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[bookmark: _Toc146521525]ABSTRACT
The need to remain competitive in the market place calls for effective marketing approach for the firm's to survive. This made business embrace alternative means of marketing their businesses to be well-known all over the world as traditional means of marketing is not effective enough. Therefore, the study examine the impact of digital marketing and financial technology on banks performance in Ilorin, kwara State. The objectives of this study are to; i) to identify the effect of search engine optimization and financial technology on banks performance. ii) to determine the effect of social media in digital marketing and Financial Technology on banks performance. III) to examine the effect of pay-per-click advertising in digital marketing and financial technology on banks performance. Survey research design was adopted for this study. The population for this study was 660 with 200 sample size. The descriptive and cross-sectional analysis were used and correlation test the hypothesis at 0.06 significant level. The results of the study shows that; there is significant effect of search engine optimization on the banks performance. There is significant influence of social media as a digital marketing to on banks performance. There is significant effect of pay per click advertising as a digital tools on banks performance. Therefore, the study made recommendations on the way forward on digital marketing adoption by banks. The first recommendation is that there should be proper sensitization and training to banks on available digital marketing options and how it can be done. The government and institutions should come up with programs to help grow banks which would help the economy grow.
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[bookmark: _Toc146521528]1.1 Background to the Study
A commercial bank whose function is to make money by lending and mobilizing funds. The banking system the engine of growth and an important part of the country’s economic development. As a result, banks have emerged as one of the most important financial resources for businesses Nimalathasan, (2008). As a result, the banking system is critical in modern societies, and its performance is a key indicator of a country’s financial health.
Banking Businesses usually aim to grow in terms of market size and assets and due to competition, they have to ensure they attract and retain customers in order to remain profitable. Blythe, (2013) noted that the marketing concept is based on the basic principle that its implementation helps in banking business performance. They also stated that marketing is not an abstract concept, but rather, an acid test to the impact that its use has on important corporate indices such as profitability and market share. Banking, as business entities need to grow in performance to ensure survival and be able to compete in the market. Viswanath, (2017) in their study stated that in both developing nations and advanced economies, banks business contribute roughly 60 percent of the business sectors formal employment. 
This shift has been enabled by innovations in technology, new marketing channels, and constant changes in the media environment Manjon, (2020). According to the national bureau of statistics (July 2020) report, the numbers of internet users in Kwara state grew from 2,808,600 all network in the fourth quarter of 2019 to 2,961,288 in the first quarter of 2020 all Network. Consequently, the section of the Kwara population who access the internet services reached 74.2 percent up from 69.0 percent that was recorded in the fourth quarter in 2019. Also, towards the end of the first quarter of 2020 just as in the time of this research work is done which is 2024, mobile phone penetration stood at 88.1 percent with 2.7million subscribers up from 2.6 million users in the fourth quarter of 2019. These statistics show a great potential in customer reach by marketers through digital means.
According to Ilorin Journal of Education, Vol 36 February, 2017, in a research work titled prevalence and form of internet addiction among youths in kwara state, nigeria gives the following details about demographics characteristics of the internet subscribers as follows;
Gender: Male frequently visit are 197 times and the percentage are 52.1% while the Female frequently visit are 181 times and the percentage are 47.9%
Age: below 15 years are 12 time and the percentage are 3.2%. 15 years to 29 years 329 times and the percentage are 87.0% while 30 years & above is 37 times and the percentage are 9.8%.
Various concepts and definitions have been brought out in previous studies with regards to digital marketing. One definition according to Kannan and Li, (2017) is that it is marketing that utilizes electronic devices (computers) such as personal computers, smartphones, cellphones, and game consoles to involve the stakeholders to be part of the process. Digital marketing techniques have the ability bringing many marketing communications aspects and traditional media channels and, in so doing, they are able to extend the marketing mix. Digital campaigns are more specific and are an element of the marketing communication mix. 
A corporate presence on the internet is now a necessity. Every company from all over the world conducts the biggest part of its business through the World Wide Web since it appeared at the end of the 1990s Sheehan, (2010). The first internet pages were simple but rapidly gained a caught from society -hypertext, video, graphics, sound, and illustrations - all the components were a new tool for its users and, therefore, led to the technical revolution.
 Nowadays, Internet is not only an entertaining channel moreover, it is a tool in each business field, which manages the needs of the customers improves corporate image, finds new prospects, and reduces costs. Proper digital marketing activities attract more clients, increase sales of an organization and provide a strong brand image of the company to the customer. Digital media helps brands reach consumers to engage with their product or service in a personalized. 
One of the major changes that occurred in traditional marketing was the "emergence of digital marketing" and this led to the reinvention of marketing strategies in order to add to this major change in traditional marketing Baltes & Loredana, (2015). Digital marketing in the era of the Internet and digital revolution is an important tool for developing a modern organization such as banks performance. It adds value to the company itself by way of providing and improving customer service and creating personalized customer experiences or value-added services. 
For the marketer, the web's most important value is direct interaction with customers online and it is about engaging with them, listening to them, and learning from them Bruner, (1998), It also shows its customers that the company is keeping up with the changing times, increasing the interactive communication between the company and the customers and improving the quality of service, Digital marketing activity is still growing across the world according to the headline global marketing index. Digital media continues to rapidly grow; while marketing budgets are expanding. traditional media is declining (World Economics, 2015) The out-burst in information and communication technology in developing economy like Nigeria, have invented new ways of doing business as it transcends through all sectors of the economy. 
The explosion in internet connectivity has changed and is still changing the face of banking in Nigeria. The way customers interact with brands has practically changed as a result of the proliferation of communication devices such as smartphones, websites, e-mail, and social network sites as occasioned by technology Oni, Shumba, & Matiza, (2014); Salawu & salawu, (2007).
 Digital marketing despite not being new in the business sector is classified as one of the most recent channels used by organizations in the finance sector to enhance the smooth running of economic activities. It is already being used in developed countries.
 However, in developing economies such as Nigeria, its potential is yet to be fully optimized. Customer-centric banks have moved away from slow and stressful analog operations to faster, more convenient, and stress-free digital operations to be visited and connect with customers who are largely dwelling in the digital world. This is not optional but imperative to gain the mindset of the customers and ere they have a seamless experience Onwuegbuchi, (2015). Undoubtedly, digital marketing has been a more effective way to create deep and rewarding relationships with customers Corporations now highlight the importance of creating a "digital relationship with customers Phillips, (2015).”
Financial Technology (Fin Tech) is a rapidly evolving industry that combines financial services with innovative technologies to improve financial processes, transactions, and customer experiences. Banks leverage on digital platforms and financial technology to offer a wide range of services, including online banking, mobile payments, peer-to-peer lending, crowd funding, robot-advisory, and block chain-based solutions. Looking into the manner in which organizations use online technology generally, three phases of change are noted: first the design of information systems to increase the efficiency of operations; second phase, is to adopt the change without disrupting or shutting down the operations of the organization; and the third phase, is to use the technology to shape the structure and tasks of the organization itself. 
Financial Technology (FinTech) refers to innovative financial products or services provided through technology. With technological advances (such as mobile and Internet) and their global adoption, consumer expectations are changing. Many small businesses, start-ups, and medium businesses work on financial technology products, which can have a disruptive effect on financial services channels. Financial technologies have also become a business word for innovative small businesses that are developing financial technologies and related products. This definition is useful for describing the dynamic world of start-ups in the financial technology sector. 
However, it easily creates an image in which the start-up becomes the focal point, unlike the technology itself. In practice, financial technology is not an exclusive domain of financial technologies, as it is also used by banks, Monetary Financial Institution ( MFIs) and more traditional small and medium-sized enterprises.
The recent and rapid emergence of financial technology in Nigeria's financial system and in small and medium-sized enterprises has sparked a continuing interest among stakeholders to question the appropriateness of the technologies adopted. Some of the stakeholders are enthusiastic about the adoption given the innumerable benefits obtained, such as the ease and speed of service delivery operations, while others are not, worry about the risks involved. Associated and anticipated. This risk is linked to the weak infrastructure and technical knowledge of these technologies.
 Study of digital marketing and Financial Technology on banks performance aims to explore how digital marketing and Financial Technology strategies and activities can enhance the banks performance and growth of firms. It examines various aspects, such as customer acquisition, customer engagement and retention, brand awareness, market penetration, revenue generation, and overall business success.
However, the boundaries are blurred since digital technology is not only a way of communication but it is also a technique of distribution. The flexibility provided by the technology implies that it is highly complex Nambisan, (2017). Also, digital technologies are more significant in defining many economic activity sectors. Because of the high interconnectivity levels, the internet has been compared to the wheel and the airplane in terms of its ability to impact the future business and society development. 
The internet, consequently, has given many banks an incentive to rethink the role of technology, and findings already indicate the extent of its global impact Kannan and Li, (2017). Digital channels are also able to provide ways and means to personalize the media content; through the use of digital channels, customers are able to create or shape the form of brand communication, such as through stating their channel and content preference. Digital technology is therefore seen to impact on business models, the type of marketing tools and media which all communication agencies must be able to deliver. Therefore, this change indicates that marketers should have customer expectations and how they can use the technology to achieve their marketing goals. 
Prior studies from industrialized and developing countries indicate that banks provide an important contribution to economic development, since they are a huge channel for employment and income creation (Organization for Economic and Corporate Development, OECD, 2004). The banking sector is considered important to the economic structure in many developed and developing countries. 
They are essential to the impetus of both regional and national economic growth since they generate employment, contribute to growth of the economy and are usually transitional towards becoming larger businesses. In the wake of globalization and trade liberalization, there are increased opportunities to access new markets and this provides an opportunity for banks to expand market, but also a challenge since they are exposed to large multinationals in their own market Thévenon, (2011). This provides an opportunity for banks to access the new markets through marketing their products and services.
In addition, Nigerians lack financial education, which would encourage users customers to accept innovative products and services derived from technology. By focusing on banks operations, researchers are worried about the influence of financial technology on banks performance.
Various people and associations have come up with the definition of marketing. The American Marketing Association defines marketing as the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large (American Marketing Association, 2008). Coping with these exchange processes calls for a considerable amount of work and skill. It is involved in ten kinds of entities which are: goods, services, experiences, events, persons, places, properties, organizations, information, and ideas. Over years, the concept of marketing has evolved from the production concept, then the product concept. This was followed by the selling concept which holds that consumers, if left alone, will not adequately buy an organization’s products. This concept evolved to the marketing concept that has been practiced for many years, and currently, companies have embraced the holistic marketing concept which is based on the development, design, and implementation of marketing programs, processes, and activities that recognize their breadth and interdependencies (Kotler & Keller, 2012). The growth of internet and digital channels has made marketing grow in leaps and bounds in terms of customer reach, the speed with which it reaches the customer, and how the company interacts with them.
Adam Barone, (2023), explains the term digital marketing refers to the use of digital channels to market products and services to consumers. This type of marketing involves the use of websites, mobile devices, social media, search engines, and other similar channels. Digital marketing became popular with the advent of the internet in the 1990s.
Digital marketing involves some of the same principles as traditional marketing and is often considered an additional way for companies to approach consumers and understand their behavior. Companies often combine traditional and digital marketing techniques in their strategies. But digital marketing comes with its own set of challenges, including implicit bias.
Jalia Kagan, (2023) Financial Technology (better known as fintech) is used to describe new technology that seeks to improve and automate the delivery and use of financial services. ​​​At its core, fintech is utilized to help companies, business owners, and consumers better manage their financial operations, processes, and lives. It is composed of specialized software and algorithms that are used on computers and smartphones. Fintech, the word, is a shortened combination of “financial technology.”
When fintech emerged in the 21st century, the term was initially applied to the technology employed at the backend systems of established financial institutions, such as banks. From 2018 or so to 2022, there was a shift to consumer-oriented services. Fintech now includes different sectors and industries such as education, retail banking, fundraising and nonprofit, and investment management, to name a few.
Fintech also includes the development and use of crypto currencies, such as Bitcoin. While that segment of fintech may see the most headlines, the big money still lies in the traditional global banking industry and its multitrillion-dollar market capitalization
According to the Guardian Nigeria, (April, 2023) Kwara State is set to become a hub for technology and innovation as it has commenced the process of adopting the Nigeria Startup Act, which aims to provide support for startups and new businesses, and boost economic growth in Nigeria and Africa. 
Bank performance has 2 (two) factors, namely internal factors, and external factors. Internal factors are  circumstances or events that are influenced by matters  from within the bank itself and are still under the control of a bank's management. Many efforts have been made to strengthen bank internal governance, which is considered a key factor in explaining bank Performance. However, there are still differences in determining factors. Meanwhile, external factors are the opposite of internal factors, which are influenced by things from outside the bank and are outside the management control of a bank. Each factor has its own risk in influencing the performance of a bank and can influence one another. External factors are riskier than internal factors because they are unpredictable and cannot be controlled arbitrarily by bank management. Therefore, many studies have taken the topic of these external factors. Then what external factors have a major influence on the performance of a bank, namely taken from the macroeconomic sector. The economic growth of a country, the inflation rate, and the interest rate are the factors that affect the bank's performance both in quality and quantity. In measuring bank performance, the most appropriate measure is to measure the ability of banks to generate profits or profits from various activities carried out. In this paper, the dimension of bank performance that will be discussed more frequently is the increase in profitability. Profitability itself is the main defense to be able to face losses that can occur at any time in a bank. Profitability has a measure that is used as a proxy, namely RoA (Return on Assets) which is a measure of how effective a bank is to generate profits with existing assets, and RoE (Return on Equity) is a measure of the return obtained from investments of ordinary shareholders in a company. . The following is brainstorming of the topics to be raised to make it easier for readers to see the frame of mind and provide a general understanding.This pape offers theoretically through various reference sources to provide an overview and know the effects that cause a bank's performance to rise or fall, considering this is used as an indicator of whether a company is working optimally or not. It is hoped that this paper can provide a new perspective to reduce risk and create effective and efficient solutions.
[bookmark: _Toc146521529]1.2 Statement of the Problem
The importance of banks in both developed and developing countries as well as from one state in Nigeria to another cannot be overemphasized as it provides the highest employment in an economy of such a state. The sustainability of the banks in the economy can be achieved when they make higher sales and have higher profit, making consumers aware of their services. Digital marketing has been seen as an alternative for the banks to reach the market maximization in other to provide awareness about their goods and services 	
Financial technology in Nigeria is involved in tough competition to attract customers by delivering various services. It is better for customers to have broad choices to select best bank for them to satisfy their need. For banks as well, they have to find the ways to satisfy customers and keep competitive advantage above other banks. In pursuit of round the clock access to latest information by customers and keeping abreast with the developing global banking technology, almost all banks in Nigeria are fast moving towards making use of new marketing mediums for their product and services such as Search Engine Optimization (SEO), Search Engine Marketing (SEM), Social Media Marketing, Display Advertising, etc. Financial Technology in Nigeria have undertaken digital marketing as part of ensuring mass out-reach of information of new and upcoming products and services and also to provide customers with ease in their banking operations by reducing waiting time, error cost and improve customer patronage. However, this development in the Nigerian banking industry seems not to have fully achieved their aims. Slow browsing speed, network congestion, Electronic mails forwarded to the spam folder, customers ignoring bank adverts while using the internet, Cancelling ads before reading them on social media, disconnecting automated calls from banks, deleting SMS containing banks new product or service offers, server errors messages from the banks and errors in connection with digital marketing services across Nigeria.
This study is designed to provide answers to the above problems by examining digital marketing and Financial Technology on banks performance. It also assesses whether digital marketing customers are constrained by factors such as poor internet coverage, convenience, satisfaction derived and customer service, etc.
The impact of digital marketing and financial technology on banks performance in Ilorin, Kwara state is what this study will focus on. Various studies have been done in regards to digital marketing and how they have an effect on banks. Onyango, (2016) analyzed the impact of digital marketing strategies on the performance of flowers exporting firms in Nigeria, while Wanjiku, (2014) did a study on impact of digital marketing on customer service at Commercial Banks in Nigeria. The study done by Onyango, (2016)) analyzed the horticulture industry and also used multiple linear regressions for analysis, while the study done by Wanjiku, (2014) used case study of a SMEs and analyzed using content analysis. This study will used cross-sectional research design of. Banks as stated in the proposal. 
In addition, Kwara residents lack financial education and high level of computer illiteracy which would discourage users / customers to accept innovative products and services derived from technology. By focusing on fintech performance, researchers are worried about the digital marketing and financial technology (Fintech)oipn  banks performance in Ilorin, Kwara State.
The gap is to identify research problem and the previous research will be done in this study is to formulate the following research question: what is the impact of digital marketing and financial technology on banks performance in Ilorin, Kwara state.  The various digital marketing tools employed mostly in order to reach their customers
[bookmark: _Toc146521530]1.3 Research Questions
	This research question is based on the background of the study and statements of the problem to be discussed are:
I. What effect does search engine optimization in digital marketing and financial technology have on banks performance?
II. What influence does social media in digital marketing and financial technology have on banks performance?
III. To what extent does pay-per-click advertising in digital marketing and financial technology have on the effects on banks performance?
[bookmark: _Toc146521531]1.4 	Objectives of the Study 
The main objective of the study is to assess digital marketing and financial technology on banks performance operations in Ilorin, Kwara State, Nigeria. 
The specific objectives are: 
I. To identify the effect of search engine optimization and financial technology on banks performance 
II. To determine the effect of social media in digital marketing and Financial Technology on banks performance
III. To examine the effect of pay-per-click advertising in digital marketing and financial technology on banks performance
[bookmark: _Toc146521532]1.5 	Research Hypothesis
The research hypotheses are as follows:
H01: Search engine optimization in digital marketing and Financial Technologyhas have significant impact on banks performance
H02: Social media marketing in digital marketing and Financial Technology have no significant effect on banks performance
 H03: Pay-per-click advertising in digital marketing and Financial Technology have no significant impact on banks Performance 
[bookmark: _Toc146521533]1.6 	Significance of the Study 
The outcome of this study on digital marketing and financial technology on banks performance in Ilorin, kwara state, Nigeria, as it will help bring success to the banking industry and descriptively show the impacts of digital marketing and Financial Technology on banks performance through the identification and evaluation of digital marketing concepts and factors: customers use to determine patronage it will help guide in understanding what attitude customers "have towards digital marketing and what actions should the banks take since it will help identify most of the challenges faced by the banks as well as the complaints tabled by the customers in other to benefit from the opportunities and overcome the challenges.
 This study can be used by other researchers as a reference for those who want to study further in this or related areas or to serve as reading material for anyone who is interested. It will guide investment decisions in line with strategies formulated by firms in building proper customer relations and in the long-rim maximize shareholders’ wealth.
 Also, this study will add value to employees by upgrading their existing knowledge of digital marketing practice and Financial Technology performance through awareness creation as they anticipate improvement. Lastly, this will go a long way to enable policymakers of the banking industry to realize the existing limitations of digital marketing within the financial sector and aid the development of sound strategies to curb and facilitate the growth of digital marketing generally.
Furthermore, the significant of this project impact of digital marketing and financial technology on banks performance to the government. This project will enable the government to formulate and implement policies that will encourage banks to market their products and services online. This will promote the image of the country and attract foreign investors to investing the country and existing investors to believe that their investment is save in the country. This study will also help government to increase the GDP (gross domestic product) of the country because there will growth in the sales of banks.
In conclusion another significant of the study is that, it will be an avenue for banks to see another means of advertising their products and services beyond the traditional way of advertisement which is mass media. This will enable them to know how to reduce cost of advertisement, paid to advertise their products and services to their customers. Advertising products come with little or no cost with the aid of digital marketing channels and increase the sales of banks
[bookmark: _Toc146521534]1.7	Scope of the Study
This research focuses on the impact of digital marketing and financial technology on banks performance in Ilorin, Kwara State, Nigeria. This study will cover various sectors including retail, banking, financial services and business across various industries in the State. The study will involve business of different sizes, ranging from small and medium enterprises to large corporations. 
  The scope of the study in the impact of the digital marketing and financial technology on banks performance. The scope of this study will be to report on digital marketing changes due to the internet access to users. 200 questionnaires who will be administer to the staff some banks in Ilorin, Kwara state. This period will last for a maximum of two weeks
The scope of the study is limited to select banks within kwara state Ilorin metropolis as case of study. The banks will be randomly selected in other to reach the major local government in Ilorin such as Ilorin east, Ilorin west and Ilorin south. Each internet users to the scope of this study will be asked to complete a brief questionnaire in order to evaluate any changes in their impact of digital marketing and financial technology on banks performance in Ilorin kwara State. 
However, due to time and resource constraints, the study will select a sample of business for data collection. Thus, the findings may not be applicable to other regions or States in Nigeria due to the specific characteristics, dynamics and market conditions of Kwara State data can it be generalized to the entire population of business in Kwara State. 
From this research work we can immediately see that the scope of the study will place a constraint or limitations on the sample size to be used that is active internet users and position are banks in Kwara State precisely Ilorin metropolis and the time frame for Internet subscribers. Anyone that does not have knowledge about computer and does not have access to computer devices within kwara state Ilorin metropolis as the case study will be excluded from this study.
Furthermore, the study may face limitations such as response bias and limited availability of data. Despite of these limitations, the study will strive to provide valuable insights into the performance and impact of digital marketing and financial technology in Kwara State, Nigeria.
[bookmark: _Toc146521535]1.8	 Operational Definitions
Bank:  A bank is a financial institution authorized to accept deposits and provide credits to their customers.
Blockchain: A Decentralized digital ledger that records transactions across multiple computers, ensuring transparency, security, and immutability of financial data.
Crypto currency: Digital or virtual currency that uses cryptography for secure transactions, operates independently of a central bank, and often utilizes blockchain technology.
Digital Marketing:  is the marketing of products or services using digital technologies, mainly on the internet, but also including mobile phones, display advertising and any other digital medium performance is considered to be the company's ability to profit from the resources and achieve its.
Digital Wallet: a virtual wallet that stores payment information, such as credit card details and other financial data, on a smartphone or online. Digital wallets enable users to make seamless and convenient transaction transactions through mobile devices, improving the speed and ease of payment.
Financial Technology:  (better known as Financial Technology) is used to describe new technology that seeks to improve and automate the delivery and use of financial services.
Marketer: A marketer is one that deals in a market specifically one that promotes or sells a product or service.
Marketing: Marketing is the management process through which goods and services move from concept to the customer and it includes the coordination of four elements called the 4 P's of marketing.
Performance: The measure of how well a financial technology company or product is performing typically measured in terms of growth, profitability user adoption, and other key metrics. 
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2.0 Preamble
This chapter focuses on the review of studies and literature of various researches related to the topic. This section briefly explains some of the conceptual issues associated with the study of Digital marketing and Financial Technology on banks performance. Thus, this section covers important aspects that will be useful in reviewing the work under study and they are conceptual framework, theoretical review, empirical evidence and knowledge gaps in the literature. 
However, the present study focuses on issue of rather deeper significance, the utilization of online technology on marketing of financial services and its impact and challenges in Nigeria. innovation can create true competitive advantage in business. Agarwal, Erramilli and Dev (2003) observe that business performance is directly associated with market orientation and innovation. On this note, Ihekweaba and Ihekweaba (2009) add that ICT tools have enhanced banking operations in such a manner that transactions are made from remote locations. They argue further that Automated Teller Machine (ATM) has brought an aspect of financial services to the doorsteps of customers thus reducing the rigours of banking. Indeed, online sales are often faster, cheaper and more convenient than conventional methods of bettering goods and services (Network solutions, 2009 and PeopleLink, 2009).
[bookmark: _Toc146521539]2.1	Conceptual Review 
[bookmark: _Toc146521540]2.1.1 Concept of Digital Marketing
 The concept of digital marketing has been defined in many ways: Kotler and Armstrong (2020) defines digital marketing as a form of direct marketing which links consumers with sellers electronically using interactive technology like emails, websites, online forums and newsgroup, interactive television, mobile communications, etc. According to the Chartered Institute of Marketing (2015) digital marketing is defined as the management process responsible for identifying, anticipating, and satisfying customer requirements profitably. Smarter Insights (2020) also defined digital marketing as achieving marketing objectives through applying digital technologies, Digital marketing is also defined as the application of the internet and related digital technologies in conjunction with traditional communication to achieve marketing objectives (Chaffey, 2017). 
However, the present study focuses on issue of rather deeper significance, the utilisation of online technology on marketing of financial services and its impact and challenges in Nigeria. Iinnovation can create true competitive advantage in business. Agarwal, Erramilli and Dev (2018) observe that business performance is directly associated with market orientation and innovation. On this note, Ihekweaba and Ihekweaba (2020) add that ICT tools have enhanced banking operations in such a manner that transactions are made from remote locations. They argue further that Automated Teller Machine (ATM) has brought an aspect of financial services to the doorsteps of customers thus reducing the rigours of banking. Indeed, online sales are often faster, cheaper and more convenient than conventional methods of bettering goods and services (Networksolutions, 2019 and PeopleLink, 2019). 
The rise of social media in an organizational setting has opened new horizons for strategic communication. Many banks now used multitude of social media platforms like Facebook and Twitters to communicate with customers and boost performance. Billie, (2021)
According to Putter (2017), in 2017 nearly one in four of people worldwide were using social media network sites - a number close to 1.5 billion people. Three years later, GlobeStat (2020) indicate that that number of social media users had significantly outnumbered two billion users. This indicates that social media usage is on the rise over the few past years. In addition to that, Alnsour et al. (2018) indicate that social media usage was projected to further grow by 7% annually. The majority of social media users were young adults and children, with the elderly being among the least users (Putter, 2017). However, Lilima (2020), found an interesting piece of evidence about age and social media usage. Lilima (2020), found out that though consumers between 20 years and 30 years were more subscribed to social media, the rate of new users was high among the mature members of the society (aged between 40 and 50 years). The association between age and social media usage was also analysed by Ricardialiono (2020) and he concludes that there are significant differences among age categories and each age category has a varied propensity to use social media.
[bookmark: _Toc146521541]2.1.2 Channels of Digital Marketing
 Digital marketing is facilitated by multiple channels. An advertiser's one core objective is to find channels which result in maximum two-way communication and a better overall ROI for the brand. There are multiple digital marketing channels and are discussed below (Dholakiya, 2015). 
i. Affiliate Marketing 
Affiliate marketing is perceived to not be considered a safe, reliable and gasy means of marketing through online platform. This is due to a lack of reliability in terms of affiliates that can produce the demanded number of new customers. Despite this, affiliate marketing allows the brand to market towards smaller publishers, and websites with smaller traffic. Brands that choose to use this marketing often should beware of such risks involved and look to associate with affiliates in which rules are laid down between the parties involved to assure and minimize the risk involved (Edelman & Brandi, 2015). 


ii. Display Advertising 
As the term infers, Online Display Advertisement deals with showcasing promotional messages or ideas to the consumer on the internet. This includes a wide range of advertisements like advertising blogs, networks, interstitial ads, contextual data, ads on the search engines, classified or dynamic advertisement etc. The method can target specific audience tuning in from different types of locals to view a particular advertisement, the variations can be found as the most productive element of this method The main purpose of display advertising is to deliver general advertisements and brand messages to site visitors (Internet Advertising Bureau, 2014). 
iii. Email Marketing
Email marketing in comparison to other forms of digital marketing is considered cheap; it is also a way to rapidly communicate a message such as their value proposition to existing or potential customers. Yet this channel of communication may be perceived by recipients to be bothersome and irritating especially to new or potential customers, therefore the success of email marketing is reliant on the language and visual appeal applied. For combinations; it's suggested that to maximize effectiveness; using no graphics/visual alongside casual language. In contrast using no visual appeal and a formal language style is seen as the least effective method (Dapko & Artis, 2014). 

iv. Social Media Marketing
 The term 'Digital Marketing' has a number of marketing facets as it supports different channels used in and among these, comes the social media. When we use social media platforms and websites (Facebook, Twitter, Instagram, Google+, etc.) to promote a product or service, the strategy is called Social Media Marketing (Felix, Rauschnabel, & Hinsch, 2016). It has become increasingly popular for both practitioners and researchers (Shaltoni, 2016). It is a procedure wherein strategies are made and executed to draw in traffic for a website or to gain attention of buyers over the web using different social media platforms 
v. Game Advertising 
In-Game advertising is defined as "inclusion of products or brands within a digital game (Tertutter & Capella, 2013). The game allows brands or products to place ads within their game, either in a subtle manner or in the form of an advertisement hanner. In terms of Integrated Marketing Communication "integration of advertising in digital games into the general advertising, communication, and marketing strategy of the firm" is an important factor as it results in a more clarity about the brand/product and creates a larger overall effect. 
vi. Search Engine Marketing 
This is a form of internet marketing that involves the promotion of websites by increasing their visibility in search engine results pages primarily through paid advertising (Search Engine Land, 2007), SEM may incorporate search engine optimization (SEO), which adjusts or rewrites website content and site architecture to achieve a higher ranking in search engine results pages to enhance pay-per-click listing (Searchengineland.com, 2007)
vii. Content Marketing 
This is a form of marketing focused on creating, publishing, and distributing content for a targeted audience online (Pulizzi & Barrett. 2010). It is often used by businesses in order to attract attention and generate leads, expand their customer base, generate or increase online sales, increase brand awareness or credibility, and engage an online community of users
viii. Online Public Relations 
Online PR can be considered a part of content marketing in general for the main principle is to create promotional content that will be used for generating branding and creating traffic through exposure in online PR networks. Some of these channels are free to join while some require some joining/subscription fees before you could publish press releases. Compared with traditional public relations channels (such as TV, radio and printed press), the network systems used for online public relations vary from search to social platforms (Ironpaper, 2018)

[bookmark: _Toc146521542]2.1.3 Features of Digital Marketing 
The following are the key components of digital marketing. They include:
 i. Digital strategy and your online presence 
ii. Responsive Website
iii. Search Engine Placement
iv. Blogs 
v. Email
vi.  Branded Social Media Channels
vii.  Mobile Applications (I don’t think this should be there)
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 The whole idea of digital marketing can be very important aspect in the overall communication between the consumer and the organization. This is due to digital marketing being able to reach vast numbers of potential consumers at one time (INBAM, Business Horizons, 2015). Such benefits include the following (INBAM, Business Horizons, 2015): 

i. Increased Consumer Exposure 
An advantage of digital marketing is that consumers are exposed to the brand and the product that is being advertised directly. To clarify, the advertisement is easy to access as well it can be accessed any time any place (INBAM, Business Horizons, 2015). 
ii. Affordability 
Digital marketing is considerably less expensive than other marketing methods and ironically, achieves more results. In traditional marketing, it's difficult for small businesses to compete with larger businesses for ad space. TV ads, billboard ads and adio commercials are expensive Specific prices vary based on what you're doing but al spend tends to be lower than other forms of marketing Digital marketing thus enables: small businesses to get more out of their marketing budget (res-qdigital.com, 2018) 
iii Mobile Access
 You may not know this but a large percent of adults own a smart phone and are likely to use that smart phone or another mobile device for news, social networking, and countless other activities. Digital marketing lets you reach them while they're doing this. With remarketing ads, email and text marketing, and social media-you can be in front of your audience while they use many different apps on their mobile phones (Business Horizons, 2015) 
iv. Flexibility
 There are many forms and uses of digital marketing, including banner ads, email marketing, content marketing, and social media posts. Thus by learning how to market yourself digitally, you open up a wide range of possibilities for future publicity strategies (Business Horizons, 2015). With digital marketing, you also have the flexibility of testing and stopping poorly performing campaigns in real time.
v. Expansion 
Many consumers do almost all of their shopping online. Digital marketing lets you appeal to these people and thus expand the reach of your company. Between Google Shopping Ads and brand awareness campaigns, you can expand your brand recognition and boost sales (INBAM, 2015). 
vi. Multimedia 
Customers tend to engage more with marketing materials that combine multiple types of content, including photos, video clips, and audio (Digitalmarketingskill.com, 2015). It is far easier to incorporate all these content types into digital marketing than any other type of publicity - and it is very important. 
vii. Interactivity 
Digital marketing lets you communicate directly with the customers who see your content, notably through website comments, messages, reviews, and social media posts (Digitalmarketingskill.com, 2015)). This shows those customers that you care about what they say and think, leading them to feel respected and part of the community you're building. It also allows you to gather invaluable information on customers' reactions and preferences.
Viii.Tracking
 Besides communicating with customers, digital marketing lets you track their activities (Nazim, 2019) You cm monitor which ads and types of content they have seen shortly before they make a purchase. This tells you which marketing methods are most effective. allowing you to refine and improve your strategy
 ix. Authority 
Digital marketing makes it easy to comment on issues and controversies that relate to your product or your industry. In this way, you can establish yourself as an authority on such topics, leading readers to trust you, come back for more information, and eventually make a purchase (Nazim, 2019). Digital marketing allows you to come off as the industry expert that you are and will instill trust in your business.

 x. Influencer Engagement 
Many of the most influential figures in modern culture promote themselves online or through social media. Digital marketing allows you to engage with these influencers and gain their respect (Uttam, 2017)  If you play your cards right, you can get them to endorse you, leading their followers to become customers and spread brand awareness.
xi. Print Enhancement 
Digital marketing lets you expand on your print marketing efforts. By writing online content that explains claims you make in your print ads, you can go into greater detail, maximizing the effectiveness of all forms of publicity and integrating your campaigns (Uttam, 2017).
[bookmark: _Toc146521546]2.1.7	Cconcept of Financial Technology (FinTech)
Financial Technology, according to Pyun, Scruggs, and Nam, are technology-driven financial systems that produce products, services, fund technology, or then again new plans of action and can influence money related solidness, monetary framework strength assets, or perfection, security, and dependability of installment frameworks. Monetary services in view of data innovation that unite moneylenders and credit beneficiaries with regards to going into advance and advance arrangements in the rupiah straightforwardly through an electronic framework utilizing the Internet are known as data innovation-based cash loaning and acquiring administrations.
  Mbarek, Ge and Pitner (2020) argued that the movement of refreshing business processes, plans of action, and monetary instruments that carry worth to the monetary administrations area by consolidating the computerized biological system is known as advanced monetary development in the monetary administrations area.
 Financial Technology firms are those that make the best use of Financial Technology in order to disrupt the financial industry. These businesses have exhibited a capacity to "perform one thing better than everyone else in the market," as well as a dedication to quality and a superior customer experience. Financial Technology companies and the application of advanced digital technologies have so far been seen in the areas of lending, financial advice, insurance, and payment systems, Abad-Segura et al., 2020).
Types of Financial Techs
According to Susanne and Janos (2016), digital based financial services includes:
Payment Channel System: An electronic service that serves to replace banknotes and demand deposits as a mode of payment.
Digital Banking: Is a type of banking that makes use of digital techs to satisfy the demands of its clients. 
Peer to Peer (P2P) lending: Is a type of financial business that uses digital techs to connect those who need money with others who are prepared to lend it to them. 
Online/Digital Insurance: Uses digital techs to provide clients with insurance services such as premium comparison services (digital consultants) and agency services (digital marketers) via websites or mobile applications.
Crowd funding: Is a type of fundraising that takes place on a website or through other digital technologies for investment and social causes.
[bookmark: _Toc146521547]2.1.8	Internet Financial Transactions 
This entails the conduct of traditional banking and non-banking financial activities through the internet. Internet financial transactions, by decreasing traditional banks' overhead expenses, can theoretically provide clients better interest rates on deposits than traditional banking's average rate. According to Mabrouk and Mamoghli, banks frequently use the Internet to disseminate information about financial products to the general public, to replace business conducted at branch offices, which eliminates the need to open additional branches, and to provide more efficient service to consumers. Internet banking services offer a more convenient way for clients to handle their accounts, including bill payment, mortgage and auto loan searches, credit card applications, and finding the nearest ATM or branch location. Several Internet banks now provide 24-hour phone support, allowing clients to speak with bank professionals directly about their needs. Internet banking has the drawbacks of being vulnerable to internet fraud, network outages, and malware infection. According to Mabrouk and Mamoghli, banks frequently use the Internet to disseminate information about financial products to the general public, to replace business conducted at branch offices, which eliminates the need to open additional branches, and to provide more efficient service to consumers. Internet banking services offer a more convenient way for clients to handle their accounts, including bill payment, mortgage and auto loan searches, credit card applications, and finding the nearest ATM or branch location. Several Internet banks now provide 24-hour phone support, allowing clients to speak with bank professionals directly about their needs. Internet banking has the drawbacks of being vulnerable to internet fraud, network outages, and malware infection
 Telephone Banking Telephone banking is a banking invention that allows clients to do banking over the phone. It can be thought of as a type of remote or virtual banking, in which bank clients can conduct retail banking by dialing a telephone or mobile communication unit that is connected to a bank's system via Automated Voice Response (AVR) techs. The client must first be authenticated via a numeric or vocal password, or through security questions answered by a live representative at a center or branch, in order to ensure the system's security. It provides practically all account balance information, standing orders, ordering of check books, and change of address operations, with the exception of cash dispensing in the form of deposits and withdrawals. In addition to the self-service activities mentioned previously, telephone banking agents are typically trained to perform tasks that were previously only available at branch locations.
[bookmark: _Toc146521548]2.1.9	Electronic Money Movement through POS
An Eletronic Fund Transfer Point of Sales (EFTPOS), according to DeYoung, Lang, and Nolle, is an online arrangement that allows clients to transfer money directly from their accounts to a merchant's account after making purchases (at purchase points). An EFTPOS An electronic money movement is initiated via a debit card, resulting in greater banking efficiency. EFTPOS is used to support clients' shopping payment conditions as an alternative to bookkeeping chores in handling cheque and cash withdrawals for purchases. Furthermore, the system continued to function even after regular banking hours, allowing the bank to maintain efficiency even after regular banking hours. Clients save time and energy by not having to go to branches or ATMs for cash withdrawals, which can be put to better use in other ways. In recent years, however, the usage of POS for electronic money movement in Nigeria has taken on a new dimension. Financial Technology companies like OPay and Monie-Point, Paystack, Paydirect, and others have carved out a niche for themselves by bringing clients closer to the usual banking process of cash deposit and withdrawal. These businesses have agents in every corner of the country, including rural areas, bringing services to the unbanked.
[bookmark: _Toc146521549]2.1.10	Measuring Profitability 
Profitability, according to Llewellyn, is a measure of an entity's success in achieving its objectives. Measures of how an entity generates revenue by utilizing its resources. To this intent, 
performance is defined as the ratio of revenues to available resources. Some financial measurements include total sales revenue, profitability, and return on assets. Performance can be measured using both monetary and non-monetary criteria. Performance may include measurements such as profits after taxes, market share, and client happiness to this intent. Because the agency outlets are handled by independent agents, Lerner and Tufano observe that agency banking allows banks to save money on the floor for banking halls and on payroll. Additionally, agency banking hours may be longer, resulting in more transactions. The progress of a Daily Maximum Benefit (DMB) can be measured in terms of its Return on Assests (ROA).
 The success of a DMB is influenced by a number of outside factors that operate in the bank's surroundings. Because the banking business operates in a turbulent environment, banks must adapt in order to survive. It is pertinent to pinpoint that banks’ performance is usually tied to what is reported as profit after tax (PAT) and from which dividend is paid to their investors. According to Boot and Thakor, banks must set appropriate measures for achieving performance goals. 
Financial innovations, according to Sana, Mohammad, and Hassan, are able to improve the well-being of financial institutions. Total revenue, client happiness, and market share are among metrics that commercial banks might use to evaluate their performance. One of the overarching goals of profit-driven companies is to make more money in order to assure their long-term survival and growth. Financial rise in the banks result in better goods and service delivery. A higher ROI interprets that the firm is converting its resources effectively, according to Malhotra and Singh.
[bookmark: _Toc146521551]2.2.	Theoretical Review
The study anchored on several theories that are captured under here:
[bookmark: _Toc146521552]2.2.1	The Innovation Diffusion
This theory aims to explain how innovations spread within a bank. According to Rogers, a number of factors contribute to the spread of inventions from one location to another. For example, if the new innovation has a relative benefit over existing tools, it will be considered an enhancement and may be embraced throughout the entity. In addition, the compatibility of the innovations with existing tools and procedures is critical, as those that are compatible are more easily adopted. Innovations are also judged on their ease of use, if they can be tested before being implemented fully, and whether their inputs and outputs are easily assessed. It's vital to note that simplicity of use is considered subjective because no one's skill is the same. Because of the disparities in operations, diffusion across departments of an entity may not be possible. This idea is important because it explains how innovation spreads from one sector of the economy to another or from one department within an entity to another.
This theory is relevant because it explains the power behind new innovation. Digital marketing is a new innovation which has come to stay. This innovation created different social platform through which banks and customers can interact
[bookmark: _Toc146521553]2.2.2 Theory of Innovations
. The primary concept of this theory is that entrepreneurship contributes to identifying new opportunities and generating usefulness in the economy in terms of profits and growth. In addition, the author asserts that there is a distinction to be made between invention and innovation. To this intent, Schumpeter considers invention to be the pursuit of new dimensions that may be adopted by entrepreneurs, whereas innovations are viewed as the forces that drive growth in such system that generate more profits. The brave individuals who have the enthusiasm to take risks by self-will are said to seek out innovations, according to this viewpoint. According to Schumpeter, innovations are always occurring in the industry, and institutions must be aware of them.
This theory identified the importance of profit making as an organization being the key to sustain the operation of the organization. But never discuss on how to sustain and increase the level of profit making for an organization. Every business is view and built on a concept of perpetual and to meet the needs of their customers on time without any delay.


[bookmark: _Toc146521554]2.2.3   Social marketing theory
Marianne A. Buehler, (2013) the theory underlying the discipline of social marketing is to induce voluntary change by selling ideas or lifestyle changes that benefit a target audience or society in general. In basic marketing, to promote a products and services of Fintech, there are four initial Ps to consider – Product (Service), Price, Promotion, and Place (digital platform). These Ps represent a blend of basic concepts that provide the background theory. Social marketing subsequently appends four additional Ps: Public, Partnership, Policy, and Purse-string, enabling the marketing program to operate effectively Kar, (2011). 
In promoting a performance and employing social marketing theory, all eight Ps have an intrinsic place in the marketing design of the repository system:
Product: a performance with all of its features.
Price: Inclusive of staff time and effort in archiving materials – the smaller or leaner the effort, the greater the benefit.
Promotion: Communication activity to promote the IR and garner attention by explicating the model to inspire use by archiving journal articles and other scholarly content.
Place: Ease of access to the repository and clarity of navigating documentation.
Public: Responsiveness to each stakeholder group that has its own needs: faculty, administrators, students, library staff.
Partnership: IR collaborative efforts among library staff and with stakeholders, such as faculty, administrators, and students.
Policy: Open access mandates, IR and university policies.
Purse-string: IR outcomes that match administration, faculty, or libraries’ funding interest.
The term marketing refers to a service qualifies as an intangible product and successful products either bring in money or generate usage and provide benefits” Gierveld, (2006). An institutional repository meets the criteria as a product that needs to attract its own market through its services to garner scholarly materials and provide the benefit of global access to research.
This study will focus on the impact of digital marketing and financial technology in which the about study failed to look into the various digital tools. This study will look into various tools and how it improves banks performance in Ilorin metropolis
Adopted Theory
Despite the use of this theory to explain impact of digital marketing and financial technology the behavior by researchers in advanced countries, there are few existing researches that have employed the AIDAS theory of selling to explain digital marketing and financial technology use and its effect on banks performance, especially in developing countries like Nigeria. Therefore, this study has adopted the AIDAS Theory of Selling to investigate the effect of digital marketing and financial technology on the selected commercial banks in Ilorin, kwara State, Nigeria.
[bookmark: _Toc146521556]2.3	Empirical Review
An institutional repository qualifies for this definition of a successful product, particularly in generating the use of research and providing benefits to readers and authors. In marketing theory, Kotler, Armstrong, Saunders, & Wong (2019)) state that every product has three levels: the core level, the actual level, and the augmented level. These are discussed below with examples of what each marketing level offers an institutional repository in terms of universal usage and deliverable benefits. Repository managers, liaisons, and additional library staff may find these useful in advertising and promoting the academy’s IR Gierveld, (2006).
According to Mee, Clewes, & Read (2004), four strategic communication elements were employed on a recycling project where citizens needed support to be convinced to alter their behaviors and embrace an increased level of sustainable activity. The successful project strategies can be extrapolated to encourage scientists and scholars to deposit their research in an institutional repository:
A profiling strategy helps brand the item and raises awareness of why repositories were created and how they are useful. It also encourages an understanding of the scholarly communication value and benefits to the faculty and administration. The creation of marketing collateral, such as factsheets, newsletters, articles, presentations, and university-wide emails, facilitates faculty and administrator awareness to globally showcase and deposit their work; subsequently they assume a more positive attitude towards open access.
A pull tactic is about the features that attract faculty, administrators, and students to the incentives that offer direct rewards, such as timely proxy archiving or self-archiving, media migration services, download counts, and worldwide exposure – all scholarly communication services they have not previously received. Make it easy for authors by checking copyright and email requests for faculty post prints to activate and maintain their repository presence.
A push strategy entails continuing to promote the attractive features and involves the intended audience utilizing a collaborative, two-way dialog approach. Capture scientists’ and scholars’ attention with informal conversations, presentations, collaborations, knowledge of discipline-specific and scholarly communication opportunities. Follow up on faculty referral endorsements and enquiries in archiving upcoming conferences, migrating existing paper journals, and other scholarly activity.
The consultation approach focuses on attracting scientists and scholars to new modes of disseminating scholarship and engaging their colleagues, including graduate students. The repository manager and liaisons are some of the influencers that create initial opportunities to purvey repository benefits by giving presentations, setting up informal meetings, and making individual connections.
Marketing an institutional repository is all about the benefits of adding an essential scholarly communication tool to publishing toolboxes, sustaining researchers’ intellectual content. The business of promoting an IR across multiple disciplines requires an understanding of diverse research styles and needs to be taken into consideration, while continuing to develop and convey an enduring marketing plan. Institutional repository tools are in constant evolution and implementation phases; there will always be a demand for product development and a flexible, but solid, communications strategy to engage librarians, faculty, students, and academic administrators. Repository managers will want to consider focusing on the IR’s expectations of depositors and readers to ensure that the product and the attendant services meet their needs. Institutional mandates remove the necessity of marketing to garner recently published faculty articles. Engaging a campus in social marketing theory has the potential for migration towards a research mandate, the garnering of retrospective articles, and a variety of additional types of scholarship. 
This theory emphasis on products/ services and different patterns to attract the attention of the customers but never focus on channels or tools to be used to reach their potential customers since the world is changing from traditional marketing channel to digital marketing channel. This study will reveal other mediums through which this can be carried out not in a traditional marketing channel but digital marketing channel in other to promote Fintech performance.
This study will examine the reaction of customers if a bank decided to use any of the digital channels to communicate vital information about the image of the bank and availability of new product or service
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This chapter highlights research methodology that has been used in the study. It gives an overview of research design, area of the study, population of the study, sample size and sampling technique, research instrument, validity and reliability of the instrument, methods of data collection and methods of data analysis that were used in the research.
[bookmark: _Toc146521561]3.1 Research Design
According to Bryman and Bell (2007) research design can be defined as a general plan that gives an outline on how data will be collected and data analysis procedures. The study will use descriptive cross-sectional research design. The descriptive study is one where information is gathered without changing the environment while a cross-sectional study is one where there is a one-time interaction (snapshot) with the unit of analysis. 
The variables of this study require the use and adoption of descriptive survey design. The advantage of this survey design contains the use of questionnaire by the researcher as an instrument used in the collection of data and mostly cost effective. The reason of adoption of this design in considered appropriate data would be collection from subjects without inflicting any form of coercion or condition on them. In that way, the researcher can only describe, explain or predict event without interfering in their activities.
[bookmark: _Toc146521562]3.2 Area of study
Kwara state is one of the North-Central State of Nigeria. The state comprises sixteen (16) local government areas with three (3) senatorial zones (North, South, and Sentral senatorial zones). The study covered the Ilorin Metropolis which include Ilorin west, south and east. The researcher chooses this area because the respondent is geographically spread in this area and the researcher is very conversant with the areas and can easily distribute questionnaire to the respondent. 
3.3   Population of the study
Target population comprises the whole group of individuals or unit of analysis to which researchers are interested in studying in order to come up with conclusions. The study’s target population is some of the commercial banks in Ilorin metropolis comprises of few banks in Ilorin west, east and south. The study will use GTB, Access bank, First bank and UBA among others. The study also uses two each of the branches of the commercial banks listed above which has been in operation for the last 2 years between 2021 and 2023. Twenty-five questionnaires will be administered to each branch which is giving a total of 200 questionnaires. In total, the study had a population of 200 banks. The population is infinite.


[bookmark: _Toc146521563]3.4   Sample Size and Sampling Technique
Sampling is the selection of a number of units of analysis for a study so that the findings of the representatives represent the population from which they are selected, Mugenda and Mugenda, (2008). The study uses a random sampling technique to select the banks for gathering information. According to Israel (2013), a sample size is determined by the level of precision, the confidence level, and the degree of variability. Cochran (2013)) indicated that for large populations, the following formula may be used to determine a sample size: =N/(1+N(e)2. Where n is the sample size, N is the population size, and e is the level of precision. The study uses a precision level of 5% and therefore from the above formula, the calculated sample size is 200 banks which will be randomly select to get the relevant information for the study.
[bookmark: _Toc146521564]3.5 Source of Data
The data for this study is obtained from primary source of data; this was obtained through questionnaire administration. The data of this study are firsthand information obtained from respondents. This is done through the use of questionnaire in gathering the data and as an advantage of being a low-cost option and allows respondents to think about the question. The primary data obtained through structured questionnaire were converted from qualitative to quantitative Likert scale.

[bookmark: _Toc146521565]3.6 Research Instrument
The main instrument of this study will be structured questionnaire designed to collect information from the respondents. The questionnaire consists of closed ended questions specifically designed to achieve the objective of the study and to analyze the research hypothesis. Structured questionnaire administered to each respondent were used to obtain qualitative information about the study. Questionnaire consisted of two sections; section A consists of demographic information of the respondents and section B consists of questions related to respondents’ attitude towards social media marketing. Furthermore, section B adopted a five-point likert scale to uncover degree of opinion on the subject matter; strongly agree, agree, undecided disagree and strongly disagree.		
[bookmark: _Toc146521566]3.7 Validity of the instrument
Validity is concerned with whether the findings are really measure what they appear to be measured: both content and face validity tests were done by the supervisor and other project experts in the management sciences, University of Ilorin. The corrections were incorporated into the questionnaires before administration to ensure that the questionnaire was structured in a way considered appropriate for the study.
[bookmark: _Toc146521567]3.8 Reliability of the instrument 
Reliability refers to the extent to which data collection technique or analysis procedure will yield consistent findings Saunders, Lewis & Thornhill, (2017). Reliability on the other hand is the consistency of the test in measuring whatever it purports to measure. The reliability analysis for this research was carried out using Cronbach’s Alpha Coefficient. The result of the correlation coefficient indicates (0.60).
Result for reliability test at final study level
Variables                              no of items                            N                       Cronbach’s Alpha   
Digital marketing tools           6                                           50                             .715
Impact of digital marketing    6                                            50                            .736
Content post on Facebook      6                                            50                           .824

[bookmark: _Toc146521568]3.9 Procedure for  Data Collection
Data collection is the means used by a researcher to gather information that will be used for investigation Creswell, (2018). The data collection stage indicates the kind of data that is will collected for the research, whether it is primary or secondary, the data collection instrument used, and the duration of data collection. Primary data will be used in the study to provide information that will analyze the data. A questionnaire will be used as the primary data collection instrument, and will be semi-structured with the structured part enabling uniform response for easier data analysis, while the open-ended section will give information not provided in the structured sections. Questionnaires are therefore important data collection instruments as they will give information important to the study and therefore will give researchers first-hand information for analysis. Mugenda and Mugenda (2003) stated that questionnaires provide comprehensive response to problems being analysed. Also, due to their relative ease of preparation, administration and cost-effectiveness, questionnaires have become a popular method for data collection. The validity of the instrument will be done using pre-test and face validity so as to ensure the questionnaire actually measured what it was intended for.
[bookmark: _Toc146521569]3.10 Method of Data Analysis
At the data analysis stage, the data that will be collected is coded then data processed, cleaned and tabulation done. At this point the study will analyze data to answer the research questions using both quantitative and qualitative data analysis techniques. Quantitative analysis methods comprised of descriptive statistics for the univariate variables (which is in the form of means and standard deviation) and bivariate analysis which was done through Pearson’s correlation test and Kruskal-Walli’s test. The Kruskal Wallis test is a non-parametric test that is used when there is an ordinal dependent variable and an independent research variable with two or more levels (http://www.ats.ucla.edu/stat/spss/ whatstat/whatstat.htm, 2016). The analysis of both the univariate and bivariate statistics will be done using SPSS software package v.21.The results were presented using tables and charts.
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The objective of this study is to determine the digital marketing and Fintechs performance in Kwara State, Nigeria. This chapter contains the summary statistics from the difference responses in section 4.2, while the analysis of digital marketing and Fintechs performance will be contained in section 4.3. Section 4.4 contained the discussions of the study findings, and chapter 4.5 summarized the data analysis findings, results and discussions.
[bookmark: _Toc146521574]4.1 Summary Statistics
With the objective of the study being to analyze the digital marketing and FinTech’s performance on growth of sales of SMEs in Kwara state, Ilorin, questionnaires will be send to 200 SMEs in Kwara State, Ilorin and 190 SMEs responded by sending back the questionnaires. This give the study a response rate of 74.5% with the other 25.5% not responding either because they are not in a position to give their SME marketing information or could not answer the questionnaire in time required for the study.4.2.1 Descriptive Statistics


1) Gender				
Table 4.1 Gender distribution	
	
	Frequency.  
		Percentage
	Cum. Percentage	

	Male.     
	108	                   
	56.9	
	     56.9	

	Female	               
	82	
	43.1	
	      100	

	Total.       
	190
	 100
	


Source: Research data (2025)			
Table 4.1 indicates the distribution of genders that the study sampled in Kwara State, Ilorin. From the total of the 190 Fintechs that responded, the findings indicated that 56.9% (N=108) of them were male, 43.1% (N=82) of them were females
2) Age			
Table 4.2 Age distribution	
	
	Frequency.  
		Percentage
	Cum. Percentage	

	18-28.               
	60	                   
	31.6	
	     31.6

	29-39.         
	86
	45.3
	     76.9

	40-59.     
	41
	21.5
	      98.4

	60 about
	3
	16
	     100

	Total
	 190
	         100
	


Source: Research data (2025)			
Table 4.2.  Indicates the distribution of ages by the bank in Ilorin, Kwara State. The study findings indicated that 31.6% (N=60) of the banks are 18-28 years old, 45.3% (N=86) of them indicated that they are 29-29 years old, while 21.5% (N=41) are 49-59 years old and 1.6% (N=3) are 60 years old and about.
3) Marital status			
Table 4.3 Marital status of Respondents	
	
	Frequency.  
		Percentage
	Cum. Percentage	

	Single
	21
	                  11.0
	                  11.0

	Married            
	45
	                  23.7
	                  34.7

	Divorce
	64
	                  33.7
	                  68.4

	Others
	60
	                  31.6
	                  100

	Total
	            190
	                  100
	


Source: Research data (2025)			
Table 4.3 above provides the distribution of marital status of banks in Ilorin, Kwara State. From the study findings, 11% (N=21) of the bank that responded indicated that they are single and while 23.7% (N=45) indicated that they are married. The table also shows that 33.7% (N=64) of the banks are divorce, while 31.6% (N=60) of them indicated that they are others

4) Highest Educational Qualifications			
Table 4.4 Distribution of the Highest Educational Qualifications			
	
	Frequency.  
		Percentage
	Cum. Percentage	

	SSCE
	       74
	                     28.5
	            38.5

	OND/NCE
	      22
	                      16.4
	     54.9	

	HND/BSC
	      80                         
	                   41.2
	     96.1	

	MSC/PHD
	       1
	                  1.0
	             97.1

	Others                     
	         3              
	                   2.9
	     100	

	Total
	190
	                    100
	


Source: Research data (2025)			
The highest educational qualifications of which the banks in Ilorin, have obtained is provided in Table 4.4 above. From the study findings, 28.5% (N=74) of the banks are SSCE holders, 16.4% (N=22) of the Fintechs have OND/NCE holders, while 41.2% (N=80) of the Fintechs have HND/BSC holders, 1% (N=1) of the banks have MSC/PHD, while 2.9% (N=3) of the banks have others.






[bookmark: _Toc146521575]4.3 Inferential Statistics
[bookmark: _Toc146521576]4.3.1 Search Engine Optimization			
i) Facebook relevance			
Table 4.3.1 Facebook users identify relevant and strongly believe in the information appears on the Facebook on banks performance
	
	Frequency.  
		Percentage
	Cum. Percentage	

	Strongly Agreed                                  
	25
	13.2
	13.2

	Agreed.                         
	97
	51.1
	64.3	

	Undecided.        
	42
	22.1
	86.4

	Disagreed
	 20
	10.5                         
	96.9

	Strongly Disagreed
	6
	3.1
	100

	Total	                                                   
	190
	100
	

	
	 N
	  Mean Score
	Std. Deviation	

	Facebook relevance
	190
	3.61
	0.952	

	Valid N (listwise)	
	190
	
	


Source: Research data (2025)			
The relevance of Facebook information on banks in Ilorin, Kwara State, is provided in Table 4.5. From the table, 51.1% (N=97) of the respondents agreed that information on Facebook are mostly believe by Facebook users as a way for digital marketing on banks while 13.2% (N=25) of the banks believe in Facebook information. Only 22.1% (N=42) of the banks identify information on Facebook as a form of marketing tool disagreed and 10.5% (N=20) used Facebook information marketing strongly Disagreed. For the overall believe the mean relevance of Facebook information as digital marketing and banks in Ilorin is 3.61 which implied that Facebook marketing relevance is done to a strongly agreed by the banks.
ii) Instagram visibility			
Table 4.6 Frequent posting of image can lead to increase in visibility performance and organic traffic on bank Instagram page
	
	Frequency.  
		Percentage
	Cum. Percentage	

	Strongly Agreed
	4
	                    2.1
	            2.1

	Agreed
	24
	                   12.6
	        14.7

	Undecided
	20
	                   10.5
	        25.2

	Disagreed
	48
	                   25.3
	        50.5

	Strongly Disagreed
	94
	                   49.5
	        100

	Total	                                                   
	190
	100
	

	
	 N
	  Mean Score
	Std. Deviation	

	Instagram visibility	
	190
	1.92
	0.862	

	Valid N (listwise)	
	190
	
	


Source: Research data (2025)			
Table 4.6 indicates the Instagram visibility by banks in Ilorin, Kwara State. From the responses given, 49.5% (N=94) of the banks in Ilorin, indicates that they do not see visibility at all by strongly disagreed, 25.3% (N=48) of the banks see Instagram visibility to disagreed, 10.5% (N=20) see Instagram visibility of banks undecidedse, while 12.6% (N=24) of fintechs in Ilorin see agreed as a digital marketing technique. The overall mean of the responses indicated a mean of 1.92 which implied that fintechsin Ilorin see Instagram visibility to a level of strongly disagreed as a form of marketing.
iii)  Relevance of ad or Whatsapp link			
Table 4.7  Relevant ads or Whatsapp link entice people to a digital platform about bank
	
	Frequency.  
		Percentage
	Cum. Percentage	

	Strongly Agreed
	45
	                 23.7
	

	Agreed                               
	82
	                43.2
	

	Undecided
	 34
	                17.9
	

	Disagreed
	20
	               10.5
	

	Strongly Disagreed.       
	9
	                4.7
	

	Total
	           190
	               100
	

	
	 N
	  Mean Score
	Std. Deviation	

	Instagram visibility	
	190
	3.71
	1.087

	Valid N (listwise)	
	190
	
	


Source: Research data (2025)			
The relevance of ad or WhatsApp link usage as a form of digital marketing by banks in Ilorin is presented in Table 4.7 The study results indicated that 17.9% (N=34) of the banks in Ilorin is relevance of ad or WhatsApp link as a form of marketing to a level of undecided, 43.2% (N=82) of the banks use ad or Whatsapp link as marketing to a level of agreey, and 23.7% (N=45) of them use ad or Whatsapp link as marketing to a level of strongly agreed.  From the mean calculation of the responses, the overall mean was 3.71 which implied that ad or Whatsapp link marketing is used by fintechs in Ilorin to a level of strongly agreed
vi) Information on tiktok is more virtual			
Table 4.3.4 Information on tiktok is more virtual for banks and is more likely to attract higher search by other users
	
	Frequency.  
		Percentage
	Cum. Percentage	

	Strongly Agreed
	2
	1.1
	

	Agreed
	                                           16
	8.4
	

	Undecided
	 36
	18.9
	

	Disagreed
	45
	23.7
	

	Strongly Disagreed
	 91
	47.9
	

	Total
	                                         190
	  100
	

	
	 N
	  Mean Score
	Std. Deviation	

	Instagram visibility	
	190
	1.91	
	0.916

	Valid N (listwise)	
	190
	
	


Source: Research data (2025)			
Table 4.8 above provides information on tiktok the usage as a form of marketing is used by banks in Ilorin, Kwara State. From the responses, the results indicated that 47.9% (N=91) of the banks in Ilorin do not use tiktok at all as a means of marketing, while 23.7% (N=45) of them indicated that they use tiktok to a level of disagreed. Another 18.9% (N=36) of the banks indicated that they use tiktok to a level of undecided on and 8.4% (N=16) of them use tiktok to a level of of agreed. The mean responses indicated a value of 1.91 which implied that tiktok is used by fintechs in Ilorin to a level of disagreed.
v) Post on Facebook wall			
Table 4.9 The post on Facebook wall of a bank can last for several years and even permanent
	
	Frequency.  
		Percentage
	Cum. Percentage	

	Agreed.                           
	23
	12.1
	

	Undecided
	29
	 15.3
	

	Disagreed
	62
	32.6
	

	Strongly Disagreed
	 76
	40.0
	

	Total
	                                       190
	 100
	

	Agreed.                           
	23
	 12.1
	

	
	 N
	  Mean Score
	Std. Deviation	

	Instagram visibility	
	190
	1.99
	1.000

	Valid N (listwise)
	190
	
	


Source: Research data (2025)		
Table 4.9 provides the level of Facebook wall usage as a form of advertising by banks in Ilorin, Kwara State. The study findings indicated that 40% (N=76) of the banks indicates that they do not use Facebook wall as marketing at all as a digital marketing technique. Another 32.6% (N=62) of the banks indicates that they use Facebook wall as a marketing technique to a level of disagreed, 15.3% (N=29) of them use Facebook wall to a level of undecided, while 12.1% (N=23) use Facebook wall as a digital marketing tool to a level of agreed The mean responses indicated a value of 1.99 which implied that Facebook wall is used by fintechs in Ilorin to a level of (disagreed) 
Instagram post 			
Table 4.10 Instagram can improve and strength the banks performance visibility and drive more potential customers to their site
	
	Frequency.  
		Percentage
	Cum. Percentage	

	Agreed
	                                         25
	13.2
	13.2

	Undecided
	44
	23.2
	36.4

	Disagreed
	 63
	 33.2
	69.6

	Strongly Disagreed
	58
	30.5
	100.0

	Total
	                                        190
	100
	

	Agreed.                           
	23
	 12.1
	

	
	 N
	  Mean Score
	Std. Deviation	

	Instagram visibility	
	190
	2.19	
	1.016

	Valid N (listwise)	
	190
	
	


Source: Research data (2025)						
Instagram post is the last digital technique analysed by the study and the results are presents in Table 4.10 From the responses provided, the results indicated that 30.5% (N=58) did not use Instagram post as a means of marketing, 33.2% (N=63) of the banks used Instagram post to a level of disagreed, 23.2 (N=44) of the banks use Instagram post to a level of undecided, while 13.2% (N=25) of the banks use Instagram post as a way of marketing to a level of agreed. The mean responses calculated indicates a mean of 2.19 which implied that in general Instagram post is used to a level of undecided by fintechs in Ilorin.
[bookmark: _Toc146521577]4.3.2 Keywords ranking 			i
Table: 4.11 keywords ranking as a digital marketing and fintechs on banks performance			
	
	N
	Mean Score
	Std. Deviation
	    Coeff. of Var. 

	(CV%)
	
	
	
	

	Facebook relevance
	         190
	3.29
	                    0.877
	26.65%

	Instagram visibility
	          190
	2.39
	                    0.958
	40.08%

	Relevance of ad
	          190
	 3.67
	                    1.008
	27.46%

	Information on tiktok
	190
	2.27                              
	0.953
	41.98%

	Facebook post
	190       
	 190
	 2.22    
	1.003

	Instagram post
	190
	2.35
	1.121
	 45.70%


Source: Research data (2025)				
The keywords ranking as digital marketing and banks performance is done by analysing each digital channel and on the performance of fintechs and results indicated in Table 4.11 The fintechs responses by indicating how each of the digital marketing technique on their performance and the responses averaged so as to infer to all the banks in Ilorin. The first digital marketing technique was Facebook which the study indicated a mean value of 3.29. This implied that Facebook had a performance on increased to a level of strongly agreed. Instagram visibility as a digital marketing technique had a mean of 2.39 which implied it increased performance for banks by a level of undecided The study also indicated that relevance of ad had an effect on fintechs performance to a level of strongly agreed with a mean of 3.67. The other digital marketing techniques, information on tiktok, Facebook postt and Instagram post all had a level of undecided on bank's performance with means of 2.27, 2.22 and 2.35 respectively. The study also tested the effect of digital marketing on performance using Kruskall Wallis test which analysed whether a unit ordinal change in extent of digital marketing adoption had an effect on performance	

i) Online platforms 			
Table 4.12 Online platforms provide a real-time and highly visible space for consumers to express their opinions and feelings to bank
	                                                     
		
	N
	Mean Rank

	Annual Performance
	Strongly agreed
	25
	124.30

	
	Agreed
	    97
	102.98

	
	Undecided
	42
	80.36

	
	Disagreed
	 20
	72.25

	
	Strongly disagreed
	6
	10.00

	
	Total
	190
	

	
	
	
	

	
	Test Statistics a,b
	
	

	
	Annual Performance
	
	

	Chi-square
	 28.176
	
	

	df
	4
	
	

	Asymp. Sig
	                      0.002
	
	


a. Kruskal Wallis Test			
b. Grouping Variable: Online platforms			
Source: Research data (2025)			
Table 4.12 indicated the online platforms technique on change in annual performance with respect to the extent of its adoption. The Kruskal-Wallis test showed there is a statistically significant difference in annual performance based on the extent of online platforms marketing adoption by fintechs (χ2=28.176, p=0.002). The mean ranks showed an increase in annual performance based on the extent of online platforms marketing adoption.
ii) The more views a piece of content received the more users have had the opportunity to see to see it in their feeds			
Table 4.13 The more views a piece of content receive		
	                                                     
		
	N
	Mean Rank

	Annual Performance
	Strongly agreed
	4
	149.50

	
	Agreed
	24
	143.13

	                           
	Undecided
	20
	119.35

	
	Disagreed
	108
	89.48

	
	 Strongly disagreed       
	34
	59.46

	
	Total
	190
	

	
	
	
	

	
	Test Statistics a,b
	
	

	
	Annual Performance
	
	

	Chi-square
	37.199
	
	

	df
	4
	
	

	Asymp. Sig
	0.001
	
	


a. Kruskal Wallis Test			
b. Grouping Variable: piece of content			
Source: Research data (2025)	
Table 4.13 provide the view of piece of content marketing on change in annual performance with respect to the extent of its adoption. Kruskal-Wallis test indicated that there is a statistically significant difference in annual performance based on the extent of pieces of content of marketing adoption by fintechs (χ2=37.199, p=0.001). The mean ranks showed an increase in annual performancer based on the extent of piece of content marketing adoption.
iii) Higher views and response show high interest of consumer 			
Table 4.14 Higher views and response show high interest of consumer			
	                                                     
		
	N
	Mean Rank

	Annual Performance
	Strongly agreed         45
	     106.66
	

	
	Agreed
	82
	      88.43

	
	  Undecided
	34
	      56.79

	
	 Disagreed
	20
	      32.73

	
	Strongly disagreed
	9
	      23.17

	
	Total
	190
	

	
	
	
	

	
	Test Statistics
	
	

	
	 Annual Performance
	
	

	Chi-square
	47.191
	
	

	df
	4
	
	

	Asymp. Sig
	0.000
	
	


a. Kruskal Wallis Test			
b. Grouping Variable: Higher view and response			
Source: Research data (2025)			
The effect of higher view and response marketing on annual performance with respect to the extent of its adoption was provided in Table 4.14 The banks from Kruskal-Wallis test indicates that there is a statistically significant difference in annual performance based on the extent of higher view and response of marketing adoption by fintechs (χ2=47.191, p=0.000). The mean ranks also showed an increase in annual performance for the fintechs based on the extent of higher view of marketing adoption.
iv) High engagement rates indicate that the content resonate well with the audienc	
Table 4.15 High engagement rates indicate that the content resonate well with the audience	
	                                                     
		
	N
	Mean Rank

	Annual Performance
	Strongly agreed
	2
	    

	
	Agreed
	16
	    

	
	Undecided
	36
	       

	
	Disagreed
	91
	

	
	Strongly disagreed
	45
	        

	
	Total
	                              190
	

	
	
	
	 Test Statistics

	
	Annual Performance
	
	

	Chi-square
	50.033
	
	

	Df
	 4
	
	

	Asymp. Sig
	0.006
	
	


a. Kruskal Wallis Test			
b. Grouping Variable: High engagement rates			
Source: Research data (2025)		
Table 4.15 provided the effect of high engagement rates marketing on the annual performance with respect to the extent of adoption. Kruskal-Wallis test indicated that there is a statistically significant difference in annual performance based on the extent of high engagement rates marketing adoption by fintechs (χ2=50.033, p=0.006). The mean ranks showed an increase in annual turnover based on the extent of high engagement rates marketing adoption.
v) Cost incurred by individual click is relevance to the users			
Table 4.16 Cost incurred by individual click is relevance to the users	
	                                                     
		
	N
	Mean Rank

	Annual Performance
	Strongly agreed
	
	

	
	Agreed
	23
	     143.80

	
	Undecided
	49
	     117.17

	
	Disagreed
	62
	     88.69

	
	Strongly disagreed
	56
	     64.24

	
	Total
	190
	

	
	
	
	

	
	Test Statistics
	
	

	
	Annual Performance
	
	

	Chi-square
	 48.646
	
	

	df
	3
	
	

	Asymp. Sig
	                      0.000
	
	


a. Kruskal Wallis Test			
b. Grouping Variable: 4.3.13 Cost incurred by individual click 			
Source: Research data (2025)		
Table 4.16 provided the effect of cost incurred by click on change in annual performance with respect to the extent of its adoption. Kruskal-Wallis test indicated that there is a statistically significant difference in annual performance based on the extent of cost incurred by individual adoption by fintechs (χ2=48.646, p=0.000). The mean ranks showed an increase in annual performance based on the extent of adoption of cost incurred by individual.
vi) Online ad is both beneficial to users and advertisers			
Table 4.17 Online ad is both beneficial to users and advertisers		
	                                                     
		
	N
	Mean Rank

	Annual Performance
	Strongly agreed
	   -.                              
	-

	
	Agreed
	23
	           

	
	Undecided
	 49
	93.05

	
	 Disagreed
	63
	 89.81

	
	 Strongly disagreed
	58
	58.48

	
	Total
	                                 190
	

	
	
	
	

	
	Test Statistics
	
	

	
	Annual Performance
	
	

	Chi-square
	55.870
	
	

	df
	 3
	
	

	Asymp. Sig
	.002
	
	


a. Kruskal Wallis Test			
b. Grouping Variable: Online ad beneficial		
Source: Research data (2025)		
Table 4.17 provided the effect of online ad beneficial on annual performance with respect to the extent of its adoption. Kruskal-Wallis test indicated that there is a statistically significant difference in annual performance based on the extent of online ad beneficial adoption by fintechs (χ2=55.87, p=0.002). The mean        ranks showed an increase in annual performance based on the extent of online ad beneficial adoption.
[bookmark: _Toc146521578]4.3.3 Correlation Test								
Table 4.18: Correlation Test	
	Ann. Perf.  Pearson Correl Sig. (2-t)

	Ann.  Perf.	
	Onl. Plat.
	Cont. 
rec.    
	Hig. views
	Hig. eng.
	Cost incurr.
	Onl. ad


	Onl. Plat.   Pearson Correl. Sig. (2-t)
	             1                             
	0.419	
	0.484
	0.616	      	
	0.492
	0.51	
	0.585

	Onl. Plat.   Pearson Correl. Sig. (2-t)
	0.419
	      1
	0.232
	  0.25
	0.312
	0.302
	 0.291

	Onl. Plat.   Pearson Correl. Sig. (2-t)
	0.484
	   0.232
	      1
	  0.296
	      0.24
	0.317
	 0.321

	Onl. Plat.   Pearson Correl. Sig. (2-t)
	0.616
	   0.25
	0.296
	      1
	  0.231
	0.304
	0.338  

	Onl. Plat.   Pearson Correl. Sig. (2-t)
	0.492
	   0.312
	0.24
	0.231
	1  
	 0.555            
	0.412

	Onl. Plat.   Pearson Correl. Sig. (2-t)
	0.51
	0.302
	0.317
	0.304
	0.555
	1
	0.671

	Onl. Plat.   Pearson Correl. Sig. (2-t)
	0.586
	0.291
	0.321
	0.338
	0.421
	0.67
	1


**. Correlation is significant at the 0.01 level (2-tailed)		
Source: Research data (2025)								
Pearson’s correlation test was done on fintechs annual performance the extent of adoption of digital marketing techniques. From the tests that were done, the results indicate that there was a mild correlation between annual performance and Online Platform, Content received, high views, higher engagement, cost incurred and online ad. These digital techniques had correlation values of 0.419, 0.484, 0.492, 0.51, and 0.586 respectively. It was only high view marketing that had a moderately high correlation with annual performance, with a value of 0.616 indicating a positive relationship between annual performance and extent of higher view adoption. The inter-relation tests indicated low correlation values which implied there was no multi-collinearity among the independent variables.
[bookmark: _Toc146521579]4.4 Discussions
The objective of the study is to assess the digital marketing and financial technology on the performance of banks in Ilorin, Kwara State. The study analysed the digital marketing techniques (keywords ranking) and how each of the techniques affects banks Performance. The first digital marketing technique (keyword ranking) to be analysed was Facebook marketing. From the results, Facebook adoption is done to a level of agreed by fintechs in Ilorin and it has a positive on performance to a great extent. More companies have started using personalized emails and email signatures to reach to their current and potential clients. The results are consistent with that done by Onyango (2016) and that of Yasmin et al. (2015) who indicated a positive relationship and increase in sales as a result of digital marketing, email being one of them. The other digital marketing technique analysed was Instagram marketing and its effect on fintechs performance.
 The study of findings indicated that Instagram marketing is used to a level of disagreed in Ilorin and performance to a level of undecided. The usage by fintechs may be low due to costs associated with Instagram marketing where there is a cost per fintechs send to a potential customer. This makes it expensive compared to other digital marketing techniques. Twitter marketing as a digital marketing technique (keyword ranking) indicates a great usage by fintechs and also results its impact on fintechs performance to a agreed. The adoption of Facebook is high because it is a cheap technique of digital marketing, and can also reach many potential customers who are on Facebook. The results are consistent with the studies done by Srinivasan et al. (2016), Adegbuyi et al. (2015), and Jagongo and Kinyua (2013) who indicated that Facebook creates brand awareness that results in strong influence on customer acquisition and retention. Search engine optimization as a digital marketing technique indicated usage to a level of undecided by fintechs and it affects performance of fintechs to a level of undecided. The extent of use may be low due to its technicality and lack of understanding by fintechs. The results findings are not consistent with that done by Yasmin et al. (2015) who indicated that digital marketing techniques have a great impact on sales.
 The other digital marketing technique (keyword ranking) whose impact on performance is analysed in the study is WhatsApp. The study findings indicated that it is used by banks in Ilorin to a level of disagreed and it has an impact on performance to a level of undecided. The usage may be low also due to its technicality and banks do not understand how it works. A study done by Taiminen and Heikki (2015) raised queries whether banks understand how digital marketing operates to bring about essential changes in communication. 
The final digital marketing technique used by fintechs is tiktok advertising and the study findings indicated that it is used to a level of undecided by fintechs and it had an impact on performance of banks. The findings were similar to study findings by Njau and Karugu (2014), Yasmin et al. (2015) and also that done by Kithinji (2014).
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[bookmark: _Toc146521581]SUMMARY, CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc146521582]5.1 Preamble
This final chapter contains the summary and conclusion of the study with regards to the digital marketing and Fintech on banks performance in Kwara state. This chapter will look at the summary of the study in section 5.2 and present the conclusion of the study in section 5.3 based on the results of the analysis. The study recommendations and limitations of the study are presented in section 5.4.
[bookmark: _Toc146521583]5.2 Summary
Digital Marketing in an organization helps to create awareness of products and services by a business. One of the main reason companies create this awareness is to increase sales and performance for both the short run and long run. Conventional marketing has been used by companies for many years and with the growth of technology, digital marketing channels (keywords ranking) have become greatly used by Fintech Companies. As large Financial Technologies have been able to adapt with the technological changes in marketing, the extent of adoption and performance of digital marketing in small and medium enterprises is not yet certain. The study therefore sought to determine the digital marketing and financial technology performance of SMEs, with the scope of the study being Ilorin. The study also set to find out the challenges that SMEs encounter which hinder their digital marketing adoption. With the objective, the study analysed theories relevant to the study and conducted a literature review of similar studies. The digital marketing techniques that are used are the keyword ranking which are; Facebook, Instagram, Twitter, WhatsApp and tiktok, Ad position, click through rate, followers counting, brand settlement, impression and customer login. These techniques were used to assess the extent to which digital marketing affects Fintech sales, growth and performance in Ilorin. The study conducted a descriptive cross-sectional research design by analyzing different banks in Ilorin at the same time. The target population size consisted of 600 and medium enterprises in Ilorin of which the sample size were 200 banks were randomly selected. Primary data is used for analysis purpose and is collected using a structured questionnaire. The data was analysed using descriptive and univariate techniques which were Kruskal-Wallis test and Pearson’s correlation test. From the data analysis, it was found that Facebook marketing had an impact on Fintech sales growth to a great extent. Ad position as a digital marketing technique (keywords ranking) had an effect on Fintech sales growth and performance to a level of undecided. The findings also indicated Instagram marketing to have an effect on banks performance to a level of agreed. Whatapp, Twitter, and tiktok marketing all had an effect on banks performance to a level of undecided. From the study’ second objective, the study findings indicated that private and security are authorized users only was the greatest challenge for banks in the adoption of digital marketing. This is followed by personal information of users are needed online platforms which was also a challenge experienced by banks in the adoption of digital marketing. The third challenge experienced by Fintechs in the adoption of digital marketing was lack of finances, followed by the level of awareness of a website Indicate how well a customer can identify it.
[bookmark: _Toc146521584]5.3 Conclusion
   From the study findings, conclusions are made in regards to digital marketing and Fintech performance in Ilorin. From the study results, it can be concluded that digital marketing has a positive effect on Fintechs sales, growth and performance in Ilorin. With regards to Facebook marketing, the study indicated that it is used by Fintech to a great extent and the effect on performance was significant. The study therefore concludes that Facebook marketing is important and should be used more by SMEs to improve their performance. More SMEs should start using personalized Facebook account which would be cheaper compared to niche marketing using traditional media. The study findings also indicated that Twitter marketing is used to a level of disagreed by Fintechs and had a level of undecided effect on performance and the study concluded that it has not achieved greater performance for SMEs as would be expected. 
   The findings on Instagram marketing by Fintechs indicated that it is significant factor to SMEs’ performance that has been used to a level of agreed and it has had a positive effect on sales to a level of agreed. The study therefore concluded that Facebook marketing technique is effective to Fintechs in Ilorin as a means of marketing and helps to grow sales and performance. WhatsApp as a digital marketing technique was found to be a significant factor on SMEs’ performance and had an effect on the sales to a undecided. The study therefore concluded that whatApp as a digital marketing technique is important to performance even though its effect is undecided. 
The study findings with regards to tiktok as a digital marketing tool indicated that it was significant on Fintechs sales with a level of undecided. The study findings led to the conclusion that tiktok is significant to banks’ performance but to a level of undecided. The last digital technique to be analyzed as a digital marketing tool was online ad marketing whose results indicates that it iss significant on banks sales but also to a level of undecided. The study findings led to the conclusion that ad advert and whatapp link marketing is significant to banks’ performance but to a level of undecided. 
The experienced by banks with regards to the implementation of digital marketing were analyzed and rated on the extent to which they affect adoption. From the study findings, the study concluded that customer login, brand recognition, customer acquisitions, landing page, cost per click, ad position, follower account, impression, brand sentiment and domine authority should be focused on so as to improve digital marketing adoption.
[bookmark: _Toc146521585]5.4 Recommendations
From the research findings and conclusions, the study made recommendations on the way forward on digital marketing adoption by Fintechs. The first recommendation is that there should be proper sensitization and training to banks on available digital marketing options and how it can be done. The government and institutions should come up with programs to help grow SMEs which would help the economy grow.
[bookmark: _Toc146521586]5.5 Suggestion for Further Research
From the study findings, one of the recommendations for further research is of more research should be done for other counties outside Ilorin as this would provide comparison and reinforcement or disapproval of this study’s findings with regards to digital marketing. The organization should also look at how digital marketing affect other aspects of a business such as brand loyalty and customer relationship management since the organization is more than sales and performance. Also, other factors that affect sales growth and profitability of SMEs should also be analysed since it is known that sales are not affected only by marketing or digital marketing, but a combination of both internal and external factors to an organization. The government should also come up with favorable policies to digital marketing so as not to restrict them when they use them. Finally, other analytical techniques apart from that used by the study should be done by researchers to determine how digital marketing and Fintech on banks to sales growth and performance in an organization.
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Section A: demographic data
INSTRUCTION: please tick (✓) as appropriate
1. Gender
     Male[    ], Female[    ]
2. Age
    18-28[    ], 29-39[    ], 40-59years [    ] &, above[    ]
3. Marital status
    Single[    ], Married [    ], Divorce [    ] others[    ]
4. Highest educational qualification    
SSCE[    ] OND/NCE[    ] HND/BSC[    ] MSC/PHD[     ] Others[    ]



SECTION B
There is no wrong answer; each response will be treated as a correct one. Your opinion is what is required in this study. Do not think too long about each statement. It should take you around 10 minutes to complete. For each statement, put a tick (√) to show your level of agreement; strongly Agree (SA), Agree(A), Undecided(UD), Disagree(D), and Strongly Disagree(SD). Do not tick across two boxes.
	A
	SEARCH ENGINE OPTIMIZATION
	SA 
	A 
	UD 
	D 
	SD 

	
	keyword ranking (Facebook, Instagram, Twitter, WhatsApp and tiktok)
	 
	 
	 
	 
	 

	1
	Facebook users identify relevant and strongly believe in the information appears on the Facebook on banks performance
	 
	 
	 
	 
	 

	2
	Frequent posting of image can lead to increase in visibility performance and organic traffic on bank Instagram page 
	 
	 
	 
	 
	 

	
	Click-through-rate
	
	
	
	
	

	3
	A relevant ads or Whatsapp link entice people to a digital platform about bank
	
	
	
	
	

	4
	Information on tiktok is more virtual for banks and  is more likely to attract higher search by other users
	
	
	
	
	

	
	Domain authority
	 
	 
	 
	 
	 

	5
	The post on Facebook wall of a bank can last for several years and even permanent
	 
	 
	 
	 
	 

	6
	Instagram can improve and strength the banks performance visibility and drive more potential customers to their site
	 
	 
	 
	 
	 

	

	B
	SOCIAL MEDIA MARKETING
	SA 
	A 
	UD 
	D 
	SD 

	
	Brand sentiment
	 
	 
	 
	 
	 

	7
	Online platforms provide a real-time and highly visible space for consumers to express their opinions and feelings to bank
	 
	 
	 
	 
	 

	8
	Consumer perception about a product could be positive, negative and neutral about a bank
	
	
	
	
	

	
	Impression
	
	
	
	
	

	9
	The more views a piece of content receives, the more users have had the opportunity to see it in their feeds.
	
	
	
	
	

	10
	Higher views and respond shows high interest of customer
	
	
	
	
	

	
	Follower count
	
	
	
	
	

	11
	A larger audience size means that the brand has a broader reach and potential to engage with more people through its content and updates.
	
	
	
	
	

	12
	High engagement rates indicate that the content resonates well with the audience
	
	
	
	
	

	

	C
	PAY-PER-CLICK
	SA
	A
	UD
	D
	SD

	
	Cost per click
	
	
	
	
	

	13
	Online ad is both beneficial to user and advertiser
	
	
	
	
	

	14
	Cost incurred  for individual click is relevant to the user
	
	
	
	
	

	
	Ad position 
	
	
	
	
	

	15
	Pop out advert create awareness for a brand
	
	
	
	
	

	16
	The goal of a brand is made know through advert
	
	
	
	
	

	
	Landing page
	
	
	
	
	

	17
	A link from social media post is to provide relevant and targeted information to the user
	
	
	
	
	

	18
	A well engaged post create recognition for a platform on social media
	
	
	
	
	




	

	D
	CUSTOMER ACQUSITION
	SA
	A
	UD
	D
	SD

	19
	Online platforms bring all bank's customers together
	
	
	
	
	

	20
	The expansion of brand bring more bank's customers to them
	
	
	
	
	

	

	E
	BRAND RECOGNITION
	SA
	A
	UD
	D
	SD

	21
	The level of awareness that banks created on their website indicate how well customer can identify it
	
	
	
	
	

	22
	A product design helps customer to identify the product and service of a bank
	
	
	
	
	

	F
	CUSTOMER LOGIN
	SA
	A
	UD
	D
	SD

	23
	Personal Information of users are needed by the bank in online platforms
	
	
	
	
	

	24
	Privacy and security are authorized users only on bank's App
	
	
	
	
	




