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ABSTRACT 
This study investigates the application of marketing concepts in the operations of Nigerian banking industries, with a specific focus on United Bank for Africa (UBA) Plc. In the face of increased competition and changing customer expectations, the banking sector in Nigeria has adopted various marketing strategies to attract, retain, and satisfy customers. The research aims to evaluate how effectively UBA applies core marketing concepts such as customer orientation, relationship marketing, market segmentation, and the marketing mix (product, price, place, promotion) to achieve its business objectives. Using a combination of primary and secondary data sources, including questionnaires and company reports, the study examines the extent to which UBA has integrated marketing practices into its daily operations. The findings reveal that marketing plays a pivotal role in enhancing customer satisfaction, building brand loyalty, and increasing market share. However, challenges such as regulatory constraints, technological gaps, and inconsistent service quality still hinder optimal implementation. The study concludes by recommending that Nigerian banks, including UBA, should deepen their customer-centered approach, invest more in digital marketing tools, and train staff on modern marketing strategies to remain competitive in a rapidly evolving financial environment.
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CHAPTER ONE
INTRODUCTION
1.1	Background of the Study 
	In these days of stiff competition ion all business concerns including the banks and other financial institutions, the survival of banks rest on the role of marketing department in creating quality service to customers. According to (Adebayo, A. S. 2024) A marketing department is designed to know the effectiveness and efficiency of services rendered by organization. Marketing to some scholars is seen as the process of identifying the needs of the customer and the provision of such needs for maximum satisfaction.  Also, it is the process planning and executing the conception, pricing, promotion and distribution of ideas, goods and services to create exchange that satisfied individual and corporate objectives (American Marketing Association).
Marketing, traditionally associated with the distribution of physical goods, has evolved into a strategic concept applicable across various sectors, including the banking industry. In today’s highly competitive financial environment, banks must do more than provide financial services—they must understand and satisfy customer needs effectively. This is where the marketing concept becomes pivotal.
The Nigerian banking industry has undergone significant changes over the years, including deregulation, recapitalization, and technological innovation. Amidst these transformations, the adoption of marketing principles has emerged as a crucial tool for banks to differentiate themselves and attract and retain customers.
The marketing concept centers around identifying customer needs and satisfying them more effectively and efficiently than competitors. Applying this concept within the banking industry implies that banks must be customer-oriented, develop a coordinated marketing strategy, and aim for long-term profitability through customer satisfaction. According (Adeyemi, A. A. 2022).United Bank for Africa (UBA) is one of the foremost banks in Nigeria and across Africa. With its broad customer base and wide range of financial services, UBA provides a fitting case study for analyzing how the marketing concept is applied in the Nigerian banking sector.
	Marketing department should ensure that each worker roles and duties are clearly defined and how such roles relates to other roles or department in order to minimize conflict of effort. Therefore, the role and duties of marketing department in banks or any financial institution cannot be left out for every financial institution to work efficient as expected. Bank can be defined as financial institution that accept money from the surplus spending unit and gives to the deficit spending unit, to earn a living.  Also it can be viewed as an intermediate between the surplus spending unit (depositor) and the deficit spending unit (borrowed). For effective economic activities (Armstrong, G., & Kotler, P. 2023)
	Bank needs marketing department to achieve its organization goals, using marketing mix.  Therefore there is no way to explain the impact of marketing concept and market segmentation and the relationship with bank marketing concept, according to evil borden and mc earthy of Harvard university is the idea process or strategy used in achieving organizational objectives.  From the marketing.  Point of view, for important areas about which decision needs top be made are:-
a)	Product
b)	Price 
c)	Place
d)	Promotion
	Sometimes referred to as 4ps of marketing, they are known collectively as the marketing mix, must or almost every marketing activity are centered on the so called marketing mix. This marketing mix is related to the marketing activities in the bank as explained below:


Product    
Product is defined as any tangible goods that can be easily consumed.  But in the content of banking industry product does not really mean tangible goods by financial services rendered by banks to both actual and potential customers.  Some of the product (financial services)m rendered by banks are:    
1.	Cash handling 
2.	Money transmission 
3.	Investment 
4.	Lending
5.	Financial advice 
Price 
	Pricing is the process through which the exchange of a product is made easier.  Pricing is the contact of marketing is a process through which the product is offered in to the market to satisfy the customer needs and brings profit to the firm.
Pricing the product (financial services) rendered or offered by a bank is often more difficult than making pricing decision in a manufacturing outfit.
In determining the price of banks a number f factors will be considered.
1.) Bank customer relationship
2.) Special offer 
3.) Customer attitude / mode of operation 	
Place 
	The purposes of production are not satisfied.  If product price does not reach the customer.  Therefore, it is important to relate place as one of the marketing mix to the banks head offices, branches and agent are the right place where product (financial services) are marketed.
Promotion 
	Banks because of competitive array of operation needs promotion to let its buyers be aware of both existing and new services and to get customer informed about the use of new services promotion is prominent because of the following:-
1. Greater competition between banks
2. Increases in new services to attract customers attention.
1.2 Statement of Problems 
Despite advancements in technology and increased competition among banks in Nigeria, many still struggle to fully integrate marketing concepts into their operations. Some institutions focus solely on profit-making without due consideration of customer needs and preferences. Inadequate understanding and implementation of marketing strategies can result in poor customer retention, low service satisfaction, and reduced competitive advantage. This study seeks to examine the extent to which UBA adopts and applies marketing concepts in its operations and how this influences customer satisfaction, loyalty, and overall performance. There are many reasons for organization to adopt marketing strategy for management effectiveness, but, varies from one organization to another.  The major reasons which can be identified for the design and option of marketing strategy in an organization, particularly in banking sectors include the following.
1.	Identify the needs of the customer 
2.	Providing service to meet the identified and at the right price time and right place.
3.	Making some profit meeting customer needs.
1.3 	Research Questions
1. How effectively is the marketing concept implemented in UBA’s operations?
2. What marketing strategies are employed by UBA to meet customer needs?
3. How does the application of marketing concepts affect customer satisfaction at UBA?
4. What is the relationship between the marketing concept and the performance of UBA?
1.4 	Objectives of the Study 
The objectives of this research work is to determine the relevance of marketing department in most banks, other objectives of the study are as follows:
1. To examine the extent to which UBA applies the marketing concept in its service delivery.
2. To identify the marketing strategies used by UBA to attract and retain customers.
3. To assess the impact of marketing orientation on customer satisfaction in UBA.
4. To evaluate the relationship between the marketing concept and overall performance in UBA.
1.5	Research Hypothesis
  	H₀₁: There is no significant relationship between the application of marketing concept and customer satisfaction in UBA.
H₀₂: The use of marketing strategies in UBA does not significantly influence customer loyalty.
H₀₃: There is no significant relationship between customer orientation and the overall performance of UBA.
H₀₄: The implementation of marketing concept has no significant impact on the competitiveness of UBA in the Nigerian banking industry.
1.6	Scope and Limitation of the Study
	This project work is basically concerned with the banking industry/Sector, United Bank for Africa Nigeria Plc, Ilorin Branch (Oja-Oba) as the particular reference.  Having, realized its major concerned on the impact of marketing activities in banking sector. 
1.7	Significance of the Study 
The importance of this study can not be over emphasized as it will go along way in consistency Union Bank of UBA to see to the complains of customers. According to (Armstrong, G., & Kotler, P. 2023). The study will also highlight the possible benefits and purpose of marketing department in the bank.  It will also serve as reference for future studies by management students. This study is significant for several reasons:
· It provides insight into how marketing strategies can be used to enhance performance in the banking sector.
· It helps bank management understand the importance of customer-oriented approaches.
· It contributes to academic literature on service marketing and banking in Nigeria.
· Policymakers and stakeholders may use the findings to improve marketing practices in the banking industry.

1.8      Definition of Terms
At this juncture, it is very imperatives to defined some terms used in this chapter to enhance the reader understanding.
1.)	Marketing:- This is the process of identifying the needs of the customers and providing the needs.
2.)	Price:- This is the value consumers place on a particular product, often termed and expressed in monetary form.
3.)	Place:- It includes the various activities the company undertake to make the product available and accessible to the target customer.
4.)	Financial Institution:- This is an institution that serve as a mediator between the surplus spending not and the deficit spending unit.
Marketing Segmentation:- For marketing effort to be effective the marketer should decide whether to treat his market as a single large unit or as a group of separate smaller unit called  market segments. 
1.9  	Organizational Plan of the Study 
Kotler, P., & Keller, K. L. (2024). Confirmed that Many writers have tried to see this particular issue from different perspectives and classification.  The chapters in this study are divided in to five.  The introduction chapter which the subject matter research objectives, scope of the study statement of problem e.t.c.  chapter two encompasses literature review in the field of study and examines the importance and needs for marketing in banking sector.  Chapter three deals with the historical background of Union Bank of Nigeria Plc and organization structure. Chapter five deals with conclusion, summary and recommendation.   

CH APTER TWO
				        LITERATURE REVIEW 
Introduction
This chapter reviews existing literature and theoretical frameworks related to the application of marketing concepts in the banking industry, with a focus on the Nigerian context. It also discusses key elements such as customer satisfaction, marketing strategies, and service delivery, particularly as they relate to the operations of United Bank for Africa (UBA) Kotler, P., & Keller, K. L. (2024).
2.1 Conceptual Review
Marketing is traditionally defined as the process of identifying, anticipating, and satisfying customer needs profitably. The marketing concept emphasizes customer orientation, integrated marketing efforts, and profitability. (Ojo, S. A. 2021).It suggests that long-term business success is achieved by understanding and meeting the needs of customers more effectively than competitors.
The five core concepts in marketing are:
1. Production Concept – Emphasizes efficiency in production and distribution.
2. Product Concept – Focuses on product quality and features.
3. Selling Concept – Centers on aggressive promotion to increase sales.
4. Marketing Concept – Focuses on customer needs and satisfaction.
5. Societal Marketing Concept – Balances company profits, customer satisfaction, and societal well-being.
The marketing concept is the most relevant to service industries like banking because it fosters long-term customer relationships, satisfaction, and loyalty.
The Nature of Marketing in the Banking Industry
The banking industry, particularly in Nigeria, has evolved from a product-centric to a customer-centric approach. According to (Okonkwo, E. & Ugochukwu, A. 2022).This transformation was driven by increasing competition, technological advancement, customer awareness, and regulatory reforms.
Key marketing activities in banks include:
· Identifying customer financial needs
· Segmenting the market
· Developing tailored banking products (e.g., loans, savings, investment options)
· Customer relationship management (CRM)
· Branding and advertising
· Digital marketing and mobile banking
Banks now recognize that understanding and responding to customer preferences is crucial for survival and growth.
Marketing Concept in Nigerian Banks
In Nigeria, banks like UBA have increasingly adopted the marketing concept due to:
· Deregulation and competition: After reforms by the Central Bank of Nigeria, banks needed to attract and retain customers through superior service and value.
· Customer awareness: Customers now demand quality, speed, and convenience, making traditional banking methods inadequate.
· Technology: Digital transformation requires banks to continuously assess customer needs and offer innovative products through mobile and online platforms.
However, despite these advances, some banks still focus on short-term profitability rather than customer satisfaction, indicating a gap in full implementation of the marketing concept.
	To different people and profession marketing means different things.  To a lay mean’s view marketing only means mere buying and selling. 	To some it is distribution of goods and services to the buyers but actual fact marketing is more than all these especially in this advancing situation we are now.  As a result of the board nature of marketing, it has not been easy to define it, although there are some global definitions yet, each of it has left one significant aspect of marketing or another out of focus.
	Here are some of the definitions given by authors, professional bodies and others.  Marketing can be defined as the management responsibility for identifying, anticipation and satisfying requirement’s probability.
	According to Yinka and Olorunlanbe, (2001),, marketing is the process of getting a product  that customer which involves a number of related business operation i.e finding out what the consumer want designed the product pricing the product so that consumer can but it and the manufacturer will benefit in term of product, people must aware of existence or availability of the product or service  through promotion getting the product to the nearest place of need i.e distribution.  For all these marketing than is management activities that involve planning coordinating, controlling evaluating and organizing.
	They also defined marketing as a performance of business activities that direct the flow of goods and service from producers to consumer at a profit.
	According to Muhammed (2023) defined marketing as social and managerial process by which individual and group obtain what they need and want through creating offering and exchanging product of value with other.  From the above definition one can deduced that marketing are various activities carried out by individual business and non- profit making organization that are converted into need want satisfying goods or service that are exchange  between the parties on mutually acceptable consideration. 
	Station (2023) defines marketing as a system which consist of all profitable human activities undertaking by the firm towards creation of satisfied customer.  He also sees marketing as a sum of many management activities which is a guiding principle for the operation in the organization and includes the following, marketing research product design and development, forecasting and planning and related finance function e.g huydgetary control.
	According, to Breach, (2024) marketing is the performance of business activities that direct the flow of goods and services from the producer to the customers or user at a profit.  Also marketing is a process of determining customer demand for a product or service motivating its sale and distributing it into ultimate consumption as a profit from the Italian word “Banco” which means “bench”.  This word came to be used to describe early banking activities as a result fl the practice of the London goldsmith who sat on benches while transacting who took deposits of.  These goldsmith were the early bankers who took deposits of gold and other precious metal from their clients and in return gave them receipts which eventually circulated among merchants and became bank notes. 
	The bank and other financial institution decrees (BOFID) 1991 section / defines a banking business as the business of receiving deposits on current account and similar accounts.  It also defines it further as the business of paying or collecting or collecting of cheques drawn by or paid in by customers.  (Onah, J. O. 2023).A bank is a corporation or person who accept money on current, pay cheque on such accounts on demand and collects cheque for customer (paget) Banking in brief can be defined as the intermediate between them surplus unit (people that save money) and the deficit unit (people that borrow money) within an economy.
Roles of Marketing In Banking Sector 
Marketing	 to all spheres of life, is like a blood vessel in the body, without which the body will stop functioning or mat function.  Banking industry renders financial service to customers, firm and government financial services are special because of the importance of money as source or power to make decision.  Plans to market such services should be dynamitic in meeting customer’s need profitable.  The marketing department of a bank makes it very imperative to achieve these aims and objectives by taking into consideration the following:
1. Competitors
2. Customers 
3. Product and price 
Competitors:- The marketing department will perform a marketing research to know and determine a unique service to be rendered to both its actual and prospective customers to standout other bank (competitor), by this preconceived objective of the bank will be achieved.
Customer:- Marketing department in a bank also plays some vita roles to make objective of the bank feasible and to satisfy with ad the type of service to be rendered to such customers.
Product and Price
Another responsibility saddled on the shoulder of marketing department of bank is to identify the type of product to be offered to both existing and potential customer’s through what is known as product mix and also determine the pricing system to set for such product (financial service) through price mix. 
The Functions of Marketing in Banking Sector
Marketing can be defined as the process of identifying anticipating and satisfaction of customer’s requirement as profitable.
More so, marketing is defined as the performance of business activities that direct the flow of goods and services from the producer to the consumer.
With these meaning the function of marketing department in banking sector can not be over emphasized.
Therefore, the function areas follows:
1. The marketers in banking industry create awareness about the existing products in the banking sector.
2. The normally go out and search for customers
3. They channel with responsibility of providing the best opportunities to cater for competition in the banking sector.
4. They decide on the best design during the packaging of banks products.
5. They think on how to improve the quality of product in hand.
6. They think on how to improve the quality of product in hand.
7. They come out with best option in order to minimize cost and maximize profit.
8. The activity of marketers determines the petition of banking the banking industry, for instance there are booming customers it will leads to a good standard of such bank.
9. Marketer also plan on future in order to come out with a designed programme which will bring in more profit for the bank.

2.2 Theoretical Review
The theoretical review provides the foundational marketing and management theories that support the study. These theories help to explain how and why marketing concepts should be applied in service-oriented industries like banking. This section focuses on the most relevant theories to the research.
The Marketing Concept Theory
The marketing concept theory is the core foundation of this study. It states that the key to achieving organizational goals lies in determining the needs and wants of target markets and delivering the desired satisfactions more effectively and efficiently than competitors.
Key principles of this theory include:
· Customer orientation
· Integrated marketing efforts
· Profitability through customer satisfaction
This theory directly supports the idea that banks, like UBA, should not focus solely on selling financial products but on building long-term customer relationships through satisfaction and value creation.


The Service Marketing Theory
The Service Marketing Theory highlights the unique characteristics of services—intangibility, inseparability, variability, and perishability (commonly known as IHIP). It emphasizes the need for:
· Personal interaction between the customer and the service provider
· Customization and quality of customer experience
· Building trust and brand reliability
In banking, where services are intangible and customer perception is vital, this theory justifies the use of strategic marketing practices, such as relationship marketing and quality service delivery.
Relationship Marketing Theory
This theory focuses on building long-term relationships with customers rather than short-term transactions. It emphasizes:
· Customer retention
· Loyalty programs
· Continuous engagement
In the context of UBA, this theory supports initiatives such as personalized banking, loyalty schemes, and after-service support, which are part of a customer-focused marketing strategy.
The Resource-Based View (RBV) Theory
The RBV theory suggests that competitive advantage is achieved through the effective use of a firm’s internal resources—such as skilled personnel, strong brand image, customer data, and innovative technology.
In the case of UBA, its vast branch network, digital platforms (e.g., UBA Leo), and Pan-African presence can be seen as strategic resources. By applying the marketing concept, UBA can leverage these resources to differentiate itself in a competitive market.
Consumer Behavior Theory
This theory helps explain how customers make decisions to use a service or product. It examines factors like:
· Perception of value
· Past experiences
· Trust in the brand
· Social influence
In banking, understanding consumer behavior is crucial to designing marketing campaigns and financial products that resonate with target audiences.
Summary of Theoretical Review
The application of the marketing concept in banking is supported by several interrelated theories. The Marketing Concept Theory provides the central framework, while the Service Marketing Theory, Relationship Marketing Theory, and Consumer Behavior Theory give insights into customer-centric approaches. The Resource-Based View explains how internal capabilities can be harnessed to implement these marketing principles effectively.
Together, these theories offer a strong foundation for analyzing UBA’s marketing activities and their impact on customer satisfaction and organizational performance.
2.3 	Empirical Review
Several studies support the importance of marketing in the banking sector:
· Adeyemi (2023) found that customer-oriented marketing increases customer retention in Nigerian banks.
· Okonkwo & Ugochukwu (2020) showed that integrated marketing communication strategies positively affect brand awareness.
· Ojo (2021) reported that the use of digital marketing tools like mobile apps and chatbots enhances customer engagement in UBA.
These findings reinforce the significance of applying marketing concepts for sustained success in the banking industry.
	As marketing department does not have the same roles or function with the sales department any other related department stands on is own and thee are various reasons why the existence of marketing department is imperative in an organization, particularly in banking industry.  The following are the importance of marketing in the banking sector.
1.)	The marketing department in bank has the task to identify strategies and programme for bank and other financial institution.
2.)	The marketing department are also saddled with the responsibilities of making a market research for detecting the actual problems fault in facility layout and also identify the market segment for banking industry.
3.) 	The Marketing department also helps the banks to interact with prospective customers to the bank and confirm the problem; the customers are having with the service being offered.
4.)	The marketing department also sees tom the smooth flow of services between the seller and the customers.

2.4	Gap Identification
Despite numerous studies on marketing practices in the Nigerian banking industry, several critical gaps still exist in the literature:
1. Limited Focus on Practical Implementation of Marketing Concepts:
While many studies discuss marketing strategies in theory, few provide in-depth analysis of how marketing concepts are practically implemented within Nigerian banks, especially in relation to customer service, segmentation, and digital transformation.
2. Insufficient Case-Specific Studies on UBA:
Although UBA is one of the largest and most innovative banks in Africa, there is limited academic research focusing specifically on UBA's application of the marketing concept. Most available studies are either general or focus on other banks, like GTBank or Zenith Bank.
3. Lack of Empirical Evaluation Linking Marketing to Bank Performance:
There is a shortage of empirical studies that quantify the relationship between the application of the marketing concept and measurable bank performance indicators (e.g., customer satisfaction, customer retention, revenue growth).
4. Neglect of Customer-Centric Digital Marketing Tools:
Recent technological advancements (e.g., AI chatbots, mobile apps, big data analytics) have redefined customer engagement in banks. However, few studies have explored how banks like UBA use these tools as part of a customer-focused marketing strategy.
5. Geographical Limitations in Existing Studies:
Most prior research either focuses on the Nigerian banking industry as a whole or on urban areas. There is a lack of studies that examine how marketing strategies are adapted across different regions or market segments within UBA’s diverse customer base.
 


CHAPTER THREE
RESEARCH METHODOLOGY
Introduction
This chapter outlines the methods and procedures used in conducting the research. According to Frain, J. 2024). It describes the research design, population, sample size, sampling techniques, sources of data, data collection methods, and analytical tools employed. The methodology is structured to ensure the study is valid, reliable, and capable of addressing the research questions and hypotheses presented in earlier chapters.
3.1	Research Design
This study adopts a descriptive survey design. The design is appropriate because it allows the researcher to collect data from a cross-section of respondents in order to describe, explain, and interpret the current application of marketing concepts within United Bank for Africa (UBA). Descriptive research helps in understanding perceptions, behaviors, and practices as they exist in the real world.
3.2 Population of the Study
The population of the study consists of both staff and customers of United Bank for Africa (UBA) within selected branches in Nigeria. The staff include marketing officers, customer service representatives, and branch managers, while customers include individual and business account holders.
3.3 Sample Size and Sampling Technique
Due to the large population, a representative sample will be drawn using a stratified random sampling technique. This ensures proportional representation of both staff and customers across selected UBA branches.
· Sample Size: A total of 120 respondents will be selected:
· 40 UBA staff (including marketing and customer service personnel)
· 80 UBA customers (individual and SME customers)
3.4 Validity and Reliability of the Instrument
· Validity: The questionnaire will be reviewed by academic experts and professionals in the banking industry to ensure content validity.
· Reliability: A pilot test will be conducted on 10 respondents (not included in the main study) to determine the internal consistency of the questionnaire using the Cronbach’s Alpha method.
3.5	Methods of Data Collection 
	In order to make the research work factual ad to have in depth study of the subject of the research, the research will used both primary ad secondary tertiary source of data. Quantitative data collected will be analyzed using descriptive statistics (such as frequency, percentage, and mean) and inferential statistics (such as Chi-square and correlation analysis). This will help test the research hypotheses and establish relationships between variables. Software tools like SPSS (Statistical Package for the Social Sciences) or Microsoft Excel may be used to facilitate analysis and presentation of results in tables and charts.
3.6 Ethical Considerations
The study will ensure:
· Voluntary participation: All participants will be informed of the purpose of the study and their right to withdraw at any time.
· Confidentiality: Responses will be treated with utmost confidentiality and used solely for academic purposes.
· Informed Consent: Participants will be asked to give verbal or written consent before taking part in the survey.


CHAPTER FOUR
DATA ANALYSIS
4.0 Data Presentation Analysis AND Interpretations Of Statistic Data 
This chapter present and analysis the result of the study.  The chapter is divided into two section.  The first second will include discussion on the socio.  demographic characteristics of respondents.  While the second section will deal with data analysis.
Analysis of the data was based on both qualitative and quantitative analysis statistics, mainly through simple frequency and percentage were used in describing the respondents in formation provided in the questionnaire.
4.1 Data Presentation
Socio-Demographic characteristics of the respondents
	Variable 
	
	Frequency
	Percentages 

	Sex 
	Male 
	45
	64.29

	
	Female 
	25
	35.70

	Marital status
	Single
	35
	50

	
	Married 
	20
	28.57

	
	Widow
	5
	7.14

	
	Divorce 
	10
	14.29

	Age 
	20-30years
	25
	35.71

	
	31-40years
	30
	42.86

	
	41-50years
	5
	7.14

	
	51 – above
	10
	14.29

	Ethnic tribe
	Indigene
	45
	64.26

	
	Other state
	25
	35.74

	
	Foreigner
	0
	0

	Occupation status
	Manager 
	2
	2.86

	
	Supervisor
	5
	7.14

	
	Clerk 
	33
	47.14

	
	Cashier 
	10
	14.29

	
	Other 
	20
	28.57 







4.1 Analysis of Data
Table 1: Do you keep account with any bank in Ilorin?
	Variable 
	Frequency 
	Percentage

	Yes 
	70
	91.43

	No 
	50
	8.57

	TOTAL 
	120
	100


Source: Research Survey 2025
	From the above table it show that 64 or about 91% the respondents keeps account with bank in Ilorin while 6 or about 9% of the respondents do not keep account with bank in Ilorin. 	
Table 2: For how long have you bee banking with your banks?
	Variable 
	Frequency 
	Percentage

	50year ago 
	40
	34.71

	10years ago 
	30
	28.57

	Less than 25years ago 
	20
	28.57

	More than 25years ago
	30
	7.14

	TOTAL 
	120
	100


Source:- Research Survey 2025
The above table shows that 25 or about 36% of the respondents had started banking for about 25years ago, 20 or about 29% of the respondents had started banking for between 10-25years and while 5 or about 7% of the respondents have started bank for more than 25 years.
Table 3: What keep you for that long time  
	Variable 
	Frequency 
	Percentage

	Security
	50
	14.28

	Better service 
	30
	28.57

	 Low lending rate 
	15
	21.43

	Quality product
	25
	35.71

	TOTAL 
	120
	100


Source:- Research Survey 2025
	From the table above 10 or about 14% of the respondents keeps banking with their banks due to security purpose 20 or about 29% of the respondents keep banking with their bank, 15 or about 21% keeps banking with their bank due to lending rate, while 25 or about 38% of the respondents keeps banking with their bank due to quantity product.   
	Table 4: Are you aware of the existence of marketing activities in the banking industry?
	Variable 
	Frequency 
	Percentage

	Yes 
	90
	90

	No 
	30
	10

	TOTAL 
	120
	100


Source:- Research Survey 2025
Table 5: Do you belief that marketing activities helps a, bank to strive within the completive area of the industry?
	Variable 
	Frequency 
	Percentage

	Yes 
	70
	95.23

	No 
	50
	4.77

	TOTAL 
	120
	100


Source:- Research Survey 2025
	From the above, it show that 63 or about 90% of the respondents are aware of the existence of marketing activities in the bank while 7 or about 100% do not aware.
 Table 6 of what benefit have you, since the introduction of the marketing activities in your bank?

	Variable 
	Frequency 
	Percentage

	Prompt and efficient service
	40
	47.60

	Unicard 
	30
	15.87

	Bonds and guarantee 
	20
	7.14

	All of the above
	30
	28.57

	TOTAL 
	120
	100


Source:- Research Survey 2025
	From the above, it shows that 30 or about 48% of the respondents have gained from marketing activities through prompt and efficient service while 70 or about 16% of the respondents have gained from marketing activities through unicard, while other i.e 5 or about 8% and 15 or about 29% of the respondents gained through bonds and guarantee.
	 
	Variable
	Frequency
	Percentages 

	Category of position  
	Senior staff 
	40
	14.29

	
	Intermediate 
	40
	28.57

	
	Junior staff 
	40
	57.4

	TOTAL
	
	120
	100


Source:- Research Survey 2025
In the above table, the socio-demographic characteristics of the respondents indicate that 48% or about 64% of the respondents occupy other position in the bank.  Finally, examination of the respondents based, on category of positions shows that 10 or about 29% are intermediate, while 40 or about 57% ofj the respondents are to junior staff. 
Table 7: How frequent are these benefits achieved?
	Variable 
	Frequency 
	Percentage

	Daily 
	40
	23.81

	Weekly 
	30
	11.11

	Monthly 
	25
	28.57

	Yearly
	25
	36.51

	TOTAL 
	120
	100


Source: Research Survey, 2025 
	From the table above, it shows how the respondents have been achieving from the benefit of marketing in banking industry.  It show that 15 or about 23.81%, or about 11%, 18 or about 29% and 23 or about 37%, have achieved daily, weekly monthly or yearly.
Table 8: With the introduction of marketing activities what strategy can you refer to have been used by your bank to have survived in the competitive environment?
	Variable 
	Frequency 
	Percentage

	SWOT analysis
	40
	47.62

	Pricing policy
	20
	23.81

	Quality control
	35
	28.81

	All of the above
	30
	4.76

	TOTAL 
	120
	100


Source: Research Survey, 2025 
	From the above table, it shows that 3 or about 48% of the respondents agreed that SWOT analysis is used by the bank, while 15 or about 24% agreed that, it’s the pricing policy and quality control strategy that the banks used to strive while 3 or about 5% chose all these available strategy.
4.3 Interpretation of Data
It is deduced from this research paper that the impact of marketing activities on the banking sector with a case study of UBA Plc Ilorin can not be over emphases.   It is discovered from finding s that other department in UBA as an organization are just attend to the customer introduced to the bank by marketing department.
Therefore, it was discovered from the findings through funds and data analysis that “the marketing management strategies has a positive impact on banking industries therefore can not be over emphasized.

CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1 Summary 
Efforts have being made in this research study to find or know the impact of marketing activities in banking sector.  In the review of related literature, references where mode to previous works of some eminent scholars.  The opinions of there scholar couples with interview and questionnaire were used to find out the impact of marketing activities on banking activities on banking activities and how banks triumph in the competitive world. 
In the past, organization could sell all they made banks and restaurant did not worry about services rendered, even institution, but now things have changed; Bank now have to be more responsive, keep improving, informed and provide quality and good services to customers and this can be achieved through marketing strategy.
The data collected through questionnaire were analyzed and tables were used to estimate the relationship.  In the result, it was shown that marketing activities has a treat impact on the banking industry.


5.2 Conclusion
The study concludes that the application of the marketing concept plays a crucial role in enhancing customer satisfaction, loyalty, and competitive advantage in the Nigerian banking sector. UBA’s strategic focus on customer needs, service innovation, and brand communication has positively contributed to its performance. However, the bank still faces challenges in fully embedding customer orientation across all departments and branches. A more integrated and data-driven marketing system is necessary for consistent delivery of value to customers. In summary, adopting the marketing concept is not only beneficial but essential for banks operating in a competitive and evolving financial environment like Nigeria.
From the analysis of data collected in this survey and the test of hypothesis, it can be rightly inferred that marketing activities has great impact in banking sector because of the following;
· Good customers services 
· An introduction to term work
· It makes banks to adapt more readily to change 
· Improvement in customer satisfaction 
5.3 Recommendation 
In the light of the above findings, the researcher makes the following recommendations that would help banks triumph in the competitive world.
There should be a marketing department with qualified professional marketer to achieve the desired goals. The right person should be given the right post in the marketing department Changes that affect banking operations generally and customers account in particular should be communicated promptly to the customers. Customers financial affairs should be handled utmost confidentially.
Regular seminars should be arranged to sensitized staff on the need for improve friendly services to customers. Lastly, the use of mass media such as television radio or newspaper in repositioning the bank and create awareness to the public should be intensified.  
Based on the findings, the following recommendations are made:
1. Deepen Customer Insight Through Data Analytics:
UBA should invest more in advanced customer relationship management (CRM) tools and data analytics to better understand and anticipate customer needs.
2. Strengthen Staff Training and Orientation:
Employees, especially at customer-facing levels, should be trained continuously on modern marketing principles, service ethics, and customer engagement.
3. Enhance Digital Marketing Capabilities:
Expand the use of social media, SEO, targeted email marketing, and AI tools to personalize services and reach wider segments of customers.
4. Improve Feedback and Complaint Management Systems:
Timely and efficient resolution of customer complaints will reinforce trust and loyalty. UBA should deploy more real-time feedback tools.
5. Promote Integrated Marketing Communication (IMC):
A coordinated use of advertising, public relations, promotions, and direct marketing will help reinforce UBA’s value proposition to its target market.
6. Customer-Centric Culture:
Encourage a corporate culture that sees marketing not as a department, but as a mindset that every employee, regardless of role, must embrace.
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