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siven attention and the desire of people
, oruan, 1992).
~ Sports involved any activity
ngaged O derive pleasure and exert
ower through  vigorous exercise.
According to Olajide (2003), sports is an
netitutionalized physical activity which
by fixed rules. Sports is an
aetivity with  clear  standard  of
erformance involving physical exertion
.. gh competition governed by norms,
hysically performed by members of
ized group with the goal of
chieving some reward through defeat of
ther competitors.
- Marketing is an inevitable means
bringing useful products and service
he knowledge of willing consumers.
eting according to Kathleen (1994)
he actual activity that takes place
:‘, trading process, for example,
| ing, selling and or promotion
se. It is therefore appropriate to say
narketing as a product of service
es an actual exchange of money or
Q { means that marketing
o satisfy human needs, want and
gs through an exchange process
tion) involving services OF

- : arketing according 1o Pits

(1996) is a process .of
o and implementing actiw‘uiles
roduction, pricing, promotion
ution of sports products OF
he consumers. Nwabuikwu
ed sports marketing as the
lling the potential of 2
s events to a sponsor and

. m how to convey it
<e known as advertising

campaign; who is responsible to carry
the various activities in the plan and how
much money is budget for his effort.
Successful advertising depends very
much on knowing the preferred method
and styles of communication of the
target markets that you want to reach
with your advertisement.

A “brand” is a name, sign,
symbols, slogan or anything that is used
to identify and distinguish a specific
product, services, or business. A legally
protected brand name is called a
preparatory name, (Wikipedia, 2010).
Brand is the image, of the product in the
market. Some people distinguished the
psychological aspect of a brand from the
experiential aspect. The experiential
aspect consists of the sum of all point of
contact with the brand and is known as
the brand experience.

The psychological  aspects,
sometimes referred to as the brand
image, are a symbolic construct created
with the minds of people and consist of
all the information and expectation
associated in a product or services.
People engaged in a brand that seeks to
develop or align the expectation behinds
the brand experience, creating the
impression that a brand associated with a
product or service has certain qualities or
characteristics that make it special or
unique. A brand is therefore one of the
most valued elements in an advertising
theme, as it demonstrates what the brand
owner is able to offer in the market
place. The art of creating and
maintaining a brand 1s called brand

management. Orientation of the whole

organization towards its brand is called

brand orientation [Wikipedia, 2010].
Direct marketing is a form of
advertising that reaches its audience
without using traditiona nr
of advertising such as telew_smn,
newspapers and radio. Business
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communicates straight to the consumer
Wjﬂl advertising techniques such as
fliers, catalogue distribution,
promotional letters and street advertising
(Wikipedia, 2010). Direct advertising is
a sub-discipline and type of marketing.

lugs varied from stronger emot;
Eongnection to better dovetailinghm
relevant content to targeting spec; fic
group” (Wikipedia, 2010),

Sport marketing is a way of
promoting sport and sports products, The

These are two main definitional

characteristics which distinguish the

forrns_ or types of marketing. The first is

that it send its message directly to

consumers  without the wuse of

lnter_vening commercial communication

media while the second characteristics is

the core principles of successful

ad\_'emsmg driving a specific “call to

action.” This aspect or direct marketing

_@ involves and emphasizes  trackable,
Measurable and positive response from
consumer (known simple as “response”
b= .thP ln_dusu-y) regardless of medium  Jack
(Wikipedia, 2010). proper information and awareness of the
The  product advertisement products. Therefore, the need arose to
expect the prospective buyers to take a t of relatior
specific action for instance, call a free
phone number or visit a websites, then
the effort is considered to be direct
response advertising. (wikipedia, 2010).
Product placement or embedded
marketing is a form of advertisement,
where branded goods and services are
placed in content usually devoid of
advertising, such as movies, the story
line of television shows or news

process is also used in the sporting fig)q
to represent all forms of transactigy
involving different element in Sports.
Also, experience has shown that the roje
of advertisement in any form of businegs
cannot be over emphasized as it draws
good attention of the public, be i
viewers, readers and listeners towards
products and services. However, sports
marketing seems to be ineffective in this
part of the world and this has no doubt '
affected its patronage of products and
services. This- is due to poor B
communication which results in =
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determine the extent of relationship of
advertisement ~ strategies of sports
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¢t and
p between Direct Marketing strategies of sports produ sports
i .ﬁ- . *. | Btl“-

m' 2 shows the cal keting strategies of sports
culated 1 direct marketing
ﬁll’ \'IM i ‘h' critical rvalue is product contributed to sport promotion,

degree of freedom and at Hypothesis 3¢ There will be no
l“‘l OF 0.05. Since the caloﬁilod slmﬁcant relationship between product
Breater than  eritical value placement strategy of sports product and
2 s lﬂiﬂtﬁd and alternative sport promotlon in Horin metropoha.
< This means that

"l.'m.-:'-;'-‘h-ﬁt | e e PR S

31 Mﬂuﬁ Ip between product placement strategy of sports product and 'Pﬂl't

S fEriacam LA -_.. of Kwara State. =l

=T = T

-W = | s
’IIIII 717417 | 4.32975

|_l A T

~ Tabl _.3 ﬁo'm thn ouemmd r-

! il"lf 1 |\' 1
e ] o IIl\-;,__...-' ——
I

Scanned by TapScanner




Scanned by TapScanner



management and marketing of sports and the challengeg
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