree and 4.0% strongly disagree
4.4 Test of Hypothesis
Re-statement of hypothesis
HO1: There is no significant relationship between Strategy formulation and Profitability of the Organization.
HO2:  Strategy implementation does not affect Profitability.
HO3:  Strategy formulation does not relate with on market share.
HO4: There is no significant impact between strategy implementation and market share.
Hypothesis 1
HO1: There is no significant relationship between Strategy formulation and Profitability of the Organization.
		Correlations	

	
	Strategy Formulation
	Profitability

	Strategy Formulation
	Pearson Correlation
	1
	.925**

	
	Sig. (2-tailed)
	
	.000

	
	N
	86
	86

	 Profitability
	Pearson Correlation
	.925**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	86
	86

	**. Correlation is significant at the 0.01 level (2-tailed).


Interpretation of Result
The table shows the Pearson correlation for strategy formulation and profitability to be 0.925(92.5%) This implies that there is a weak relationship between strategy formulation and profitability. The above correlation table shows that at a 0.01 level of significance, r = 0.0001 (2-tailed test). 0.0001 is less than 0.01 which is the set level of significance. This implies that there is significant relationship between strategic formation and profitability. Therefore we reject the null hypothesis and embrace the alternate.



Hypothesis 2
HO2:  Strategy implementation does not affect Profitability.
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.086a
	.007
	-.013
	3.49051

	a. Predictors: (Constant), Strategy Implementation

	ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	4.405
	1
	4.405
	.362
	.550b

	
	Residual
	584.815
	48
	12.184
	
	

	
	Total
	589.220
	49
	
	
	

	a. Dependent Variable: Profitability

	b. Predictors: (Constant), Strategy Implementation


Interpretation of Results and Decision
The result from the model summary table above shows the impact of strategy implementation on profitability to be 8.6% (R square 0.086). The Anova table shows the Fcal as 0.362 at 0.001 level of significance. This implies that strategy implementation has significant impact on profitability.
	
Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	7.066
	1.104
	
	6.402
	.000

	
	Strategy Implementation
	.078
	.130
	.086
	.601
	.550

	a. Dependent Variable: Profitability



The coefficient table above shows a simple model that expresses strategy implementation affect profitability. The model shows the constant and B which is the value of coefficient. Values from the table above shows that for every 100% increase in profitability, strategy implementation contributed 78.0%. Thus, we reject the null hypothesis and embrace the alternate hypothesis.


Hypothesis 3
HO3:  Strategy formulation does not relate with on market share.
	Correlations

	
	Strategy Formulation
	Market Share

	Strategy Formulation
	Pearson Correlation
	1
	.925**

	
	Sig. (2-tailed)
	
	.000

	
	N
	86
	86

	Market Share
	Pearson Correlation
	.925**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	86
	86

	**. Correlation is significant at the 0.01 level (2-tailed).


Interpretation of Result
The table shows the Pearson correlation for strategy formulation and market share to be 0.925(92.5%) This implies that there is a weak relationship between strategy formulation and market share. The above correlation table shows that at a 0.01 level of significance, r = 0.0001 (2-tailed test). 0.0001 is less than 0.01 which is the set level of significance. This implies that there is significant relationship between strategy formulation and market share. Therefore, we reject the null hypothesis and embrace the alternate.



Hypothesis 4
HO4: There is no significant impact between strategy implementation and market share.
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.339a
	.115
	.097
	3.29603

	a. Predictors: (Constant), Strategy Implementation

	

	ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	67.756
	1
	67.756
	6.237
	.016b

	
	Residual
	521.464
	48
	10.864
	
	

	
	Total
	589.220
	49
	
	
	

	a. Dependent Variable: Market Share

	b. Predictors: (Constant), Strategy Implementation


Interpretation of Results and Decision
The result from the model summary table above shows the impact of strategy implementation on market share to be 33.9% (R square 0.339). The Anova table shows the Fcal as 6.237 at 0.001 level of significance. This implies that strategy implementation has significant impact on market share.
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	4.728
	1.263
	
	3.743
	.000

	
	Strategy Implementation
	.366
	.146
	.339
	2.497
	.016

	a. Dependent Variable: Market Share


The coefficient table above shows a simple model that expresses strategy implementation affect market share. The model shows the constant and B which is the value of coefficient. Values from the table above shows that for every 100% increase in market share, strategy implementation contributed 36.6%. Thus, we reject the null hypothesis and embrace the alternate hypothesis.
4.5 Discussion of Results
This study examines the impact of strategic management on organizational performance using UBA PLC as the case study. The X construct is strategy management which two variables were incorporated to demystify the concept of strategic management which includes strategy formation and strategy implementation while Y construct is Organization performance which also consists of two variables which include profitability and market share. The study tries to know whether UBA PLC performs strategic management and how its activity has marginalized its performance positively. The findings however  shows a linear relationship between  variables used to measure the two constructs after the postulation of four hypothesis which invariably declares that strategic management plays an important role in promoting organization performance, also from information gathered  through questionnaires distributed within the staffs of UBA PLC, Ilorin. It was detected that strategic management does enrich organization’s performance.



CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	Introduction
This chapter of this research work gives an overview or summary of the whole research work from the first chapter to the last chapter. This chapter also examines the theoretical and empirical findings as discovered by the researcher, the conclusion of the research work and recommendations by the researcher.
The purpose of this study is to examine the impact of strategic management on organizational performance. Four hypotheses were put forward in the course of the research which was tested using correlation and regression analysis.
5.2	Summary of Finding
This research work started with the chapter one with the introductory part discussing the background of the study. This was followed by a clear definition of the statement of research problem that the researcher has observed. Objectives were drawn out to address the overriding objective to examine the impact of strategic management on organizational performance. The research objectives form the basis for the research questions and hypothesis. This was done through the operationalization of the two construct (strategic management and Organizational performance) 
Under strategy management variables were strategy formation, strategy implementation, transformational strategy and operational strategy while for organizational performance the variables were profitability, market share, customer satisfaction and client base.
The aforementioned variables were emphasized in the literature review section to provide a clearer understanding as regards the measurability and relations to their respective constructs. The works of scholars were reviewed to provide more depth to the understanding of the chosen topic. The literature review section examined conceptual frameworks of the constructs and their variables; theoretical framework and empirical framework as well as the gap in literature. 
Findings
The findings for this study are divided into two parts namely: theoretical findings and empirical findings. The theoretical findings are abstracted from the literature review in chapter two while the empirical findings are derived from data generated from the field by the researcher.
Theoretical Findings
· Manguru (2011) worked on strategic management practices on performance of Naivas limited. The focus of this study was directed on how the top management can selectively use strategic management practices to influence organizational performance in an environment which is conducive to all. The research focused on this because performance of all organizations within an economic system is critical for economic growth and development. It is the source of employment, thus good standards of living. Data include all facts and figures collected first hand and documented materials; from textbooks, interviews, published reports and the internet. Strategic management practices can be used in bridging the performance gap experienced by a firm. Organizations apply strategic management practices in their operations which has a lot of influence on market conditions, employee knowledge and diversification of production line. Their success rests upon effective strategic management practices.
· Cost-leadership strategies require firms to develop policies aimed at becoming and remaining the lowest cost producer and/or distributor in the industry. A cost leadership firm can set prices at par with competitors thus enjoy big margins or set prices lower than competitors and experience high sales hence high margins. Cost leadership concentrates on construction of efficient-scale facilities, tight cost and overhead control, minimization of operating expenses, reduction of input costs, tight control of labor costs, and lower distribution costs (Johnson, et. al., 2008). 
· Differentiation strategy requires firms to create something about its product that is perceived as unique within its market. Whether the features are real, or just in the mind of the customer, customers must perceive the product as having desirable features not commonly found in competing products. The customers also must be relatively price-insensitive. Customers must be willing to pay more than the marginal cost of adding the differentiating feature if a differentiation strategy is to succeed. Possible differentiation strategies include warranty, brand image, technology, features, service, and dealer network among other dimensions. Differentiation does not allow a firm to ignore costs; it makes a firm's products less susceptible to cost pressures from competitors because customers see the product as unique and are willing to pay extra to have the product with the desirable features.
· (Hill & Jones, 2009) Porter (1980) notes that focus strategy involves concentrating on a particular customer, product line, geographical area, channel of distribution, stage in the production process, or market niche. The underlying premise of the focus strategy is that the firm is better able to serve its limited segment than competitors serving a broader range of customers. Firms using a focus strategy simply apply a cost-leader or differentiation strategy to a segment of the larger market. Firms may thus be able to differentiate themselves based on meeting customer needs through differentiation or through low costs and competitive pricing for specialty goods (Thomas et. al, 2006).   
Empirical Findings 
1. Most of the workers in UBA PLC are male as the frequency distribution from the research conducted shows that 54.0% are female and 46.0% are male. In addition to this, employees are either single or married. Few of them are either divorced or widow(er). More than half of the employees are literate
2. Most of the staffs are within the age bracket of 20-25 years which constitute 42.0% of the whole staffs in UBA PLC, Ilorin.
3. The study found out that strategic management has significant effect on organizational performance. Drawing from the sample used for the study, UBA PLC, Ilorin carry out different forms of strategic management to increase organizational performance. 
4. The study also found out that strategic formulation impacts significantly on profitability. Organization that formulates a good strategy will boost return on investment. 
5. This study found out that strategic implementation impact significantly on market share. When good strategies are implemented, it will increase customer responsiveness, and at the long run widens the market for the organisation.
5.2 Conclusion
This study has investigated the effect of strategic management on organizational performance in UBA PLC, Ilorin. The results of this study revealed that there is strong relationship between strategic management and organizational performance. On the basis of the findings of this study, it can be concluded that strategic management has both positive and negative effect on organizational performance. The study found that strategy formation and strategy implementation, allow organizations to gain competitive advantage in there market place through unique organizational strategy. It is concluded that strategy formation and strategy implementation are the best strategy for UBA PLC, Ilorin in order for them to wax stronger in a global competitive environment.
5.3	Recommendations  
Based on the findings of the study, the following recommendations can be summarized thus:
· Strategy management has been identified to impact greatly on market share and profitability. However, organization needs to carry out effective strategy to control managerial activities, allocate better resources, support objectives and decisions.
· Creative/innovative strategy should be formulated continuously for good administrative structure and customer responsiveness not only to increase profitability over a long term, but also to help the firm in maintaining a competitive advantage over other competitors.  
· Since it is clear that implemented strategy enhances profitability significantly, constant quality check on strategy should be developed by the organization, efforts should be encouraged annually or quarterly (i.e regularly) to determine how it has been implemented and whether it has succeeded or needs replacement by a new strategy to meet charged circumstances. 
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APPENDIX
SECTION A
BIO DATA 
Please fill in only ONE option as appropriate and applicable to you by ticking as (√)
1) Gender:	 Male (   )	  Female (   ) 
2) Age:	20-25 (  ) 	26-30(   ) 	31-35(   ) 	36yrs and above (   )
3) Marital status:	 Single (   ) Married (   )   Divorce (  )   Widow/widower ( )
4) Educational Qualification: Primary / Secondary (   ) OND/NCE (   ) BSC/HND (   ) Masters & above (   )
SECTION B: Abbreviated used: SA-Strongly Agree, A-Agree, U-Undecided, SD-Strongly Disagree, D-Disagree.
Please tick the boxes as appropriate for each question.
STRATEGIC MANAGEMENT          
	S/N
	 Strategy Formulation
	S A
	A
	U
	SD
	D

	1.
	The organisation relies on consultants in developing strategy.
	
	
	
	
	

	2.
	The organisation gives direction to corporate objectives corporate culture, corporate goals and corporate missions.
	
	
	
	
	

	3.
	The organisation has resources control team that allocates and control resources use.
	
	
	
	
	

	4.
	 Internal stakeholders (employees, board, etc) are allowed to participate in formulating strategies and plans for the organisation.
	
	
	
	
	



	S/N
	Strategy implementation
	S A
	A
	U
	SD
	D

	1.
	 The organisation allocates sufficient financial, human and other resources to implement its strategies and plans.
	
	
	
	
	

	2.
	 There is establishment of clear activities or steps needed to accomplish short term goals.
	
	
	
	
	

	3.
	Organization structure is set to adapt with new changes brought by the new strategic plans and decisions of the organisation. 
	
	
	
	
	

	4.
	 The organisation adopts the development of clear rules and procedures to guide strategic plans.
	
	
	
	
	



Organisational Performance                                                                                                
	S/N
	  Profitability
	S A
	A
	U
	S D
	D

	1.
	 Customer satisfaction has helped your organisation to increase their sales volume.
	
	
	
	
	

	2.
	 The organisations profitability has increased greatly through service rendered.
	
	
	
	
	

	3.
	 The organisation ensures increase in the volume of sales through strategy implemented by the organisation.
	
	
	
	
	

	4.
	[bookmark: _GoBack]  Employee’s commitment mostly determines the return on investment for the organisation. 
	
	
	
	
	



	S/N
	Market Share
	S A
	A
	U
	S D
	D

	1.
	Staffs competencies in handling daily task have helped in acquiring a large amount of the market for the organisation.
	
	
	
	
	

	2.
	Strategy implemented by the organisation has helped the organisation to access new market.
	
	
	
	
	

	3.
	The organisation has been able to sustain its market share through satisfaction of customer’s need.
	
	
	
	
	

	4.
	 The organisation market share has increased through strategies formulated in the organisation.
	
	
	
	
	


Thanks for your participation.
