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ABSTRACT
The study titled “impact of marketing research activities on the financial service and delivery in Nigeria bank” seek for further enlightening the ways and how banks have been able to use various marketing tools to market its service. This research work also deal with making appropriate for sound decision making. The marketing research result, collection of the information, and suggestion that could lead to the marketing as performances of business activities that direct the flow of goods and services from producers to consumer in order to satisfy consumers. That marketing is identify the most profitable markets now and in future, setting business development goals and making plan to meet not just in he banking industry alone. Marketing research is the investigation and idealization of information from all available source and its adoption to banks marketing needs.      


CHAPTER ONE
INTRODUCTION
1.1 BACKGROUND OF THE STUDY
American marketing association approved an expanded definition of marketing in 1987, the previous definition – the systematic gathering, recording and analyzing of data had been criticized because it reviewed marketing research activities too narrowly.
The new definition state marketing research is the function which links the customer and the public to the marketing opportunities and problems generate, refine and evaluate marketing action, monitor marketing performances and improve understanding of marketing as a process.
Marketing research specifies that information required to address the issues designs the method for collecting information manages and implements the data collection (process, analyze the result and communicate the finding and their implications).
Marketing is changing the banking business marketing actually change any business long before marketing was embraced by the financial institution bank  also enjoyed an advantageous and privileged position as financial intermediaries workers of the economy. The traditional concept of banking institution is basically to serve as financial intermediaries between depositor and user of investment funds this institution must complete to ensure their continuous survival and relevance in the ever-competitive Nigeria environment.
The competition is even made stiffer because banks will compete not just with each other alone but with all other non-banking financial institution operating in the market.
Marketing is essentially on externally focused function of the firm. The firm’s environment defines its threat and opportunities. The environment is complex and undergoes continuous and sometimes catalysis change. An organization must adopt continuously to the changing environment or be overcome by it. A passive firm faces survive and probably enjoy modest growth and a creative firm will prosper an even contribute to the changes taking place in the external environment.   
The operating environment for banks in Nigeria since the introduction of the structural adjustment programme (SAP) in September (1986) has further encouraged increased competition among the banks. Liberal bank licensing policy by the government over changing regulatory policies change in foreign exchange and interest policies of the government all encourage stiffer competition previously unknown to the banking industry in Nigeria, most especially during the present increase capital base of bank. it is against the competitive background that the marketing at banks services becomes all the more relevant with greater competition and with more sophisticated and quality conscious customers success in the financial business require the adoption of marketing orientation that is to closely look at the market in which it operate with a view to developing and producing service sector. The financial services sector in general and banks in particulars have been slow to adopt the marketing philosophy. Therefore to the changing environment that has occasioned the re-approach. As the contents of the write-up untold the impact of marketing research activities on the banking business in Nigeria.     
1.2 Statement Of The Problem
Research department is a department that must exist in virtually all organizations. The prevailing condition in the Nigeria banking industry call for the adoption of marketing orientation and application of the tools of the marketing research in financial business in a study of this nature which deals with sensitive business in the Nigeria environment. The following specific problems will be investigated.
i.  Inadequately of financial services
ii. Unsatisfactory manners of offering the existing or available financial services.
iii.Level of innovation on the part of the banking product packaging and delivery.
1.3 Objectives Of The Study
The objectives of this study is to evaluate the impact of marketing research on financial services. 
1.4 Research questions
1. What are the importance of marketing research on Product and service development on the Nigerian banking sector?
2. What is the effect / extent of marketing research contribution to Product and service development in UBA PLC?
3. What are the circumstances under which marketing research is more likely to be used in the stage of Product and service development in UBA PLC?
4. What are the factors that influence marketing research on Product and service development in UBA PLC?
1.5  Significant Of The Study
Financial service as in other industries has the ability to realize a profitable volumes of sales in the struggle compete for the share of the some market depends substantially on the firms capability to make optional and timely response to the changes in the market place.
The study aims at enlightening the need and impart of marketing research activities on the financial services creation and delivery in Nigeria banks, particularly United Bank for Africa Plc. It will show how the company’s activities help in satisfying it customers desires, motives, attitude and behaviour. To this end more light will be shed on.
i.  Ways of utilizing marketing research activities in delivery banks services.
ii. The extent to which bank in Nigeria can market this services through the employment of marketing function.
iii. The similarities between the marketing of banks services and that of tangible goods.
iv.  Recommendation on the effective sways of marketing banks services in Nigeria to ensure high and satisfaction level to customers satisfactory in the ever-changing environment. 
1.6 Limitation Of The Study
The study of marketing research of financial services in Nigeria has one major limitation and that is, the publicity of relevant and up-to-date literature. This scarcity placed a constrain on the research work. Another limitation confronted with in the course of study is the lack of enough resources to travel for and wide to sample the operating activities of the selected bank (United Bank for Africa Plc) across the lengths and breadth of the federation.
Lack of time for academic work during the research for information. For uncooperative attitude of most of the bank personnel, approach for discussion on the study.
Finally, lack of satisfactory answer to question asked by the research is also a limiting factor since this affects the overall result of the research. 
1.7 Delimitation Of The Study
The study shall be concerned with marketing of financial services or those activities in which the bank are involved and how the customers are being carried along with the marketing strategies and philosophical comments on the marketing efforts of this bank which forms the subject of the study shall however be unite to united bank for Africa plc.
However under normal circumstance a study of this type supposed to be comparative in nature involving large number of banks but, the research intends to restrict the analysis to the united bank for Africa plc only due to some unavoidable circumstances.        
1.8 Organization Of Work
The project report is divided in five chapters. Chapter one. In this chapter an introduction of the topic is done. Background of the study, the objective of the study statement of the problems, justification, limitation, delimitation of the study, organization of works and definition of terms are discussed.
Chapter two: cover the literature review and the theoretical framework.
Chapter three: Address the research methods and method put in place for the data analysis i.e. research design and methodology. 
Chapter five : summarizes the major finding, recommendation and conclusion.
1.8  Definition Of Terms
To avoid doubt, ambiguity in the interpretation, the key words and concept use in this study are defined below:     
Marketing Research: Any research activities which provides information relating to marketing operation the term enhances conventional market research motivational values, packaging effectiveness, logistic and media research are also included as well as analysis of internal and external statistics relevance.
Marketing: In banking institution this word is defined as part of management activities which sells and directs the flow of financial services profitable to selected customer.
Bank: This is an establishment, which deals in money, receiving it on deposits on demand, colleting cheques from other and lending it on deposit and investing the surplus until required by the depositors.
Fund: This is regarded as money which is the medium of exchange and for settlement of obligation e.g notes and coins which is legal tender loving the banking as monetary authority as an acceptable medium of exchange.
Customers / Depositor: A bank customer is any person or corporate body who keep or open an account with the bank, be it current, deposit or savings account and solicit for banking services such as advice with the intention that the relationship be a permanent one irrespective of when the relationship began.
Banking Habit: This could be defined s the awareness of the public in banking services and regularity with which the public patronize the services.
Competitors: Firm that are in the same industry.


CHAPTER TWO
LITERATURE REVIEW
2.1 Literature review
It’s necessary to review the need for marketing research in an industry. However, it does not have to be that way, but because many Banks and even industries have failed to take marketing research important in product development.
Marketing managers and other professionals are now relying more on marketing research in product development to make better decision clearly, marketing research is vital to marketing decision making. Robert Ferber asserted that “before the product is produced, market survey must be conducted in other to ascertain the acceptance of the product in marketing sphere”. He went further to buttress his fact by stating that just as the efficiency of production is dependent on product research, so also the efficiency of marketing depends on marketing research.
Marketing research he notes refers broadly to the development of the most efficient means of marketing, that is the discovering of new and better methods of marketing, more economical means of distribution, new market, better means of selling and other marketing aids. Marketing concept has become firmly established in many Banks. Marketing research focus on understanding consumers buying habit in relation to development in product research.
A research of this nature will be incomplete without insight into existing related literature on the subject under study. Literature survey therefore, is described as “A research of strategies trade journals, Articles, Magazines, Newspapers and boos for data or for insight into the problem at hand”.
For the purpose of this study, the researcher has relied more on the contribution of authors from Britain and United State of America who have published articles on marketing research, also those of Nigeria contributions in this field of study.
2.2 THEORETICAL FRAME WORK
Marketing is generally interpreted today as including all those business activities concerned with the development, production and distribution of product to identifiable market, where they will provide satisfaction to those who buy them.
Marketing research therefore, covers product development, identifying the market and suitable method of selling, distribution, promotion, pricing and sales service facilities. Marketing research has an advisory role in marketing management. It is used to acquire and analyze information and to make recommendations to management as to how marketing problems should be resolved. Tall and Hawken’s (1980:1)
2.3 DEFINITION: MARKETING
Different association, group and Banks tried to solve the problem which the question “what is marketing” has created, but seems they looked at marketing from different perspective. In this study the following definitions by marketing scholars are considered.
William J. Stanton, (1975) in his book, foundamentals of marketing, defines marketing as “ the total system of interacting business activities, designed to plan, price, promote, and distribute want-satisfying product and services to present and potential consumers ”.
The American Marketing Association (AMA) in its own definition says that “marketing is the performance of business activities that direct the flow of goods and services from the producers to the consumers”
The institution of marketing (London) defines marketing as the “management process which is responsible for identifying anticipating and satisfying consumer’s requirement profitably”.
Marketing is about identifying and meeting human and social needs.
The above definitions receive credit because they have considered marketing from identification of needs, wants, users, and effective communication to the level of satisfying them through effective promotion and distribution of these wants.
2.3.1 RESEARCH
The oxford advance learners dictionary defines research as careful investigation carried out in order to discover new facts, ideas and information’s about subject matter.
Research is a process of finding out. It is a scientific method of controlling enquiry. It identifies problems and attempts to find solution to these problems. In doing this, research ask question, tells why is important, describes how it answered and interprets it briefly to the users.
2.3.2 MARKETING RESEARCH
Philips R. Cateora and John L. Graham (2005) defines marketing research as the systematic gathering, recording and analyzing of data to provide information useful in marketing decision making.
British institute of management (1962) as “the objective gathering, recordings and analyzing of all fact about problems relating to the transfer and sales of goods and services from producer to consumer”.
Geen and Tull (1970) define marketing research as consisting of a systematic and objective collection as well as appropriate analysis of information that will provide solution to all marketing problems.
According to Philip Kotler 13th edition, marketing research is the systematic design, collection, analysis and reporting of data and findings relevant to a specific marketing situation facing Bank.
From the above definitions, on can say clear that marketing research as an essential management tool that executive can use in inducting the risk in the environment of operation by obtaining potential information and putting the resources at the disposed of the manager in order to move the Bank forward.
2.4  Concept of Marketing Research
An inevitability result of the specialization of production and her growth of Banks has been the separation of management and the market that they sell. For example, Paul revere, a highly skilled on silversmith, dealt directly with his customers.
Most of the patter, teapots and other silver items reproduced were custom made. He was immediately and directly aware of his customers needs and desire and their reaction to his products and the price that he charged.
Marketing research was developed as the specialized function to obtain and analyzes information about market and the Bank‟s activities in serving its customer. In one sense, it completes a communication „loop‟ between the seller, and the market. Though advertisement and personal selling, on elaboration and formally organized system of communication is established between the seller and the market.
Market research is a formally organized system of communication form the  market back to the seller in engineering reference, one of the functions itself it to act as a „‟feedback‟‟ loop.
The sole purpose of market research is to help Banks make better business decisions about the development and marketing of new products. Market research represents the voice of the consumer in a Bank. A Bank must conduct market research so that management can be provided with relevant, accurate, reliable, valid and current information. Market research helps the marketing manager link the marketing variables with the environment and the consumers. It also helps remove some of the uncertainty by providing relevant information about the market variables, environment and consumers. Without relevant information of customers, Banks cannot predict market reliably and accurately.
2.5  Research in Marketing
Marketing research is the systematic combination of logical and data to define and solve important problems in the field of marketing. The logical of cost, must be based on sound premises and the consistent in its development. While the data must appropriate to the nature of the problem and significant in quality, note that, analysis of problem is important if data are later to be selected and organized for it, we define a problem briefly as an objective to attained, the solution implies to at least a step towards objective by improving the marketing decision, the result might be increased in profit sales and advertisement, readership, perhaps decrease in selling time or marketing cost. For basic problems a solution implies a contribution to knowledge.
According to Brow and Belk (2008) that since the definition to marketing  research is consistent with a broad definition of scientific methods and alternative definition would be that marketing research is the use of scientific methods, in the solution of marketing problem for an applying field, use off available combination of methods and data will provide an opportunity. To improve decision whether or not the immediate result approach the executive growth of scientific knowledge, as decisions are improved and generalization tested by application in a verity of contexts, marketing research gradually contribute to marketing knowledge. Although, marketing decision requires many judgment elements asking to an art rather than science, the fact does not prelude improving judgment through use of scientific techniques wherever appropriate. The above definition tends to agree with the one given by (Nagel 1961) in the philosophy of science. According to the Marketing Research Association (2000), "Marketing Research is the function which links the consumer, customer, and public to the marketer through information used to identify and define marketing opportunities and problems; generate, refine, and evaluate marketing actions; monitor marketing performance; and improve understanding of marketing as a process.

2.6  Uses of Marketing Research
Another way of describing the uses of marketing research (and thus, this management information), is in terms of marketing management function. Marketing management functions are separated into four categories:
The Planning consists of present day activities and future performance. Resulting plans may apply to need week, next quarter, next year, five years and even to the next twenty years. To prepare such plans require using of market research information and marketing analysis.
The organizing function in marketing management consists of analysis and decision about tactics that people perform in the firm. For example, one firm might  define marketing responsibilities by product line allowing managers to operate such like a one project firm. Another may define responsibility by customer‟s class, allowing each manager to make decision on all products solid top account in his or her own class.
The learning function in marketing management involves getting Organizational to accomplish through other learning activities, including establishing reward system that motivate and encourage all marketing personnel. Marketing research provides information useful in selecting reward system deterring the nature by direction and guidance should take for each subordinate and making operational decisions.
The controlling function in marketing determines difference between plans and actual performance. Most control activities in the firm regularly provide performance information as monthly sales figures, quarter market share estimate and like.
We can see that planning, organizing, learning and controlling really describe rather than universal management function.
It should be noted that all marketing management problems, decision and actions take place through each environment. Thus, before making any sound decision  marketing managers need to understand the external environment completely. They rely heavily on marketing information.
Marketing research helps problem marketing management. What is a problem? The problem pertains to product price, distribution channels and promotion are required management to plan, organize, learn and control in particular. The problem occurs to or related to marketing goals, strategies, tactics and action; the marketing problem occurs inside the marketing Organizational unit, inside the Bank itself and inside external environment. Marketing research helps solve this problem by combining solution by assessing the effect of previously implemented solution
2.7 Emergence of Marketing Strategies in Commercial Banks
According to Okeafor (2001) marketing is the set of individual or corporate activities designed to direct the flow of need satisfying good and services to target buyer’s this is done through exchange process. Also marketing strategy is the reaction capability developed by able using the appropriate marketing mix to meet the banking needs of its customer. It comprises the set of set services program adopted by a bank to render its services at minimum cost.
The application of impact of marketing strategies to the banking industry is not new but its importance was not realized until very recently due to high level of competition in the industry.
The banks complete between themselves for depositors fund we witness depositors moving their funds at will in search of better deals. 
But basically all banks are the same in relationship to their services hence carpenter (2001) says the line of demarcation between these banks is so thin. Another reason why marketing was not taken serious before now in the banking industry was the fact that marketing had always been attributed to tangible products.
The research work, therefore is in an attempt to stream lined, impact of effective marketing strategy to banking with particular references of commercial bank services and specifically First Bank of Nigeria Plc. Marketing stresses Ltd, Bank must first of all identify the customer wants and get then satisfied with a attributes of its products/services in a way betters than that of its competitors. This guarantees the banks long run profit and survivals to determine their effective performances in the industry.
2.7.1 Attracting Deposit
The bank has to persuade the potential and current customers to deposit their funds with it. Marketing in banking involves the provision of services to customer as well as procurement of raw material (funds) on which most of these services is based.
2.7.2 Customer Services in Commercial Bank
The mixture of the marketing mix elements, the sort of marketing strategies set up generally affect the satisfaction level of customers and hence the profit level of bank which show their performance. The quality of bank services rendered to customers is defined by customers services and this involves the scope of service offered, the frequency, speed and consistency with which bank service deliveries are made on a routine basis. Banking basically is a service industry operated by human beings, hence some degree of imperfect is expected from such an industry. 
These imperfect could be as a result of institutional effects or behavior of both bank officials and customers consequently, we find cases of customers dissatisfaction and provocation in the banks, when the degree of dissatisfaction is too high customers tend to level such a bank and this will adversely affect the bank profitability which will limit or jeopardize their effective performance.
2.7.3 Marketing Mix
This involves identifying, anticipating and satisfying customers needs, profitability those required that the profit of service how to be produce, price, promotion, and contribution to the customer. These constitute the four variable in the marketing mix and have come to be popular known and the 4 Ps in the marketing i.e. price, place, product and promotion. 
Price: This is monetary unit of which the service of product is sold.
Place:  This refers to the distribution outlet. 
Product: This refers to as the conception design development and service of the products.
Promotion: This refers to the network or channel employed to rich the marketing channel.
2.7.5 Marketing Segmentation
Marketing segmentation is derived from market research and it is subdivided at a market on to homogeneous subset at customer with each group have a broad set of similar need. A subset that can be distinguish for the effectiveness each segment should be measurable, essential to one or more of the substances (i.e Large enough to be more at consolidation and equal potentially profitability, marketing segmentation can take of the flotation form. The market for banking services is divided into two distinct categories.
•	The personal customer
•	The corporate customer
Each segment can further be subdivided, that is, the personal customer can be segmented into age group become level, social class, marital status geographical locations etc, while the corporate customer can be segmented further in small scale business, medium scale business and large scale business or importers, exporters and domestic traders. The segmentation analysis may be used to influences decision about how many and what types of products and service are needed to satisfy different demands. Alternatively, it is used to plan different way of selling the same product or services. Finally, the essences of market segmentation to the banker are the following:
•	The bank can make adjustment to their product or service, which give them a more direct appeal, by satisfying customers need more specifically.
•	The banker can develop a marketing plan and programme with a better understanding of how distinct segments of the market will respond to their programme.
•	The bank will be able to discover and develop market opportunities more readily.

2.8  Review of Related Studies
Most Banks invest in Product and service development to ensure future success in the market. However, new products are often more likely to fail than to succeed. Many observers cite failure rates as high as 90 to 95 percent (e.g. Business Week 1993; Matthews 1997; Young 1998). Hoban (1998) uses a much more restrictive definition of new products and says that up to one-third of new products are successful. Whatever the failure rate, a substantial amount of new product/service spending can be wasted; by one estimate, 46 percent of all Product and service development costs go into products which fail (Power et al 1993). Further, little is spent on Product and service development in the first place.
Various estimates place new product/service spending in USA Banks at between one and four percent of gross sales (Hollingsworth 1998; Gorski 1994; respectively).
Low spending and high new product failure rates can easily put Banks at a big disadvantage in the increasingly competitive market place. The industry in recent years has been characterized by rapidly changing consumer tastes (e.g., Sloan 1998; Tyler 1998). Addressing changing tastes with new products is essential in maintaining customer loyalty, so that good new product/service becomes a key factor in products, with exports valued at US$ 6 billion in 1995 (BP 1996). About 70 percent of total exports consisted of processed items. However, recently exports have been hit by tough price competition from lower wage Asian countries (BP 1996; Nation 1997).
To remain competitive internationally, Banks will have to focus more on value added products in the future, which will require increased investment in Research & Development.
new product/service is also becoming important in domestic markets. Modern retailing and changing consumer preferences foster demand for products with better quality, longer shelf life, and better packaging. Foreign brands which were previously imported for a high income minority are now manufactured locally and affordable to the average. Even if the most innovative new product/service is not done inside major Banks, local subsidiaries and joint ventures (JVs) have access to new products developed anywhere in the Multi-National Banks (MNC). Many MNCs have major research and development facilities in Asia; some have local facilities in Thailand, so that products can easily be adapted to local markets. This has all forced some local Banks to upgrade research and development, but many have not. Thus, the level of new product/service expertise is quite varied, even though Thailand as a whole is not particularly strong in Research & Development (Suwannaporn and Speece 1998).

CHAPTER THREE
RESEARCH METHODOLOGY
3.1 Research Design
For the purpose of this study, the survey research design method is used; it includes this studying sample chosen from the population to discover the relatives‟ incidence, distribution etc., through designed questionnaires, personal interview and observation. The survey research design for this study will focus on self-design and collection of data from the respondents.
3.2  Population of the Study
Though marketing research is important to all categories of product, the population of the study here is only that of commercial banks, precisely UBA PLC. This is designed to enable the researcher know exactly what customers feel about their product and service quality.
3.3 Sampling Techniques and Sampling Size
The Sample is a portion of a population selected for the study while sampling is the method used in the population sampling, while size is the number of the selected sample from the population.
For this study, fifty staffs of UBA PLC in Lagos state were randomly selected and fifty customers were also randomly selected for the study. This brings the sampling size of the study to hundred.
3.4 Method of Data Collection
The researcher went to UBA PLC’s outlets within Ikeja, Lagos to interview selected staffs and customers. The interview enabled the researcher to ascertain the extent of what customers feel about their products and services.
Madey (1982) discussed using exploratory interviews and/or observations in improving the sampling framework.
3.5  Research Instrument
The instrument used here was personal interview which was more of unstructured than structured interview. As the researcher has said earlier on it was chosen because of the ability to describe record, analyzed and interpret the variable that exists in this study.
Questionnaire is a written set of questions which is given to a largenumber people to elicit information. In the questionnaire, a set of options are given as answers after each question for the respondents to choose. This is done for the uniformity and for easy analysis.
3.6  Method of Data Analysis
The response to the questions in the questionnaire was analyzed using the non- parametric techniques and chi-square. The objective of the analysis was to establish the extent of variation between the observed frequencies and expected frequencies. It is therefore aimed at testing the independence of perception held by the respondents.

CHAPTER FOUR
PRESENTATION AND ANALYSIS OF DATA
Table 4.1 Does your Bank’s Organizational structure have a marketing research department of its own?
	Variable
	F 
	Percentage

	A	Yes
	50
	100%

	B.	No
	-
	-

	Total
	50
	100%


Source: Field Survey 2020.
From the above table its show that all the 50 respondents, i.e. 100% said the Bank does have a marketing research department of its own.
Table 4.2 Does marketing decision of the management depend on the outcome of the marketing research activities?
	Variable
	F 
	Percentage

	A.	Most times
	43
	86%

	B.	Often
	3
	6%

	C	Seldomly
	4
	8%

	D.	Rarely
	-
	-

	Total
	50
	100%


Source: Field Survey 2020.
Table 4.2 Above show the influence of marketing research outcomes on marketing decision of the management. It is clearly seen that marketing research outcomes are utilized  most times in the rating of marketing decisions of the management as testified by 43 respondents representing 86%, while 3 respondents representing 6% of the total say oftentimes and 4 respondents representing 8% believe that marketing research outcomes are seldomly used in marketing decisions of the management.
Table 4.3 How often does your Bank undertake marketing research? 
	Variable
	F 
	Percentage

	A.	Annually
	3
	6%

	B.	Semi-Annually
	2
	4%

	C.	Quarterly
	-
	-

	D.	Occasionally
	45
	90%

	Total
	50
	100%


Source: Field Survey 2020.
Table 4.3 above reviews the frequency of marketing research undertaken in UBA PLC. It shows that marketing research undertaken in most Banks is an occasional event as testified by 45 respondents representing 90% of the total.
This assertion is vividly supported by 3 respondents that is, 6% of the total, by rating marketing research undertaken in most Banks as annual event, 2 respondents representing 4% of the total reaffirm the claim by rating marketing research activities in most as a semi- annual event.
Table 4.4. How can one rate the performance of research activities in your Bank? 

	Variable
	F 
	Percentage

	A.	Very high
	-
	-

	B.	High
	2
	4%

	C.	Average
	40
	80%

	D.	Low
	8
	16%

	Total
	50
	100%


Source: Field Survey 2020.
Table 4.4 above indicates the performance of marketing research activities. It completely reveals that only 2 respondents representing 4% of the total indicates that the performance of marketing research activities is high. The performance of marketing research activities was rated average as clearly revealed by 40 respondents representing 80% while the performance was believed to be low by 8 respondents representing 16% of the total.
Table 4.5 How would you rate the personnel responsible for carrying out marketing research for UBA PLC?
	Variable
	F 
	Percentage

	A.	Very high
	-
	-

	B.	High
	45
	90%

	C.	Average
	3
	6%

	D.	Low
	2
	4%

	Total
	50
	100%


Source: Field Survey 2020.
Table 4.5 above shows the rating of marketing research personnel received high rating by 45 respondents representing 90% clearly indicate that the performance is high. However, 3 respondents representing 6% of the total, rated the performance as average, while 2 respondents representing 4% rated it as low.
Table 4.1.8 Does marketing research have impact on the banking sector?
	Variable
	F 
	Percentage

	A.	Most time
	40
	80%

	B.	Sometimes
	6
	12%

	C	Not at all
	4
	8%

	D.	Not all the time
	-
	-

	Total
	50
	100%


Source: Field Survey 2020.
The table above reveals that 40 respondents representing 80% feels like most times marketing research has impact on the banking sector, 6 respondents representing 12% feels that sometimes while 4 respondents representing 8% suggest that not at all. Therefore, we conclude that it has impact.
Table 4.6 Marketing research has no significance in UBA PLC.
	Variable
	F 
	Percentage

	A.	Strongly Agree
	-
	-

	B.	Agree
	-
	-

	C.	Strongly Disagree
	50
	100%

	D	Neither
	-
	-

	Total
	50
	100%


Source: Field Survey 2020.
Table 4.6 above indicates the significance of marketing research in UBA PLC. It revealed that the 50 respondents, which are 100% disagree strongly that marketing research has no significance in UBA PLC.
Table 4.7 Research findings have not yielded any solution to marketing problems of the Bank most of the times.
	Variable
	F 
	Percentage

	A.	Strongly Agree
	-
	

	B.	Agree
	3
	6%

	C.	Strongly Disagree
	47
	94%

	D	Neither
	-
	-

	Total
	50
	100%


Source: Field Survey 2020.
Table 4.8 Reveals that 3 respondents which represent 6% agree that research findings have not yielded any solution to marketing problems while 47 respondents which represent 94% strongly disagree.
1.2 [bookmark: _TOC_250000] FINDINGS
In an attempt to evaluate the importance of Market Research on the banking sctor, the following findings have been revealed.
1 That many Organizational structure do not provide for marketing research department of its own.
2 That marketing decision of most Banks is significantly based on the marketing research findings.
3 That budgetary allocation to marketing research is inadequate.
4 There is not enough qualified and trainees marketing research profession personnel in some Bank.
5 There are not enough marketing efforts in the sales/marketing activities of UBA PLC.

CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1  Summary
The research is an assessment of the impact of marketing research activities on the financial services and delivery in Nigeria banks, which is divided into five chapters.
Chapter one introduced the study, it states how marketing has been an important tool for determining the success rate of a new product generating more revenue for the entire success of UBA PLC. It also consists of the statement of the problems, significance of study, limitation of the study, scope of the study, limitation of the study and definition of terms. The objective of the study was to examine the contribution and the importance of marketing research on Product and service development, and examine circumstances under which marketing research is more likely to be used in the stage of new products development and the importance of marketing research on the profitability.
The chapter two explains why the researcher has decided to go into the area of study. The literature consists of the area of product control, sales, targeting and sales forecasting, it states that although, marketing performance in the market, not much emphasized in most Banks. Attempt has been made to look at some theories, research in marketing and the types of research that exist in the field of marketing such as product research, consumer marketing analysis, sales promotion, primary research, distribution research etc.
Chapter three explain the research design of study, techniques and sample size, methods of data collection, method of data analysis and research instruments used. In all, the chapters explain how the research came about, how the data was collected and how the data was analyze to help solve the problem at hand.
Chapter four dealt with the analysis of the relevant data collected for the research, the chapter also dealt with interpretation of the data.
Chapter five is just the summary of all that is contained in the first four chapters.
It contains the summary, conclusion, recommendation and references.
5.2  Conclusion
Despite the huge amount of money spent for the promotion activities in most Banks, the products are not well recognized. This means that the planning and development stage of the Bank are the most important areas to consider before any other thing.
Banks succeed more with uniqueness rather than uniformity. Uniqueness entails doing things completely different from the usual way adopted by competitors and other Banks. To have uniqueness in methods, procedures, processes and systems, Banks need to have the right caliber of people to bring about these changes to stimulate them and to live with them for the purpose of gaining a competitive edge and advantage over the competitors. To achieve these, Bank must spend a lot on marketing research to achieve uniqueness and product delivery.
If sufficient research is undertaken, then the chances of failure are reduced. Indeed, the danger that many Banks wish to avoid is the development of products without any consideration of the market.
[bookmark: _Hlk46928370]Marketing research would lead to higher new product/service success, and that the integration of marketing research would be the most important of the factors contributing to success in new product/service of UBA PLC. Banks which use marketing research intensively and understand consumer response in great depth are more likely to have higher success rates. The more extensive use of marketing research appears to be related to more experience in doing new product/service and a larger role for new products in the Banks. Use of marketing research also allows Banks to set quantitative goals for new products, and more carefully evaluate performance after launch.
Also most Banks can be regarded as pace setters or market leaders in their various markets, if only they take time in doing marketing research on Product and service development.
5.3  Recommendations
In order to undertake a systematic product planning and development, in marketing research, the researcher is making the following recommendations.
5.3.1 Most Banks should invest in promotional activities to enable the product sell in the market and to increase the profitability of the Bank.
5.3.2 Also Banks should adopt the scientific method of product planning and development within the context of marketing research.
5.3.3 Another recommendation that can be put forward is that, more money should be invested in promotional activities to enable the product sell in the market.
5.3.4 That they should also conduct gap analysis of the existing products by interviewing a representative of consumers to find out their views about the Bank’s existing products before thinking of producing another one.
5.3.5 They should also take note of the types of research approach used at the stage which includes monadic approach which is concern with comparing the concept with or against existing market after of the competitors. The Holistic approach of data about the marketing mix variable such as price, promotion package and distribution. Although the Banks conduct testing, it may suggestion that the Bank studies very well the procedure of product testing which varies from Bank to Bank and product to product. It is also expensive since it involves raw materials, machinery, and accuracy of new skill production.
Like product testing, marketing test also involve some procedure of which I will suggest Banks to adopt to ensure successful marketing test, and take note of the information required during the marketing test.
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QUESTIONNAIRE
Dear respondents,
This questionnaire is designed based on the Assessment of THE IMPACT OF MARKETING RESEARCH ACTIVITIES ON THE FINANCIAL SERVICES AND DELIVERY IN NIGERIA BANKS. Your cooperation is therefore needed in assisting the researcher with the required information and explanation necessary for the accomplishment of the research.
Your response would be used exclusively for this research study and be treated with utmost confidentiality.
Thanks for your co operation
………………………………




RESEARCH QUESTIONS
Please kindly tick {√} as applicable and comment where necessary.
1. Does your Bank’s Organizational structures have a marketing research department of its own?
Yes	[	]	No	[	]

3. Does marketing decision of the management depends on the outcome of the marketing research activities?
	A.
	Most times
	[
	]

	B.
	Often
	[
	]

	C
	Seldomly
	[
	]

	D.
	Rarely
	[
	]



4. How often does your Bank undertake marketing research?
	A.	Annually
	[
	]

	B.	Semi Annually
	[
	]

	C.	Quarterly
	[
	]

	D.	Occasionally
	[
	]



5. How can you rate the performance of research activities in your Bank?
	A. Very High
B. High
	[
[
	]
]

	C.	Average
	[
	]

	D.	Low
	[
	]



6. How could you rate the personnel responsible for carrying out marketing research of your Bank?

	A. Very High
B. High
	[
[
	]
]

	C.	Average
	[
	]

	D.	Low
	[
	]



7. What area(s) of the Bank activities do customers usually complain on?
	A.	Price
	[
	]
	

	B.	Product
	[
	]
	

	C.	Distribution/Delivery
	
	[
	]




D.	Others Specify ……………………………………………………………

8. Does marketing research have impact on the banking sector?
	A. Most time
B. Sometimes
	[
[
	]
]

	C.	Not at all
	[
	]

	D.	Not all the time
	[
	]



9. Marketing Research has no significance in UBA PLC?
A. Strongly Agree                [	]
B. Agree                       [	]
C. Strongly Disagree            [	]
D	Neither	[	]




