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EDITORIAL NOTE

his is volume 2 of the Journal of Humanities and Education - a bi- annual publication of the
Faculty of Humanities and Education Federal University Gusau, The volume has forty (45)
articles from distinguished scholars across the country . Journal of Humanities and Education
(JHE) is a high quality open access, peer reviewed research journal that is published by the
Faculty of Humanities and Education, Federal University Gusau (FUGUS). The journal
provides a platform for researchers, academicians, professionals, practitioners as well as
students to impart and share knowledge in the form of high quality, empirical and theoretical
rescarch papers, case studies, book review and conceptual framework. The journal publishes
in both print and online versions and has a link with other experienced publishers and
researchers. It is my ardent hope and prayer that members of the academia , student and
commentators and other people alike would find this volume good reference material . To

those whose articles appeared in this edition I say congratulations.
Thanks.

Prof. Aliyu Muhammadu Bunza
Editor-in-Chief
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Abstract

The study examined the influence of sport sponsorship on consumer behaviour of Etisalat
Nigeria. Sport sponsorship is considered to be an effective brand communication Stralegy
and a fundamental dimension of the marketing mix. The aims of the study are to examine the
influence of sport sponsorship on consumer behaviour of students in University of lorin, and
1o determine the relationship between sport sponsorship and sales. The descriptive Surve)
design was adopted for the study, the population of the study comprised all the studenis of
University of llorin who participated in the marathon race of 2015. However 33.3% of the
participants were selected using judgemental sampling method, 505 participants werei
selected for the study out of the 1515 participants. Two research hypotheses were formuiﬂ{f';
for the study and tested, a structured questionnaire was designed on a five point Ir‘kerr_ranlno
scale that was validated by experts in the Department of Marketing and Human Kinefics
University of llorin. The null hypotheses formulated was tested using multiple regreslsfﬂ”
analysis. There was a significant influence of sport sponsorship on consumer behm’iﬂ”: r
Among the recommendations made based on the findings of the study include; Manage"'ei”
of Etisalat Nigeria should always draw a strategic plan for any sport sponsorship p!‘US’ ‘;
and should invest more on sport sponsorship to better influence consumer buying hehaviou™
Key words: Sport sponsorship, consumer behaviour, organisation, business, events
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Introduction

Business owners must be able to create awareness, build brand image and maintain
tlt‘(“d reputation in every environment they find themselves. In order fo satisfy customers,
business owners must creatively manage their marketing mix to gain a competitive
advantage. Promotion has been the usual way by which businesses communicate with their
target audiences most especially through mass media (Jobber, 2001). The communication
mix available to businesses in the past include publicity, personal selling, sales promotion
and advertising, but today sponsorship is an additional tool for businesses to communicate
with their target audiences to in turn influence their buying behaviour, Sponsorship is a
business method for communicating and marketing which in the short run and long term, has
the aim of contributing to the sponsor’s brand awareness and image as well as increasing the
sponsor’s sales.

Sport is said to be an important source of physical well being, it is an activity
involving physical exertion, skill and/or hand-eye coordination as the primary focus of the
activity, with elements of competition where rules and patterns of behaviour governing the
activity exist formally through organisations (Ralph, 2015). Over the years, the idea of
businesses sponsoring sporting activities is growing rapidly. Sport sponsorship is now a
means by which businesses can create awareness and communicate their sales messages to
influence consumer buying behaviour positively, this is because it gives opportumty to reach
out to customers and potential customers which can eventually increase the sales of a
business. According to Tim (2014) sponsorship combine advertising and sales promotions

with public relations. Sponsorship increase awareness of a company or product, build loyalty
p differentiate a product from its competitors, provide

with a specific target audience, hel
mmunity or ethnic group or

merchandising opportunities, demonstrate commitment to a co

impact the bottom line. Like advertising, sponsorship are initiated to build long — term

associations, Organisations sometimes compare sponsorships with advertising by using gross

impressions or cost-per-thousand measurement. Despite the usefulness of sport sponsorship

1o marketing communication perfo

sport sponsorship and how it works. This has spurre
nsorship on consumer buying behaviour in etisalat, Nigeria.
d building brand image cannot be ignored by

rmance many businesses do not understand the concepts of

d the researcher to looking into the

influence of sport spo
The act of creating awareness an

businesses that wish to stand the test of time, especially in t
Businesses must be able to create awareness

oday’s competitive environment
where marketers find themselves, and build
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brand image through the use of effective sport sponsorship to reach out to their targeted

audience. It is just not enough for businesses to focus on marketing communication mix of
advertising, personal selling, sales promotion and publicity but reaching out to audience
through sport sponsorship should be considered. In today’s sporting activities virtually
everything is for sale and businesses are buying in a big way. The idea of businesses
sponsoring sporting activities has become the order of the day. It is a give and take
relationship, the sponsor is giving out something (not always money) in exchange for
something (examples: creating awareness, influencing buying behaviour, building brand

image and good reputation). Sport sponsorship is considered to be an effective brand

communication strategy and fundamental dimension of the marketing mix.

It 1s unfortunate that many industries including telecommunication industry today

remain unsure of how sport sponsorship works and how it can influence consumer behaviour,

therefore this study sought answers to the following questions
I What is the effect of sport sponsorship on consumer behaviour in Etisalat Nigena?
11. Is there any relationship between sport sponsorship and sales of Etisalat products?

The main objective of the study is to examine the influence of sport sponsorship on consumer

behaviour of University of Ilorin students while specific objectives include to:
1 examine the effect of sport Sponsorship on consumer behaviour in Etisalat Nigeria: and
ii. assess the relationship between sport Sponsorship and sales of Etisalat products
Literature Review

Evolution of Sport Sponsorship

As advertising and marketing str

ategy has evolved over the last 30 years, no O
tactics that companies and Organizations yse

oy A L‘
10 reach consumers has undergone mol
transformation than sponsorship, Sponsorship has gone from

. ; ands

; a mere novelty in which braft
a . (19 ” . x

paid to be associated with “cool Properties in sporgs

a1 . ¢
_ » arts, and entertainment, © -.n'gu.'.l‘l_\ the
most important weapon in the more than $100 billion

world of advertising
In decades past, advertising exceutives coyld buy

. 3 . v ()
ASt quantties of commercial awtms !

network television and bombard viewers with ads; the |
. ads; the

P ' » \E'L‘l"l
ormula was simple — whoevel
more, won. Yel as consumers wateh less live television
all

; ik
_ , and the selection of viewing optt
has increased exponentially, brands

are foree ol
_ _ reed 1o shify advertising spend to find new Wi
engaging potential customers gy clients

Yoy : H'."
Avearding to Andy England, Chief Marksi™

Officer of beverage giant MillerCooys “One of g
el 1§

. (D |
biggest challenges for markete!
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fragmentation not just in terms of the proliferation of brands/styles in so many CPG
[consumer packaged goods] categories, but also in terms of consumer interests and the way
they engage in those interests. Twenty years ago, you could advertise on the networks;
sponsor the four big sports; get involved with a few big-name concert tours and rest assured
that your brand message was being delivered. Now, you have dozens of cable channels with
programming that draws passionate followers, let alone original programming that lives only
on online; emerging sports and local sports opportunities; a music landscape that is much

more diverse; the impact of social media; and new trends and passions emerging every day!”

In other words, the options available for an individual to spend their free time have become
essentially limitless. While it took years of diminished returns to realize this, consumer
brands have now recognized that simply paying for their logo to appear next to that of a
professional sports team, or purchasing advertising television or in stadium advertising during
games no longer provide the same return on investment. Consequentially, there has been an
escalation of advertising spend brought on by an proverbial arms race of rowing competition

coupled with a limited market of potential consumers. Finding ways to stand out is no longer
an option, but a necessity ( Jason, 2013)

Sport Sponsorship
Businesses today operates in a very compet

for other means of reaching consumer in a more appropriate way. Sponsorship is the fastest

itive environment and are forced to seek

growing medium in the market, when compared to advertising and sales promotion. It is used

effectively communicate their sales messages to targeted audience.

by businesses to
romotion strategy with an ability

Sponsorship is now viewed as a cost effective alternative p
ltural barrier and brings about greater media coverage of these

to transcend national and cu
events combined with the rising cost of media advertising and increasing public indifference
to conventional forms of communications ( Meenshan, 1998). In general, sponsorship can be

illustrated as a mutually beneficial business relationship between two parties being named as

sponsor (usually companies) and sponsored (Olkkonen , 2001).
(2007) sports sponsorship is a marketing tool that is frequently

According to Jobber
so as to be placed higher than

used by companies to reach a wide audience on a global basis

their competitors and to create awareness as well as make a higher profit margin. Through

this platform, specific target audience alongside potential customers are reached as it able to
penetrate through quite effectively in the promotional mix and as such, is a significant
103
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method being used by many organizations, In the same vain Lng‘ac (2005) was ¢
that sport sponsorship is any commercial agreement by Whll‘?h. a sponsor ¢
provides financing or other support in order to establish an association be'nwun
image, brand or products and a sport sponsorship property in return for rights to o
association and/or for granting certain agreed direct or indirect benefits, %
Sport marketing involves all the activities that intend to satisfy the demand Mm“
customer, More and more companies are adding sport sponsorship to the mm
alongside traditional adverting, personal selling , sales promotion and publicity because it

believed that people are personate about sporting events and could be a means of promioting
their brand. .

Benefits and Objectives of Sport Sponsorship

The benefits and objectives of companies involvement in sport sponsorship varies
from author to author. Jobber (2007) identified the following benefits and objectives:
Creating promotional opportunities: Sponsoring events is a great way for companies
promote their brands, logos and products

Improving community relations:

Social Tesponsibility is a factor of why companies g
involved in sponsorship. Sponsorship of schools can help boost the reputation of a company

In its given community. This will give a caring

and socially responsible image to ¢
consumers

Fostering favorable brand and company associations:

& ‘ & L . 0

This objective is linked ©
association for a company or brand. The o shi yith
a company to associate itself ¥

vent can be relayed to their products as well

PoInt is meant for
an event and hopefully, the positivity of the e

Creating entertainment Opportunities: Companies SPOnsor events not only for publicity buf
also to reach out to customers that gre } ¥ .
H “L‘hl\' pl"l\‘L‘d . i Voo

Sy ple 'l Various fields. Successful emplo)

arde

n s(\ \( ['",' i | ) Y X 5 <
- U Whe ( >eleb 8 ~ e 1D
t‘lﬂ(\llllc‘d event P Celebnties pan < Pﬂ

» H MS: \ ) ) ) &
N I l I ll“l‘lh’ Il\ Y ‘\.l\ ns \"-\l“i' lll\'\ l\i\‘.’ a p M) i !
SV i l.\‘l\ lll\ l\ ey

% ience
‘ . Nions of audi
warldwide where some of the ach millions ¢

M are likely 1o b

L VN .\.:
A \‘IHL‘ \'u\;!\\u! Ao 11y I'l“ “jt
; : ers due to the ll
by various media coverage intemationg|), wh el
« J I\

) . ! orshif
Vauds p l.\\‘ilu.umg this process. SponsoP
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of certain major eve Woa s Nt i :
amn major events like football aids in drastically producing awareness shifts for various

products.

Consumer Behaviour

Arun & Meehakshi (2012) stated that there is enormous variability in the way
customers buy and use products, They may buy the same product but use it for different
purposes, some customers will buy a product after a lot of consultations, where as others will
make the purchase decision of the service product in complete solitude. Some customers will
buy a product from upscale stores while others will buy the same product from a modest store
close to where they stay. Some customers may buy a product that is a reflection of their social
standing where as others will buy the product for purely functional reasons. The types of
behaviour that different customers demonstrate in buying and using the same products, and
the different types of behaviour that the same customer demonstrates in buying different
products, evaluates marketing to a discipline much more intricate than product management.
By studying the behaviour of customers, it becomes possible to segment the market in new
ways and serve them with different marketing mixes even if the product of the various

marketing mixes may be the same.

The Consumer Buying Process

By knowing how consumer buys, the marketers can allocate a marketing budget and
direct efforts to the stages in the processing that affect consumer’s buying behaviour.
Arun and Mecenakshi (2012), stated that the buying process is divided into various stage —
Need recognition, Information search, Evaluation of alternatives, Purchase and Post purchase

evaluation of decisions. This is shown in a diagram below:

Need Information Evaluation of Purchase

> search > alternative > —» evaluation

recognition

Post purchase

i. Problem Recognition: The decision-making process begins with the recognition that a

problem exists. The problem may be functional like a slow computer or a small house. The

marketers will have to communicate the new level of function benefit at the product in an

exaggerated way so that the consumer feels at a disadvantage owning the current product.
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X ' sed for a prod
ii. Search for Information: The consumer, after recognizing the nee product, searche

. <o alternatives on the basj
for alternatives that may fulfil his needs, and evaluates these @ basis of

various choice critenia.

. R done more care

iii. Evaluation of alternatives: The evaluation process may be flllly and
. i f conveni -

logically in some Cases, for example, consumer durables. in ¢ds¢ @ CORYCILE I,

which are purchases for one-shot consumption, the evaluation may be less. Occasionally, i

may be impulse buying 0. Evaluation requires designing and application of suitable criteria

iv. Purchase and post-purchasc: purchase and post- purchase ¢va

Juating decision once the
customer has zeroed 1n on

the right choice, he purchase the product and companies are

expected to follow to assure the customer that he has bought the right product.

Factors Influencing Consumers Buying Behaviour

Consumer decision to buy a particular product does not

occur in a vacuum. There are
several individual and social factors tha

t strongly influence cOnSumers buyin

g behaviour
Charles, Josep

h, and Carl, (1992) claims that individual

factors affect consumer buying
behaviour, unique to each

particular person, these factors include perception, motivation.
learning, values, beliefs and attitudes, personal

ity, self-concept, and lifestyle.
i.  Perception: Perception is how we see the world around us and

how we recognize that
we have a consumption problem.

il. Motivation: The study of motivation allows marketers analyze the major forces

i

\

influencing consumers (0 purchase or not to purchase products ‘
ii. Learning: Almost all consumer behaviour results from learned behaviours Learning

is the process that crates changes in behaviour, immediate or expected, because of experience
and practice. It is not possible to directly observe learning :
iv. Values, Beliefs and i . : .

3 Attitudes: Learning helps individuals shape their value systems,

in turn, values help determine self-concept and personalit
1ty
V.

Personality: Each consum :
: er
ok o e has a unique personality; personality is a broad concep!
n be thought of as a way of organizi
organizing and | ' i f
individual’s reactions to situations. grouping the consistencies of &
vi. Self — Concept: Self conc
: ept or self pe .
perception is b

. asical BRI
themselves, Self ~ Concept consists of individual al ally how consumers perce!

L € o Q
evaluations. altitudes

perceptions, beliefs and self-
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vii.  Lifestyles: People's lifestyles reflect their personalities and self concepts. A life style
is a person’s mode of living as identified by his or her acivities, interests and opinmons. Arun
and Meenashi (2012) affirmed that apart from the intemal factors which is individuals
influences, external factors (social influences) also influence consumer behaviour. These

factors are not individualistic and are extermal to the individual. These factors include

Culture, social class, reference group and family influences.

Theoretical Framework

Theory of Planned Behaviour
The construct ‘perceived behavioural control’ is formed by combining the perceived

presence of factors that may facilitate or impede the performance of a behaviour and the
perceived power of each of these factors. Actual behavioural control refers to the extent to
which a person has the skills, resources, and other prerequisites needed to perform a given
behaviour. Actual behavioural control is difficult to accurately assess and so perceived
behavioural control is measured through specially designed questionnaires and serves as a
proxy measure of the influence. Since its publication the TPB has become the dominant
expectancy-value theory, and has been applied in a wide vanety of behavioural domains
(Shaw and Shiu,2000).

The theory of planned behaviour is, in principle, open to the inclusion of -additional
predictors if it can be shown that they capture a significant proportion of the vanance
in intention or behaviour after the theory’s current variables have been taken into

account

Congruity Theory

Congruity (congruence) theory has been applied in social psychology to the investigations of
memory as well as for explaining attitude formation. According to the principle of cognitive
consistency, people value harmony among their thoughts, feelings, and behaviours, and they
are motivated to maintain uniformity among these elements (Solomon 1996). Researchers
conducting studies on incongruity have used a variety of terminologies interchangeably such
as congruent/incongruent, expected/unexpected, and consistent/inconsistent (Heckler and
Childers 1992).
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The congruity model was originally formulated as a specific explanation for the attitude
change that occurs when a source is connected to a particular attitude object. The statemep,
that sources make about objects are associative when the statement implies a posijy,
connection and dissociative when the statement implics a denial of a connection. The thirg
element of congruity theory is the evaluation laced on both the source and the object by (ke
person whose attitude is being considered (Shaver 1987). The theory predicts that the valye

of the more negatively valued element will rise when linked to a positively valued one
(Solomon 1996).

Empirical Reviews

Georg, Kwasi, Robert and Samuel (2012), carried out a study on the effect of sponsorship on
marketing communication performance: A case study of Airtel Ghana. The aim of the study
was to have a clear understanding of how sponsorship contributes posifively to marketing
communication performance. The methodology is based on social techniques, which
examines opinions, behaviours and perceptions by asking people questions. Questionnaire
was used to collect quantitative data from 100 respondents who filled and returned the
questionnaires. The result shows that sponsorship contribute positively to marketing
communication performance and consequently increase organizational value. They concluded
that products of sponsoring companies are patronized by consumers as a result of their
sponsorship of events.
James (2008) examined new media, branding and global sports sponsorship in USA. A
systematic review was conducted in order to collect and review articles, research studies, ¢
newsletters, public relations releases, technology industry reports and other materials that
addressed the relationship between globalisation, sports sponsorship, branding and new
media technologies. A total of 54 documents were reviewed out of which 24 was selected
because of their relevance to the topic area. The result indicate that new paradigm »
ffl?t‘jrging which involves thematically linked, integrated, strategic global marketing
m’“au""ﬁ' driven by new media applications, which have enhanced the value spor
sponsorship. He concluded that new media is changing the nature of the marketing mix 4

Sport sponsorship b :
4 €COMES an incres : ' ;
4 mcreasingly powerful and engaging tool for brands.
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Methodology P e :
This section discusses the procedure employed in achieving the research objectives which
include data type and sources, data collection as well as method of data presentation and
analysis. The study adopts a descriptive survey and quantitative method to enhance proper
understanding of the research variables and made use of structured questionnaire to elicit
information from students of University of llorin. The variables of the study are consumer
behaviour (dependent) and sport sponsorship (independent). Multiple regression analysis was
used to test the research hypotheses.

The population of the study are students of University of lorin who participated in the
marathon race, 2015. One thousand five hundred and fifteen (1515) students participated, out
of which 33.3% (505) were selected using judgemental sampling method. The questionnaire
used to elicit information was capable of finding out the level of Sport sponsorship influence
on consumer behaviour in Etisalat Nigeria. The study made use of a questionnaire as the data
collection instrument. The questionnaire was divided into parts, part I elicit information on
the personal data of the respondents such as age, gender and department while part II
consists of items measuring sport sponsorship influence on consumer behaviour with five
point Likert scale answers ranging from (1= strongly agreed and 5 strongly disagree)

The study employed a primary source of collecting data to get the required
nformation for the study. The primary data were obtained using structured questionnaires.
The questionnaires were administered by the researchers and four assistants, this enabled the
researchers o interact and shed more light on areas that are not cleared to the respondents.
Out of the 505 questionnaires administered 380 was filled and found usable,

Data Analysis
Multiple regression analysis was conducted to determine the influence of sport sponsorship
on consumer buying behaviour in Etisalat Nigeria. The result is shown in the tables below:
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Hypothesis
Hos: Sport sponsorship does not have significant influence on consumer behavigy, in

Etisalat Nigeria

Table 1: Model Summary
Adjusted R Std. Error of the |
Model R R Square Square Estimate ,‘
1 833 694 693 24412 |
a. Predictors: (constant), Sport-sponsorship
Table 2: ANOVAD
Sum of Mean . '
Model Squares Df Square % Sig.
1 Regression DL 1 IRl 857.653 .000 i
Residual 202 378 .060
Total 73.638 379
a. Predictors: (constant), Sport_ sponsorship
b. Dependent variable: Consumer_behaviour
Table 3: Coefficientsa
Unstandardized Standardized
Coefficients Coefficients
Std, ;‘
Model B Emor | Beta T |
1 (Constant) 206 124 1.663
sport_sponsorship RIS 038 833 20.286

a. Dependent variable: Consumer behaviour

Dscussion of findings

F'able 1: The result of this study revealed that the valye of ©* is 0.694 (Which accounted for

0 49 ? varianse ’ BONK sr Beahavinie i ; ¥
69.4% of variance) of consumer behaviour ig explained by sport sponsorship. This implies

that sport sponsorship has significant influences on consumer buying behaviour in Etisalal
S chavic LS

{orosris ( 0 e » remaini
Nigeria by 69.4%, while the remaining 30.6% are explained by other variables which are

outside the model. Hence, sport sponsorship i saalé
L Ilﬂllcnccg ) > : qalat
‘08 consumer behaviour in EUSE

Nigeria,
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