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CHAPTER ONE
BACKGROUND TO THE STUDY
1.0 	INTRODUCTION
This research is an attempt to disapprove the pervasive notion that marketing is relevant only to the selling of physical end tangible products.
The notion was due to the fact for that for a long time, financial institution was a seller market where the buyer had to seek in some cases forming the impression that it was a privilege for him enjoy the service of a bank or other financial institutions.
Financial institution can be defined as any establishment or organization responsible for providing financial services to their customers the government as well as the general public. These financial services include acceptance of deposits given of loan, stocks and bonds where life assurance e.t.c. Institution covered under the term financial institution includes the Banks, institution forms, store Broking investment house, discount house e.t.c.
In the past years, before the advent of financial institution, particularly banks that were established in Nigeria.
Nigerians have ways of keeping their valuables like jewelries and money at home or in their farms. In a report carried out a statement was made by CBN official Dr. Victor Odoze published by new Nigerian newspaper on 17th January 1993 that Nigerians do not keep their money in Banks. He also spoke in details that a total N3.777 Millions or 89% of currency issued was being kept at home by people or in the private safes of individual Nigerian as at July ending 1981.
Today, things have changed in the financial institution in general and the banks in particular have witnessed and are still witnessing rapid changes in their operational environments. This modern banking industry is required those who are in the industry. (The bankers) to look into well stocked shelves of services that they have offer and out to approach the clients to whom such services can be sold.
As result of changes in the banking industry and commerce generally coupled with the government effort at influencing the state of the economy. The marketing environment of the banking industry is responding to the changes. There must be a quiet banking to a more purposeful banking.
Since marketing involves findings out that consumer's need and providing product that will satisfy those needs at a profit, then financial institution must respond to a new way of the changes in their environment by fashioning out new practice and investment to meet their customers’ needs.
1.2	STATEMENT OF THE PROBLEM
In the past years marketing had been neglected in the financial institutions particularly in this banking industries due to the culture of services they offered, which is intangible product. This has created a lot of problems for them since they face competition from other financial institutions. In service industry, generally the practice of marketing is not enough. It is viewed that there is no need to apply marketing principles. This may be due to their ignorance of what marketing is and its important to the economy. The categorized marketing as selling and they feed to understand the real meaning of marketing
Marketing in financial institutions is crucial for fostering customer loyalty, expanding market share, and enhancing profitability. Union Bank of Nigeria Plc, one of the country's oldest and most respected banks, provides an excellent case study of how effective marketing strategies can significantly impact a financial institution's success.
First Bank of Nigeria has strategically employed marketing to reinforce its brand, attract new customers, and retain existing ones. The bank's marketing efforts are multifaceted, encompassing traditional advertising, digital marketing, customer relationship management, and community engagement.


1.3	RESEARCH QUESTIONS
1. What is the impact of marketing of financial services in the Nigerian banking system?
2. To what extent has marketing of hanks products and services helped improve the success and efficiency in Nigerian banking system?
3. How can banks make use of marketing to satisfy their customers always?
4. How can the problem of marketing in Nigerian banks be curbed?
1.4	OBJECTIVES OF THE STUDY
The objective of this research is to evaluate the role and effectiveness of marketing strategies employed by Union Bank of Nigeria PL.C and their influence on the bank's performance and customer satisfaction. This study aims to achieve the following specific objectives
1. To examine the impact of marketing of financial services and products in the Nigerian banking system
2. To determine if indeed marketing of banks products and services boosts the success and efficiency in the Nigeria banking system.
3. To examine how marketing of financial services can be used to satisfy their customers at all times.
4. To investigate how the problems of marketing in Nigerian banks can be improved upon for efficiency.
1.5 RESEARCH HYPOTHESIS
The hypotheses are stated in the Null form as follows
Hypothesis 1
Ho: There is no significant relationship between marketing of bank's products and services and the efficiency of banking system since Nigeria's Independence
Hypothesis 2
Ho: There is no significant relationship between marketing and the satisfaction of banks customers.
Hypothesis 3
Ho: There is no significant relationship between the problems of marketing in Banks and the Nigerian banking system
1.6	SIGNIFICANT OF THE STUDY
The research is significant to the researcher, the organization under study the industry it belongs the customers and society at large. It is significant to the researcher because it is require in partial fulfillment of the requirement for the award of National Diploma (ND) in business studies. It is significant to the organization under the study (CBN) and the banking industry as a whole because the adoption of marketing concept by banking will help in ensuring costumers satisfaction and also enhance a beneficiary relationship between bankers and costumers. The researcher is of significant to the society at large because the adoption of marketing techniques in the service of financial institution will acceptance investment, in addition this research work is also of significant to the society at large due to the market exchange process.
1.7	SCOPE AND LIMITATION OF THE STUDY
This research work is concerned with the impact of marketing on financial institutions particularly the banking industry (A case study of first Bank of Nigeria plc Ilorin), the study is limited to marketing concept. Marketing mix, marketing segmentation i.e. adopted by the banks to promote its service and attach new costumers. The geographical scope of the study is florin metropolis where the case study is situated on its environs. The industrial scope of the study entails the banking the banking industry. The limitation of this research work is the in ability of the management to give accurate information about the efficiency of marketing activities in their operations. Another limitation is the lacks of sufficient time and funds because the researchers are dependents on financial assistance, it is quite expensive to adequately carry out the research.

1.8 LIMITATIONS OF THE STUDY
The following terms as contained in the project work are operationally defined thus
MARKETING: Market is an anticipated needs and wants of the consumers and product of goods and service towards the satisfaction of the anticipated needs and wants of consumers at a profit
FINANCIAL INSTITUTION: Financial institution are establishment of organization that are responsible for providing financial services like acceptance of deposit, loans, stocks and bounds. creating money. Foreign exchange services whole-life assurance etc to their customer, the government as well as the public at large. Example of financial institution includes banks. insurance companies etc.
COMMERCIALIZATION BANKS: These are financial institutions that deal with acceptance and safe keeping of deposit and other valuable properties (i.e. Gold, will etc) as well as granting loan to their customers.
COMMUNITY BANKS: Community banks in Nigeria are self sustaining financial institution owned and managed by local communities such as communities development association, town unions, co-operative, societies, farmer's group, social clubs etc in order to provide financial services to the respective communities.
MERCHANT BANKS (INVESTMENT BANKS): The merchant banks are wholesale bankers whose deposits are usually a large sum be, about half a million naira (N500, 000)and above are accepted as deposit form their corporate customers. They are financial institutions providing special services like acceptance to bills of exchange, corporate finance management and equipment leasing
1.9	ORGANIZATION OF THE STUDY
The study is divided into five chapters:- chapter one is the introduction which contains background of the study, statement of the research, research question, objectives of the study. research hypotheses, significance of the study, scope and limitation of the study, definition of key terms and organization of the study. Chapter two: is the literature review which contains literature reviews/ Chapter three- is the research methodology which contain research design. Sources of data collection, population and sample size, sampling technique, method of data analysis and limitation of the study. Chapter four-is the data presentation, analysis and interpretation which contains data presentation, data analysis and data interpretation. Chapter five: is the summary, conclusion and recommendations which contains summary, conclusion, recommendation


CHAPTER TWO
LITERATURE REVIEW
2.0	INTRODUCTION
Marketing is also the prime tool of the banking sector because it satisfies customer benefit and deals with both the banker and the customer. It deals with the customer by providing their deep wants and desires and also the banker because it assists in identifying and targeting potential clients. The aim of marketing is to serve and satisfy human needs and wants making it a strategic factor in the economic structure of any society. This is because it efficiently allocates resources and has a great impact on other aspects of economic and social life (Ogunsanya, 2003). The power of marketing is essentially the same but there may be some qualitative and quantitative differences like fewer products and services moving through the system and various types of services offered (Baker, 1985).
A company's first task is to create customers as identified by Drucker (1999), however customers are faced with several choice of products, prices and suppliers of services and products. It can be a challenging task for a company to create its own customers which are the purchasers of its services or products, but they can make it less difficult and maximize their standards by forming value expectations and acting upon them. According to Okuonghae (2009). the only way to thrive in competition is to partake in strategic marketing, identify customers needs and also sean the environment. There is also the need for bank operators to articulate policies geared towards customer satisfaction. Financial products are those products offered by banks to its customers. There are six categories of products as stated in Aigbiremolen (2004). They are retail banking products, corporate banking products, foreign operations, corporate financing and electronic banking.

2.1	CONCEPTUAL FRAMEWORK
2.1.1 Concept of Market Function
Marketing function extends across the customer's entire purchase process including research, engagement, purchase and post-purchase (Cohen, 2008). Barile (2007) defines marketing as the means by which an organization communicates to, connects with, and engages its target audience to convey the value of and ultimately sell its products and services while Kotler (1996) says marketing as a concept holds that the organization's task is to determine the needs, wants, and interests of target markets and to deliver the desired satisfactions more effectively and efficiently than competitors in a way that preserves or enhances the consumer's and the society's well-being. These three different definitions are based on satisfying the customer who is the king through identifying what they need and how to give it to them. 
The name of the game in marketing is attracting and retaining a growing base of satisfied customers creating and implementing a marketing plan will keep marketing efforts focused and increase marketing success (Ward, 2004),
Concept of Market Service
A service is any intangible value which one offers to another but does not lead to the ownership of something. The two main characteristics of services is their nature and the fact that customers consume the service while it is produced and are hereafter involved in the service production process. Other characteristics include intangibility, variability, and inseparability. Perishability and lack of ownership. The characteristics of marketable services as stated in Worlu et al. (2007) are intangibility, inseparability, variability, perishability and lack of ownership According to Zeithami (2000), there are generic dimensions that customers use to evaluate service quality. These tangibles and reliability, competences and responsiveness, courtesy and credibility and customers’ knowledge.
Kotler (1996) defined strategy as "the broad principles by which the business units expect 10 achieve its marketing objectives in a target market. It consists of basic decisions on total marketing expenditure, marketing misc and marketing allocation". Duro (1999) suggested that the most successful companies are those that take strategic marketing seriously and strive very hard to have competitive advantage.
2.1.2 Concept of Marketing Strategy
Marketing strategy ensures that products and services offered by a company go along with customer needs, it also helps in deciding when and where to sell products, promote products and set prices. According to Sobowale (1997), strategy can be looked into from another angle. which is the deployment of human and financial resources against competitors in the pursuit of goals and objectives determined by the leaders of business enterprises, organizations, and even nations. He argues further that marketing strategy embraces decisions that involve the kind of company the organization wants to be and the sort of competitor the company wants to compete with. Blue (1984) defined marketing strategy as a major plan or method for achieving major objectives or goals: he further said that tactic is the plan or method devised to implement the strategy
To Charles and Gareth (1998) strategy is a specific pattern of decisions and actions that managers take to achieve an organization's goals. It is designed to ensure that the basic objectives of the enterprise are achieved through proper execution by the organization (Lawrence and William, 1988). In the absence of strategy, there will be no rules to guide the search by the company for new opportunities, there will be a high risk of making bud decisions and there will he lack of control over the overall pattern of resource allocation (Olujide et al., 2004). According to Watkins et al. (1995) the two forms of strategies include emergent and deliberate strategy. The concept of emergent strategy is based on the fact that strategy is a pattern meaning it is the activities and behaviors which develop informally but fall into some consistent pattern while deliberate strategy is based on the notion that strategy is a process, it is assumed that strategy exists as a result of consciously planned activities. As cited in Kin (2008) services such as customer loans, cash management and venture capital loans, financial advising and selling retirement plans, equipment leasing, security brokerage investment services have been improved upon by banks to enhance the improvement of the Nigerian banking system.
2.1.3 Concept of Bank
A bank is a financial institution which accepts deposits from customers and invests it, and also borrows it out when required and gains profits in the process. Deryk (1969) defines bank marketing as identifying the most profitable market now and in the future, assessing present and future needs of the customers, setting business development goals and marketing plans to meet them and managing the various services and promoting them to achieve plans. It shows that bank marketing basically involves carrying out research to know customer's financial capacity, creating products and services based on the research findings to meet customer's financial capability, marketing these services to banks customers and satisfying customer's needs. In marketing, a banker attracts customers so that deposits can be sold to them and loans and advances can be bought from them.
Allen (2004) posited that the types of bank customers are private customers, commercial customers, industrial customers, government customers and international customers. The consumer marketing and the industrial marketing are the methods that can be used to satisfy the five categories of customers. The bank analyses and interprets data from different sources about a particular market before marketing its products. Under consumer marketing, the bank aims at attracting and serving personal customers. Since each customer in a bank make up the corporate sector, banks give their customer their personal experience which will definitely influence their choice of bank for their corporate body. The bank market function bases its attention on these activities like branch marketing, distribution and location, customer's behavior, attitudes and segmentation, services product introduction and development, advertising, publicity and communication, defining marketing strategy administering and controlling the marketing programme and marketing research that attempts to collect, investigate analysis and interpreting market development. The prospects of marketing in banks should include a well-structured building in a conducive environment suitable for banking which will attract customers, an organized marketing department, the eradication of arm-chair banking, more attention paid to marketing strategies to enhance sale of services due to competition from other hanks.
2.1.4 Concept of Bank Marketing
According to Onah (2009), the problems of bank marketing are technological advancement, the problem of structuring services and costs, nature and ownership. Some banks can be controlled by political leaders who constitute the major shareholders of the company. Due to their position in the bank they dictate to management what should be done to their own advantage. There is communication gap within and outside the bank. Bank staff may face the problem of not having the ability to market existing and new services to customers effectively because they lack the necessary information they need with regards to the introduction of new services and delayed orders and conversion of prospect customers. According to Okonkwo (2004), the reasons why there is need for marketing of financial services and products in the banking industry include amongst others the nature of the products and competition in the industry has become intense. Unless aggressive marketing techniques are employed the bank will suffer the consequences. The manner at which new products emerge in the financial services industry is alarming and this is due to an effort to keep up with the development in other countries' economy.
As more products emerge, the product lives is becoming shorter with time. Marketing is therefore needed to create awareness of a new product and to enable innovative organizations reap benefits from their efforts before product eventually dies off or is overtaken. The fiduciary nature of banking services requires that persuasion should be used extensively. Persuasion and marketing go along together and are use in marketing financial services. Marketing of financial services is needed to win more customers and businesses so as not to lose momentum of operations in the highly competitive market, to promote bank's image and sell more services to customers and to make potential and existing customers aware of the existence of the bank, its products and services. According to Kin (2008), the prospect of the banking industry is greatly influenced by how the problems facing the industry at large are solved. The industry is changing. it is not as it were before 1985 due to numerous reasons like change in technology, increased competition amongst the new generation banks, globalization etc. The banks need to manage these changes effectively by providing quick, efficient and effective services on a continuous basis. Banks should also engage in training their staff to work together to provide customer satisfaction always and the welfare of all staff should also not be neglected. The hardworking members of staff should be awarded with promotions and remunerations because they are the channel for effective marketing.
2.1.5 Concept of Financial Institution
Financial Institutions play vital role in the development process of any country through supply of capital for production. Besides, savings and investment affects the economy directly as growth is calculated upon savings and production. The Indian Banking system has undergone a dynamic change during the post nationalization period, i.e from 1969 and has emerged as one of the important institutions for rapid economic growth. The vast network of financial Institutions helps the economy to augment its savings for more efficient utilization. There has been a phenomenal growth and spread of banking services throughout the country particularly in rural areas. Commercial Banks were directed to open large number of rural and semi-urban branches and lave shouldered the responsibility of mobilizing the public savings for developing the economy of the State
2.1.6 The Impact Of Marketing On The Services Of Financial Institution
According to the PH Colling dictionary reprinted 1940 he said the impact could mean "The profound effect" is based on two views, which could be positive and negative effects of marketing in financial institutions.
a. Positive Effects: The positive effects of marketing in financial institutions could be pointed our as follows
i. The success of any financial institutions is upon its ability to satisfy customers financial needs, thus marketing has made them (financial institutions) to be marketing oriented in native by providing want satisfying services
ii. Through the adoption of market segmentation financial institutions have been able to identify the needs and wants of each segment and providing suitable services that can best satisfy needs
iii. Marketing research helps the financial institution to be more geared to customers by providing intelligence concerning customer’s needs and want.
iv. Also, the use of marketing research has been tremendous assistance to the financial institution particularly the banks in term of helping them to determine the best location for branch sites which will be variable for the success of the bank
b. Negative Effect: The negative effect of marketing in financial institutions could be mentioned as follows
i. Increase in the cost of marketing contributed to the high prices charged on some financial
ii. Through advertising the services of the financial institutions many people were manipulated through falsehood, deception and exaggeration making them to acquire service they do not really need.
2.2	THEORETICAL FRAMEWORK
The study adopted Dynamic Capabilities Theory propounded by (Owomoyela, S. K et, al, 20241. The theory assumes that the combinations of resources and competences can be developed, deployed and protected to enhance the performance of a firm. According to Dynamic Capabilities Theory, it is the marketing strategy adopted by a bank to market her financial services that determines its competitive advantage over other banks. Dynamic capabilities theory suggests that efficient price and place marketing strategies of financial services offered by a bank will affect the financial services delivery of commercial banks. This theory was considered appropriate because it offers useful explanation on the relationship between price and place marketing strategies and financial services delivery of commercial banks. This theory was considered appropriates because it offers useful explanation on the relationship between price and place marketing strategies and financial service delivery of commercial banks.
2.2.1 Problems Of Marketing
Saliu (1996) described and analyzed some certain problems that are associated with marketing. They are as follows.
A. Nigeria infrastructure facilities such as transportation network, electric power supply, portal service, drinkable water and telecommunication system are grossly inadequate and poorly develop. These have constituted impediment to the development of marketing i.e. they hinder marketing activity for instance banks cannot take their services to the rural areas because of unavailability of good transportation network, efficient postal services, electricity etc.
B. Nigeria like most developing countries is characterized by the large proportion of its population falling under 15 years of age. This means that more mean than one half of the population have no income and are outside the market for most good and/or services. As a result, this hinder the services of financial institutions because these set of people mentioned above do not patronize their services since they are still a dependent of financial obligation and as such out of the market of financial institutions.
C. The marketing concept is grossly ignored by most producers and sellers of good and services. There is little concern for the satisfaction of the consumer rather there is too much emphasis placed on making money or profit for instance a cashier or bank official who is sympathetic to a customer's problem and tries to solve his/her grievances policy will certainly detain that customers to that bank than a staff who exhibit rudeness. Hence whatever impression creates will last forever and have a carryout effect on the future of the particular financial institutions in question
2.3	EMPIRICAL REVIEW
Banking sector reforms and consolidation all over the world are predicted upon the need for repositioning of the existing state of affairs in the sector in order to attain an effective and efficient status. This is more so in the developing nations like Nigeria where the banking sector has not been able to effectively provide the needed funds and services for the development of the real sector as expected. Hence, banking reforms become inevitable in the light of the global dynamic exigencies and emerging landscape. Consequently, the banking sector, as an important sector in the financial landscape needs to be reformed in order to enhance its competitiveness and capacity to play a fundamental role of financing investments. The Nigerian experience indicates that banking sector reforms are propelled by the need to deepen the financial sector and reposition à for growth; to become integrated into the global financial architecture, and evolve a banking sector that is consistent with regional integration requirements and international best practices in with a simultaneous increase in size and concentration of the consolidated entities in the sector. It is mostly motivated by technological innovations, deregulation of financial services, enhancing intermediation and increased emphasis on shareholder value, privatization and international competition (Berger, N. Allen. (1998), De Nicolo and Gianni 2003, IMF, 2001) The nexus between consolidation and financial sector stability and growth is explained by two polar views. Proponents of consolidation opine that increased size could potentially increase bank returns, through revenue and cost efficiency gains. It may also, reduce industry risks through the elimination of weak banks and create better diversification opportunities (Berger, 2000.). On the other hand, the opponents argue that consolidation could increase banks" propensity toward risk taking through increases in leverage and off balance sheet operations. In addition, scale economies are not unlimited as larger entities are usually more complex and costly to manage
Banking reforms involve several elements that are unique to each country based on historical, economic and institutional imperatives. For example, in the reforms in the banking sector proceeded against the backdrop of banking crisis due to highly undercapitalization of state owned banks, weakness in the regulatory and supervisory framework; weak management practices, and the tolerance of deficiencies in the corporate governance behavior of banks (Gyargy Szapary, 2001). In the Yugoslav economy, banking industry restructuring was motivated by the need to establish a healthy banking sector that will carry out its financial intermediation role at a minimal cost, effectively provide services consistent with world standards and which will involve foreign financial institutions, and banks privatization as the ultimate goal. 
The central focus was to shore up the capital base of banks consolidated through mergers and take over's of local banks and selection of strategic investors for additional capitalization, Specifically, foreign banks permeated the industry exclusively by providing additional capitalization through investment in the existing infrastructure, particularly new banking products and operating technologies and buying shares of the existing banks. Also, the banking sector reforms and consolidation in Japan involved the reform of the regulatory and supervisory framework, the safety net arrangements, as well as mechanisms to speed up attempts at resolution of banks" non-performing loans. From the above, it is obvious that the fundamental objective of banks consolidation is the repositioning of the banking industry to attain an effective and efficient status that will promote economic development. Consequently, consolidation has increased the level of competition in the industry and this in turn has increased the marketing activities in the Nigerian banking industry as well as other nations of the world.


CHAPTER THREE
RESEARCH METHODOLOGY
3.1	INTRODUCTION
This is specification of the from work for collection analysis and presentation of data required for solving the problem at hand. 
	It is a set of stated rules and procedures upon which the researcher status is base and agencies which the researcher assumption will be evaluated. Research has been described as an investigation undertaken in order to discover new fact, get additional or verify existing knowledge etc. according to Osuola (1993) research is simply to process of aiming at dependable solution to problem through the planning and systematic collection, analysis, and interpretation of data.
3.2	RESEARCH DESIGN
Research design is a systematic plan outliving the study, the research method of counplation detail on how the study will arrive at its conclusion and the limitation of the research. 
	Research design is not limited to a particular types of research and may incorporate both quantitative and qualitative analysis when defining research design to an audience. 
	A research design is the arrangement of condition for collection of analysis of data in a manager that aim to combine relevance to the research purpose with economy in produce. Research design is a logical structure that ensure that all collected evidence help eliminate bias when evaluating theories and arriving at conduct.
3.3	POPULATION OF THE STUDY   
 	The population from which the sample is drawn is the whole employees working in the company. The sample drawn from the population is twenty (20) employees that were randomly selected for the research work.   
 A number of factors were considered before the sample was drawn namely:   
a. That among the elements that makes of the population, there are similarities and therefore, a study of a few elements will give sufficient knowledge of the entire population.   
b. It is also cheaper to study a sample with few elements than one with plenty elements. The selected sample size will enable a thorough job to be done and consequently enables quicker results.   
 Due to the nature, characteristics and distribution of the population, which is complex and diverse, the stratified sampling technique was adopted, where the population was grouped according to some definite characteristics. These identified groups are called “strata” from which the sample was chosen by applying random sampling procedure on each stratum.   
While choosing a particular number of elements for the various strata, care was taken to ensure that the stratums were of the total population. 
3.4	SAMPLING SIZE AND SAMPLING TECHNIQUES
The data collected through distribution of questionnaire was analyses in this chapter. Fifty copies of questionnaire were distributed to respondents through the sampling procedure stated in this chapter all copies of questionnaire were completed and returned.
3.5	METHOD OF DATA COLLECTION 
	For this study however, both primary and secondary data collection are used. 
	This is done to give the research a through and comprehensive study of the whole exercise so as to obtained detail information that will assist in making an accurate decision on the issue. 
SECONDARY DATA COLLECTION 
	This method was used to compliment the effort of primary data collection. The secondary data of the organization, they are data that had been already collected prepared and kept by the various organization. 
	The information from the internal source of the organization are obtained from the company’s journals, information booklet, staff handbook and document from the company’s finance or account determent. 
	The external is the one in which data are collected from various text books, journal, magazine, newspapers houses, chamber of commerce, trade association, advertising agencies, and management consultants. 
PRIMARY DATA COLLECTION  
	The primary source of data collection is one in which raw data are collected from the appropriate quarters in collecting these data all necessary information on planning (A case study of first bank in Nigeria plc). 
	Personal interview through the use of questionnaire were for this purpose. 
	Personal interview is the face to face interview between the interviewer and the respondent. The research interviewed and the respondent. The researcher interviewed some senior executive as well as few managers through conventional discussion. In saving this method, the researcher employee as many agents as possible to obtain information from the respondents. 
3.6	INSTRUMENT OF DATA COLLECTION
The research made use of various form of tools to gather information in order that the aims of study may be achieve. The data were gathered both from primary and secondary source. 
	The tools employed include personal observation the use validated questionnaire and personal interview. 
QUESTIONNAIRE 
	This is an important tool which research customer used for the collection of data. Through this the researchers was able to obtain reliable data on information of the subject matter. The questionnaire was designed in such a way that all relevant information required for the research project was easily obtained. The questionnaire was carefully drawn in order that all require information would be supplied either directly or indirectly. Embarrassing or insulting questions were avoided to ensure maximum cooperation of the respondents. 
INTERVIEW
	This is method of data collection which involves a face to face contact between two partners. This enable the research to interact directly with those personal concerned of the required information. 
3.7	METHOD OF DATA ANALYSIS 
-	The analysis of data in this study will involve the use of descriptive and statistical technique. 
-	Descriptive analysis: the descriptive method used includes the use of table, simple percentage and interpretation. These are used to indicate the figure for easy understanding and interpretation. 
-	Statistical analysis: this main statistical techniques used are chi square (x2) distribution. The Chi square (x2) distribution is one of the relevant techniques for testing the research hypothesis and it is needed when it is wished to compare an actual or observed figure against the expected or hypothesized figures the formula for calculation of (X2) is give as:
X2	= chi – square 
∑ = (Qi  -    ei)2 
	   e i
Where 0 = Observation frequency 
	E = Expected frequency 
	∑ = Summation sign


CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATION
4.1	DATA ANALYSIS
For this write up, a total number of 100 questionnaires was distribution to the respondents, out of which a sizeable number of 85 was based
To determine whether the returned questionnaire is a representative of the whole samples, the calculation is presented below.
Response rate
Let A represent the total number of questionnaire, while B represents the total number of those not returned and C. the total number returned,
 C= (A - B)	  100
            A 	   1
Where A = 100
B = 15
C-85
C = 100 - 15 * 100
100
= 85%
The percentage of responses shows good representative sample and it shows that analysis made on the sample can be said to be truly representative of the population used for this research work since 85% is the above average. Generalizing the findings based upon such a percentage will result to fairy accurate decision that is desirable
A total number of 14 questions were asked in order to achieve the objective of the study and as much as possible all necessary information concerning the project.


TABLE 1:  Sex
	Attributes
	 No of Respondents
	Percentage

	Male
	57
	67.06

	Females
	28
	32.94

	total
	85
	100


Source: field survey 2024.
Looking at the respondents from questionnaire distributed friend sizes of 100 respondents 85 returned the filled questionnaire which comprises of 57 males and 28 females respectively Thus, it could be deducted that the males are more than the females number of customers of financial institution the male have larger percentage than the females
TABLE 1: Educational Qualification
	Attributes
	No of Respondents
	Percentage

	SSCE
	3
	3.53

	OND/NCE
	12
	14.12

	HND/B.SC/B.A
	49
	57.65

	M.SC And Above
	21
	24,70

	TOTAL
	85
	100


Source field survey 2004
According to respondents from questionnaire, distribution from the above table on the level of education, 3 respondents have SSCE with 3.33% 12 have OND/NCE, 49 have HND/B. SC/	BA level of education with 57.65% and 21 have M.sc and above. Thus, it could be deducted that university/polytechnic graduate constitute the large customers of the financial institutions



TABLE III: Age Distribution
	Attributes
	No of Respondents
	Percentage

	18 – 24 years
	14
	3.53

	25 – 34 years
	19
	14.12

	35 – 4 years
	39
	57.65

	45years and above
	13
	24,70

	TOTAL
	85
	100


Source: field survey 2024.
Under the age group analysis of the respondents, 35-44yrs has the highest percentage. The researcher can now conclude that the civil servant and Students customers fell into this category
Table IV: What Is Your Condition?
	Attributes
	No of Respondents
	Percentage

	Civil Servant
	28
	32..94

	Student
	40
	47.06

	Farmers
	7
	8.24

	Others
	10
	11.76

	TOTAL
	85
	100


Source: field survey 2024.
From the above table, it can be seen that the group of Students constitute the highest percentage of financial institutions with 47.06% while the civil servants constitute the second largest with 32.94% while the farmers records the lowest patronage response. Thus the financial institutions should concentrate more in retaining the patronage of students, as they constituted the highest number of customers.


TABLE V: Income Level
	Attributes
	No of Respondents
	Percentage

	N 2000 – 3000
	10
	11.77

	N 3000 – 4000
	17
	20

	N 4000 - 5000
	39
	45.88

	N 5000 - Above
	19
	22.35

	TOTAL
	85
	100


Source: field survey 2024.
From the above table, different levels of income were shown the first range has the lowest percentage while that of the third range has the highest percentage. This is an indicated that the basic of the basic of the percentage. This is indication that the basic of the basic of the respondents were within the salary range of N4000-N5000
Table VI: How long have you been a customer of Union Bank of Nigeria PLC?
	Attributes
	No of Respondents
	Percentage

	LESS THAN 1 YEAR
	17
	20

	1 – 3 YEARS
	57
	67.06

	4 – 6 YEARS
	8
	9.41

	MORE THAN 6 YEARS
	3
	3.83

	TOTAL
	85
	100


Source: field survey 2024.
In response to the questionnaire distributed above, respondents show how long they have been a customer of Union Bank of Nigeria PLC. 17 respondents representing 20% shows that they have been part of the customer of Union Bank for less than 1 year. 57 (67.06%) have been their customer up to 3 years. 8 respondents representing 9.41% have been their customer for up to 6 years while 3 (3.83%) respondents have been part of Union Bank Plc for more than 6 years.
Table VII: How did you first hear about Union Bank of Nigeria PLC?
	Attributes
	No of Respondents
	Percentage

	Radio advertisement
	50
	58.82

	Online/social media
	12
	14.12

	Word of mouth
	23
	27.05

	TOTAL
	85
	100


Source, field survey 2024.
From the data presented above 58.82% of the respondents agreed that they've known about Union Bank Plc through Radio advertisement, 14.12% of the respondent known through Online Social media while 27.05% claim to get to know through the word of mouth.
TABLE VIII: What Type Of Complaints
	Attributes
	No of Respondents
	Percentage

	Bad services
	6
	7. 06

	Discourteous attitude of staff
	5
	5.88

	Long waiting time
	74
	89.06

	TOTAL
	85
	100


Source: field survey 2024.
Long waiting time with percentage of 87.06 ranked highest responses than any other complaint customers has against the financial institution. This the researcher view that long time should be minimized by the financial institution in order to provide satisfactory serviced to their customers. This can be achieved prompt services and adequate attention to the need of the customers.
TABLE IX: How Do You Think The Services Of The Financial Institution Can Be Improved?
	Attributes
	No of Respondents
	Percentage

	Through marketing concept
	4
	4.70

	Engaging in promotional activities
	12
	14.12

	Modern technological innovation
	19
	22.35

	Development of marketing strategies
	7
	8.24

	All of the above
	43
	50.59

	TOTAL
	85
	100


Source: field survey 2024.
From the data presentation above 50.59% of the respondent agreed that all the above mentioned methods could be used to improved the services of the financial institution 22.35% of the respondents agreed that technological innovation on the part of the financial institution could go a long way in providing prompt services to the customers to the customers 14.12% suggested that promotional activities could as well ensure improved services on the part of the financial institution also, the remaining 8.24% suggested that the services of the financial institution could be improved through the adoption of marketing concept respectively in all, financial should take into recognition all the above mentioned methods as it will go a long way providing better and improved services to their customers and even attract potential customers.



TABLE X: How Do You Perceived Services Rendered By The Financial Institution?
	Attributes
	No of Respondents
	Percentage

	Satisfactory
	50
	58.82

	Unsatisfactory
	35
	41.18

	TOTAL
	85
	100


Source: field survey 2024,
From the above table 58.82% of the respondent were of the opinion that the services rendered by the financial institution were satisfactory while 41.18% disagree with the motion. Thus, it could be deduced that these that disagree might have been offer in one way or the other will take them to have cognitive dissonance towards the financial institution. But generally, the researcher can conclude that the financial institution have been able to give satisfactory services to their customers based on the above findings. This tends to shows that they now become more marketing oriented which has led to the customers satisfactory.
Table XI: The marketing strategies implemented by Union Bank of Nigeria PLC have significantly improved customer satisfaction.
	Attributes
	No of Respondents
	Percentage

	Strongly Agree
	20
	23.53

	Agree
	16
	18.82

	Strongly Disagree
	30
	35.30

	Disagree
	19
	22.35

	Neutral
	-
	-

	TOTAL
	85
	100


Source: field survey 2024,
From the above table, 20 respondents representing 23.53% strongly agree that the marketing strategies implemented by Union Bank of Nigeria PLC have significantly improved customer satisfaction. 16 (18.82%) of the respondent agree to the information. 30 respondents representing 35.30% strongly disagree about this information while 19 (22.35%) of the respondents disagree. No respondent is neutral on this information.
Table XII: The bank's events and sponsorships positively impact customer loyalty
	Attributes
	No of Respondents
	Percentage

	Strongly Agree
	13
	15.30

	Agree
	10
	11.8

	Strongly Disagree
	19
	22.35

	Disagree
	25
	29.41

	Neutral
	18
	21.17

	TOTAL
	85
	100


Source: field survey 2024
From the above presentation, 13 (15.3%) of the respondents strongly agree that the banks event and sponsorship positively impact customer loyalty. 10 respondents representing 11.8% agree to the information that the banks events and sponsorship positively impact customer loyalty. 19 (22.35%) of the respondents stands neutral to the information. 25 of 29.17% of the respondents disagree while 18 (21.17%) of the respondents Strongly disagree to the information.
Table xiii: the bank's promotional activities have increased its market share.
	Attributes
	No of Respondents
	Percentage

	Strongly Agree
	25
	29.41

	Agree
	10
	11.8

	Strongly Disagree
	19
	22.35

	Disagree
	13
	15.30

	Neutral
	18
	21.17

	TOTAL
	85
	100


Source: field survey 2024
From the above presentation, 25 (29.41%) of the respondents strongly agree that the bank's promotional activities have increased its market share. 10 respondents representing 11.8% agree to the information that the bank's promotional activities have increased its market share. 19 (22.35%) of the respondents stands neutral to the information. 13 of 15.30% of the respondents disagree while 18 (21.17%) of the respondents. Strongly disagree to the information.
4.2 TESTING OF HYPOTHESIS
This section taste the validity of the hypothesis formulated earlier for this study by comparing the relationship between variables. The chip square downed by the Greek letter of is frequently used in testing or hypothesis concerning the difference between as set of observed frequencies of a sample and a corresponding set of expected or theoretical frequency. A chip - square which is a statistical method where used in testing the hypothesis to ascertain their validity chip square is computed as follows:
X2= (0 - <) 2
E
Where O = observed frequency

E-expected or theoretical frequency
Decision criterion or rule
Take appropriate decision going by the under listed conditions. Thus accept Ho if X2 ie. calculated chi-square is less than critical than critical value
X2 at 0.095
Rejected HO if X 2 i.e. calculated chi-square is greater than critical value (X2) at 0.95.
Thus, the three (3) hypotheses are put to test statistically.

These hypotheses are as follows:
Hypothesis I
Ho marketing of financial institution services facilitate effective customers satisfaction.
Hi: Marketing of financial institution services does not facilitate effective customer satisfaction making reference to able v.
HOW DO YOU PERCEIVE SERVICES RENDERED BY THE FINANCIAL INSTITUTION?
	Attribute
	O
	E
	O.E
	(O.E)2
	(O.E)

	Satisfactory
	50
	42.50
	50.42.50 = 7.5
	56.26
	1.32

	Unsatisfactory
	35
	42.50
	35.42.50 = 75
	36.25
	1.32

	Total
	85
	8.5
	
	
	X2  = 2.64


Where 0 Observed frequency
Expected frequency
Satisfactory ½ X 85 - 42.5
X2= CHI – SQUARE CRITICAL (3.841)
DEGREE OF FREEDOM (R - 1) (K – 1) (2 -1) (2 -1) = 1
UNDER 0.05 = 3.841
Thus, at 0.05 levels the difference is significance of X2 with 1 degree of freedom is above 3.84 or fails in the rejection region. The computed value of X2 = 2.64  less than the critical value 3.841 or falls in the acceptance region. We thus secret the null hypothesis that effective customers satisfaction.
Hypothesis 2
H0: There exists no significant evidence that good customers relations influences customers patronage of financial institute


Marketing Reference Table Xi
	Attribute
	O
	E
	O.E
	(O.E)2
	(O.E)

	credit
	20
	21.25
	20.21.251.25
	1.56
	0.07

	Unsatisfactory facilities
	35
	42.50
	35.42.50 = 75
	36.25
	1.32

	Efficiency
	16
	21.25
	16.21.25-5-25
	27.55
	1.30

	Good customer 
	30
	21.25
	30.21.25 = 8.75
	76.56
	3.6

	Relative Proximity less waiting time
	19
	21.23
	19.21.25 = 2.25
	8.00
	0.24

	Total
	85
	8.5
	
	
	X2  = 5.21


Where O = observed frequency
E= expected frequency
= Credit facilities ¼ x 85 = 21.25
Good customer relation = ¼ =+85 = 21.25
Proximity/less waiting time = ¼ x 85 = 21.25
Degree freedom (r-1) (R-1) (4-1) (4-1) = 3
Conclusion X2 = 5.21 x 2 = 7.815.
At 0.05 level, the difference is significant if x2 with 3 degree of freedom is above 7.815 of falls in the acceptance region. Thus we accepts the null hypothesis that goes customers relations influences customers patronage of financial institution and reject the alternative hypothesis.
Hypothesis 3
Ho: Promotion took used by financial institution in creating awareness make their services known to the customers
Hi: Promotional tools used by financial institution creating awareness does not make their services known to the customers.
Making table references to XII
HOW DO YOU GET TO KNOW ABOUT FINANCIAL INSTITUTE OF YOUR CHOICE
	Attribute
	O
	E
	O.E
	(O.E)2
	(O.E)

	From friend/ close
	13
	21.25
	13.21.25 = 8.25
	68.06
	3.20

	Through advertisement
	28
	21.25
	28 – 21-25 = 6.7
	45.56
	2.14

	Through public
	23
	21.25
	23.21.25 = 3.7
	14.06
	0.66

	Through sale and promotion
	19
	21.25
	19.21.25 = 2.25
	5.06
	0.24

	Total
	85
	8.5
	
	
	X2  = 6.24



Where E= expected frequency - (13 + 28 + 25 - 19) = 21.25
Degree of freedom (r- 1(k - 1) (4 - 1)(4 - 1) 3
Under 0.05 = 7.815
Conclusion:  X2 = 6.24 x 2 = 7.815
At 0.05 level the difference is significant if x2 with 3 degree of freedom is above 7.818 or fall in the rejection region. The computerized valve is above 7.815 or fall in the acceptance region.
Thus, we accept the null hypothesis that promotional tools used by financial institution is creating awareness make their services known to the customers and rejecting the alternative hypothesis which stated otherwise.


B. METHOD ANALYSIS
Data analysis is a summary, description and interpretation of the result of the subject understanding in this project, both descriptive and deduction or inference method of analysis will be used.
Descriptive analysis deals with the description of distribution of the variables under study. The qualification descriptive analysis is used to verbally or literally summarize the information generated in the research work while deductive analysis is used to summary a mass of information generated in the study so that appropriate analytical techniques can be used to further and discover relationship among the variables.
For the purpose of this project, chỉ square which is a sample statistics will be used in testing the hypothesis formulated for the project,


CHAPTER FIVE
SUMMARY OF FINDINGS, CONCLUSIONS AND RECOMMENDATION
5.1	SUMMARY OF FINDINGS
These Findings of this study are obtained from both data collected from questionnaires and oral interview to the course of this project work, it was discovered that promotional tools such as advertising, sales, promotion, publicity etc. have enables the customers of financial instructions to be aware of the services of the financial institutions and has motivating influence on customers patronage. It was also the most patronized among all other financial institutions These in fact readily agreed with that is being found in the market today because the banking industrial is the most advertised financial institutions in the country today and this has created an impression of wisdom of advertising theory which is the concept of attention, interest, desire and action AIDA). Thus the advertising, massages of financial institutions in general and the banking industry in particular men attract the attention and interest of receivers (customers) if action (baying) is to result.
Also, the study discovered that a good customer relations have led to consumer's satisfaction among the major reason why customers patronized the financial institutions. These readily agreed with the fact that for every organization to succeed within the fact that for every organization to succeed within its markets. It must be able to satisfy its customers. This is known as marketing concept which states that the customers want satisfactions is the economic and social justification for a firm's existence
Furthermore, it was found out that the attitudes of staff of financial institutions were generally good and encouraging from the research carried out. Although few people still have opinion that the staff attitude is discouraging and this night be due to the fact that these set of people mighi have been offended to one way or the other which makes the have cognitive dissonance towards the staffs of financial institutions. These readily agreed with what have being in the market today where staffs of financial institution behave discourteously to customers over the counter.
Moreover, it was also found out that the major complains of customers regarding financial Institutions is the long waiting time before simple transaction is being carried out. These the researcher agreed because it is what is being found in the market today where many people will be waiting in the banking hall to be attention to and mote often that more customs will have to be in queue before they are attend to
5.2	RECOMMENDATIONS
Based on the finding of this study the following are recommended for effective positive impact of marketing in the financial institution. The Nigeria economic environment is fast changing towards more modern outlook in the millennium, the important and relevance of marketing to all economic activities cannot be over emphasized. This in essence means privatization of the marketing philosophy
The financial institution should focus more on marketing research and product development especially towards attracting new customers or retaining the existing customers for every new services to be introduced. However the banking industry in particular must demonstrated distract competence and discrete capability. So that the customers confidence is reinforced. Such new services will also require some elements of marketing segmentation because no bank con offer all product it must examines its opportunities and take a position in the market or know the group it has in focus.
Hence the management and staff of financial institution should know that application of marketing can help improve the quality of services know that application of marketing can help improve the equity of services to ensure customers satisfaction and a profit. The financial institution should introduce a marketing department if none is in existence and as well employ the services of qualified experienced and competence marketing manager who will be charged with the responsibility of formulating effective marketing strategies which can improve the profitability and survival of their services
Finally motivation facilities such as monetary and non monetary rewards should be provided and improved so as to get the full co-operation staff since these are the people that will be attending to the customers and any profitability as well as the survival of the organization. Thus, giving those (staffs) incentives will make them work diligently in satisfying the customer at all times.
5.3	CONCLUSION
One may question the need or rationale for marketing in the financial institution. It is not difficult to explain the need for marketing in financial institution the nature of financial serviced demand that the financial institution must attract customers for the services they provide
It also essential that financial institution move away from sales oriented services which has hitter to characterized the marketing emergence of more financed institution. So financial institution can conduct survey through interviewing to determine what they are doing wing identify what the client expected and explore how to cater satisfactory to their needs.


REFERENCE
BLACK H.A (1994): Accounting in Business Decision Theory, method Use Engkewood Cliff Inc.
BLACK J.D (1989): Concise Guide to Interpreting Accounting Van Nostrand Reckohold
BULL R.J (1984): Accounting in business. England Aalbas 5th edition.
DECOSTER D.J. ETAL (1978): According for Managerial Decision Making New York Santa Barbana.
FERTIG P.E ETAL (1971): Using Accounting: A management Approach Honey wood.
INTERNATIONAL LABOUR OFFICE (1975): How to Read a Balance Sheet Geneva.
JONES F.H. (1975): Guide to company Balance sheet and project And loss Account for Accountants and investors 7th Edition.
LUEEY, T (1988): Management Accounting of publication 2nd Edition.
SPICER AND PEGLER (1985): Book keeping And Account Better- worth And Co Ltd.
1

