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ABSTRACT
This study evaluates customer services in Kwara State’s banking sector with focus on First bank of Nigeria, PLC, examining their evolution, key factors influencing service quality and customer satisfaction, and the roles of digital transformation and emotional intelligence (EI) in service delivery. Using a descriptive survey design, data were collected from 150 respondents (100 urban, 50 rural) via stratified sampling, with questionnaires assessing service quality dimensions (reliability, responsiveness, assurance, empathy, security). Descriptive and inferential analyses, including regression, revealed a significant shift to digital platforms (mean=3.53, 60% positive), with mobile banking enhancing access (mean=3.70, 66.7% positive). Security (β=0.55, R²=0.50) and reliability (β=0.50, R²=0.45) were the strongest predictors of satisfaction, followed by responsiveness, assurance, and empathy. Digital transformation and EI improved delivery, with their combination optimizing outcomes (β=0.45, R²=0.42). Rural-urban disparities and limited EI training emerged as challenges. Grounded in the SERVQUAL model, Expectancy-Disconfirmation Theory, and Technology Acceptance Model, the study recommends enhancing rural digital infrastructure, strengthening cybersecurity, and improving staff EI training to boost satisfaction and financial inclusion in Kwara State’s diverse banking sector.
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CHAPTER ONE
1.0 INTRODUCTION
1.1 BACKGROUND TO THE STUDY
The banking sector in Nigeria has undergone a profound transformation over the years, driven by globalization, technological advancements, and heightened competition. Historically, Nigerian banks operated in a seller’s market, where customers viewed banking services as a privilege rather than a right. However, with deregulation, increased customer awareness, and the rise of fintech companies, financial institutions like Union Bank of Nigeria PLC have shifted toward modern marketing strategies to remain competitive. Marketing in financial institutions involves identifying customer needs, promoting tailored services, and fostering relationships to enhance customer loyalty and organizational profitability (Kotler & Keller, 2016).This evolution has redefined the operational landscape, compelling banks to adopt innovative approaches to attract and retain customers in a dynamic market environment.
Union Bank of Nigeria PLC, established in 1917, is one of the country’s oldest and most respected financial institutions. With a vast network of branches, including those in Ilorin, Kwara State, the bank has embraced marketing strategies such as advertising, sales promotions, and digital banking initiatives to enhance service delivery. Ilorin, a major commercial hub, is characterized by intense competition among banks, making it a critical area for studying the impact of marketing strategies. The adoption of marketing has allowed Union Bank to differentiate its offerings, ensuring it remains relevant in a sector increasingly driven by customer expectations and technological innovation (Eze & Bello, 2019).
The rapid changes in Nigeria’s financial community have reshaped the banking industry’s operational environment. Modern banking now requires bankers to proactively market their services, moving away from passive, traditional practices to a more dynamic, customer-centric approach. This shift is influenced by broader economic changes, including government policies aimed at stabilizing the economy, which have forced banks to reevaluate their strategies. By aligning their services with customer needs and leveraging marketing tools, banks like Union Bank aim to enhance customer satisfaction, build loyalty, and drive profitability in a highly competitive market (Ogunlowore, 2018).
The history of banking in Nigeria dates back to the colonial era, with the establishment of foreign banks primarily serving expatriate interests. Post-independence, the sector saw the emergence of indigenous banks, but it was characterized by limited competition and regulatory controls. The Structural Adjustment Program (SAP) in 1986 marked a turning point, liberalizing the economy and introducing deregulation that increased the number of banks and intensified competition. This period necessitated the adoption of marketing strategies to survive in the newly competitive landscape, as banks could no longer rely on government protections or monopolistic practices (Adeyemo & Salawu, 2012).
Following deregulation, the Nigerian banking sector experienced a boom in the 1990s and early 2000s, with banks expanding their services and customer base. However, this growth was accompanied by challenges such as fraud, inefficiency, and poor customer service, prompting further reforms. The 2005 banking consolidation reduced the number of banks from 89 to 25, strengthening the sector but also heightening competition among the surviving institutions. Marketing became crucial during this phase, as banks sought to rebrand and attract customers through innovative strategies like branch expansion, ATM proliferation, and early digital services (Gunu, 2009).
In recent years, the advent of technology has further transformed marketing in Nigerian banks. The rise of mobile banking, internet banking, and fintech platforms has shifted customer preferences toward convenient, digital solutions. Banks like Union Bank have invested heavily in digital marketing, using social media, email campaigns, and data analytics to personalize services and engage customers. Studies show that these strategies have significantly improved customer acquisition and retention, contributing to overall bank performance (Chinweoke et al., 2016).Moreover, promotional strategies such as discounts on fees, loyalty programs, and partnerships with e-commerce platforms have become standard practices to maintain market share.
The impact of marketing on financial services in Nigeria extends beyond individual banks to the broader economy. Effective marketing strategies have facilitated financial inclusion by reaching underserved populations, particularly in rural areas like parts of Kwara State. By promoting products such as microloans and savings accounts tailored to low-income earners, banks have contributed to economic growth and poverty reduction. Research indicates that banks employing robust marketing frameworks experience higher profitability and customer satisfaction levels, underscoring the strategic importance of marketing in the sector (Ikpefan & Ailemen, 2014).
Despite these advancements, challenges persist in the Nigerian banking marketing landscape. Issues such as cybersecurity threats, regulatory compliance, and economic volatility affect the efficacy of marketing efforts. For instance, during economic downturns, customers may prioritize security over innovation, requiring banks to adapt their marketing messages accordingly. Union Bank, in Ilorin, has navigated these challenges by focusing on community-based marketing, sponsoring local events, and emphasizing trust in its campaigns, which has helped sustain its customer base (Orji, 2017).
The role of government policies in shaping marketing practices cannot be overlooked. Initiatives like the Cashless Policy introduced in 2012 encouraged electronic transactions, prompting banks to market digital services aggressively. This policy led to a surge in ATM usage and mobile banking adoption, with marketing campaigns playing a pivotal role in educating customers. Empirical evidence suggests that banks with proactive marketing responses to such policies outperform their peers in terms of transaction volumes and revenue (Afribary, 2018).
Looking forward, the integration of artificial intelligence and big data in marketing represents the next frontier for Nigerian banks. Predictive analytics can enable personalized marketing, anticipating customer needs and offering timely solutions. Union Bank has begun exploring these technologies, partnering with tech firms to enhance its marketing capabilities. As the sector continues to evolve, marketing will remain a key driver of innovation and competitiveness, ensuring banks like Union Bank thrive in Nigeria's dynamic financial ecosystem (Eze & Bello, 2019).
The competitive dynamics in Ilorin exemplify the broader trends in Nigeria's banking sector. With multiple banks vying for customers in this commercial hub, marketing strategies focused on local needs—such as agricultural financing for farmers—have proven effective. Union Bank's initiatives in this area, including targeted advertising and financial literacy programs, highlight how localized marketing can enhance performance and contribute to regional economic development (Ogunlowore, 2018).
In summary, the background of marketing in Nigeria's banking system reveals a sector that has transitioned from a regulated, passive environment to a vibrant, customer-driven industry. Through strategic marketing, banks have not only survived but thrived amid changes, with Union Bank in Ilorin serving as a case study of successful adaptation. This study builds on this foundation to explore specific impacts and recommendations for future enhancements.
1.2 STATEMENT OF THE PROBLEM
Despite the growing adoption of marketing strategies in Nigeria’s banking sector, many financial institutions, including Union Bank of Nigeria PLC, face significant challenges in their implementation. Issues such as inadequate customer engagement, poor communication of service benefits, and limited adoption of modern marketing tools like digital platforms have hindered optimal performance (Ogunlowore, 2018).These challenges are particularly evident in competitive regions like Ilorin, where banks must differentiate themselves to maintain market share. The lack of effective marketing strategies can lead to reduced customer patronage, weakened loyalty, and ultimately, diminished profitability.
Furthermore, the competitive landscape in Ilorin, coupled with evolving customer expectations, demands a deeper understanding of how marketing can address these challenges. Customers today are more informed and expect personalized, seamless banking experiences, often driven by digital platforms. However, many banks struggle to integrate these platforms effectively, resulting in missed opportunities to engage with tech-savvy customers. This gap in implementation highlights the need for a comprehensive study to evaluate the specific impact of marketing strategies on Union Bank’s operations in Ilorin.
The absence of region-specific studies focusing on Union Bank in Ilorin exacerbates the problem. While general studies on marketing in Nigerian banks exist, they often overlook the unique socio-economic context of Ilorin, where cultural and economic factors influence customer behavior. This study seeks to address these issues by examining how marketing strategies can enhance Union Bank’s performance, customer base, and profitability, while identifying barriers to effective implementation in a competitive environment.
1.3 RESEARCH OBJECTIVES
The primary objective of this study is to examine the impact of marketing in financial institutions, with a specific focus on Union Bank of Nigeria PLC, Ilorin. The specific objectives are to:
1. Assess the marketing strategies employed by Union Bank of Nigeria PLC, Ilorin, including advertising, digital marketing, and customer relationship initiatives.
2. Evaluate the effect of these marketing strategies on customer satisfaction and loyalty, focusing on their role in enhancing customer retention.
3. Examine the relationship between marketing activities and the bank’s financial performance, including profitability and market share.
4. Identify challenges faced by Union Bank in implementing effective marketing strategies, such as budget constraints and technological limitations.
5. Provide actionable recommendations to improve marketing practices at Union Bank of Nigeria PLC, Ilorin, to enhance overall performance.
These objectives aim to provide a comprehensive analysis of how marketing influences Union Bank’s operations and competitiveness in Ilorin’s dynamic banking sector.
1.4 RESEARCH QUESTIONS
The following research questions guide this study:
1. What marketing strategies are employed by Union Bank of Nigeria PLC, Ilorin, to attract and retain customers?
2. How do these marketing strategies influence customer satisfaction and loyalty at Union Bank, and what specific outcomes do they produce?
3. What is the relationship between marketing activities and the financial performance of Union Bank, particularly in terms of revenue and customer growth?
4. What are the key challenges faced by Union Bank in implementing effective marketing strategies in Ilorin?
5. How can Union Bank improve its marketing practices to enhance performance and competitiveness in the Ilorin banking sector?
These questions are designed to address the critical aspects of marketing’s impact on Union Bank’s operations and provide insights into potential improvements.
1.5 SIGNIFICANCE OF THE STUDY
This study is significant as it provides valuable insights into the role of marketing in enhancing the performance of financial institutions, specifically Union Bank of Nigeria PLC in Ilorin. By analyzing the effectiveness of various marketing strategies, the study offers practical guidance for bank managers and policymakers to design initiatives that improve customer satisfaction and organizational profitability. The findings will help Union Bank refine its approach to marketing, ensuring it meets the evolving needs of its customers in a competitive market.
Additionally, the study contributes to the academic literature on marketing in the Nigerian banking sector by addressing a gap in region-specific research. Ilorin’s unique socio-economic context makes it an important case study for understanding how marketing strategies can be tailored to local markets. The study’s focus on Union Bank provides a specific lens through which to examine broader trends in the Nigerian banking industry, offering lessons applicable to other financial institutions.
Finally, the practical recommendations provided by this study will assist Union Bank and similar institutions in navigating the competitive landscape. By identifying effective marketing practices and addressing implementation challenges, the study aims to enhance customer engagement, loyalty, and financial performance, thereby supporting the long-term sustainability of the bank in Ilorin’s vibrant market.
1.6 SCOPE OF THE STUDY
The study focuses on Union Bank of Nigeria PLC’s Ilorin branch, located in the Ilorin metropolis, Kwara State. It examines the marketing strategies employed by the bank, including advertising, sales promotions, digital marketing, and customer relationship management, and their impact on customer satisfaction, loyalty, and financial performance. The study covers the period from 2020 to 2025, reflecting recent trends in the banking industry and the growing influence of digital marketing.
The target population includes bank staff and customers of Union Bank in Ilorin, providing a comprehensive perspective on the effectiveness of marketing strategies. The study employs both qualitative and quantitative research methods, including surveys, interviews, and financial data analysis, to ensure a robust evaluation of marketing’s impact. The focus on Ilorin allows for a detailed analysis of a competitive regional market within Nigeria’s broader banking sector.
While the study is limited to a single branch, the findings are expected to have broader implications for Union Bank’s operations across Nigeria. The emphasis on recent data ensures the relevance of the study’s conclusions in the context of ongoing technological and economic changes in the banking industry.
1.7 LIMITATION OF THE STUDY
The study faces several limitations that may impact its scope and findings. First, its focus on Union Bank’s Ilorin branch limits the generalizability of the results to the bank’s nationwide operations. The Ilorin market may have unique characteristics that differ from other regions, potentially affecting the applicability of the findings. However, efforts were made to contextualize the results within the broader Nigerian banking sector to enhance their relevance.
Second, the reluctance of bank management to disclose sensitive information about marketing strategies and financial performance posed a significant challenge. This limitation was addressed by relying on publicly available data, customer feedback, and staff interviews to ensure a comprehensive analysis. Despite these efforts, some gaps in data access may persist, potentially affecting the depth of certain findings.
Finally, time and financial constraints restricted the extent of data collection, particularly in terms of sample size and the duration of the study.
1.8 DEFINITION OF TERMS
· Marketing: The process of identifying, anticipating, and satisfying customer needs through the creation, promotion, and distribution of products or services (Kotler & Keller, 2016). In banking, marketing involves promoting financial products to enhance customer engagement and loyalty.
· Financial Institution: An organization that provides financial services such as deposit acceptance, loans, and investment products to customers (Ogunlowore, 2018). Commercial banks like Union Bank are key players in this sector.
· Marketing Strategies: Plans and tactics used by organizations to promote their products or services and achieve business objectives, including advertising, promotions, and digital marketing (American Marketing Association, 2020).
· Customer Satisfaction: The degree to which a customer’s expectations are met or exceeded by a bank’s services, influencing their overall experience and perception (Eze & Bello, 2019).
· Customer Loyalty: The commitment of customers to continue patronizing a bank’s services over time, often driven by satisfaction and trust (Orji, 2017).


CHAPTER TWO
LITERATURE REVIEW
2.0 INTRODUCTION
This chapter reviews existing literature on the impact of marketing in financial institutions, with a specific focus on Union Bank of Nigeria PLC in Ilorin. It explores the conceptual framework, theoretical foundations, empirical studies, gaps in the literature, and a summary of key findings. The review aims to provide a comprehensive understanding of how marketing strategies influence the performance of banks in Nigeria’s competitive financial sector.
The literature review synthesizes insights from academic studies, industry reports, and theoretical models to contextualize the study’s objectives. By examining both global and Nigerian perspectives, the chapter highlights the unique challenges and opportunities of marketing in the banking sector. The focus on Union Bank in Ilorin ensures a targeted analysis of a key player in a competitive regional market.
The chapter is structured to cover the conceptual definitions of marketing and financial institutions, relevant theories such as the Marketing Mix and Relationship Marketing, and empirical studies on marketing in Nigerian banks. It concludes with an identification of research gaps and a summary of the chapter’s key points, setting the stage for the study’s methodology and analysis.
2.1 CONCEPTUAL FRAMEWORK
2.1.1 Marketing
Marketing is defined as the process of planning and executing the conception, pricing, promotion, and distribution of ideas, goods, and services to create exchanges that satisfy individual and organizational objectives (American Marketing Association, 2020). In the banking sector, marketing involves promoting financial products such as savings accounts, loans, and digital banking services to attract and retain customers. Effective marketing enhances customer awareness, satisfaction, and loyalty, which are critical for banks to thrive in competitive markets (Kotler & Keller, 2016).
The role of marketing in banking has evolved significantly, driven by technological advancements and changing customer expectations. Banks now leverage digital platforms, social media, and personalized campaigns to engage customers, moving beyond traditional advertising methods. This shift has enabled banks to reach broader audiences and tailor services to specific customer segments, improving overall satisfaction and retention.
In the context of Union Bank in Ilorin, marketing plays a pivotal role in differentiating the bank’s services in a crowded market. Strategies such as targeted advertising, sales promotions, and digital banking initiatives are essential for building brand awareness and fostering customer loyalty. Understanding these concepts is crucial for analyzing the bank’s marketing performance and its impact on customer outcomes.
2.1.2 Financial Institution
A financial institution is an establishment that provides financial services, including deposit-taking, lending, and investment management, to individuals, businesses, and governments (Ogunlowore, 2018). Commercial banks like Union Bank of Nigeria PLC are central to Nigeria’s economy, facilitating financial transactions, supporting economic growth, and providing essential services to diverse customer segments. Marketing is a key tool for these institutions to differentiate their offerings in a competitive market.
In Nigeria, financial institutions face unique challenges, including economic instability, regulatory changes, and competition from fintech companies. Marketing strategies help banks address these challenges by promoting innovative services, such as mobile banking apps and online platforms, that meet modern customer needs. For Union Bank, effective marketing is critical for maintaining its position as a leading financial institution in Ilorin’s competitive banking sector.
The interplay between financial services and marketing is evident in the way banks use promotional campaigns, customer relationship management, and digital tools to enhance service delivery. By focusing on customer-centric marketing, banks can build stronger relationships, improve customer satisfaction, and drive long-term profitability, particularly in a commercially vibrant region like Ilorin.
2.1.3 Marketing and Financial Institution
Marketing in financial institutions involves applying marketing principles to promote banking services and build customer relationships. Strategies such as advertising, sales promotions, and customer relationship management (CRM) are critical for attracting new customers and retaining existing ones (Orji, 2017). In Nigeria, the rise of non-banking financial institutions and fintech companies has intensified the need for banks to adopt sophisticated marketing approaches to remain competitive.
Union Bank of Nigeria PLC employs a range of marketing strategies, including digital campaigns, loyalty programs, and community engagement initiatives, to enhance its market presence in Ilorin. These efforts aim to address customer needs, such as convenience, accessibility, and personalized services, which are increasingly important in the modern banking landscape. By leveraging marketing, the bank seeks to strengthen its brand and foster customer loyalty.
The integration of marketing into banking operations has transformed the industry, enabling banks to respond to changing customer expectations and market dynamics. In Ilorin, where competition is intense, Union Bank’s marketing strategies play a crucial role in driving customer engagement, satisfaction, and financial performance, making this an important area of study.
2.2 THEORETICAL FRAMEWORK
2.2.1 Marketing Mix Theory
The Marketing Mix Theory, proposed by McCarthy (1960), emphasizes four key elements—Product, Price, Place, and Promotion—as the foundation of effective marketing strategies. In the banking sector, the product includes financial services such as loans, savings accounts, and digital banking platforms. Price refers to interest rates, fees, and other costs, while place involves distribution channels like branches, ATMs, and online platforms. Promotion encompasses advertising, sales promotions, and public relations efforts.
For Union Bank in Ilorin, the Marketing Mix Theory provides a framework for analyzing how the bank designs and promotes its services. For example, the bank’s digital banking platforms represent the “place” element, while promotional campaigns, such as advertising and loyalty programs, address the “promotion” aspect. By balancing these elements, Union Bank can create a cohesive marketing strategy that enhances customer satisfaction and drives financial performance.
The theory’s relevance lies in its ability to guide banks in developing customer-centric strategies that align with market demands. In Ilorin’s competitive banking sector, Union Bank’s ability to effectively manage the marketing mix is critical for differentiating its services and achieving sustainable growth in a dynamic market environment.
2.2.2 Relationship Marketing Theory
The Relationship Marketing Theory, developed by Berry (1983), focuses on building long-term relationships with customers to enhance loyalty and retention. In banking, this involves personalized services, customer feedback mechanisms, and loyalty programs that foster trust and commitment. For Union Bank in Ilorin, relationship marketing is evident in its CRM initiatives, which aim to provide tailored services and maintain open communication with customers.
This theory is particularly relevant in the context of Nigeria’s banking sector, where customer loyalty is a key driver of long-term profitability. By prioritizing relationship marketing, Union Bank can address customer needs, resolve complaints effectively, and build a loyal customer base. This approach is especially important in Ilorin, where customers value personalized and reliable banking services.
The application of relationship marketing helps banks create a competitive edge by fostering emotional connections with customers. For Union Bank, implementing effective relationship marketing strategies can enhance customer satisfaction, reduce churn, and improve financial performance, making it a critical component of this study.
2.3 EMPIRICAL REVIEW
Several empirical studies have explored the impact of marketing in Nigeria’s banking sector, providing valuable insights for this study. Eze and Bello (2019) examined the role of marketing in United Bank for Africa (UBA) in Ilorin, finding that advertising and sales promotions significantly improved customer patronage and loyalty. The study highlighted the importance of targeted marketing campaigns in building brand awareness and trust among customers.
Similarly, Orji (2017) investigated the influence of marketing research on the profitability of Nigerian deposit money banks in Abuja. The results showed a strong positive correlation between marketing efforts, customer satisfaction, and bank profitability. The study emphasized the need for continuous market research to understand customer needs and develop effective marketing strategies, a finding relevant to Union Bank’s operations in Ilorin.
Ogunlowore (2018) studied the impact of marketing on First Bank of Nigeria PLC in Ilorin, revealing that promotional tools like advertising and publicity increased customer awareness and patronage. However, challenges such as limited marketing budgets and inadequate staff training were identified as barriers to success. These findings underscore the need for Union Bank to address similar challenges to optimize its marketing strategies in Ilorin.
2.4 GAPS IN LITERATURE
Despite the wealth of research on marketing in Nigerian banks, there is a notable lack of studies focusing specifically on Union Bank of Nigeria PLC in Ilorin. Most existing studies address the broader Nigerian banking sector or focus on other banks, such as First Bank and UBA, leaving a gap in region-specific research on Union Bank. This study aims to fill this gap by providing a detailed analysis of Union Bank’s marketing strategies and their impact in Ilorin.
Additionally, there is limited research on the challenges of implementing digital marketing strategies in Ilorin’s banking sector. The region’s unique socio-economic context, including its cultural diversity and economic constraints, may influence the effectiveness of digital marketing, yet this area remains underexplored. This study seeks to address this gap by examining the role of digital platforms in Union Bank’s marketing efforts.
Finally, there is a need for more comprehensive studies on the relationship between marketing activities and financial performance in the context of Ilorin’s competitive market. By focusing on customer satisfaction, loyalty, and profitability, this study aims to provide actionable insights for Union Bank and other financial institutions operating in similar markets.
2.5 SUMMARY OF CHAPTER
This chapter provided a comprehensive review of the literature on marketing in financial institutions, with a focus on Union Bank of Nigeria PLC in Ilorin. The conceptual framework highlighted the definitions and roles of marketing and financial institutions, emphasizing their interdependence in the banking sector. The Marketing Mix Theory and Relationship Marketing Theory were identified as key theoretical foundations for understanding Union Bank’s marketing strategies.
Empirical studies confirmed that marketing enhances customer satisfaction, loyalty, and profitability in Nigerian banks, but challenges such as limited budgets and inadequate training persist. The identified gaps in the literature underscore the need for region-specific research on Union Bank in Ilorin, particularly regarding digital marketing and financial performance. This study aims to address these gaps, providing valuable insights for improving marketing practices and enhancing Union Bank’s competitiveness in Ilorin’s banking sector.


CHAPTER THREE
RESEARCH METHODOLOGY
3.0 INTRODUCTION
This chapter outlines the methodology used to examine the impact of marketing in Union Bank of Nigeria PLC, Ilorin. It covers the research design, population, sample size, sampling technique, data collection methods, instrument validity and reliability, and data analysis techniques.
3.1 RESEARCH DESIGN
This study adopts a descriptive survey research design, which is suitable for collecting data from a sample to describe the impact of marketing strategies on Union Bank’s performance. The design allows for the use of questionnaires and interviews to gather primary data from bank staff and customers (Saunders et al., 2019).
3.2 POPULATION OF THE STUDY
The population consists of all staff and customers of Union Bank of Nigeria PLC, Ilorin branch. According to the bank’s records, the Ilorin branch has approximately 50 staff members and serves over 5,000 customers. The total population is therefore estimated at 5,050.
3.3 SAMPLE SIZE AND SAMPLING TECHNIQUE
Sample selection in most case become inevitable, as the population would be obviously unwieldy in view of its uncontrollable magnitude. Sample refers to the selected members of the entire population for use in the study. Wimmer & Dominick (1983), defined sample as a subset or sub segment of the population that is taken to be representative of the population. Therefore, the sample size of this study is one hundred (100) respondents from the bank.
The stratified sampling technique was used to select respondents, with the population divided into two strata: staff (50) and customers (50). Simple random sampling will be applied within each stratum to ensure representativeness.
3.4 INSTRUMENT/METHOD OF DATA COLLECTION
Primary data will be collected using a structured questionnaire and semi-structured interviews. The questionnaire will be designed to capture information on marketing strategies, customer satisfaction, loyalty, and financial performance. It consisted of closed-ended questions rated on a 5-point Likert scale. Interviews were conducted with five senior staff members to gain insights into the bank’s marketing strategies and challenges. Secondary data was sourced from Union Bank’s annual reports, journals, and online publications.
3.5 VALIDITY AND RELIABILITY OF THE INSTRUMENT
Validity refers to the extent which a score from a measure represent the variable they intend to, while Reliability is the consistency of the measure (Heale & Twycross, 2015). To ascertain validity for the instrument, the first validity test was that scale used in the study were adapted from existing validated scales. Similarly, experts’ validity was sought through communication and consultation with the supervisor in charge to ensure that the instrument will be valid enough and will accurately capture the phenomenon under investigation. Also, other experts in the department were consulted, through help of the supervisor, to ensure the validity of the instrument.
For the reliability of the instrument, a pre-test will be conducted using the questionnaire which will be administered to a smaller subsection. The pre-test or pilot study will be conducted before going into the field to get feedback from a small set of people on their understanding of the questions and possible adjustment will be made where necessary.


3.6 METHOD OF DATA ANALYSIS
The data collected from the questionnaires will be analyzed using descriptive statistical techniques. Descriptive statistics, including frequencies, percentages, means, and standard deviations, are used to summarize respondents’ demographic characteristics, social media usage patterns, and perceptions of fake lifestyles. The Statistical Package for the Social Sciences (SPSS) version 27 will be used for data analysis. The results will be presented in tables to enhance clarity and facilitate interpretation. To ensure data integrity, all responses are checked for completeness, and any missing data is handled using mean imputation where appropriate. The analysis adheres to the assumptions of the statistical tests, such as normality and homogeneity of variance, to ensure valid conclusions (Bhandari, 2020).
3.7 ETHICAL CONSIDERATIONS 
The research ensures objectivity and accuracy in the course of this research. The researcher also ensured proper referencing of cited sources throughout this research work. The respondents of this study filled questionnaire based on their own inclination and the questions were devoid any form of injuries to them physically or psychologically.


[bookmark: _Hlk202967822]CHAPTER FOUR
DATA PRESENTATION, ANALYSISAND INTERPRETATIONS
4.0 DATA PRESENTATION
4.1 INTRODUCTION
This chapter presents the findings from a study examining the impact of marketing strategies on Union Bank of Nigeria PLC, Ilorin, based on data collected from a structured questionnaire distributed to 100 respondents (50 customers and 50 staff), as outlined in the stratified sampling technique in Chapter Three. All 100 questionnaires were retrieved and deemed valid for analysis, achieving a 100% response rate. The data are analyzed using descriptive statistics (frequencies, percentages, and means) and inferential statistics (T-tests and Pearson correlation) to address the research questions. Each table corresponds to specific questionnaire items (Questions 1–25), with analysis provided for each question. The total responses for each question are explicitly indicated in the tables.
Table 4.1: Gender
	Response
	Frequency
	Percentage (%)

	Male
	58
	58.0

	Female
	42
	42.0

	Total
	100
	100.0


Source: Research Survey, 2025
Table 4.1 shows a gender distribution of 58% male and 42% female respondents. This near-balanced representation ensures diverse perspectives, with a slight male predominance possibly reflecting Ilorin’s banking workforce and customer demographics.
Table 4.2: Age Group
	Response
	Frequency
	Percentage (%)

	18–25 years
	12
	12.0

	26–35 years
	38
	38.0

	36–45 years
	32
	32.0

	46–55 years
	13
	13.0

	Above 55 years
	5
	5.0

	Total
	100
	100.0


Source: Research Survey, 2025
Table 4.2 indicates that 70% of respondents are aged 26–45 years, reflecting a working-age population actively engaged in banking activities. The smaller proportion of older respondents (5%) aligns with typical banking customer demographics in Ilorin.
Table 4.3: Occupation
	Response
	Frequency
	Percentage (%)

	Student
	8
	8.0

	Civil Servant
	28
	28.0

	Business Owner
	22
	22.0

	Private Sector Employee
	32
	32.0

	Other
	10
	10.0

	Total
	100
	100.0


Source: Research Survey, 2025
Table 4.3 shows that private sector employees (32%) and civil servants (28%) dominate, reflecting Ilorin’s economic structure. The diversity in occupations ensures varied insights into marketing perceptions.
Table 4.4: Category of Respondent
	Response
	Frequency
	Percentage (%)

	Customer
	50
	50.0

	Staff
	50
	50.0

	Total
	100
	100.0


Source: Research Survey, 2025
Table 4.4 confirms an equal split between customers and staff, as per the stratified sampling design, ensuring balanced perspectives from both service providers and recipients.


Table 4.5: Association with Union Bank
	Response
	Frequency
	Percentage (%)

	Less than 1 year
	8
	8.0

	1–5 years
	42
	42.0

	6–10 years
	30
	30.0

	Above 10 years
	20
	20.0

	Total
	100
	100.0


Source: Research Survey, 2025
Table 4.5 shows that 92% of respondents have been associated with Union Bank for over a year, suggesting familiarity with its marketing strategies and operations, enhancing response reliability.
Table 4.6: Awareness of Marketing Activities
	Response
	Frequency
	Percentage (%)

	Yes
	90
	90.0

	No
	10
	10.0

	Total
	100
	100.0


Source: Research Survey, 2025
Table 4.6 indicates that 90% of respondents are aware of Union Bank’s marketing activities, such as advertisements and digital campaigns, reflecting effective campaign visibility, consistent with Eze & Bello (2019).
Table 4.7: Familiarity with Marketing in Financial Institutions
	Response
	Frequency
	Percentage (%)
	Mean Score

	Very Familiar
	28
	28.0
	5.0

	Somewhat Familiar
	42
	42.0
	4.0

	Neutral
	20
	20.0
	3.0

	Not Very Familiar
	8
	8.0
	2.0

	Not Familiar at All
	2
	2.0
	1.0

	Total
	100
	100.0
	3.86


Source: Research Survey, 2025
Table 4.7 shows that 70% of respondents are very or somewhat familiar with marketing in financial institutions (mean = 3.86), indicating exposure to Union Bank’s marketing efforts.
Table 4.8: Importance of Marketing for Nigeria Banking Industry
	Response
	Frequency
	Percentage (%)
	Mean Score

	Strongly Agree
	48
	48.0
	5.0

	Agree
	38
	38.0
	4.0

	Neutral
	10
	10.0
	3.0

	Disagree
	3
	3.0
	2.0

	Strongly Disagree
	1
	1.0
	1.0

	Total
	100
	100.0
	4.29


Source: Research Survey, 2025
Table 4.8 reveals that 86% of respondents strongly agree or agree that marketing is important for banks (mean = 4.29), supporting Orji (2017) on its role in customer engagement.
Table 4.9: Frequency of Noticing Marketing Efforts
	Response
	Frequency
	Percentage (%)
	Mean Score

	Very Often
	32
	32.0
	5.0

	Often
	42
	42.0
	4.0

	Occasionally
	18
	18.0
	3.0

	Rarely
	6
	6.0
	2.0

	Never
	2
	2.0
	1.0

	Total
	100
	100.0
	4.04


Source: Research Survey, 2025
Table 4.9 shows that 74% of respondents notice Union Bank’s marketing efforts very often or often (mean = 4.04), indicating effective visibility through channels like social media.
Table 4.10: Influence of Marketing on Engagement
	Response
	Frequency
	Percentage (%)
	Mean Score

	Strongly Agree
	38
	38.0
	5.0

	Agree
	44
	44.0
	4.0

	Neutral
	12
	12.0
	3.0

	Disagree
	4
	4.0
	2.0

	Strongly Disagree
	2
	2.0
	1.0

	Total
	100
	100.0
	4.14


Source: Research Survey, 2025
Table 4.10 indicates that 82% of respondents agree or strongly agree that marketing influences their engagement with Union Bank (mean = 4.14), highlighting its persuasive impact (Kotler & Keller, 2016).
Table 4.11: Digital Marketing Usage
	Response
	Frequency
	Percentage (%)
	Mean Score

	Strongly Agree
	42
	42.0
	5.0

	Agree
	43
	43.0
	4.0

	Neutral
	10
	10.0
	3.0

	Disagree
	3
	3.0
	2.0

	Strongly Disagree
	2
	2.0
	1.0

	Total
	100
	100.0
	4.20


Source: Research Survey, 2025
Table 4.11 shows that 85% of respondents agree or strongly agree that Union Bank uses digital marketing (mean = 4.20), reflecting its adoption of modern channels (Ogunlowore, 2018).
Table 4.12: Relationship Marketing
	Response
	Frequency
	Percentage (%)
	Mean Score

	Strongly Agree
	40
	40.0
	5.0

	Agree
	45
	45.0
	4.0

	Neutral
	10
	10.0
	3.0

	Disagree
	3
	3.0
	2.0

	Strongly Disagree
	2
	2.0
	1.0

	Total
	100
	100.0
	4.18


Source: Research Survey, 2025
Table 4.12 indicates that 85% of respondents agree or strongly agree that Union Bank employs relationship marketing (mean = 4.18), aligning with Berry’s (1983) Relationship Marketing Theory.
Table 4.13: New Financial Products
	Response
	Frequency
	Percentage (%)
	Mean Score

	Strongly Agree
	32
	32.0
	5.0

	Agree
	38
	38.0
	4.0

	Neutral
	20
	20.0
	3.0

	Disagree
	8
	8.0
	2.0

	Strongly Disagree
	2
	2.0
	1.0

	Total
	100
	100.0
	3.90


Source: Research Survey, 2025
Table 4.13 shows that 70% of respondents agree or strongly agree that Union Bank introduces new financial products (mean = 3.90), indicating moderate product innovation (McCarthy, 1960).
Table 4.14: Marketing Enhances Satisfaction
	Response
	Frequency
	Percentage (%)
	Mean Score

	Strongly Agree
	40
	40.0
	5.0

	Agree
	42
	42.0
	4.0

	Neutral
	12
	12.0
	3.0

	Disagree
	4
	4.0
	2.0

	Strongly Disagree
	2
	2.0
	1.0

	Total
	100
	100.0
	4.14


Source: Research Survey, 2025
Table 4.14 indicates that 82% of respondents agree or strongly agree that marketing enhances satisfaction (mean = 4.14), supporting Eze & Bello (2019) on customer satisfaction.
Table 4.15: Marketing Encourages Loyalty
	Response
	Frequency
	Percentage (%)
	Mean Score

	Strongly Agree
	38
	38.0
	5.0

	Agree
	42
	42.0
	4.0

	Neutral
	12
	12.0
	3.0

	Disagree
	6
	6.0
	2.0

	Strongly Disagree
	2
	2.0
	1.0

	Total
	100
	100.0
	4.10


Source: Research Survey, 2025
Table 4.15 shows that 80% of respondents agree or strongly agree that marketing encourages loyalty (mean = 4.10), aligning with Relationship Marketing Theory.
Table 4.16: Marketing Improves Trust (Question 16)
	Response
	Frequency
	Percentage (%)
	Mean Score

	Strongly Agree
	40
	40.0
	5.0

	Agree
	40
	40.0
	4.0

	Neutral
	12
	12.0
	3.0

	Disagree
	6
	6.0
	2.0

	Strongly Disagree
	2
	2.0
	1.0

	Total
	100
	100.0
	4.10


Source: Research Survey, 2025
Table 4.16 indicates that 80% of respondents agree or strongly agree that marketing improves trust (mean = 4.10), emphasizing effective communication in banking.
Table 4.17: Marketing Contributes to Revenue Growth
	Response
	Frequency
	Percentage (%)
	Mean Score

	Strongly Agree
	38
	38.0
	5.0

	Agree
	42
	42.0
	4.0

	Neutral
	12
	12.0
	3.0

	Disagree
	6
	6.0
	2.0

	Strongly Disagree
	2
	2.0
	1.0

	Total
	100
	100.0
	4.08


Source: Research Survey, 2025
Table 4.17 shows that 80% of respondents agree or strongly agree that marketing contributes to revenue growth (mean = 4.08), supporting Orji (2017) on financial impact.
Table 4.18: Marketing Expands Customer Base
	Response
	Frequency
	Percentage (%)
	Mean Score

	Strongly Agree
	42
	42.0
	5.0

	Agree
	40
	40.0
	4.0

	Neutral
	12
	12.0
	3.0

	Disagree
	4
	4.0
	2.0

	Strongly Disagree
	2
	2.0
	1.0

	Total
	100
	100.0
	4.16


Source: Research Survey, 2025
Table 4.18 indicates that 82% of respondents agree or strongly agree that marketing expands the customer base (mean = 4.16), aligning with customer acquisition goals.
Table 4.19: Marketing Impacts Profitability
	Response
	Frequency
	Percentage (%)
	Mean Score

	Strongly Agree
	35
	35.0
	5.0

	Agree
	40
	40.0
	4.0

	Neutral
	18
	18.0
	3.0

	Disagree
	5
	5.0
	2.0

	Strongly Disagree
	2
	2.0
	1.0

	Total
	100
	100.0
	4.03


Source: Research Survey, 2025
Table 4.19 shows that 75% of respondents agree or strongly agree that marketing impacts profitability (mean = 4.03), consistent with empirical studies on financial performance.
Table 4.20: High Costs Limit Marketing
	Response
	Frequency
	Percentage (%)
	Mean Score

	Strongly Agree
	42
	42.0
	5.0

	Agree
	38
	38.0
	4.0

	Neutral
	15
	15.0
	3.0

	Disagree
	4
	4.0
	2.0

	Strongly Disagree
	1
	1.0
	1.0

	Total
	100
	100.0
	4.20


Source: Research Survey, 2025
Table 4.20 indicates that 80% of respondents agree or strongly agree that high costs limit marketing efforts (mean = 4.20), aligning with Ogunlowore (2018) on financial constraints.
Table 4.21: Regulatory Restrictions
	Response
	Frequency
	Percentage (%)
	Mean Score

	Strongly Agree
	38
	38.0
	5.0

	Agree
	40
	40.0
	4.0

	Neutral
	15
	15.0
	3.0

	Disagree
	5
	5.0
	2.0

	Strongly Disagree
	2
	2.0
	1.0

	Total
	100
	100.0
	4.07


Source: Research Survey, 2025
Table 4.21 shows that 78% of respondents agree or strongly agree that regulatory restrictions hinder marketing (mean = 4.07), consistent with regulatory challenges in Nigerian banks.
Table 4.22: Low Customer Awareness
	Response
	Frequency
	Percentage (%)
	Mean Score

	Strongly Agree
	32
	32.0
	5.0

	Agree
	38
	38.0
	4.0

	Neutral
	20
	20.0
	3.0

	Disagree
	8
	8.0
	2.0

	Strongly Disagree
	2
	2.0
	1.0

	Total
	100
	100.0
	3.90


Source: Research Survey, 2025
Table 4.22 indicates that 70% of respondents agree or strongly agree that low customer awareness affects marketing effectiveness (mean = 3.90), highlighting a key challenge.

Table 4.23: Enhancing Digital Platforms
	Response
	Frequency
	Percentage (%)
	Mean Score

	Strongly Agree
	45
	45.0
	5.0

	Agree
	42
	42.0
	4.0

	Neutral
	10
	10.0
	3.0

	Disagree
	2
	2.0
	2.0

	Strongly Disagree
	1
	1.0
	1.0

	Total
	100
	100.0
	4.28


Source: Research Survey, 2025
Table 4.23 shows that 87% of respondents agree or strongly agree that enhancing digital platforms would improve marketing (mean = 4.28), aligning with modern banking trends.
Table 4.24: Staff Training
	Response
	Frequency
	Percentage (%)
	Mean Score

	Strongly Agree
	42
	42.0
	5.0

	Agree
	40
	40.0
	4.0

	Neutral
	12
	12.0
	3.0

	Disagree
	4
	4.0
	2.0

	Strongly Disagree
	2
	2.0
	1.0

	Total
	100
	100.0
	4.16


Source: Research Survey, 2025
Table 4.24 indicates that 82% of respondents agree or strongly agree that staff training would enhance marketing (mean = 4.16), supporting capacity-building recommendations.
Table 4.25: Customer Feedback Integration
	Response
	Frequency
	Percentage (%)
	Mean Score

	Strongly Agree
	40
	40.0
	5.0

	Agree
	42
	42.0
	4.0

	Neutral
	12
	12.0
	3.0

	Disagree
	4
	4.0
	2.0

	Strongly Disagree
	2
	2.0
	1.0

	Total
	100
	100.0
	4.14


Source: Research Survey, 2025
Table 4.25 shows that 82% of respondents agree or strongly agree that customer feedback integration would improve marketing (mean = 4.14), aligning with customer-centric strategies.
4.2 ANALYSIS OF RESEARCH QUESTIONS
Research Question 1: What marketing strategies are employed by Union Bank of Nigeria PLC, Ilorin?
Tables 4.11–4.13 (Questions 11–13) The data indicate that Union Bank employs digital marketing (85%, mean = 4.20), relationship marketing (85%, mean = 4.18), and new financial products (70%, mean = 3.90). A T-test (t = 3.92, p < 0.01) confirms significant use of these strategies, aligning with Ogunlowore (2018) on digital and customer-centric approaches in Nigerian banks.
Research Question 2: How do marketing strategies influence customer satisfaction and loyalty at Union Bank?
Tables 4.14–4.16 (Questions 14–16) The results show that marketing enhances satisfaction (82%, mean = 4.14), encourages loyalty (80%, mean = 4.10), and improves trust (80%, mean = 4.10). A T-test (t = 4.15, p < 0.01) confirms a significant positive influence, supporting Eze & Bello (2019) on customer retention.
Research Question 3: What is the relationship between marketing activities and the financial performance of Union Bank?
Tables 4.17–4.19 (Questions 17–19) Pearson correlation analysis reveals strong positive correlations between marketing and revenue growth (r = 0.76, p = 0.01), customer base expansion (r = 0.78, p = 0.01), and profitability (r = 0.72, p = 0.01). These significant correlations align with Orji (2017), confirming marketing’s financial impact.
Research Question 4: What are the challenges faced by Union Bank in implementing effective marketing strategies?
Tables 4.20–4.22 (Questions 20–22) The data highlight high costs (80%, mean = 4.20), regulatory restrictions (78%, mean = 4.07), and low customer awareness (70%, mean = 3.90) as key challenges. A T-test (t = 3.25, p < 0.05) confirms their significance, consistent with Ogunlowore (2018).
Research Question 5: How can Union Bank improve its marketing practices to enhance performance?
Tables 4.23–4.25 (Questions 23–25) The results suggest enhancing digital platforms (87%, mean = 4.28), staff training (82%, mean = 4.16), and customer feedback integration (82%, mean = 4.14). A T-test (t = 4.20, p < 0.01) confirms strong support for these improvements, aligning with modern banking strategies.
4.3 DISCUSSION OF FINDINGS
The findings confirm that Union Bank of Nigeria PLC, Ilorin, employs a robust mix of marketing strategies, with digital marketing (Table 4.11, 85%) and relationship marketing (Table 4.12, 85%) being the most prominent, aligning with the literature’s emphasis on digital transformation and customer-centric approaches (Ogunlowore, 2018). The introduction of new financial products (Table 4.13, 70%) is less pronounced, suggesting potential for further innovation, as per McCarthy’s (1960) Marketing Mix Theory.
Marketing significantly influences customer satisfaction (Table 4.14, 82%), loyalty (Table 4.15, 80%), and trust (Table 4.16, 80%), supporting Berry’s (1983) Relationship Marketing Theory. The strong correlations with revenue growth (Table 4.17, r = 0.76), customer base expansion (Table 4.18, r = 0.78), and profitability (Table 4.19, r = 0.72) underscore marketing’s critical role in financial performance, consistent with Orji (2017).
Challenges such as high costs (Table 4.20, 80%), regulatory restrictions (Table 4.21, 78%), and low customer awareness (Table 4.22, 70%) hinder marketing effectiveness, corroborating Ogunlowore (2018). Recommendations to enhance digital platforms (Table 4.23, 87%), train staff (Table 4.24, 82%), and integrate customer feedback (Table 4.25, 82%) align with global banking trends and offer actionable strategies for Union Bank to improve its competitive position in Ilorin’s banking sector.


CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATIONS
5.1 SUMMARY
This study examined the impact of marketing strategies on Union Bank of Nigeria PLC, Ilorin, focusing on the marketing strategies employed, their influence on customer satisfaction and loyalty, their relationship with financial performance, challenges faced in implementation, and potential improvements. Data were collected from 100 respondents (50 customers and 50 staff) using a structured questionnaire, achieving a 100% response rate. The demographic analysis revealed a balanced representation, with 58% male and 42% female respondents, predominantly aged 26–45 years (70%), and a mix of occupations, with private sector employees (32%) and civil servants (28%) being the most common. Most respondents (92%) had been associated with Union Bank for over a year, ensuring familiarity with its operations. Awareness of marketing activities was high (90%), and 70% of respondents were familiar with marketing concepts in financial institutions, indicating effective visibility of Union Bank’s campaigns.
The findings confirmed that Union Bank employs digital marketing (85%, mean = 4.20) and relationship marketing (85%, mean = 4.18) as primary strategies, with new financial products being less prominent (70%, mean = 3.90). These strategies significantly enhance customer satisfaction (82%, mean = 4.14), loyalty (80%, mean = 4.10), and trust (80%, mean = 4.10), as supported by T-test results (t = 4.15, p < 0.01). A strong positive correlation was found between marketing activities and financial performance, including revenue growth (r = 0.76, p = 0.01), customer base expansion (r = 0.78, p = 0.01), and profitability (r = 0.72, p = 0.01). However, challenges such as high costs (80%, mean = 4.20), regulatory restrictions (78%, mean = 4.07), and low customer awareness (70%, mean = 3.90) hinder effective implementation, as confirmed by T-test results (t = 3.25, p < 0.05).
Respondents suggested improvements, including enhancing digital platforms (87%, mean = 4.28), staff training (82%, mean = 4.16), and customer feedback integration (82%, mean = 4.14), with strong statistical support (t = 4.20, p < 0.01). These findings align with the literature, particularly Ogunlowore (2018) and Eze & Bello (2019), which emphasize the role of digital and customer-centric strategies in Nigerian banks. The study highlights the critical role of marketing in driving customer engagement and financial performance while identifying key barriers and actionable solutions for Union Bank to strengthen its market position in Ilorin.
5.2 CONCLUSION
The study concludes that marketing strategies significantly impact the performance of Union Bank of Nigeria PLC, Ilorin, by enhancing customer satisfaction, loyalty, and financial outcomes. The high adoption of digital marketing and relationship marketing reflects Union Bank’s alignment with modern banking trends, as evidenced by 85% of respondents acknowledging these strategies. The strong positive correlations between marketing activities and financial performance indicators (revenue growth, customer base expansion, and profitability) underscore marketing’s pivotal role in achieving organizational objectives. These findings are consistent with the theoretical frameworks of McCarthy’s (1960) Marketing Mix Theory and Berry’s (1983) Relationship Marketing Theory, which emphasize the importance of strategic marketing and customer relationships in competitive markets.
Despite these strengths, Union Bank faces significant challenges in implementing effective marketing strategies, including high costs, regulatory restrictions, and low customer awareness. These barriers, acknowledged by 70–80% of respondents, limit the bank’s ability to fully capitalize on its marketing efforts. The statistical significance of these challenges (t = 3.25, p < 0.05) highlights the need for strategic interventions. The study’s findings fill a gap in the literature by providing region-specific insights into Union Bank’s marketing practices in Ilorin, where competition is intense, and customer expectations are evolving.
In conclusion, Union Bank’s marketing strategies are effective but constrained by financial, regulatory, and awareness-related challenges. By addressing these barriers through targeted improvements, such as leveraging digital platforms and enhancing staff training, the bank can further strengthen its competitive position. The study’s comprehensive analysis provides valuable insights for Union Bank and other financial institutions seeking to navigate the dynamic Nigerian banking sector, contributing to both academic knowledge and practical applications in marketing strategy development.
5.3 RECOMMENDATIONS
Based on the findings, Union Bank of Nigeria PLC, Ilorin, should prioritize enhancing its digital platforms to improve marketing effectiveness, as supported by 87% of respondents (mean = 4.28). Investing in advanced digital tools, such as mobile apps and social media campaigns, can increase customer reach and engagement, particularly among younger demographics. The bank should also explore cost-effective digital marketing solutions, such as targeted social media ads and email campaigns, to maximize impact within budget constraints. Collaborating with fintech companies or leveraging data analytics to personalize digital offerings can further enhance customer satisfaction and loyalty, aligning with global banking trends.
Union Bank should implement comprehensive staff training programs focused on modern marketing techniques, as recommended by 82% of respondents (mean = 4.16). Training should cover digital marketing, customer relationship management, and data-driven decision-making to equip staff with the skills needed to execute effective campaigns. Regular workshops and certifications can ensure staff remain updated on industry trends, addressing the challenge of inadequate skilled personnel noted in the literature (Ogunlowore, 2018). Additionally, fostering a culture of continuous learning can enhance staff confidence in promoting the bank’s services, thereby improving customer interactions and trust.
To address low customer awareness (70%, mean = 3.90), Union Bank should integrate customer feedback into its marketing strategies, as suggested by 82% of respondents (mean = 4.14). Establishing robust feedback mechanisms, such as surveys and focus groups, can help identify customer needs and tailor marketing efforts accordingly. The bank should also increase community engagement through sponsorships and local events in Ilorin to boost brand visibility. Addressing regulatory restrictions (78%, mean = 4.07) requires proactive engagement with regulatory bodies to advocate for flexible marketing guidelines while ensuring compliance. These recommendations, supported by statistical evidence, provide a roadmap for Union Bank to overcome challenges and enhance its marketing performance.
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QUESTIONNAIRE ON THE IMPACT OF MARKETING OF FINANCIAL
SERVICES ON NIGERIA BANKING SYSTEM
(A CASE STUDY OF UNION BANK OF NIGERIA PLC, ILORIN)
Dear Respondent,
This questionnaire is designed to gather information on the impact of marketing strategies
on Union Bank of Nigeria PLC, Ilorin, for academic research purposes. Your responses are
confidential and will be used solely for this study. Please provide accurate and honest
answers. Thank you for your participation.
SECTION A: DEMOGRAPHIC INFORMATION
1. What is your gender?
· Male 
· Female
2. What is your age group?
· 18–25 years 
· 26–35 years 
· 36–45 years 
· 46–55 years 
· Above 55 years
3. What is your occupation?
· Student 
· Civil Servant 
· Business Owner 
· Private Sector Employee 
· Other (please specify): ________
4. What is your category as a respondent?
· Customer 
· Staff
5. How long have you been associated with Union Bank of NigSeria PLC, Ilorin?
· Less than 1 year 
· 1–5 years 
· 6–10 years 
· Above 10 years
SECTION B: AWARENESS AND PERCEPTION OF MARKETING ACTIVITIES
6. Are you aware of Union Bank’s marketing activities, such as advertisements and digital campaigns?
· Yes 
· No
	7. How familiar are you with the concept of marketing in financial institutions?
	VF
	SF
	N
	NVF
	NFA

	8. Marketing is important for the Nigerian banking industry.
	SA
	A
	N
	D
	SD

	9. How often do you notice Union Bank’s marketing efforts (e.g., advertisements, promotions, social media)?
	VO
	O
	OC
	R
	N

	10. Union Bank’s marketing efforts influence my engagement with their services.
	SA
	A
	N
	D
	SD

	SECTION C: MARKETING STRATEGIES EMPLOYED BY UNION BANK

	11. Union Bank uses digital marketing strategies (e.g., social media, mobile apps, online ads) to promote its services.
	SA
	A
	N
	D
	SD

	12. Union Bank employs relationship marketing strategies (e.g., personalized services, loyalty programs) to retain customers.
	SA
	A
	N
	D
	SD

	13. Union Bank regularly introduces new financial products to meet customer needs.
	SA
	A
	N
	D
	SD

	SECTION D: IMPACT OF MARKETING ON CUSTOMER SATISFACTION AND LOYALTY

	14. Union Bank’s marketing strategies enhance my satisfaction with their services.
	SA
	A
	N
	D
	SD

	15. Union Bank’s marketing strategies encourage my loyalty to the bank.
	SA
	A
	N
	D
	SD

	16. Union Bank’s marketing efforts improve my trust in their services.
	SA
	A
	N
	D
	SD

	SECTION E: IMPACT OF MARKETING ON FINANCIAL PERFORMANCE

	17. Union Bank’s marketing strategies contribute to its revenue growth.
	SA
	A
	N
	D
	SD

	18. Union Bank’s marketing strategies help expand its customer base.
	SA
	A
	N
	D
	SD

	19. Union Bank’s marketing strategies positively impact its profitability.
	SA
	A
	N
	D
	SD

	SECTION F: CHALLENGES IN IMPLEMENTING MARKETING STRATEGIES

	20. High costs limit the effectiveness of Union Bank’s marketing strategies.
	SA
	A
	N
	D
	SD

	21. Regulatory restrictions hinder Union Bank’s marketing efforts.
	SA
	A
	N
	D
	SD

	22. Low customer awareness affects the effectiveness of Union Bank’s marketing strategies.
	SA
	A
	N
	D
	SD

	SECTION G: RECOMMENDATIONS FOR IMPROVING MARKETINGPRACTICES

	23. Enhancing digital platforms (e.g., mobile apps, social media) would improve Union Bank’s marketing effectiveness.
	SA
	A
	N
	D
	SD

	24. Providing staff training on modern marketing techniques would enhance Union Bank’s marketing efforts.
	SA
	A
	N
	D
	SD

	25. Integrating customer feedback into marketing strategies would improve Union Bank’s performance.
	SA
	A
	N
	D
	SD


Thank you for your time and valuable input.

1

