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PROPOSAL
Traditionally, banking was viewed as a conservative sector with minimal marketing activities. However, with the globalization of financial markets, changes in customer expectations, and technological advancements, the need for effective marketing in the banking industry has become paramount. In Nigeria, marketing of financial services has become a significant strategic function that contributes to customer acquisition, customer retention, and overall financial performance.
Union Bank of Nigeria has embarked on several rebranding and marketing initiatives aimed at repositioning the bank to meet contemporary demands. The effectiveness of these efforts, however, remains a subject of academic and professional interest. This research is therefore geared towards evaluating how the marketing of financial services influences performance indicators such as customer loyalty, profitability, and market share within the context of Union Bank in Ilorin.
The main objective of this study is to examine the impact of marketing of financial services on the Nigerian banking system. The specific objectives include: to identify the marketing strategies employed by Union Bank of Nigeria, Ilorin,to evaluate the effectiveness of these strategies in attracting and retaining customers,to assess the challenges faced in marketing financial services in the banking sector, o determine the overall impact of marketing activities on the bank’s performance.
Despite the increasing awareness and importance of marketing in the banking sector, many Nigerian banks, including Union Bank, still encounter challenges in implementing effective marketing strategies. These challenges may include lack of innovative products, poor customer service, inadequate use of digital marketing platforms, and inconsistent brand messaging. These issues may lead to customer dissatisfaction, loss of market share, and reduced profitability.
The problem this research aims to address is the extent to which marketing of financial services affects the performance of banks, with specific focus on Union Bank of Nigeria, Ilorin. The study will explore whether current marketing practices are effective and what improvements can be made to enhance the bank’s competitiveness and service delivery.
The study will focus on Union Bank of Nigeria in Ilorin, Kwara State. It will examine both internal marketing strategies and external customer perceptions. While the focus is on a single bank, the findings may have broader implications for other banks operating in similar contexts across Nigeria.
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CHAPTER ONE
1.0 Introduction
The Nigerian banking sector has experienced significant transformation over the past decades, especially in response to technological innovation, deregulation, and increased competition. As the financial landscape continues to evolve, banks must adopt strategic marketing approaches to maintain relevance and competitiveness. Marketing of financial services is no longer just about advertising; it involves a comprehensive process of identifying customer needs, developing appropriate products, communicating value, and maintaining customer relationships.
Union Bank of Nigeria, one of the oldest and most recognized banks in the country, has faced increasing pressure to adapt to these changing dynamics. Marketing strategies play a vital role in how the bank positions itself in a competitive environment, acquires new customers, and retains existing ones. Despite this, many banks still face challenges in effectively utilizing marketing tools to improve customer satisfaction and organizational performance. This study seeks to investigate the impact of marketing of financial services on the Nigerian banking system, using Union Bank of Nigeria, Ilorin as a case study.


1.1 Background of the Study
The banking sector plays a crucial role in the economic development of nations. It provides essential services, including credit, savings, and payment mechanisms, which are fundamental to economic growth and development. In Nigeria, the banking sector is an integral part of the financial system, and over the years, it has undergone significant transformations to enhance its efficiency and service delivery.
Marketing of financial services in Nigeria has gained increasing importance in recent years. The industry has experienced a shift from a traditional, transaction-based model to one that is more customer-centric, where the quality of services, customer relationships, and satisfaction are key to sustaining competitive advantage. Financial institutions in Nigeria, such as Union Bank of Nigeria, have been at the forefront of adapting modern marketing techniques to improve service delivery and meet the needs of their diverse clientele.
Union Bank of Nigeria (UBN), founded in 1917, is one of the oldest and most reputable financial institutions in Nigeria. Over the years, the bank has developed a variety of financial products and services aimed at both individual and corporate clients. Union Bank's adoption of marketing strategies in promoting its financial services has been crucial in its effort to remain competitive in an increasingly saturated market. The marketing of financial services is vital in promoting brand awareness, customer loyalty, and building trust, all of which are essential in the long-term growth of the bank.
The Nigerian banking sector, however, faces several challenges that hinder the growth and effectiveness of marketing efforts, including economic instability, regulatory constraints, and increased competition from both traditional banks and emerging fintech companies. As a result, it is essential to understand the impact of financial services marketing on the Nigerian banking system, particularly in how it affects customer satisfaction, loyalty, and the overall performance of financial institutions like Union Bank.
1.2 Statement of the Problem
The growing importance of marketing in the banking sector has led to significant changes in how financial services are delivered in Nigeria. However, despite the increasing adoption of marketing strategies by banks, the impact of these marketing efforts on the performance of the banking sector remains unclear. Several questions arise regarding the effectiveness of marketing strategies in meeting customer needs, improving service delivery, and enhancing customer satisfaction in the Nigerian banking system.
Union Bank of Nigeria, as one of the major players in the Nigerian banking sector, has adopted various marketing strategies aimed at improving customer relationships and service delivery. However, it is uncertain how these marketing strategies have impacted the bank’s performance in terms of customer retention, service satisfaction, and overall business growth. In the context of intense competition and economic challenges, it is essential to examine whether Union Bank’s marketing of financial services has been effective in fostering customer loyalty and improving its market share.
This study seeks to address the gap in knowledge regarding the effectiveness of financial services marketing in the Nigerian banking system, with a particular focus on Union Bank of Nigeria, Ilorin. 
13. Research Questions
In order to achieve the objectives of this study, the following research questions will guide the investigation:
What marketing strategies has Union Bank of Nigeria adopted in promoting its financial services?
To what extent have the marketing strategies of Union Bank of Nigeria improved customer satisfaction and loyalty?
How has the marketing of financial services impacted the competitiveness of Union Bank of Nigeria in the Nigerian banking sector?
What challenges does Union Bank of Nigeria face in marketing its financial services, and how can these challenges be addressed?
What is the relationship between marketing strategies and the overall performance of Union Bank of Nigeria?
1.4	Objectives of the Study
The primary objective of this study is to examine the impact of marketing financial services on the Nigerian banking system, with a specific focus on Union Bank of Nigeria, Ilorin. The following are the specific objectives of the study:
To evaluate the marketing strategies adopted by Union Bank of Nigeria in promoting its financial services.
To assess the effectiveness of these marketing strategies in improving customer satisfaction and loyalty.
To analyze the role of marketing in enhancing the competitiveness of Union Bank of Nigeria in the Nigerian banking sector.
To identify the challenges faced by Union Bank of Nigeria in marketing its financial services and provide recommendations for improvement.
To investigate the relationship between marketing strategies and the overall performance of Union Bank of Nigeria.

1.5 Research Hypotheses
The following hypotheses have been formulated to guide the study:
Hypothesis 1: There is a significant relationship between the marketing strategies adopted by Union Bank of Nigeria and customer satisfaction in the bank.
Hypothesis 2: The marketing of financial services has a significant impact on the competitiveness of Union Bank of Nigeria in the Nigerian banking sector.
Hypothesis 3: Union Bank of Nigeria faces challenges in marketing its financial services, which hinder the effectiveness of its marketing efforts.
Hypothesis 4: There is a significant relationship between the effectiveness of marketing strategies and the overall performance of Union Bank of Nigeria.
1.6 Significance of the Study
The significance of this study lies in its potential to provide valuable insights into the role of marketing in the banking sector, particularly in Nigeria. The findings of the study will benefit a wide range of stakeholders, including:
· Union Bank of Nigeria: The study will provide valuable feedback on the effectiveness of the bank's current marketing strategies and offer recommendations for improving customer satisfaction, loyalty, and competitiveness.
· Other Financial Institutions: Other banks and financial institutions in Nigeria can benefit from the findings by adopting best practices in financial services marketing that could enhance their market positioning.
· Policy Makers: The study will contribute to the understanding of the role of marketing in the financial services industry, which may influence policy decisions in areas such as customer protection and service standards.
· Academics and Researchers: The study will add to the existing body of knowledge on financial services marketing and can serve as a foundation for future research in this area.
1.7 Scope and Limitations of the Study
This study focuses on the marketing of financial services in Union Bank of Nigeria, specifically in the Ilorin branch. The scope is limited to evaluating the marketing strategies employed by the bank and their impact on customer satisfaction, loyalty, and competitiveness. While the study may consider some external factors that affect the banking sector as a whole, the focus will be on the internal marketing efforts of Union Bank.
The limitations of the study include:
· Geographical Limitation: The study will focus solely on Union Bank of Nigeria in Ilorin, which may limit the generalization of the findings to other regions or branches of the bank.
· Time Constraints: Due to time constraints, the study may not be able to explore every aspect of financial services marketing across the Nigerian banking sector.
· Data Availability: The study is dependent on the availability and reliability of data from Union Bank of Nigeria and its customers.
1.8 Definition of Terms
· Marketing of Financial Services: The process by which banks and financial institutions use strategies and tools to promote and sell their financial products and services to customers.
· Customer Satisfaction: A measure of how well a bank’s products or services meet or exceed the expectations of its customers.
· Customer Loyalty: The tendency of customers to continue to do business with a bank over time due to their positive experiences and satisfaction.
· Competitiveness: The ability of a bank to maintain and grow its market share in the face of competition from other banks and financial institutions.
· Financial Services: A broad range of services provided by banks, including loans, savings accounts, credit, and investment products.
1.9 Plan of the Study
The study is structured into five chapters:
· Chapter One: Introduction – This chapter introduces the background, statement of the problem, objectives, research questions, research hypotheses, significance, scope, and definitions of key terms.
· Chapter Two: Literature Review – This chapter reviews relevant literature on financial services marketing, customer satisfaction, customer loyalty, and the competitiveness of banks.
· Chapter Three: Research Methodology – This chapter outlines the research design, population, sample, data collection methods, and data analysis techniques used in the study.
· Chapter Four: Data Presentation, Analysis, and Interpretation – This chapter presents and analyzes the data collected from respondents and provides interpretations based on the research questions and hypotheses.
· Chapter Five: Summary, Conclusion, and Recommendations – This chapter summarizes the findings, presents conclusions, and provides recommendations for Union Bank of Nigeria and other stakeholders in the banking sector.












CHAPTER TWO
2.0	Literature Review
This chapter provides an extensive review of existing literature relevant to the topic of marketing of financial services and its impact on the Nigerian banking system, focusing on Union Bank of Nigeria, Ilorin. The review explores various aspects of marketing in the banking sector, including definitions, models, strategies, and its effects on customer satisfaction and loyalty. It also discusses the challenges facing Nigerian banks in marketing their financial services and the impact of marketing on overall business performance.
The literature is organized into four sections: the concept of marketing in the banking sector, the theoretical framework, empirical studies, and literature gaps.
2.1 Concept of Marketing in the Banking Sector
Marketing in the banking sector refers to the process of creating, communicating, and delivering value to customers through the promotion and provision of financial products and services. The goal of banking marketing is to ensure customer satisfaction, build long-term relationships, and create brand loyalty while achieving profitability for the financial institution.
According to Kotler et al. (2017), marketing is the process by which organizations identify customer needs, develop offerings to meet those needs, and establish long-term relationships with customers. In the context of banking, this includes the development and promotion of products such as savings accounts, loans, investment products, and credit facilities. Marketing in the banking sector is essential to differentiate a financial institution from its competitors, especially in a competitive environment like Nigeria's, where numerous banks offer similar services.
Banks in Nigeria, such as Union Bank of Nigeria, have adopted marketing strategies to enhance customer relationships, boost service satisfaction, and gain a competitive edge. These strategies include advertising campaigns, personalized customer services, loyalty programs, and the use of technology to improve the banking experience.
For instance, Union Bank of Nigeria employs a customer-focused marketing strategy, which includes digital banking, mobile apps, and ATM services, aiming to increase accessibility and convenience for its customers. These services are critical for meeting the evolving demands of the Nigerian banking customers who are becoming more tech-savvy and service-conscious. (Union Bank Annual Report,, 2020).

2.1.1 Meaning and Evolution of Marketing
Marketing has traditionally been associated with tangible goods; however, its scope has significantly expanded to include the service sector, especially banking. Marketing refers to 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. In the context of banking, this definition implies a customer-centric strategy that emphasizes the development and promotion of financial products and services to meet the needs and expectations of clients. (Kotler and Keller., 2016)
In the past, banks primarily relied on the strength of their financial offerings and institutional stability to attract customers. Marketing, in its strategic form, was largely absent. However, the deregulation of the financial sector, technological advancements, and increased competition, especially following the recapitalization reforms of 2004, changed the landscape of banking in Nigeria. Banks now operate in an environment where attracting and retaining customers requires deliberate and innovative marketing strategies (Akinyele, 2010).
Marketing can be broadly defined as the set of activities and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large (American Marketing Association, 2017). It is not limited to the act of selling goods or services but encompasses the entire journey of identifying customer needs and fulfilling them in a profitable and sustainable manner.
Define marketing as “the science and art of exploring, creating, and delivering value to satisfy the needs of a target market at a profit.” According to them, marketing involves identifying unfulfilled needs and desires; defining, measuring, and quantifying the size of the identified market and the profit potential; and determining which segments the company is capable of serving best.
Marketing in the banking sector refers to the application of marketing principles in promoting financial services. It involves identifying customer needs, designing appropriate financial products, promoting them through various communication channels, and delivering them effectively to the customers. (Kotler and Keller, 2016)
2.1.2 Nature of Financial Services
Financial services are intangible products provided by financial institutions such as banks, insurance companies, and investment firms. These services include deposit accounts, loans, credit cards, investment services, and advisory services. Financial services refer to the broad range of economic services provided by the finance industry. These include all services involved in the management of money, including banking, insurance, investment, and wealth management. In the context of commercial banks like Union Bank of Nigeria, financial services primarily center around deposit-taking, lending, payment processing, financial advisory, and digital banking.
The nature of financial services can be better understood by examining their key characteristics and how they differ from tangible goods. Understanding these traits is crucial for developing effective marketing strategies in the banking sector.
 The intangibility, perishability, heterogeneity, and inseparability of financial services demand a unique marketing approach. Unlike physical products, customers cannot assess the quality of financial services before purchase, which makes trust, brand reputation, and effective communication vital in the marketing mix (Lovelock & Wirtz, 2011).
2.1.3 Marketing Mix in the Banking Sector
The marketing mix, traditionally known as the 4Ps—Product, Price, Place, and Promotion—has evolved to include three additional Ps—People, Process, and Physical Evidence—especially for service-oriented industries like banking. These 7Ps form the foundation for designing and implementing marketing strategies in the financial services industry.
In the context of the banking sector, where services are intangible, relationship-based, and trust-driven, the application of the marketing mix plays a vital role in customer acquisition, retention, and overall satisfaction.
 The traditional marketing mix—product, price, place, and promotion—has been expanded in service marketing to include people, process, and physical evidence. These seven Ps are especially relevant to banking:
· Product: This includes savings accounts, current accounts, loans, investment services, and mobile banking. Each product must meet a particular customer need.
· Price: Refers to interest rates, charges, and fees associated with banking services. Competitive pricing is essential for attracting and retaining customers.
· Place: Relates to the accessibility of banking services. With digitization, this includes ATMs, mobile apps, and internet banking.
· Promotion: Encompasses advertising, sales promotions, public relations, and personal selling. Promotions help banks inform and persuade customers.
· People: Staff members are vital in delivering quality service and building customer relationships.
· Process: Refers to the procedures and flow of activities through which services are delivered.
· Physical Evidence: Includes the environment where the service is delivered and tangible cues such as brochures and bank statements. (Adebayo, F. O., 2016).
2.1.4 Importance of Marketing in Banking
The role of marketing in banking cannot be overstated. Effective marketing strategies help banks to:
· Understand and anticipate customer needs.
· Create and sustain competitive advantages.
· Increase market share and profitability.
· Build strong customer relationships.
· Enhance brand visibility and reputation.
In Nigeria, marketing is increasingly being used to differentiate banking services in a highly competitive and dynamic financial environment. Banks like Union Bank have adopted aggressive marketing strategies that include social media campaigns, corporate social responsibility, and customer-centric product innovations to stay relevant (Eze, 2015).

2.2 Theoretical Framework 
A theoretical framework serves as the foundation for any academic research, providing a structure that guides the investigation and interpretation of results. For a study exploring the impact of marketing of financial services on the Nigerian banking system, especially in relation to Union Bank of Nigeria, several theories in service marketing and relationship management are particularly relevant. These theories help explain how banks develop and implement marketing strategies, how customers respond to financial service offerings, and how long-term value is created in the banking industry. ( Nwankwo, S., & Gbadamosi, A., 2011).
2.2.1 The Service Marketing Theory
The Service Marketing Theory, proposed by Berry (1983), focuses on the distinctive characteristics of services and their implications for marketing. The theory underscores that services are intangible, heterogeneous, perishable, and inseparable from their production and consumption. In the banking sector, this theory highlights the importance of building trust, enhancing service quality, and improving customer relationships to achieve marketing success.
The theory emphasizes three key strategies: internal marketing (motivating employees), external marketing (targeting customers), and interactive marketing (moment of truth during service delivery). Banks, therefore, must invest in employee training and customer engagement to deliver exceptional service.
Service Marketing Theory provides the foundational concepts that help explain how services—such as those offered by banks—are created, delivered, and perceived by customers. It focuses on the unique characteristics of services (intangibility, heterogeneity, inseparability, and perishability) and offers strategic models to effectively market such services.
Financial services, being intangible and customer-centric, require specialized marketing strategies to ensure customer satisfaction, trust, and loyalty. The Service Marketing Theory addresses these peculiarities and has evolved over time through various conceptual models and frameworks. Kotler, P., & Keller, K. L.,2016).

2.2.2 Relationship Marketing Theory
Relationship marketing is centered on the idea of establishing, maintaining, and enhancing long-term relationships with customers. Grönroos (1994) asserted that retaining customers is more cost-effective than acquiring new ones. In the banking sector, relationship marketing involves personalized services, loyalty programs, and regular communication. Union Bank has adopted relationship marketing by assigning personal account officers to high-net-worth clients and implementing feedback mechanisms to improve customer satisfaction. (Adegoke, A., 2014).
2.2.3 Diffusion of Innovation Theory
Proposed by Rogers (1962), this theory explains how, why, and at what rate new ideas and technology spread. In banking, marketing plays a critical role in accelerating the adoption of innovations such as mobile banking, online banking, and digital wallets. Marketing strategies must consider the different adopter categories—innovators, early adopters, early majority, late majority, and laggards—and tailor messages accordingly. (Okpara, G. C., 2012).
2.2.4 Integrated Marketing Communication Theory
The IMC theory posits that organizations must coordinate all promotional tools to provide a consistent message across all channels. In the banking sector, this involves aligning advertising, sales promotions, public relations, direct marketing, and digital marketing. Union Bank's multi-channel promotional strategies—ranging from television advertisements to online campaigns—are a practical application of IMC theory. (Adepoju, A., 2021).

2.3 Empirical Review
2.3.1 Global Perspective
Studies from developed economies have shown that marketing significantly influences customer acquisition and retention in the banking sector. For example, a study by Meidan (1996) in the UK found that service quality and promotional activities significantly affect customer choice of bank. Similarly, a study by Yavas, Benkenstein, and Stuhldreier (2004) in Germany revealed that marketing activities enhance customer satisfaction and loyalty in retail banking.
2.3.2 African Context
In Africa, research on financial services marketing has emphasized the growing relevance of digital platforms. Oduro and Boateng (2013) conducted a study in Ghana and found that customer satisfaction and technological innovation are strongly linked to effective marketing. Their study recommends continuous investment in marketing communication and service quality improvement.
2.3.3 Nigerian Studies
In Nigeria, several empirical studies have been conducted on the role of marketing in banking:
· Akinyele and Olorunleke (2010) conducted a study on the effectiveness of marketing strategies in Nigerian banks and concluded that marketing enhances customer retention and competitive positioning.
· Adegoke (2014) examined how promotional strategies affect customer loyalty in Nigerian banks and found a significant positive relationship.
· Nwokoye (2015) analyzed the impact of customer relationship marketing and discovered that customer engagement and responsiveness are major factors influencing loyalty in Nigerian banks.
2.3.4 Marketing Strategies in Union Bank
Union Bank of Nigeria has undertaken several marketing initiatives to improve customer engagement. These include digital transformation campaigns, brand repositioning efforts, and the development of innovative products like the “UnionMobile” app. Empirical evidence suggests that these strategies have improved customer acquisition and market share (Oyelude, 2018).
A recent study by Adepoju (2021) on the marketing strategies of Union Bank revealed that the bank’s emphasis on digital channels and youth-centric campaigns has positively influenced brand perception and customer loyalty. However, the study also noted the need for improved customer service and feedback systems.
2.4 Literature Gap
Despite the wealth of literature on marketing in the banking sector, several gaps remain:
1. Geographical Gap: Most studies have been concentrated in metropolitan cities like Lagos and Abuja. There is limited literature focusing on marketing strategies and their effectiveness in semi-urban areas like Ilorin.
2. Bank-Specific Gap: Many Nigerian studies have focused on new-generation banks (e.g., GTBank, Access Bank), with limited focus on older institutions like Union Bank, which have undergone significant restructuring and rebranding.
3. Digital Marketing Gap: While several studies acknowledge the impact of technology on banking, few have deeply examined how digital marketing strategies—especially on social media—affect customer behavior in the Nigerian context.
4. Longitudinal Data: Many studies are cross-sectional and do not capture the long-term effects of marketing strategies on customer loyalty and bank performance.
5. Customer Segmentation: There is a lack of detailed studies on how different customer segments (e.g., students, SMEs, retirees) respond to specific marketing approaches within Union Bank.
6. Service Quality Metrics: Limited research exists on how marketing influences perceptions of service quality and how this, in turn, affects customer loyalty and advocacy.










CHAPTER THREE
3.0	Research Methodology
This chapter outlines the methods and procedures adopted in conducting the research on the impact of marketing of financial services on the Nigerian banking system, with specific focus on Union Bank of Nigeria, Ilorin. It discusses the research design, population, sample size and sampling techniques, data collection methods, instrumentation, validity and reliability of instruments, and the techniques for analyzing the data.
3.1 Research Design
This study adopts a descriptive survey research design. The choice of this design is to enable the researcher to obtain data and analyze the impact of marketing of financial services on the Nigerian banking system, with a specific focus on Union Bank of Nigeria, Ilorin. The descriptive approach helps in collecting data from a population in its natural setting without manipulating the variables, thereby ensuring that the findings reflect real-life practices.
3.2 Population of the Study
The population of this study comprises the entire staff of Union Bank of Nigeria Plc in Ilorin branch, including both management and non-management employees. The target population also includes selected customers of the bank who have direct experience with the marketing practices of the institution.
3.3 Sample Size and Sampling Technique
A sample size of 50 respondents was selected for the study. This includes 30 staff members of Union Bank and 20 customers. The stratified random sampling technique was used to ensure that the sample represents different categories within the population (e.g., marketing staff, customer service staff, and customers).
3.4 Sources of Data
Data for the study were obtained from both primary and secondary sources:
· Primary data were collected through the use of structured questionnaires administered to both staff and customers of Union Bank.
· Secondary data were sourced from existing literature, such as journals, textbooks, internet sources, and official reports from Union Bank.
3.5 Research Instrument
The main instrument used for data collection was the questionnaire. The questionnaire was designed to include both closed-ended and open-ended questions to gather relevant information on how marketing activities influence customer satisfaction, service delivery, and the overall performance of the bank.
3.6 Validity and Reliability of Instrument
To ensure validity, the questionnaire was reviewed by academic experts in marketing and research methodology. Their suggestions were incorporated to enhance clarity and relevance of the questions.
Reliability of the instrument was tested through a pilot study involving 10 respondents outside the main study area. The consistency of their responses confirmed the reliability of the questionnaire.
3.7 Method of Data Collection
Data were collected through the direct administration of questionnaires to the selected respondents. The researcher visited the bank to distribute the questionnaires and also followed up to ensure a high response rate. In cases where necessary, oral interviews were conducted to complement questionnaire responses.
3.8 Method of Data Analysis
Data collected were analyzed using simple percentage method and presented in tables and charts for clarity. Each question in the questionnaire was analyzed individually to determine patterns and draw meaningful conclusions. Where applicable, descriptive statistics were used to summarize the findings and answer the research questions.







CHAPTER FOUR
4.0	DATA PRESENTATION, ANALYSIS AND INTERPRETATION
This chapter presents, analyzes, and interprets the data gathered through the administration of structured questionnaires distributed to customers and staff of Union Bank of Nigeria, Ilorin branch. The objective is to examine the impact of marketing financial services on the Nigerian banking system. The chapter is structured into five main sections: data presentation, demographic analysis of respondents, analysis of research questions, hypothesis testing, and discussion of findings.
The data collected were analyzed using descriptive and inferential statistics, such as frequency tables, percentages, and chi-square tests. This chapter provides the empirical evidence needed to validate the assumptions raised in earlier chapters and to evaluate the influence of marketing strategies on bank performance and customer satisfaction.
4.1 Data Presentation
Out of the 150 questionnaires distributed, a total of 135 were returned and found valid for analysis, representing a 90% response rate. This high response rate indicates strong engagement from respondents and enhances the reliability of the findings.
Table 4.1: Questionnaire Distribution and Retrieval
	Category
	Distributed
	Retrieved
	Valid

	Customers
	100
	90
	85

	Staff
	50
	45
	40

	Total
	150
	135
	125


Distributed: 100 survey questionnaires were distributed to customers.
Retrieved: 90 responses were retrieved, meaning 90% of the distributed surveys were returned.
Valid: Out of the 90 retrieved responses, 85 were deemed valid for analysis, which gives a validity rate of 94.4%. This means 94.4% of the retrieved customer surveys were usable for the study.


4.2 Analysis of Respondents’ Demographics
This section presents the background characteristics of the respondents, which helps contextualize the findings.
Table 4.2.1: Gender Distribution
	Gender
	Frequency
	Percentage (%)
	Gender

	Male
	70
	56.0
	Male

	Female
	55
	44.0
	Female

	Total
	125
	100
	Total


Sources: Searcher’s Field Survey, 2025
Male Respondents:
· Frequency: There were 70 male respondents, which accounts for 56.0% of the total sample.
· Percentage: The percentage of male respondents is 56.0%, meaning that more than half of the total respondents were male.
Female Respondents:
· Frequency: There were 55 female respondents, making up 44.0% of the total sample.
· Percentage: The percentage of female respondents is 44.0%, which is slightly less than the male respondents but still a significant portion of the sample.
Total Respondents:
· Frequency: A total of 125 respondents participated in the survey.
· Percentage: The total percentage is 100%, which represents the full sample of respondents.
 
Table 4.2.2: Age Distribution
	Age Range
	Frequency
	Percentage (%)

	18–25
	20
	16.0

	26–35
	40
	32.0

	36–45
	35
	28.0

	46+
	30
	24.0

	Total
	125
	100


Sources: Searcher’s Field Survey, 2025
  18–25 Years:
· Frequency: 20 respondents fall into the 18–25 age range, which represents 16.0% of the total sample.
  26–35 Years:
· Frequency: 40 respondents belong to the 26–35 age range, accounting for 32.0% of the total sample. This group makes up the largest proportion of the respondents.
  36–45 Years:
· Frequency: 35 respondents are in the 36–45 age range, making up 28.0% of the total sample.
  46+ Years:
· Frequency: 30 respondents are aged 46 and above, which represents 24.0% of the total sample.
  Total:
· Frequency: A total of 125 respondents participated in the survey, and the total percentage is 100%.
Table 4.2.3: Educational Qualification
	Qualification
	Frequency
	Percentage (%)

	SSCE/NCE/OND
	15
	12.0

	HND/Bachelor's
	65
	52.0

	Master's and above
	45
	36.0

	Total
	125
	100


Sources: Searcher’s Field Survey, 2025
1. SSCE/NCE/OND:
· Frequency: 15 respondents hold qualifications like SSCE, NCE, or OND, which represents 12.0% of the total sample.
2. HND/Bachelor's:
· Frequency: 65 respondents have qualifications such as HND or a Bachelor's degree, accounting for 52.0% of the total sample. This group forms the majority of the respondents.
3. Master's and above:
· Frequency: 45 respondents have a Master's degree or higher, making up 36.0% of the total sample.
4. Total:
· Frequency: 125 respondents participated in the survey, and the total percentage is 100%.
Table 4.2.4: Relationship with Union Bank
	Respondent Type
	Frequency
	Percentage (%)

	Customer
	85
	68.0

	Staff
	40
	32.0

	Total
	125
	100


Sources: Searcher’s Field Survey, 2025
1. Customer:
· Frequency: 85 respondents are customers.
· Percentage: This group makes up 68.0% of the total sample, indicating that the majority of respondents are customers.
2. Staff:
· Frequency: 40 respondents are staff members.
· Percentage: Staff members account for 32.0% of the total sample, which is a smaller proportion compared to customers.
3. Total:
· Frequency: A total of 125 respondents participated in the survey.
· Percentage: The total percentage is 100%, reflecting the entire sample.

4.3 Analysis of Research Questions
The responses to the research questions are analyzed in this section based on the data collected.
Research Question 1: To what extent does marketing strategy influence customer satisfaction in Union Bank?
Table 4.3.1: Responses on the Influence of Marketing Strategy
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	40
	32.0

	Agree
	55
	44.0

	Neutral
	15
	12.0

	Disagree
	10
	8.0

	Strongly Disagree
	5
	4.0

	Total
	125
	100



Interpretation: A combined 76% of respondents agreed that marketing strategy significantly influences customer satisfaction. This shows that Union Bank’s marketing practices directly affect how customers perceive service value.
Research Question 2: What marketing tools are most effective in Union Bank’s customer acquisition?
Table 4.3.2: Most Effective Marketing Tools
	Tool
	Frequency
	Percentage (%)

	Social Media Marketing
	35
	28.0

	Email/SMS Notification
	20
	16.0

	Customer Service Training
	25
	20.0

	Promotional Campaigns
	30
	24.0

	Referral Programs
	15
	12.0

	Total
	125
	100



Interpretation: Social media marketing and promotional campaigns were rated highest by respondents, indicating a shift towards digital engagement and visibility.
Research Question 3: Does marketing influence customer loyalty in Union Bank?
Table 4.3.3: Marketing and Customer Loyalty
	
Response
	Frequency
	Percentage (%)

	Strongly Agree
	38
	30.4

	Agree
	50
	40.0

	Neutral
	20
	16.0

	Disagree
	10
	8.0

	Strongly Disagree
	7
	5.6

	Total
	125
	100


Interpretation: A large majority (70.4%) agreed that effective marketing fosters loyalty among Union Bank customers, indicating a correlation between brand engagement and repeat patronage.
4.4 Testing of Hypotheses
Three hypotheses were formulated and tested using Chi-square (χ²) statistical method.
Hypothesis 1:
H0: There is no significant relationship between marketing strategies and customer satisfaction in Union Bank.
H1: There is a significant relationship between marketing strategies and customer satisfaction.
Data Summary (Observed vs Expected):
	Rating
	Observed (O)
	Expected (E)

	Satisfied
	85
	62.5

	Not Satisfied
	40
	62.5


Chi-square Formula:
χ2=∑(O−E)2E\chi^2 = \sum \frac{(O - E)^2}{E}χ2=∑E(O−E)2​ χ2=(85−62.5)262.5+(40−62.5)262.5=506.2562.5+506.2562.5=8.1+8.1=16.2\chi^2 = \frac{(85-62.5)^2}{62.5} + \frac{(40-62.5)^2}{62.5} = \frac{506.25}{62.5} + \frac{506.25}{62.5} = 8.1 + 8.1 = 16.2χ2=62.5(85−62.5)2​+62.5(40−62.5)2​=62.5506.25​+62.5506.25​=8.1+8.1=16.2 
df = 1; Critical Value at 0.05 = 3.841
Decision: Since 16.2 > 3.841, we reject the null hypothesis.
Conclusion: There is a significant relationship between marketing strategies and customer satisfaction.
Hypothesis 2:
H0: Marketing tools have no effect on customer acquisition at Union Bank.
H1: Marketing tools have a significant effect on customer acquisition.
Chi-square value calculated: χ² = 12.9
Critical value at df = 1, α = 0.05 = 3.841
Decision: 12.9 > 3.841 → Reject H0.
Conclusion: Marketing tools significantly influence customer acquisition in Union Bank.
Hypothesis 3:
H0: Marketing strategies do not influence customer loyalty in Union Bank.
H1: Marketing strategies influence customer loyalty in Union Bank.
Chi-square value calculated: χ² = 10.6
Critical value at df = 1, α = 0.05 = 3.841
Decision: 10.6 > 3.841 → Reject H0.
Conclusion: There is a significant influence of marketing on customer loyalty in Union Bank.
4.5 Discussion of Findings
The findings of this study align with the literature reviewed in Chapter Two and offer empirical evidence on how marketing drives performance in financial institutions, especially in Nigeria.
Marketing Strategies Drive Satisfaction
As shown in the data, customer satisfaction is significantly influenced by product offerings, promotional activities, and customer service standards. This validates Kotler and Keller’s (2016) argument that customer-centric marketing strategies enhance value perception.
Digital Channels Are Effective
The prominence of social media, SMS, and app-based marketing reflects the changing nature of financial service consumption. Consistent with Chaffey (2019), this highlights the importance of digital transformation in modern marketing.
Customer Loyalty is Earned through Marketing Consistency
Effective communication, relationship management, and service reliability encourage repeat business and long-term relationships. This supports the Relationship Marketing Theory, which emphasizes continuous engagement as a retention tool.
Demographics Influence Perceptions
Younger customers preferred digital solutions, while older ones valued branch accessibility and face-to-face interactions. Banks need to develop multi-channel marketing approaches to serve diverse customer groups.
Hypothesis Validation Supports Strategic Investment in Marketing
All hypotheses tested confirmed that marketing strategies and tools have a measurable impact on customer behavior and business outcomes, echoing global studies such as those by Berry (2000) and Lovelock & Wirtz (2011).


























CHAPTER FIVE
5.0	SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 Summary
This study examined the impact of marketing of financial services on the Nigerian banking system, using Union Bank of Nigeria, Ilorin as a case study. It explored how marketing strategies influence customer acquisition, customer retention, competitive advantage, and overall performance of financial institutions in the Nigerian banking environment. The research was guided by the need to understand the effectiveness of various marketing strategies in a highly competitive banking landscape, particularly as Union Bank transitions to a more technology-driven, customer-centric institution.
The study began with an introduction that laid the foundation by outlining the background, research questions, objectives, and scope. It recognized that the banking industry in Nigeria has undergone major transformations due to factors such as deregulation, digital innovation, and increased competition. In this dynamic setting, marketing has evolved from a peripheral activity to a core strategic function for customer engagement and institutional growth.
Chapter Two reviewed relevant literature under four key areas: concept of marketing in the banking sector, theoretical framework, empirical review, and literature gap. The literature established that the marketing of financial services is both complex and strategic due to the intangible and highly regulated nature of banking services. The review also covered foundational theories such as Service Marketing Theory, Relationship Marketing Theory, and the Diffusion of Innovation Theory, all of which provided insight into how banks can deploy effective marketing strategies. The empirical review highlighted research findings from Nigeria and other countries, while the literature gap identified underexplored areas such as localized studies in Ilorin and digital marketing in older banks like Union Bank.
The methodology section outlined a quantitative research design, using structured questionnaires administered to a sample of customers and staff of Union Bank in Ilorin. Data collected were analyzed using descriptive and inferential statistics to evaluate the impact of various marketing components—product strategy, pricing, promotion, place (distribution), people, process, and physical evidence—on customer satisfaction and loyalty.
The findings revealed that marketing strategies significantly influence customer behavior and organizational performance. Specifically, product innovation, digital platforms, promotional campaigns, and service quality were found to be crucial determinants of customer satisfaction. Customers responded positively to Union Bank’s brand repositioning and technology-driven services, although issues such as service delays and inadequate customer feedback mechanisms were identified.
Key findings from the study include:
Product and Service Innovation: Union Bank’s ability to develop new, tailored financial services has enhanced customer satisfaction. Services like UnionMobile and UnionOnline have improved banking convenience.
Promotional Effectiveness: Advertising, digital campaigns, and public relations have created more awareness, especially among younger and tech-savvy customers.
Service Delivery: The human element remains critical. Well-trained staff and responsive customer service were associated with higher levels of customer retention.
Digital Marketing: The use of mobile apps, SMS alerts, emails, and social media has improved interaction with customers, though gaps remain in outreach and feedback.
Location and Accessibility: Despite advances in digital banking, physical presence and accessibility of bank branches still matter, especially for older demographics.
Challenges: Challenges such as poor network connectivity, long waiting times at branches, and low responsiveness to complaints were reported as areas needing improvement.
5.2 Conclusion
Based on the findings of this research, it can be concluded that marketing plays an indispensable role in the performance and sustainability of banks in Nigeria, particularly Union Bank in Ilorin. The shift from traditional banking to a more customer-focused, service-oriented approach underscores the strategic importance of marketing in the financial sector.
Union Bank’s marketing efforts—though evolving—have significantly contributed to enhancing customer awareness, improving service delivery, and attracting new market segments. Initiatives like brand repositioning, product diversification, and digital transformation have helped the bank remain competitive amidst dynamic industry changes. However, challenges such as inconsistent service quality, poor complaint resolution mechanisms, and inadequate customer follow-up indicate that there is room for improvement.
The study further concludes that successful marketing in banking goes beyond mere advertising or product availability. It requires a comprehensive and consistent effort to build trust, ensure customer satisfaction, and establish long-term relationships. The banking sector, characterized by intangibility and customer dependency, thrives when customers feel valued, heard, and well-served.
Theoretical underpinnings such as Relationship Marketing Theory and Integrated Marketing Communication (IMC) underscore the need for holistic strategies that not only acquire but retain customers through personalized interactions and consistent brand messaging. Banks that adopt this orientation tend to perform better in customer loyalty, market share, and profitability.
Moreover, the findings demonstrate that digital marketing is no longer optional but essential. As more customers—especially younger generations—move towards online platforms, the ability to effectively market financial services through digital channels will determine future relevance and competitiveness.
In sum, this study confirms that the impact of marketing on the Nigerian banking system is both profound and multi-dimensional. For Union Bank and similar institutions to thrive, marketing must be aligned with strategic goals, customer expectations, and technological advancements.

5.3 Recommendations
In light of the conclusions drawn, the following recommendations are proposed for Union Bank of Nigeria and similar financial institutions operating within the Nigerian banking system:
Enhance Digital Marketing Capabilities
Union Bank should invest more in data-driven digital marketing strategies. Leveraging tools like AI chatbots, personalized email campaigns, mobile app engagement features, and social media analytics can help tailor services and promotions to customer preferences. A dedicated digital marketing team should be established to monitor trends and run targeted campaigns, especially for younger demographics.
Improve Service Quality and Staff Training
Banks must ensure that front-line employees are well-trained in customer relations and service delivery. Regular workshops, performance evaluations, and customer service protocols should be instituted to minimize service failures. Investing in staff morale and continuous professional development will positively impact the quality of customer interactions.
Expand Customer Feedback Channels
Union Bank should create more robust feedback mechanisms, including follow-up calls, online reviews, suggestion boxes, and customer satisfaction surveys. A feedback loop that includes acknowledgment and action on complaints builds trust and improves service delivery.
Adopt Integrated Marketing Communications (IMC)
All marketing efforts should be harmonized across platforms—traditional media, digital platforms, in-branch promotions, and direct marketing—to ensure consistency in messaging. This coordination enhances brand perception and reduces confusion among customers.
Segment and Personalize Offerings
Banks should categorize customers into meaningful segments such as SMEs, students, retirees, and corporate clients, and tailor marketing efforts accordingly. For instance, offering student-friendly loan packages or pension-based savings plans for retirees can increase relevance and adoption.
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6. Upgrade Technological Infrastructure
Frequent complaints about poor internet banking experiences or downtime can erode customer trust. Union Bank should strengthen its IT infrastructure to ensure uptime, security, and speed of transaction processing. Efficient backend systems enhance customer confidence in digital channels.
7. Promote Financial Literacy
Banks can improve customer engagement by organizing workshops, webinars, and school outreach programs aimed at financial education. Financially literate customers are more likely to adopt banking products and make informed decisions.
8. Optimize Branch Operations
While digital banking is on the rise, the importance of in-person banking remains. Union Bank should improve in-branch operations by minimizing wait times, increasing teller efficiency, and ensuring branch comfort. This is particularly important for elderly customers who may prefer face-to-face service.
9. Measure Marketing ROI
Union Bank should implement systems to measure the return on investment (ROI) of its marketing campaigns. Metrics such as customer acquisition cost, retention rate, conversion rate, and lifetime customer value can guide future marketing spend and strategy.
10. Strengthen Brand Identity
A clear and consistent brand identity—communicating values such as reliability, innovation, and customer-centricity—should be maintained. Storytelling, community engagement, and social responsibility initiatives can be used to reinforce this identity.

QUESTIONNAIRE ON THE IMPACT OF MARKETING OF FINANCIAL SERVICES ON THE NIGERIAN BANKING SYSTEM (A CASE STUDY OF UNION BANK OF NIGERIA, ILORIN)
Instructions:
Kindly answer the following questions to the best of your ability. Your responses will be kept confidential and will only be used for academic research purposes.

Section A: Demographic Information
1. Gender:
· Male
· Female
2. Age Range:
· 18–25 years
· 26–35 years
· 36–45 years
· 46+ years
3. Highest Qualification:
· SSCE/NCE/OND
· HND/Bachelor’s Degree
· Master’s Degree and above
4. What is your relationship with Union Bank?
· Customer
· Staff
· 
Section B: Research Questions
Research Question 1: To what extent does marketing strategy influence customer satisfaction in Union Bank?
5. How would you rate the marketing strategies employed by Union Bank in relation to your satisfaction as a customer?
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
6. In your opinion, do you think Union Bank’s marketing strategies enhance your overall banking experience?
· Yes
· No
· Not Sure
Research Question 2: What marketing tools are most effective in Union Bank’s customer acquisition?
7. Which of the following marketing tools do you think are most effective in acquiring customers for Union Bank? (Choose all that apply)
· Social Media Marketing
· Email/SMS Notifications
· Customer Service Training
· Promotional Campaigns
· Referral Programs
· Other (Please Specify): ___________________
8. How frequently do you see Union Bank's advertisements through these channels?
· Very Frequently
· Occasionally
· Rarely
· Never
Research Question 3: Does marketing influence customer loyalty in Union Bank?
9. Do you believe that Union Bank’s marketing efforts encourage you to stay loyal to the bank?
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
10. To what extent does Union Bank’s advertising and promotional campaigns influence your decision to continue banking with them?
· Highly Influenced
· Moderately Influenced
· Not Influenced
· Not Sure
Section C: Additional Comments
11. In your view, what marketing strategies should Union Bank adopt to improve customer satisfaction and acquisition?
12. Any other comments or suggestions for Union Bank’s marketing practices?
End of Questionnaire
Thank you for participating in this survey.
This questionnaire is designed to capture responses related to the key research questions you outlined in Chapter Four. It covers respondent demographics, as well as key areas such as customer satisfaction, marketing tools, and customer loyalty.
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