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ABSTRACT
The essence of this research is the impact of product performance in the banking industry. (A case study of Union Bank of Nigeria Plc, Ilorin). For effective revenues generation and control, Advertisement and product performance in banking industry regarded as highly sensitive issues and this require a vary special skill and techniques for its’ successful performance in banking industry.It examined the factors responsible for enhancement of increased revenues and establishment of proper control. The business organizations most especially in the banking industry always try to know how effective their advertisement service and the responses received form their customer toward such service. It also emanates how corporate goals and objective have been ached through the use of advertisement and product performance strategy in the banking industry. In carrying out the research, a lot of emphasis was laid on advertisement and product performance in the baking industry.
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CHAPTER ONE

INTRODUCTION

1.1
Background to the Study

The word economy has undergone a radical transformation. This is because the world has become global village in which geographical and cultural distance have became smaller significantly with advent of improved transportation and telecommunication. According to Kottler (1997), these advances and improvement has permitted the industries and comprises to widen substantially both their market and supply sources. In the modern world, products produced in a country are made available in all countries of the world. Also due to the improvement of technology, there is increase in quality and quantity of goods and services.

Today, there are many bank producing identical service which lead to branding of service uses of different trade names as a result services that are identical can be differ initiated.

However human want are unlimited whereas the means of meting such need are scarce or limited. Human being need food, air, water, clothing, and shelter survive. Beyond all these people have desire for offer thing such as recreation, education and offer service. This also have preferences particular version and brands of basic food and services before thinking of saving the rest of the income. From the classical model of consumer behaviours according to the Kofi (1991). The consumer is assumed to maximize a well defined utility function.

However, if one want to ask most of the employer to describe advertising some sill likely response by identify the negative impact that is it is risky for the customer while some will consider it as a necessary. That is consumers have little knowledge or nothing as to the rule of advertising in the products performance.

Some customers are confused as to what advertising is all about while it is employed or adopted by firms. The use of advertising will not only hence about the awareness of the product but will also help producer to improve the quality quantity of his product which in turn will produce the consumer cheaper price for market goal of the business to be actualize the producer must advertise his product which would create awareness and improve the quality.

1.2
Statement of the Study

Various people and advertising practitioners as Kottlers (1997) Vinod (1980) and Solomon (1996) have asserted that advertisement is very essential and especially now in the era of declining economic resources when people have to consider satisfactory basic wants.

In order to make consumer to allocate his expenditure vis-a visa his means, there is need for the producer to make uses of advertisement. The study therefore focuses on the influence of advertising on the product performance as it affects Union Bank Nigeria (UBN) plc.

1.3
Purpose of the Study

Purpose of the study is to determine the various advertising media available. The study will also identify and analyzed the influence of advertising of the product performance of Union Bank of Nigeria plc. Furthermore, the study will find out various factors which influence the uses advertising media by Union bank of Nigeria plc.

1.4
Research Questions

The study considers the following question.

1. What are the factors influence the adoption of various advertising media by union banks of Nigeria plc in rendering of her service

2. What are the various advertising media employed by union banks of Nigeria plc in rendering of her service?

3. What effect does advertising have on the product performance using Union Bank of Nigeria Plc as a case     Study.
1.5 Research Hypotheses

1. No factors influence the adoption of various advertising media by union banks of Nigeria plc in rendering of her service
2 Advertising have no significant effect on the product performance using Union Bank of Nigeria Plc as a case Study.

1.6
Significant of the Study

The study will be of great importance to manufacture, wholesale advertising parishioners etc. among the relevant of the study is that, it will create impact in the world of advertising and alternatives available in the advert industry. It also helps the producer and firms to use advertising to increase their sales and even control the market.
 The study will also help to show which medium of advertising is the best for the bank.

1.7
Scope of the Study

The study is limited to findings of various advertising media employed by union bank of Nigeria plc and their influence on the product performance the study covers employees and customers of union bank of Nigeria plc and its product in Nigeria zones. The study focuses in the adequacy or otherwise of the various advertising media. They study covers the period between 1997 and 2006.

CHAPTER TWO

LITERATURE REVIEW

In the chapter, focused is being centered on what advertising is all about and various strategies that can be employed to sustain improved product performance. The view of various authors to considered. Ideas and conclusion arrive by author and research on influence of advertising in product performance will review the literature review is therefore subdivided into the following topic.

(a) The concept of advertising

(b) Advertising media

(c) Advertising and product performance

The Concept of Advertising

Advertising is on the most common tools companies use public as a whole. According to the kottler (1997) advertising can be define as any paid from of non- personal presentation and promotion of ideas goods and services by an identify sponsors (1993), viewed advertising as marketing communication through the media aimed at a defined target audience by an identifiable sponsor. In the like mentor.
 The American marketing association (AMA) defines advertising as calling the attention of member of the public to a product, service idea in order to induce them to buy.

Kottler (1997) state that advertising must distinguished from advertisement which is the oral or writing words, illustration and picture that convey the intention and message of advertising. From the definition of advertising it can be seen that it is deferent from publicity. Firstly, advertising is paid for; it is also commercial transaction, advertisers include not only business firms but also museum, charitable organization and government agencies that advertise to various target public. These are caused effective ways to disseminate messages whether to build brand references for a product or to educate a nation people to avoid organization, however, in small companies advertising is handled by someone in the sales or marketing department, who works with an agent whereas, a large company will often set a advertising department whose manager report to the vice-president of marketing (Joules, 1996).

The advertising department role is to develop budget, help develop advertising strategy, approve advertisement and campaign and handled direct mail advertising, clearer display and their forms of advertising not ordinary performed by agency. However, what is common these days is that most companies use an outside advertising agency to help than create advertising campaign and to select and purchase media.

Advertising help the user to reach the large and diverse audience at low cost per person. Its afford the sponsoring organization to retain a good degree of control over the method of promotion is that it may a large number of people whom the advertisement is not met for the advertisement one goods. Abubamah et al (1992), state it most posses the following.
(a) Arrest attention

(b) Confuse the prospective buyers to buy.

(c) Create permanent good impression of the commodity in the mind of the people

In developing an advertising program, marketing must always start buying identifying the target market and the buyers motive. Herbert (1975) , states that to develop effect advertising programmed, there are five major or discussions that must be taken to him, these are five Ms.

1. Mission: what are the advertising objectives?

2. Money: How much can we spent?

3. Message: what message should be spend? 
4. Media: what media should be use/

5. Measurement: how should the result is evaluated?

Mesak (1992), states that setting the advertising objectives must focuses on target population or market, market positioning and the market mix. Advertising object must be measurable goals. Mesak (1992) define advertising goal as a specific communication task and achievement lay to be accomplishing with a specific advance in a specific period of time. Colley and Kottler (1997) provided an example of advertising goal. For examples, to increase from 10% to 40% in a year is to increase the users of the product.

Advertising objective can be grouped to the aims and objectives’ form which it is developed.

1. 
Informative advertising; according to in (1997) information advertising is concern with conveying information raises the awareness of consumer on the product of organization. Information advertising figure early in the pioneering stage or early stage of product category where the objective is to build primary demand for example, information advertising tell the market about a new product, inform the market of a price and explain how works.

2.
Pervasive advertising: this becomes important in the comparative stage. It is for creating a desire for product and stimulating actual purchase especially at the stage where

companies objectives is to build selective demand for a particular band however, it is not what to state that some persuasive advertising has moved into category of competitive advertising which seek to be established the superiority of one brand through specific comparison of one or more attributes with one or more other brands in the product class. Persuasive advertising switch to brand. It also changes buyers’ perception of product attribute.

3. 
Reminder advertising: Nathaniel (1995) state that reminder advertising is highly important with mature product. It reminds the customers about of the product of organization. It also reminds the customers the benefit they receive from their purchase of a product related to reminder advertising is reinforcement advertising.

4. 
Reinforcement advertising: it seeks to assure purchases that they have made on a thorough analysis at the current market situation. Due to this, if the product class is matured, the firm is market leader and brand usage, the propel objective is to confuse the market of brand superiority.

The ultimate purpose underlying advertising is to increase awareness and stimulate demanded. Advertising helps to inform the consumers about product availability and to effect immediate action. All these depend on the degree of the power of the message that is used or employed. Rowland (1986) observed that advertising campaigns differ their creativities as noted by Rowland, the effect of creativity can be important than the amount of money spent however, it should be noted that advertising could only sales for quality product to develop of create strategy, advertiser go through four stages. 
There are message generation, message evolution message execution and message social responsibility review.

In message generation, product concept should be noted. In other words, the benefit the brand offers.

Creative advertising can use many methods to generate message but has to evaluate and select among many alternatives, a good advertising focus one care selling proportion. The impact of this is only norms of the society where it is being used.

Advertising therefore to Alukanna etal (1992), makes the customer to be aware of the existence of the new product service or ideal the continuing existence of order one. He state that it will be these without advertising Kottler (1997), state that advertising informs and educates people in how to make use of the product or services. Not only has that advertising informed the people where to obtain goods and services.

Joshua (1993), contends that advertising improves the quality of good and services. He stated that it’s occurring in two ways. First goods in order to capture the best share of market. Secondly, he stated that advertising conduct customer research to ascertain what users feel about their product and services.

Advertising Media

Donald (1989) stated that after choosing the Advertising message, the next task is to choose the advertising media to carry. There are lot of decision that more to be made in order to accomplish the set objectives. The advertising has to decide on desire reach, frequency and impact, choosing among media type selecting special media vehicle, decide on media timing and geographical media allocation.
James and David (1982) stated that media selection involves finding the most cost effective media to deliver the desire number of exposures to the target audience. Here there are number of questions that should bother the mind time of the advertiser such as an question on the number of people or house holder exposed to a particular media schedule, number of time within a specific period of time that an average person or home is exposed to the message and the value of an exposed through a giving medium.

Stanton(1981), in this view of process of selection a media to user in a campaign, point act consideration of adult rising characteristic of the main class of the media. The media planner has to know the capacity of the major media type to derive reach, frequency and impact. Consideration must also be given variable in the choices among the media categories.

According to Magid and Leonard (1990) the variable includes target audience, media habit product and cost. He stated further that for product to teenager, the most effective way reaching thing are radio and television. Consideration should be giving to target audience response behavior to the medium used to carry the message.

The product its self should given consideration in determination of media categories the station (1981) open that the nature of the product also determine the end of the media to be used. For instance, women dresses are best shown in colored magazine while drinking are best advertise on television, media type have different potential for demonstration. Visualization, explanation, believability and color (Kottler, 1997)

An announcement of sales tomorrow will require radio or newspaper which a data might to special magazines. 

One variable which very important to consider when deciding in the media type is cost. The cost of advert rising should be calculated at cost thousand exposure rather than the total cost of each medium of advert rising media. This is more so when will look at the position of use of each medium, we can see that the studies enjoy dominion over other for example from research studies such as validate and Wolf 1957 and David and James 1962 it was observed that television enjoys the dominated position in the medial mix to be neglects of the others. Also Nigerian, the use of television to advert rise product has dominated through other media. This may be due to the wide coverage of television through the National network, while the use of newspaper has been limited. This may due to the position of newspaper being beyond the reach of majority of Nigerian who can afford to buy newspaper it can be notice this day that the use of television to advertise has brought about what will call television reduce effectiveness especially during Abacha’s regime when people should apathy to it.

Further more, television advertising costs more than other media coupled with this continuous emergency of new media. Advertisers have increase their spending on outdoor media substantially over the last decade (Kottlers 1999) outdoor advertising ensure and enhances excellent method of reaching local consumer segment. The used of branded vehicle have been developed while some organizations are selling space for community company’ leg. Talk where get information as they pass has been introduced. Advertisement has also begun appearing in the beast selling paper bolt book and video cassette cases. Written materials inform of year book, datasheets catalogues, and newspapers are increasing used to carry adverts.

Organization such as super market, departmental stores oil companies, air lives and ocean lines insert their message in the envelope to advertise their product and services while other companies product audio video tapes that advertise their product that are many media of advertising any organization therefore must allocate a specific amount in their budget.

The advertising plane must search for the most effective media vehicles within each media time. For example , the advertiser who decides toss lay 30 seconds of advertising in the national network can pay 50.000 for TV network news adult and more for a popular programmed like super story, when are mine the question now is how to make community choice? The media planer relies on media measurement services that provide estimate of audience size, composition and medium cost.

According to Russeli (1961) and Williams and Paul (1976) estimate of audience size can be measured by certain factor as,

  (a) 
Circulation which refers to the number of physical unit carrying the advertising.

(b)
Audience i.e. the number of people who were exposed to      the vehicles.

(c) 
Effective advertising —exposed audience, the number of people with the target audience characteristics who are exposed to the vehicle.

(d) 
Effective advertising exposited audience, the number of people with the target audience characteristics who actually show the adverts.

The media planer must put in mind and estimate the cost per thousand persons reached by a vehicle, although several adjustments have to be applied. This is because quality, audience attention probability and editorial quality to a target extent helps in the cost per thousand criterions especially these days when almost everything is being computerized. Whichever media type is employed advertiser must decide how to schedule the advertising in relation to seasonal and business circle trends and how allocate advertising using expenditure within short period to obtain the maximum impact. Let us consider the unanimous advertising media available to improve the gravity and turnover of products.

Newspaper and Magazines

Newspaper and magazines are the main point media of advertising. The type of newspaper and magazines, the potential buyers the type of coverage and circulation of the newspaper and magazine. Product like photocopy machine, typewriter and other office equipment that applied to the general public in Nigeria are ideally advertised in national newspapers and magazines some of the newspaper are owned by private individuals. The state, newspapers are daily times, news, Nigeria the sketch, the herald, etc,. which private owned newspaper include, the punch, the guardian. Daily monitor, concord, tribune and some the magazines in Nigeria include new watch, tell, news etc.

These products that appeal to the general public are always in the network newspapers and magazines but their which appeal all to the people of limited geographical area are advertised in the local newspapers. Advertise buy spaces in the pages of those of the newspapers and advertisers using newspaper and magazines. Newspaper and magazines have high derivability and broad acceptance. Newspapers and magazines are flexible and they possess the gravity, if timeliness people read and down the use of this product and where they can be obtainable. The owner of a newspaper and magazine can also store the information of advertising people and see the picture of what they are called upon to buy especially when magazine is used advertise.

However, the use of newspaper and magazine has its own limitation such as short life poor production, and quality, small pass along audience because only those who are literate and can afford to buy magazine and newspaper can be reached through the newspaper and magazine.

Television

Advertising through television is a very effective way of reaching the people who have access to television sets. Advertise studies the television programmed that attract the largest number of views an certain products and services is also done on special programmed that appeal to group of a particular age limit sex. Advertisers pay for the time in television advertisement. The rote is lighter during the peak viewing period between 7:00pm and 9:00pm.

Television advertising aims at reaching the national audience thus, television advertising is effectives for manufactures whose products are distributed and used nationally. Advertising through television enabled people to see the actual method of using the product. According to (Kottler; 1997) television combines sight, sound and motion which are not common with other firms of advertisement except cinema. Advertising through television enjoys high attention and high reach the techniques used to introduce television advertisement capture the attention of practically everybody.

However, advertising through allows only few people who have access to television set to view the advertisement. Also the advertisement may be too brief to make any lasting impact. On scrupulous, advertising can utilize electrical techniques and photo tracks to give under credit to and exaggerate the products and services advertised on television programmed.

Radio

According to Odom (1989), radio is about the most affective medium pf advertising in Nigeria. This is because of it was use and high pictographically and demographical selective couple with its low cost, may people with radio set thus, radio advertisement reaches a large audience than television advertisement. People listen to radio announcement and advertisement almost involuntarily. Even these without radio sets and passer try can listen to advertisement on radio.

The limitation of radio advertisement is that it appeals only to the era, and then it could be too brief and may not give full information compared with newspaper and magazines advertisement.

Posters and Handbills

Posters and handbills have impression in the form of diagrams and pictures display on larger no land. They are usually exhibited in strategic capture attention very easily any could be read only involuntarily. Posters create a good impression on the product because they are usually large and coloured. Apart from the cost of the design and outing up the advertiser does not have to pay for space and time as in the case of television, radio, newspaper and magazine.

Price Sample

This is another medium of advertising in which producers distributes samples of their products freely to member of the public. The impression and images of such product are private on pen, pencil, singlet, caps, ruler etc. which are freely distributed; recipients of these profits go about with them and thereby help to advertise them. The form of advertising may be very expensive. There are other media of advertising such as; window dressing is a method of arrangement and displacing certain goods in the shops window. It is at times undertaken by those who specialize in window dressing. The good displayed are arranged in such a way that they could easily be removed and given to those that want them. Mechanical device on the other hand makes use of electrical device which easily capture the attention of the public and project the product. In some cases, bright light used to project the projects.
Advertising and Product Performance

Marketing make use of advertising in order to prone their product performances. However, it is necessary to increase the advertising effectiveness. Good planning and control of advertising will improve the sales and the performance of products in the markets. 
In order to have good planning and community control of advertising we must calculate and access measure of advertising effectiveness. This is because most advertising spend much in advertising to achieve less on the product performance. Researchers have shown that the lost of advertising can be deduced in a market and experience no adverse effect for at least a year. David and James (1982), in their study concluded that using high growth rate to a company. It is also observed that most measurement of advertising effectiveness in applied nature. The money that is sending on protesting adverts is higher than what is impost evaluating their effects.

Many organizations develop an advertising campaign and put it into the national market and start to detain its effectiveness it would better to limit the community campaign that will require a large budget.

Studies have shown that advertisers try to increase the communication effect awareness, knowledge of preference and hold it affects sales or turnover. This can be done through raiding method or portfolio test and through laboratory test. This is done in to evaluate an advert attention through laboratory test. This is done to evaluate an advert attention. Therefore direct raiding can be used for consumers to recall the entire advert he has and their content. The recall level of the consumers will then determine the effectiveness of an advert while laboratory test can be used to measure the psychological reaction to an advert.

Studies computed by Vidale and Woife (1975) shows that consumers behaviours are influenced by the degree of effectiveness of an advert in a study community considered by John (1998), it is concluded that advertising campaign increases brand preference.

It is very have to measure advertising sakes effect. This is because; there are many factors affecting sales. Apart from advertising there are factors their price, product features, availability of competition action etc. the ability to control other factors makes it easy to measure advertising effect on sakes. The sales impact is the easiest to measure indirect market situations.

One interstice thing about organization is to find out whether they are other spending or under spending on advertising, but are share of market by organization among its many competitors. Pockhaw and Kottle (1997), studied the relationship between share of vice and share of market for several consumers product over a number of nears and find a one article established product and 1.52. 00 to 1.0 ratio for new products.

Researches try to measure the sales impact through analyzing either historical or experimental data. The historical approach involves correlating post all too past advertising expenditure using advances statically technology. This will allow advertiser to know the sale effect on relation to advertising bought over a long period of time. Experimental design can be used to measure the advertising sales impact instead of selling the normal percentage of advertising to sales in all territories. The company spends more in some territories and less in others. Its high spending test produces substantial sales increase (s). Then we can conclude that the company is under spending. But if it fails to produce more sales and if low spending tests do not lead to sale decrease the company can be over spending.

Studies have shown that advertising appears effective in increasing the volume purchased that by lower buyers but less effective in winning new buying new buying Kottler (1997) community concluded in his current research that advertising appears as likely to have some cumulative effects that is, loyalty, rather, features displays and especially price have a stranger impact on response then advertising. Kottler (1997) also found out that advertising may be more effective when their messages are congruent with their surroundings. In other words, when adverts are on television screen during a programme likely by the community, people one more likely to believe it. The also found out that, customers may sometimes respond to negative message than to positive message. For example Kottler (1997) in his study, one credit and card company contracted customers who did not use the card for three months, to one group of the nonusers; it sends a message explaining the benefit of using the card. He found act that the impact of gain oriented message. The percentage of customers who started to use the card in the loss condition was more than double the percentage in the gain community condition and the changes of the former customers were more than twice as much a the changes of later consumers.

CHAPTER THREE

RESEARCH METHOD

This study is specifically designed to investigate the influence of advertising on the product performance of Union Bank of Nigeria (UBN) Plc as a case study.

In the chapter, consideration is given to the methodology adapted and employ in the collection of necessary data and useful information relation study.

Since this is a case study, appraisal of the organization used is done the research methodology includes the research design to or type, sample and sampling techniques instrumentation a validation, procedure of data collection and procedure for data analysis.

Research Design

A descriptive survey research methodology questionnaire is employed in carrying out this study. Say (1979), observed that a descriptive research involves that collection of data for the purpose of describing community conditions as they exist. A descriptive researcher method is used in this study to enable the researcher to select respondent by sampling and gathering information in order to describe the population. The use of descriptive research is also supported by Kerlinger (1975) by stating the survey research is the most appropriate in this type of research study as it focuses in people and their opinion in the influence of advertising in product performance. The method also all allows the researcher to use the information that would be obtained the sample to mate influence. The motivated the researchers to use the descriptive survey research method, since this study attempts to describe of views of employees and customer on the influence of advertising in product performance of union bank of Nigeria (UBN)Plc, by selecting the result of the sample population from which it is down.
Population of the Study 
The target population of this study is all the employees and customers of Union bank of Nigeria (UBN) PLC.
Sample and Sampling Techniques
  Sample of employees and customers will be randomly selected using systematic random sampling technique. The subjects are all employed and customers whether male of female experience or in experienced, and trained or untrained.

Research Instrumentation

The research makes use of questionnaire to elicit response from selected employees and customers. Questionnaire is used because it is flexible and has capacity to elicit information or a wide range of topic. The questionnaire is personal data such as name of employers, office, sex of employee and year of experience while section B elicits response of the employees and customers about their influence of advertising in product performance. 
The questionnaire consist items which seek information or responses related to the research questions.

Validation of Instrumentation

A content of face validity of instrumentation was established by means of seeking evaluative opinion of the researchers. Supervisors and other expert in the department of business management the draft was re-examined by the supervisor to avoid duplication and ambiguities.

Reliability of Instrumentation

A pilot test which involves ten employees was carried out. The test retest reliability method was used and or high correction coefficient of 0.67 was obtained. This item designed for this study was considered reliable for.

Procedure of Data Collection

The researcher personally visited selected hank branches and crnn1cwrcQ for the purpose of administration questionnaire. This questionnaire is administration within two weeks after which responses were collected.
Data Analysis Technique

For the purpose of analysis, the data gathered are analyzed item by item. The statistical method that is used for the analysis is simple percentage.

CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS AND ANALYSIS

Introduction
One fundamental economic problem is that human wants are limited. Therefore, the means to satisfy the wants are scarce. This situation calls for arrangement of needs, in order of priority and making a choice among completing needs. On one hand is the aim of the consumer which is maximization of profit by creating demand for his product.

In this period of economic recession which is becoming increasingly difficult for the people to get good and quality food, decent house and providing education for the children regarded as necessities. There is urgent need for the banking industry, a firm providing services such as saving considered being an after through a luxury to promote patronage through improve quality services and other measure that will encourage consumers to save part of their income more with their banks.

To win the favor and sustain the patronage of banks and customer, it is considered necessary for a banking industry especially Union bank of Nigeria (UBN) PLC TO employed advertising to improve turnover.

Presentation of Data

The main research problem is to investigate the various type of advertising and advertisement that can be employed to improve turnover of Union bank of Nigeria (UBN) PLC, the study also investigate how bankers and community customers perceive the advertisement strategies employed and their adequacies. The factor employed to carry out the study are sex of the employees, banking experience of the employees and age respondents.

The presentation of frequency distribution of each variable was done and followed by the analysis of data and discussion which are based on the research question.
Table 1: Frequency distribution of gender of respondent

	Gender
	Respondents
	Percentage %

	Male
	71
	74.7

	Female
	24
	25.3

	Total
	95
	100


It is observed that many of the respondents were male out respondents, 71 were male which constituted 74.7%.

Table 2: frequency distribution of respondents’ year of banking experience.
	Year of Banking Experience
	Respondents
	Percentage %

	0-5
	38
	37.9

	Above 5 Years
	59
	62.1

	Total
	95
	100


Table 2 reveal that many employees of Union Bank (UBN) Plc are with many years of banking experienced employees. This is that means that majority are experience. This is should in the table above with respondent who have more than 5 years of banking experience from 62.1 majority 38 respondents out of 95 had less than year experience

Table 3: frequency distribution of respondent according to education qualification

	Qualification
	Respondents
	Percentage %

	Primary
	4
	4.6

	Secondary school certificate
	25
	26.3

	Tertiary level certificate
	66
	69.1

	Total
	95
	100


The above table shows that there are more graduates of tertiary education than any other certificate holders that Nigeria where the study is conducted. The table reveal that of 25 respondent are in secondary certificate holder while only 4 are primary school certificate holders the tables shows that there are 66 respondents who are graduates from different tertiary institutions. Table 4: frequency distribution showing area of specialization.

	Specialization
	Respondents
	Percentage %

	Cashiers
	20
	21.1

	Clerk
	18
	18.9

	Manager
	18
	18.9

	Transport
	5
	5.3

	Messengers
	5
	5.3

	Typist
	7
	7.4

	Secretaries
	8
	8.4

	Computer Operator
	21
	22.4

	Total
	102
	107.4


Table 5: reveals that there are many computer operator as respondents that means that computer are 21 which constitutes 22. 1% while the managers and clerk level employed of the bank is 18 ach which constitute 18.9°’ there arc 20 cashiers as respondents which make up 21. 1% in the study.
Research Questionnaire

The following question where advanced as follows:

1. 
What are the various types of advertisement UBN can employ?

2. 
What are the media of communication employed in terms of advertisement?
3. 
What are the adequately or otherwise of the various types of advertisement?

Research question 1

What are the various types of advertisement UBN of Nigeria Plc (UBN) can employ?

On the research question which to find out the alternative and advertising strategies, major of the respondent both males and females who are employees of Union bank of Nigeria (UBN)Plc believe that their bank employs any types of advertisement to improve customers patronage and turnover in other word many employees, male and female are aware of the various types of advertising strategies listed in the instrument.
From the analysis, it is therefore necessary to note that Union Bank of Nigeria (UBN) Plc employs many types of advertisement but it is confirmed that the most regularly used is competitive advertisement. The table below reveals this and that respondents are aware of many advertising strategies employed by the bank.

Table 5. Alternative advertisement strategies

	Advertisement
	RV
	%
	OV
	%
	SU
	%
	NU
	%
	Total

	Information advertisement
	68
	61.1
	35
	36.8
	3
	3.2
	
	
	

	Perceive advertisement
	78
	82.1
	17
	17.9
	
	4.2
	
	
	

	Computation advertisement
	85
	89.5
	6
	6.3
	4
	
	
	
	

	Mass and specific advertisement
	7
	7.4
	
	
	58
	61.1
	30
	31.6
	


Majority of the respondent that is 85(84.55) are of the opinion that competitive advertising is the most regular advertisement took the second respondents one of the opinion that advertisement increase consist of goods while 46 respondents state that it books public because relation of the company. Publicity is marketed lowest because only 16 respondents consider a as the effect of advertisement from the analysis, 39 respondent’s state that advertising being about profit while 48 respondents believes that it leads to high price.

Findings:

From the study, the following findings were discovered.

1.
There are different types of advertisement that could be employed.
2.
Union Bank of Nigeria (UBN) plc employed different types of advertisement such as completion persuasive, mass and specific information.
3.
The finding resealed that television was the most regularly used medium of advertisement.
4.
Competitive advertisement is considered the most regularly used advertisement.
5.
Among the effects of advertisement, increased in turnover is considered the most important.

CHAPTER FIVE

SUMMARY, CONCLUSION, AND RECOMMENDATIONS

Summary

The employment and use of appropriate advertising strategies by Union Bank of Nigeria (UBN) plc is about out of the need to win the favor and sustain the patronage of the bank customers, especially when there is economics depression and in the era of declining resources when it is becoming increase difficult to eat adequate which is a necessary takes less of saving.

The makes the advertisement to be unique and acquires adequate attention in the part management of Union Bank of Nigeria (UBN) Plc that used the strategies. It is in this ground that the study is undertaken to investigate the various view of bank employees in the alternative. The employment and use of appropriate advertising strategies by union bank of Nigeria (UBN) plc is about all of the need to win the favor and sustain the patronage of the banks customers, especially when there is economics depression and in the era declining resources when it is becoming increase difficult to eat adequate which is a necessary takes less of saving.
The makes the advertisement to be unique and acquires adequate attention in the part management of Union Bank of Nigeria (UBN) plc that used the strategies. It is on the ground that the study is undertaken to investigate the various view of bank employees in the alternative advertising strategies in tanking industry such as Union Bank of Nigeria (UBN)plc.
Frequency distributor of each in dependents variable such as gender or sex of the respondents, working experience, specialization and education qualification were given followed by the analysis of dat. The analysis revealed that in research question one, there are many alternative advertising strategies that could be employed by banking industry Union Bank of Nigeria (UBN)plc made use of many advertising strategies to embrace highest turnover. The findings revealed that sponsored television programme and advertisement are the most regular used advertising strategy by Union Bank of Nigeria plc. On the research two, the analysis schools that all respondents were of the opinion what sponsored programme was the most regular used as the medium of communication in term of promotion by union Bank of Nigeria (UBN)plc.
The study revealed that advertisement is now increases being accepted as necessary instrument and inequitable ingredient of sustainable high turnover and as an economic measure contribution to the growth and development of industries. The finding aggress with Engel et al (1971), which state that advertisement is pent of the overall marketing plan palpitating sale and this contributing to only the long run development of the industry.
Engel et al (1971), further states that advertisement helps to promotes not only the product but even the image of coy the May advertisement strategies. This is in agreement with standard union bank of Nigeria (UBN) plc which stored that strategies on an instrument through which the public is made aware of test of firm including firm.
Zenith news (2001), state further that implementation of any of those strategies involves number technical decision many of which led them to practiaties technique and improve the turn over that result into increase profit. The acceptance of advertisement by people depends on its efficiency to embrace of high turnover. This finding proved right the earlier finding of Kottler (1997), that advertisement is an influencing factor and that the use of advertisement increase years.
 Steadily with increasing level of technology and progressing years. Probably, this is why many represents show positives towards advertising medium television.
This result is in agreement with us quadrates bank (2000); which state that unlike other moment as a case of what you see is what you get when advertisement is combined with other promotional strategies include prizes contest e.t.c.
The result of this was on an increase in the income Union Bank of Nigeria (UBN)plc which increase steadily with time. This assertion by N.B bulletin (1996) confirmed Kotler (1997) who stated that to increase turnover of any establishment, there is need to employ effective promotional strategy especially now that the increasingly becoming difficult for people to satisfy their was a talk less of saving from the study, there was a sustainable growth in the patronage of Union Bank of Nigeria (UBN)plc. 
This is no agreement with N. B report (2000), which states that 2000 salary increase affected banks turnover nationwide.
Majority of the respondents confirmed that competitive of advertising was the most regular used of all the strategies. This is bank hag high turnover. Advertisement promotional strategy effective influences the turnover. This is an agreement with Buzelle (1990) who opened that advertisement and other professional strategies did not stimulate demanded but promotes bout the bank and bank services. The finding also revealed that coaster as on advertising medium was considered as in effective because no respondent give it positive response. This means that a poster does not in any way influence sales or turnover.
The findings show that since year 2000, the turnover of the bank has steadily increases over the years from the finding respondents showed positive response towards of television and increasingly progressing.
This is an indication that advertisement with good of industry. This finding agrees with eight findings of Opadokun (l993), on positional strategy in pharmaceutical industry. He found out that advertisement and promotional combined with other promotional strategies how proceed to be very effective as it answer awareness of the products while the strategy itself bunts sales.
The use of sponsored television programme is a popular promotional strategy in Nigeria, because television to become a house article in the recent time, banking capitalizes on the sponsorship of popular programmed such as soap opera. This is national demo programmed on television which degree of effectiveness. The acceptance of sponsored television programme as the most regularly used promotional strategy tallied with Kottlers (1997) who state that televisions programme enjoys high attention, and high rich. It also agreed with Desi and James (1982), who described television sponsored programme as a major contributing factor to be growth in awareness of product and establishment,, it can be concluded that the negative attitude of respondent to posters to can be linter with ineffectiveness of posters to influence turnover.
However, advertising strategies used by Union bank of Nigeria (UBN)p1c depends on the communication medium within the strategies. This agrees with Adediran (1981), who assorted that ability to improve turnover is taxed on interpretation of the strategies that come from the firm thorough medium. The interpretation must be community consumer oriented which is considered to maximize satisfaction at lesson cost, improve his standard of units though prices and be transferred as such it is therefore be stated that the quality of an advertisement effective.

Conclusion

This study is set out to investigate the alternative advertisement strategies a banking industry can employ. The case study is Union Bank of Nigeria (UBN)plc.
From the findings, one can arrive at the flowing conclusion: there are many Union Bank of Nigeria (UBN) plc branches in Nigeria.
The most regularly used alternative advertising strategy was completion advertising strategy. In term of communication media, advertisement combined with television sponsored programme has dominated the method of advertisement since the absented data showed the positive attributed of respondent towards television as the most effective advertising strategy. It is necessary to put in place a mechanical on a regular basis a programmed which can feature and can be used for advertisement.
Finally, concerted efforts should be made to employ sponsored television programme than occasional advert; this is to ensures realization of the objectives of Union Bank of Nigeria (UBN) plc.

Recommendations
The way in which employees responded to be studies question reflected their views and awareness of the alternative advertising strategies employed by Union bank of Nigeria (UBN) plc.
Against the summary or discussions and conclusion above, the following recommendation and then made.

1.
Alternative advertising strategy should be employed and used by Union Bank of Nigeria (UBN) Plc. If this done, it will help consumer to be aware of the bank increase patronage for it. The advantage derived from these advertising strategies is after increasing the sustainable growth rate of the banking industry. However, the medium of communication must be of high reach coverage.
2.
Informative and competitive: only advertisements that are effective should be incurred when issuing all at a time. A situation in which time does not augur well for the industry. This is because all strategies will require money for their execution these that one most effective should be discarded.
3.
Union Bank of Nigeria (UBN) plc should be current with nations and international effects. The industry should sponsor some effect for advertisement.
4.
Union Bank of Nigeria (UBN)plc should be consider the environment in which it is operating and combine informative and competitive advertisement at a time to maximize this Union Bank of Nigeria (UBN) plc should be consider sponsoring popular television programme as the most important. During these programme, it can be advertise.

The management of Union Bank of Nigeria (UBN)plc and all other stakeholders thus bringing about the realization of grows to which advertising is set. All recommendation suggested if carefully examine an implemented will bring about achievement of the goals of the Union Bank of Nigeria (UBN)plc.
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APENDIX

QUESTIONNAIRE

Dear Respondent,

The questionnaire is written in order to find out how sex and age act as determinants of occupational aspirations among JSSIII students in Ilorin metropolis.

This information is necessary for a research study.  Please indicate your responses in the spaces provided.  The information given will be treated confidentially.


Thanks.

Please tick (√ ) the appropriate option.

SECTION A

DEMOGRAPHIC INFORMATION

	Gender
	Respondents

	Male
	

	Female
	

	Year of Banking Experience
	Respondents

	0-5
	

	Above 5 Years
	


	Qualification
	Respondents

	Primary
	

	Secondary school certificate
	

	Tertiary level certificate
	


	Specialization
	Respondents

	Cashiers
	

	Clerk
	

	Manager
	

	Transport
	

	Messenger
	5

	Typist
	

	Secretaries
	

	Computer Operator
	


Research Questionnaire

The following question where advanced as follows:

1. 
What are the various types of advertisement UBN can employ?

2. 
What are the media of communication employed in terms of advertisement?

3. 
What are the adequately or otherwise of the various types of advertisement?

Research question 

What are the various types of advertisement UBN of Nigeria Plc can employ?

	Advertisement
	RV
	
	OV
	
	SU
	
	NU

	Information advertisement
	
	
	
	
	
	
	

	Perceive advertisement
	
	
	
	
	
	
	

	Computation advertisement
	
	
	
	
	
	
	

	Mass and specific advertisement
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