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INFLUENCE OF ONLINE ADVERTISING IN THE PROMOTION
OF NIGERIA PROFESSIONAL FOOTBALL LEAGUE (NPFL)

WPLYW REKLAMY INTERNETOWEJ NA PROMOCJE
NIGERYJSKIEJ PROFESJONALNEJ LIGI PILKI NOZNEJ (NPFL)

Abstract
The advent of online advertising has drastically changed how football is approached and
funded. No doubt, Information and Communication Technology has had huge impact on
sports development across the globe and also has created new vista for sports promotion,
marketing, sports followership and revenue generation. This study examines the influence
of online advertising in the promotion of Nigeria Professional Football League (NPFL).
The technological determinism theory was used as theoretical basis for this research
work. Survey method of research was adopted with four hundred copies of questionnaire
administered to respondents in four States in the North- Central zone of Nigeria namely;
Niger, Kogi, Benue and FCT. It was found that the extent of online advertising usage by
the League Management Company (LMC) and NPFL club sides is poor in compare to its
usage by other league organizers and club sides in advanced nations. Therefore, this
study recommends that the league handlers should, immediately, consider setting up a
fully equipped social media marketing team. This should include; web designers, graphic
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artists, online media influencers and advert executives. The LMC should also ensure the
employment of professional web designers to revamp the look-and-feel of the site. Make
it more user-friendly and updated constantly. Also, the website should be fully commer-
cialized.

Keywords: online, advertising, league, football, promation, professional

Streszczenie

Pojawienie si¢ reklamy internetowej radykalnie zmienilo podejscie do pilki noznej i jej
finansowania. Bez waqtpienia technologie informacyjne i komunikacyjne wywarly
ogromny wplyw na rozwoj sportu na calym swiecie, a takze stworzyly nowe perspektywy
promocji sportu, marketingu, obserwowania sportu i generowania przychodéw. Niniejsze
badanie dotyczy wplywu reklamy internetowej na promocje Nigeryjskiej Profesjonalnej
Ligi Pitki Noznej (NPFL). Podstawe teoretyczng niniejszej pracy badawczej stanowi teo-
ria determinizmu technologicznego. Przyjeto ankietowg metode badan, obejmujgcqg czte-
rysta kopii kwestionariusza udzielonego respondentom w czterech stanach potnocno-
srodkowej strefy Nigerii, a mianowicie; Niger, Kogi, Benue i FCT. Stwierdzono, ze zakres
wykorzystania reklam online przez League Management Company (LMC) i strony klu-
bowe NPFL jest niewielki w porownaniu z ich wykorzystaniem przez innych organizato-
row lig i kluby w zaawansowanych krajach. Dlatego w tym badaniu zaleca sig, aby pro-
wadzgcy lige natychmiast rozwazyli utworzenie w petni wyposazonego zespotu marke-
tingu spolecznosciowego. Powinno to obejmowaé; projektantow stron internetowych,
grafikow, osoby wplywajqgce na media internetowe i specjalistow ds. reklam. League Ma-
nagement Company (LMC) powinno rowniez zapewni¢ zatrudnienie profesjonalnych
projektantow stron internetowych w celu zmiany wyglgdu i dziatania witryny. Sprawié,
aby byla bardziej przyjazna dla uzytkownika i stale aktualizowana. Strona powinna by¢
rowniez w pelni skomercjalizowana.

Stowa kluczowe: online, reklama, liga, pitka nozna, promocja, zawody
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Statement of the problem in general outlook and its connection with
important scientific and practical tasks.

The advent of the Internet has brought with it irreversible changes in the ways most things
are done globally. The Internet has also greatly impacted on many disciplines and profes-
sions both positively and negatively, sometimes introducing whole new ways and per-
spectives. Kurma, Bell & Logue, (2014, p. 728) contend that, ‘the Internet has become an
inevitable part of people’s lives’. Advertising is one profession so impacted by the Inter-
net.
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Internet or online advertising entails the use of the Internet as a platform to get website
traffic, target and disseminate marketing messages to the right customers. Online adver-
tising is aimed toward delineating markets through exclusive and important applications.
(https://www.techopedia.com/definition/26362/online-advertising)

The advent of the Internet has shifted advertising patronage from offline to online and by
so doing creating a whole lot of opportunities for both professionals and advertisers alike.
One major contribution of the Internet in the sphere of advertising is its power to facilitate
online marketing of products and services. According to Deshwal (2016, p.1):

The coming of information and communication technology has had overwhelming role
on sports development across the globe and has created new vistas for sports marketing,
promaotion, followership and revenue generation. The inherent potentials of ICT in sports
promotion supported by new media platforms cannot be overemphasized.

He adds that:

Owing to the rapid development of ICT, people now spend more time online for numer-
ous reasons such as entertainment, information, shopping etc. For this reason, companies
and sporting bodies now attract towards internet advertising because online medium of
creating awareness about goods and services have grown rapidly in the last decade
(Deshwal 2016, p. 1).

Consequent upon its all-pervading influence, the figure of people visiting the web is in-
creasing every day by day. People now connect with one and other and spend more time
online for various reasons. The Internet has become an ideal platform for people to relax,
unwind and reconnect with good friends as well as to enjoy sporting activities.

Statistics show that web advertising income in the United States accounted for $17.4 bil-
lion in the fourth quarter of 2015, a rise of 18.3% from the 2015 third-quarter total of
$14.7 billion with an improvement of 22.8% from the 2014 report for fourth-quarter of
$14.2 billion US dollars.2015 full year internet advertising revenues amounted to $59.6
billion, up 20.4% from the $49.5 billion reported in 2014 (IAB Report, 2015, p. 4).

The figures are not far off in the United Kingdom. Statistics in the UK show that adver-
tising spending accelerate at its topmost stage since 2010, improving by 7.5% to £20.1bn,
according to the UK’s definitive advertising statistics report. Online advertising income
increased by 17.3% to £8.6bn, with mobile advertising responsible for 78% of that devel-
opment, moving 61.1% to a total of £2.6bn. The UK is arguably the biggest online adver-
tising market in Europe and rated third worldwide, with just a place behind US and China.
(https://iabuk.net/about/press/archive/uk-advertising-spend-passes-20bn-as-growth-
hits). The Nigerian digital advertising landscape is not doing badly, with the rising interest
in digital advertising by various firms. Professionals in the sector have forecasted that
online promotion funds in 2020 may reach sixty percent point from about 42 percent that
was recorded last year for total Above the Line, marketing communication budget, (Busi-
ness Day Newspaper, 2019).Internet advertising is supported by the use of social media
platforms such as Skype, blog, Facebook, Wikis, You Tube, twitter, website, blog etc.
Kurma, Bell & Logue (2014) noted that social media have been growing tremendously
and has delivered huge numbers of users in the last ten years. The application of social
media for enhancing commercial profitability and boosting customer numbers is now well
proven in different firms and industries globally. Lewis (2010) states that social media
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have become a phenomenon being adopted by consumers around the globe. With the ad-
vent of social media, it is now possible for people to communicate with each other without
being physically presence and at the same time inform them about products, services and
the companies that provide them. Thus, the role of consumer-to-consumer communica-
tions has been immensely enhanced in the marketplace.

The Nigerian elite League was established in 1990 to help reposition domestic football
which was then floundering at an alarming rate. The start of professional football in Ni-
geria can be linked to the well documented record of dismal performance by the senior
national team, then known as Green Eagles at international competitions. The Nigeria
Professional Football League (NPFL) is the top level of club football in Nigeria. It is fed
into by teams from the second tier league, known as the Nigerian National League with
four clubs gaining promotion every season.

The handlers of the league have, unlike their colleagues elsewhere, not done much to
maximize the opportunities offered by internet advertising for the good of the league.
These innovations that have been used by leading sports firms across the globe with huge
success recorded due to the growing importance of internet mediated interaction that has
facilitated players and fans relationship, companies and customers relationship with the
aim to enhance the sales of products and services seem not have impressed them.
Surprisingly, not much has been done by the NPFL handlers in cashing into the growing
importance of online advertising and its inherent benefits. Rather, the league handlers
have invested massively in offline advertisement across different media but the same can-
not be said of online advertisement which is the in-thing in modern football marketing.
It was only towards the climax of the 2015/16 league season that an attempt was made by
the League Management Company (LMC) to key into online advertising with huge in-
vestment in the expansion of digital platforms for enhanced information and communi-
cation with the signing of strategic agreement with Value Added Services and Microsoft
for the development of mobile app.

Dikko, (2017, p. 8):

The League organizers, the (LMC) has entered into several strategic and commercial part-
nerships during the just concluded league season aimed at using technology to drive the
appeal of the local league and create more commercial opportunities-these include but
not restricted to agreement with Value Added Services companies working with the four
major network providers in Nigeria to distribute highlights of NPFL matches via mobile
phones.

This deal will attract over 90 million Nigerians who will cue in to glean information about
Nigerian domestic league. With over 90 million Nigerians on data phones, the adoption
of digital advertising by the league handlers has the power to drive NPFL brand and open
windows for new revenue streams. It is therefore, appalling to note that much has not
been done by football administrators in Nigeria to tap into this novel means of sports
promotion and revenue stream to strategically position the Nigerian elite league as a su-
perb brand that will be sought after by advertisers across the globe.

Statement of the Problem

The advent of online advertising has drastically changed how football is approached and
funded. Everywhere in the world, football organizations and clubs have effectively used
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online advertising for numerous reasons to generate funds, attract sponsorship, follow-
ership, marketing and promotion. In Europe, for instance, football clubs engage players
at outrageous fees and pay players mouth-watering salaries due mainly to funds from
online advertising and other innovative sources. The handlers of the elite league in Nige-
ria have not been left behind in this respect. However, the extent of success of the league
handlers in this respect falls far below the unqualified success of their European counter-
parts. Professional league handlers in Europe, through adoption of aggressive and inno-
vative online advertising strategies, have used online advertising to persuade many blue-
chip companies and media houses to sign sponsorship deals and television rights with
them and their club sides. Such big organizations like Emirates Airlines, Jeep, Carlsberg,
Samsung, Umbro among others have mega-dollar sponsorship deals with big clubs like
Chelsea, Real Madrid, Paris St. Germaine, Bayern Munich, Manchester United, Arsenal
and many others including their national league handlers. But in Nigeria both the League
Management Company (LMC) and individual club sides’ management bodies have no
viable sponsors except for their individual state governments and the federal government,
the main pillar of financial support for sports in Nigeria. This starves the clubs’ manage-
ment and LMC of the funds needed to compete favourably internationally.

Most Nigerian players leave the local league to play for even unknown clubs overseas
simply on account of the poor emoluments and welfare packages in the domestic league.
Cases abound of clubs owing players’ salaries for many months — an unheard of a thing
in Europe.

Consequent upon this poor picture painted above, the domestic league has remained un-
developed with poor infrastructural facilities; poor motivation of players; hiring of un-
skilled coaches among others. All these result in the poor performance of the local club
sides in both domestic league and international soccer competitions like the African
Champions League and others.

Since the adoption of the inherent potentials of the Internet has enabled tournament or-
ganizers, football clubs and league organizers to raise money through online advertising
fees to run their activities Witkemper & Weldburger (2012) and this is apparently not the
case with Nigeria domestic football league, that leaves one with the questions of: what
has gone wrong with the LMC attempt in this respect? Did the football management bod-
ies in Nigeria get it right from the beginning? What are the challenges that the professional
league handlers face that make it difficult for our domestic football to benefit optimally
from the opportunities provided by online advertising? What can be done to remedy the
situation among others? This research tends to fill this gap in literature.

Analysis of latest research where the solution of the problem was initiated.

Objectives of the study

The general objective of this work is to appraise the influence of online advertising in the

promotion of Nigeria Professional Football League. Specific objectives of this study are

as follows;

a) To determine the extent to which Nigeria Professional Football League (NPFL) use
online advertising to promote football in the country.
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b) To find the kinds of online advertising that the LMC and NPFL clubs mostly engage
in;

¢) To find out the challenges that the League Management Company and NPFL club
sides face in the adoption of online advertising.

Research Questions

The study seeks to provide an in-depth look into the influence of online advertising in the

promotion of Nigeria Professional Football League. There are three research questions to

answer in this study:

a) To what extent does NPFL use online advertising to promote Nigerian football?

b) What kinds of online advertising does the LMC and NPFL clubs mostly engage in?

c) What are the challenges affecting the adoption of online advertising by the League
Management Company and NPFL club sides?

Literature Review

Using Online Advertising Strategies to Promote the Nigeria Professional Football League

(NPFL)

The Nigerian domestic league is in serious need of financial breakthrough owing to low

sponsorship and funding by the various State Governments that are the owners of most

club sides in the country’s elite league. Much has been reported in the media about poor

salaries structure for NPFL players, coaches and the lack of official title sponsor for the

league.

This section of the study aims at showcasing the various online advertising platforms that

the league organizers and professional club sides can use to boost the league, woo fans,

drive engagements among stakeholders and the marketability of the league.

Pop-up advertising, for instance, is a common online advertising strategy often used by

advertisers to disseminate information with the aim of attracting visitors to the website

and prompt an action. Pop-up ads or pop-ups are often forms of internet advertising on

the web intended to attract web traffic or capture email addresses. Pop-ups are generally

different internet browser windows to display advertisements. (Adams, Cecil. "What's up

with popup ads? The Straight Dope)

Adams (2016, para. 4) adds that: The core aim of a pop up is to engage website visitors

with a visible and strong call-to-action that will drive them to take the desired action. The

reason why pop-up promotions are so effective is in large part on account of the typical

consumer of today.

With pop-up advertisement, the league organizers can attract sponsors and fans to the

domestic league through well packaged messages that will woo fans to follow the league

or advertisers to capitalize on NPFL fan base to promote their brands.

Considerable research has also shown that banner advertising is another type of digital

advertising that advertisers are presently utilizing to create awareness about their products

and services because of its well-documented effectiveness in boosting sales and stimulat-

ing brand awareness for online visitors.

Kaye & Medoff, 2001 cited in Kozlen, (2006, p. 1) posited that: A banner advert can

simply be described as a small graphical area on a Webpage, usually measuring 468 pixels

wide by 60 pixels high, which include logos or messages to persuade the viewer to either
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click on the web message or recall the brand advertised in a good way. Banner ad-
vertisements are connected to the advertiser’s main webpage with information about the
product, goods or service advertised.

Another definition by Dreze & Hussher, (2003) cited in Salem, Che & Mohammed (2016)
defined banner advertisements as text cum graphical displays that are attached to the site
address for the sole aim of creating awareness and draw the attention of web visitors.
Some researchers in their findings have referred to banner adverts as a type distraction to
web users. However, other researchers have disputed that assertion. The importance of
banner advert cannot be underplayed based on its attendant benefits to advertisers and
web visitors. Since the introduction of banner advertising in the 1990s, the proliferation
of banner advertising has increased exponentially and advertisers are taking immense ad-
vantage of it to boost sales. Findings by many researchers have also revealed that banner
advertisement have a huge communication power. This is a potent platform that football
administrators in Nigeria can use to promote the elite league since many football fans in
Nigeria and the world now have untrammeled access to the Internet. Through banner ad-
verts strategically deployed online, the League handlers and club sides can generate funds
from advertisers. Another well-tested platform through which the league body, (LMC)
and the professional clubs can generate additional stream of revenue to the league is
through online advertising sponsorship. Online advertising sponsorship is a viable term
in advertising which entails the payment of a fixed fee to display a banner or other graphic
on a webpage or to be added in an email newsletter. ( www.knowonlineadvertising.com).
To put it in another way, sponsorship is associated with linking a brand with related con-
tent or context for the goal of establishing brand knowledge and boosting brand appeal in
a form that is clearly distinctive from other types of internet advertising (Source:
https://www.clickz.com/online-advertising-glossary-sponsorships/67934/).

Presently, the website of the League organizers, www.npfl.ng has only two displayed
sponsorship brands on its site namely: SuperSports, its official broadcast partners and
Nigeria Breweries, official beer partner; with other spaces on the site wasting away. The
situation is even bad on the official websites of most club sides in the Nigerian top league.
This is a medium through which the League Managers and clubs can also utilize their
online presence to generate funds. There is need for the top league organizers and club
managements to be more innovative in their marketing approach toward harnessing all
available online advertising source for revenue generation.

The impact of online advertising cannot be over-stretched because of its inherent benefits
to the survival of most businesses in the world today. Research has also proven that the
League handlers, and the professional clubs in Nigeria can boost revenue and create
awareness about the Nigerian domestic football league through the adoption of sky
scraper advertisement. Skyscraper advertisement is also known as skyscraper banners and
it usage has become so popular within the advertising networks. Skyscraper advertise-
ments are usually tall with heights within the range of 500 to 800 pixels and widths be-
tween 120 to 160 pixels. This is another potent online advertising tool that the league
handlers in Nigeria can also use to promote the league as well as generate additional in-
come for clubs. Additional internet advertising income channels for consideration by the
LMC include Pay-Per-Click (PPC), a model of internet marketing in which advertisers

pay a stipend each time its online advertisement is viewed or clicked by web visitors.
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Primarily, pay-per-click has been adjudged by online ad professional as a way through
which firms buy visits to their website. It is on record that Search engine advertising is a
popular type of Pay-Per-Click advert in the globe (Source: www.wordstream.com/ppc).
Empirical Review of Related Studies

Chia-Chen Yu (2008) conducted a study on professional sports marketers’ perception re-
garding the use of web advertising. The researcher used survey method and the population
of study were marketers from US professional sports bodies. The results of this study
indicated that majority of professional sports clubs are using web advertising and the per-
ceptions of professional sports marketers for its possibility in terms of both getting to the
customers, fans and providing additional income through sponsorship or other activities.
The study also found that the rise in the number of sports organizations is using their site
as a platform to communicate with customers or fans. There have been little details on
the use of online advertising in the sports industry.

Lauria (2011, p. 123) examined how online marketing and new media are use in the Na-
tional Football League. The study critically analyzed the 32 NFL organizations official
websites to ascertain the different aspects of new media and internet marketing each team
is utilizing and to what extent. The author adopted content analysis to investigate the
websites of the 32 NFL teams to discover any possible differences in new media usage
and other specific variable of interest, market size and conference alignment. The findings
disclosed that the top five teams namely; (New York Jets, Dallas Cowboys, Washington
Redskins, Chicago Bears, and San Francisco 49ers) are utilizing many online marketing
and new media methods. The author further posits that since little previous research exists
on the topic, it is interesting to find the significance between social media usage and con-
ference or market size. With the information available about how productive Facebook
and Twitter can be to businesses of all types, it appears that all 32 teams of the NFL are
appreciative of the different advertising methods and their importance, and are making
comparable usage of this medium to interact with fans on a personal level.

Another study reviewed is the research conducted by Richard, Burke, Jackson & Buning
(2011) which investigated the use of stewardship to cultivate fandom online: Comparing
how National Football League teams use their websites and Facebook to engage their
fans. The researchers used content analysis method to perform the study during a 1- week
span of the 32 NFL teams and was conducted in North Carolina, USA. The study com-
pared how public relations practitioners use the National Football League teams’ websites
and Facebook pages to cultivate relationship with fans adopting stewardship methods
promoted by public relations work.

The study acknowledged that NFL teams were actively using stewardship to boost fan-
dom among their online environments; however, significantly greater emphasis was being
placed on relationship growth on the teams’ own websites than for Facebook. The study
noted that the involvement of all four stewardship variables were statistically greater for
the websites than for Facebook. The study further revealed that sports fans actively seek
and consume information about their favorite teams and players. Whereas most consult-
ants stress that individual rarely visit organizational websites unless directed there by
search engines.
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Nyekwere, Kur and Nyekwere (2013) looked at the level of awareness and use of social
media in advertising with focus on the use of Facebook among Residents of Port Harcourt,
Rivers State, Nigeria. The researchers adopted survey research design.

The study discovered that social media fosters an open, transparent environment where
discussion flows freely between the consumers and advertisers. The study further posited
that thin line exists between consumers and advertisers on social media (Facebook) since
the content of social media sites are user generated. This statement is premised on the fact
that anybody with computer and Internet service can create and publish content.

On the challenges inherent in social media advertising, the study discovered that people
are gradually harnessing the potentials of new media as a type of marketing strategies and
others making buying decisions on them either on their own or through recommendations
by their trusted friends. In a related study, Otugo, Uzuegbunam, Obikeze, (2015). The
study investigated the level of awareness, attitude and responsiveness to Facebook adver-
tising from the perspective of Nigerian youths who are considered to be active social
media users. The researchers used survey method to conduct the study.

The study discovered that Facebook experience and its use is trendy among the sampled
Nigerian youths. The scholars posited that Facebook usage among the youths was facili-
tated by their Internet-enabled mobile phones. The work further showed that Nigerian
youths are beginning to join their peers in other societies to engage more with the web
and their mobile phones. Another pronouncement from the research disclosed that most
of the sampled youths are aware of advertisements on Facebook as most of them have
encountered series of internet advertisement messages because they named some of the
different advertisements they have seen online.

Odhiambo (2012) conducted a study on social media as a tool of marketing and creating
brand awareness. The researcher used case study method to ascertain the validity of social
media in marketing and brand awareness”. The study discovered that even though social
media is effective than other types of the old advertising media, it cannot be enforced in
aloofness without intensifying it with types of traditional advertising platforms. The con-
sequences are that social media alone cannot establish brand awareness or even promote
business. The study showed that social media is fast becoming an important marketing
tool which offers companies opportunity to engage with their markets and to learn about
customers’ needs, important segments and profile unlike mainstream media. Another core
finding of the work disclosed that social media sites can be a threat and opportunity to
companies as they can rapidly spread the comments of dissatisfied customers.

Chaubey, Sharma & Pant (2013) examined the effectiveness of online advertising in re-
calling a product from an empirical perspectives. The study was done in India and the
researchers adopted a quantitative approach to generate data from over 1000 respondents.
The study found that animated advertisement and banner plain text make online adver-
tisements a very potent tool in motivating consumers in recalling online advertisements
and eventually making business transactions. The research concluded that embedded
video, floating advertisement and pop up advertisement are not as effective as animated
advertisement and banner plain text. Heinonen & Rozenveld (2013) looked at the chal-
lenges facing the advertising world in the digital era with comparison between Dutch and
Swedish advertising agencies. The researchers used qualitative method to conduct the

study. One of the main and agreed results of the research is that changes in technology
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are related to the structure of advertising industry in Sweden and Netherland. The authors
attributed the development in the structure to financial crisis. Budgets are cut back and
clients of the advertising agencies are facing severe financial problems, which in turn
affect the dealings of the agencies. Based on the arrival of ICT, consumers are now being
flooded with promotional messages and are thus blocking more than before. The authors
asserted that despite this fact, that content still remain one of the mostly pivotal factors in
grasping the attention of today’s consumers. The authors noted that another element that
resulted to the change of structure of advertising agencies in the two countries was based
on the shift from long-term relationships to relationships based on price. As price became
important, clients nowadays bargain harder and the relationship is more shifted to a pro-
ject-to-project base. It was also discovered that the advertising sector in the both countries
are more diversified and fragmented than before because professionals break away from
their network agencies to float their personal organizations and the background of these
people changed. In the view of the authors, this fact has accounted for an abundant amount
of smaller specialized agencies versus a smaller sum of big network agencies.
Theoretical Framework

The theory adopted for this study is the Technological Determinism theory. The Techno-
logical determinism theory was postulated by Marshal McLuhan. The theory of Techno-
logical Determinism is connected to the research carried out by Marshall McLuhan who
opines that people are now living in a new age of technology that has never been wit-
nessed before. (McLuhan, 1962, para. 2).

The theory predicted that changes in communication modes will largely determine the
course of history. l1zuogu & Nwachukwu (2013, p, 19) remarked that the primary focus
of the theory was on the causal-relationship between media technology and culture. The
theory links the historical, economic and cultural changes happening in today’s world to
the invention and subsequent development of new media technologies.

Griffin, (2000, p. 319) remarks that: McLuhan predicted that advancement of computer-
ized technology and media will change collective cognitive processes of society at large.
People would shift from a prevalently individualistic lifestyle facilitated by the Industrial
Age into a distinct wave of social experience conceived by him as the "Global Village"
where people are connected worldwide through participation in smaller communities. ..
The advent of online advertising has created new vista for sports marketing and fans fol-
lowership of their favorite games through the functionalities of the Internet. Clubs sides
can now communicate with fans on their websites without restriction and also attract
sponsors or advertisers to place advertisements on their website with the hope of enhanc-
ing sales of their products while the club side in return, generate additional streams of
revenue to run the club instead of relying on traditional means of revenue generation. It
is instructive to note that, in the past, this is not possible, but now due to technological
advancement, clubs and organizations can now confidently attract sponsors and create
awareness about their goods and services. The technological component of sports mar-
keting is best explained by the efficacy of this theory used by the researchers.
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Aims of paper. Methods

Research Design

Survey method of research was used to conduct this study. This is because survey allows
for the collection of people’s opinion with the purpose of analyzing the questions asked
in the research. It is obvious that when the pertinent source of primary data for a study
would be views of the people, a survey method would be called for.

Population of the Study

The population for this study was drawn from the North-Central zone of Nigeria which
invariably consists of many football fans, internet users, advertising experts, sports jour-
nalists, newspaper houses and other Nigerians who live within the North-Central geo-
political zone of the country which according to the 2006 Census Report stood at 20, 369,
956. The 2006 population figure of the region is obsolete, in view of this, the United
Nations Population Fund projection of 3.2 was used to ascertain the present population
of the region. The United Nations Population Fund (UNFPA) projection of 3.2 over four-
teen years gave 29, 495, 696. The North-Central zone which was used to represent Nigeria
is comprised of seven (7) States namely; Benue, Niger, Kogi, Nasarawa, Plateau, Kwara,
including the Federal Capital Territory (FCT-Abuja). The researchers purposively se-
lected Niger, Benue, Kogi and FCT-Abuja as the four states to study.

Sampling Size

The sample size for this research work is 400. The sample size was derived using the
Australian Calculator as provided by the National Statistical Service (NSS) of Australia.
The calculator provides a simplified formula for calculating sample sizes.

To determine sample size: Confidence Level: 95%; Population size: 29, 495, 696.;
Proportion: 0.5; Confidence Level: 0.049; Upper: 0.54900; Lower: 0.45100;
Standard Error: 0.02500; Relative Standard Error: 5.00; Sample size: 400

Sampling Technique

Quota sampling technique was adopted to distribute the copies of questionnaire among
the four selected states from the North-Central geo-political zone of the country. Each
state got 100 copies of questionnaire.

Measuring Instrument

The instrument used for the purpose of data gathering was the questionnaire. The ques-
tionnaire was divided into two categories; the demographic and psychographic categories.
Method of Data Analysis

The data received from the instrument was analyzed using the quantitative method of
analysis. The quantitative analysis tool that was adopted for this research are tables of
frequencies and percentages. The table presentation of data made use of title to indicate
the material presented therein.

Exposition of main material of research with complete substantiation of ob-
tained scientific results. Discussion
Research question 1: To what extent does NPFL use online advertising to promote
Nigerian professional football league?
Research question one sought to determine to what extent does NPFL uses online adver-
tising to promote Nigeria Professional Football League (NPFL). The generated data show
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that majority of the respondents followed the Nigeria Professional Football League
(NPFL) with 376 (94%). Another findings of the study shows that the respondents are
aware of the existence of online advertising with 372 (94%) affirming to the question,
with less than 17 (5%) expressing lack of awareness while 11 (1%) of the respondents
were indifferent in their decision. The high percentage of the respondents’ level of aware-
ness of online advertising agreed with the findings of Otugo, Uzuegbunam & Obikeze
(2015) the study found that the awareness level of online advertising among youths is
popular. The researchers stated that online visit and usage by Nigerian youths are neces-
sitated by their Internet-enabled mobile phones. The study also found that the League
Management Company (LMC) and Nigeria Professional Football League (NPFL) club
sides are not fully utilizing the inherent potentials of online advertising with majority of
the respondents 335 (84%) saying they are not aware of online advertising usage by both
the LMC and NPFL while 61 (15%) said that the League Management Company and the
Nigeria Professional Football League are using online advertising.

Another sub-question asked under research question one was to determine if online ad-
vertising can be used to promote the Nigeria Professional Football League (NPFL). The
findings show that majority of the respondents 381 (95%) said that online advertising can
be used to promote the domestic league, 14 (4%) said online advertising cannot be used
to promote the league while 5 (1%) were indifferent. To ascertain how online advertising
can be used to promote the domestic league, from the data gathered, 107 ( 28%) of the
respondents stated that online advertising can be used to promote the local league through
constant dissemination of information about the league on the web, 138 (35%) of the
respondents sampled said that online advertising can be used to promote the league
through uploading of match highlights on their websites to woo traffic, 54 (14%) of the
respondents were of the view that the league organizers and NPFL clubs should integrate
online television platform on their websites so that fans can stream matches live from any
destination, 63 (16%) of the respondents disclosed that online advertising can be used to
promote the league by attracting advertisers to advertise their goods and services on their
websites while 38 (10%) said the League Management Company should use the various
online advertising strategies to create awareness on match fixtures, players signings and
boost fans engagement with the clubs.

Research question 2: What kinds of online advertising does the LMC and NPFL
clubs mostly engage in?

Research question two sought to provide insight into the kinds of online advertising that
the League Management Company and Nigeria Professional Football League club sides
mostly engage in. The study found that majority of the respondents sampled have a broad
knowledge of the different types of online advertising with 329 (82%), 64 (16%) of the
respondents do not have knowledge of the various types of online advertising while 7
(2%) are indifferent in their comments.

The study also shows that the League Management Company (LMC) mostly engage in
sponsorship type of online advertising with 154 (38%) of the respondents affirming to
that, 39 (10%) of the respondents said that the League Management Company and Nigeria
Professional Football League mostly engage in Pop-ups and Pop down advertising, 27
(7%) opted for search engine optimization as the kind of online advertising that the LMC

and NPFL club sides mostly engage in, 132 (33%) were of the view that LMC and NPFL
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club sides mostly engage in banner advertising, 35 (9%) chose pay per click while 13
(3%) of the respondents chose email advertising as the kind of online advertising that
LMC and NPFL club sides mostly engage in. Another findings show that majority of the
respondents said that the League Management Company should subsidized the cost of
online advertising incurred by NPFL club sides.

Research question 3: What are the challenges affecting the adoption of online ad-
vertising by the League Management Company and NPFL club sides?

On the challenges inherent in online advertising usage by the League Management Com-
pany and Nigeria Professional Football League clubs, the data generated show that 26
(6%) of the respondents stated that technical problem is a major challenge that club sides
face in the use of online advertising, 275 (69%) of the respondents affirmed that financial
problem is the greatest challenge that club sides face in the adoption of online advertising,
54 (14%) of the respondents sampled stated that paucity of Information and Technology
infrastructure are responsible for poor usage of online advertising by LMC and NPFL
club sides, 32 (8%) of the respondents said that low ICT knowledge is a major challenge
that the LMC and NPFL club sides face in the usage of online advertising while 13 (3%)
of the respondents pin-pointed inadequate manpower on IT related matters, absence of
competent online media officers, shortage of online advertising professionals are some of
the problems responsible for the poor level of online advertising usage by LMC and NPFL
club sides as disclosed by the respondents. To cope with the challenges affecting the use
of online advertising, findings from the study also disclose that 118 (30%) of the respond-
ents said that the League Management Company and Nigeria Professional Football
League club sides should provide funds to the department or unit in charge of advertising
to enable the Unit produce quality and audience oriented online advertisement that would
attract fans and sponsors to the league, 81 (20%) of the respondents affirmed that training
and re-training of staff on the modern trends in digital marketing and advertising would
help solve the problem, 59 (15%) of the respondents called for government support in the
area of IT infrastructure, 37 ( 9%) of the respondents stated that the club sides and the
League Management Company should seek sponsorship or partnership from telecommu-
nication companies in Nigeria to ensure availability of internet connectivity to champion
the use of online advertising vis-a-vis access to the Internet while 105 (26%) said that
employment of competent public relations officer and marketing personnel that are well
grounded in the art of digital advertising would help address the problem.The study dis-
covered that all the clubs in the domestic league as at the 2016/2017 league season have
web presence but they are not effectively using the site to generate revenue none to en-
hance fans engagement. Most of the club’s website are moribund, unattractive, outdated
and not timely updated, not to talk of using it for advertising purpose. It is appalling that
majority of the clubs cannot boost of professional staff to handle their website in the art
of digital marketing or advertising. This would help solve the problem of poor funding
that has been the bane of the local league since inception.

The study also found that there is need for synergy between the League Management
Company (LMC) and the Nigeria Professional Football League (NPFL) club sides in re-
spect to online advertising messages that would best sell the league to advertisers and
boost fans followership of the league.

Summary of Major Findings of the Study
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The following results were obtained:

1. The study found that majority of the respondents are aware of the existence of online
advertising and its usage by professional club sides and league handlers in other ad-
vanced countries.

2. Based on the data generated from the respondents, the study found that the League
Management Company (LMC) and the Nigeria Professional Football League club
sides are not fully utilizing the inherent potential of online advertising to promote the
domestic league.

3. The researchers found that majority of the respondents agreed that online advertising
can be effectively deployed as a tool to promote the Nigeria Professional Football
League (NPFL).

4. The study found that financial constraint is the core challenge affecting the optimal
usage of online advertising by the League Management Company (LMC) and the Ni-
geria Professional Football League (NPFL) club sides.

5. Finally, the study found that all the club sides in the Nigeria Professional Football
League as the 2016/2017 league season have web presence but they are not effectively
using the site to generate the much needed revenue to run the clubs none to enhance
fans engagement.

Conclusions
Based on the findings of this study, there is no denying the fact that the Nigeria Profes-
sional Football League (NPFL) has the potential to become a global brand that would be
sought after by advertisers. This point can only be achieved through strategic functional-
ities of online advertising channels that are mediated by the Internet. With this, the Nige-
rian domestic league can become a major foreign exchange earner for clubs and the league
organizers in particular and the country at large.

Recommendations

Based on the findings of this research work, the following recommendations were made:

a) The League Management Company (LMC) should, as a matter of urgency, consider
setting up a fully equipped social media advertising team. This should include; web
designers, graphic artists, social media influencers and advert executives. The LMC
should also ensure the employment of professional web designers to revamp the look-
and-feel of the site, make it more user-friendly and updated constantly. Also, the web-
site should be fully commercialized.

b) The League Management Company (LMC) and Nigeria Professional Football League
(NPFL) clubs should open up its online advertising space to accommodate more spon-
sors or partners to advertise on its websites to generate funds.

¢) Placing banner adverts on Google Ads which gets seen on many popular websites.
These banners could promote key fixtures, league table, top scorers or other vital de-
tails about the league. With the banners re-directing visitors to the home page of the
League Management Company (LMC) or the Nigeria Professional Football League
(NPFL) clubs to allow interested readers garner more details on the league’s activities.

d) The League Management Company (LMC) should seek for sponsorship or partner-
ship deal with any of the telecommunication outfits in Nigeria to ensure availability
of internet access across all the league venues in the country. This will boost online
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advertising usage by club sides in the Nigerian professional football league and fans
engagements.
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