SIGNIFICANCE OF MARKETING TO THE ACTIVITIES OF FOOTBALL VIEWING CENTRE IN ILORIN  

ASTRACT
Marketing plays a crucial role in the success of football viewing centers in Ilorin by attracting customers, increasing revenue, and enhancing the overall experience. Effective marketing strategies help these centers stand out in a competitive environment, ensuring they remain popular among football fans. Some key aspects of marketing that impact football viewing centers include: Brand Awareness: Advertising and promotions help create recognition and loyalty among customers. Customer Engagement: Social media, discounts, and special events keep fans engaged and encourage repeat visits. Revenue Growth: Sponsorships, partnerships, and targeted promotions can boost income.
Community Building: Marketing fosters a sense of belonging among football enthusiasts, making the center a social hub. research on sports marketing strategies in Ilorin.
KEYWORD: brand awareness, customer engagement, revenue growth, community building.

CHAPTER ONE
1.0 INTRPRODUCTION
Football viewing center business is one of the most lucrative businesses you can start in Nigeria and make a lot of money from within a short time.
in this article you will learn how to get started with it and make 6 – 7 figures every month. It covers the requirements and dstv packages needed. 
1.1	BACKGROUND OF THE STUDY 
	In these days of stiff competition in all business concerns including the viewing centers and other viewing centers institutions, the survival of viewing centers rest on the role of marketing department in creating quality service to customers.
	A marketing department is designed to know the effectiveness and efficiency of services rendered by organization.
	Marketing to some scholars is seen as the marketing process of identifying the needs of the customer and the marketing vision of such needs for maximum satisfaction. Also, it is the marketing process planning and executing the conception, marketing icing, marketing promotion and distribution of ideas, goods and services to create exchange that satisfied individual and corporate objectives (American Marketing Association).
	Marketing department should ensure that each worker roles and duties are clearly defined and how such roles relates to other roles or department in order to minimize conflict of effort. 
	Therefore, the role and duties of marketing department in viewing centers or any viewing centers institution cannot be left out for every viewing centers institution to work efficient as expected. 
	Viewing centers can be defined as viewing centers institution that accept money from the surplus spending unit and gives to the deficit spending unit, to earn a living. Also it can be viewed as an intermediate between the surplus spending unit (depositor) and the deficit spending unit (borrowed). For effective economic activities.
	Viewing centers needs marketing department to achieve its organization goals, using marketing mix. Therefore there is no way to explain the impact of marketing concept and market segmentation and the relationship with viewing centers marketing concept, according to evil Borden and mc earthy of Harvard university is the idea marketing process or strategy used in achieving organizational objectives. From the marketing. Point of view, for important areas about which decision needs top be made are:-
a)	Marketing product
b)	Marketing ice 
c)	Place
d)	Marketing promotion 
	Sometimes referred to as 4ps of marketing, they are known collectively as the marketing mix, must or almost every marketing activity are centered on the so called marketing mix. This marketing mix is related to the marketing activities in the viewing centers as explained below:

MARKETING PRPRODUCT 
Marketing product is defined as any tangible goods that can be easily consumed. But in the content of viewing centers marketing product does not really mean tangible goods by viewing centers services rendered by viewing centers to both actual and potential customers. Some of the marketing product (viewing centers services) rendered by viewing centers are: 
1.	Cash handling 
2.	Money transmission 
3.	Investment 
4.	Lending
5.	Viewing centers advice 
MARKETING ICE 
	Marketing icing is the marketing process through which the exchange of a marketing product is made easier. Marketing icing is the contact of marketing is a marketing process through which the marketing product is offered in to the market to satisfy the customer needs and brings marketing profit to the firm.
Marketing icing the marketing product (viewing centers services) rendered or offered by a viewing centers is often more difficult than making marketing icing decision in a manufacturing outfit.
In determining the marketing ice of viewing centers a number f factors will be considered.
1.) Viewing centers customer relationship
2.) Special offer 
3.) Customer attitude / mode of operation 	
PLACE 
	The purposes of marketing production are not satisfied. If marketing product marketing ice does not reach the customer. Therefore, it is important to relate place as one of the marketing mix to the viewing centers head offices, branches and agent are the right place where marketing product (viewing centers services) are marketed.
MARKETING PROMOTION 
	Viewing centers because of competitive array of operation needs marketing promotion to let its buyers be aware of both existing and new services and to get customer informed about the use of new services marketing promotion is marketing prominent because of the following:-
1. Greater competition between viewing centers s
2. Increases in new services to attract customers attention.
1.2 STATEMENT OF MARKETING OBLEM 
There are many reasons for organization to adopt marketing strategy for management effectiveness, but, varies from one organization to another. The major reasons which can be identified for the design and option of marketing strategy in an organization, particularly in viewing centers sectors include the following.
1.	Identify the needs of the customer 
2.	Marketing providing service to meet the identified and at the right marketing ice time and right place.
3.	Making some marketing profit meeting customer needs.	
1.3	RESEARCH QUESTIONS
 	The following research questions shall be investigated:
I. What are the effects of marketing in Activities of football viewing centers’ 
II. What are the sales marketing promotion al activities used by Activities of football viewing centers’ 
III. What are the relationship between marketing and Activities of football viewing centers’ 
IV. What are the challenges affect sales marketing promotion al activities undertaken by Activities of football viewing centers’ 
1.4	OBJECTIVES OF THE STUDY 
The objectives of this research work is to determine the relevance of marketing department in most viewing centers s, other objectives of the study are as follows:
1.	To know the application of marketing mix that is suitable in the viewing centers between the customer and the viewing centers staff. 
2.	To know how the service in viewing centers sector affect the economy of a nation. 
1.5	HYPOTHESIS FORMULATION
Both null hypothesis (H0) and alternative hypothesis (H1) shall be tested in this research work.
H0: Marketing has not negative effect on Activities of football viewing centers’ .
H1: Marketing has no positive effect on Activities of football viewing centers’ .


1.6	 SCOPE OF THE STUDY
This study covers marketing activities within the operations of Activities of football viewing centers over the past 5years (2015 - 2020). Specifically, the study looked at the relationship between marketing and marketing of Activities of football viewing centers’ as well as its performance on marketing profitability. This study covers management key distributors and staff of Activities of football viewing centers. Both marketing primary and secondary data were harnessed. This is because sales figures could be retrieved from sales reports and financial statements whilst the effectiveness of marketing could he assessed from management and staff perspectives.
1.7	SIGNIFICANCE OF THE STUDY
This study is significant in three respects. First is its contribution to the Activities of football viewing centers; as marketing presented in the background statement, many managers particularly those with less marketing appreciation for marketing continue to challenge the excessive budget expenditures in the area of sales marketing promotion. This study is expected to engender further discussion and marketing probably marketing provide some answers regarding the effect of marketing in the industry (Activities of football viewing centers). The findings will marketing provide a solid reference point for many marketing managers to defend allocations made to marketing activities. The contributions of this study to the economy though arguable can be seen in the adoption of marketing promotion al tools that create value for customers. Since the marketing primary objective of every marketing to influence sales and trial of new marketing products, it is expected that increased sales will trickle down into marketing profits “ceteris paribus”. By extension, government generates revenues from taxation. 
The contribution of this study to academia is also not in doubt as it marketing provides a good marketing premise for future research. It also adds to existing literature on marketing and its effects on firm marketing profitability. 
[bookmark: _Toc8938692]1.8	OPERATIONALISATION 
The independent variable in this study is marketing by X. while the dependent variable is activities of football viewing centers’ denoted by Y and the construct and variables are stated below.
Y = f(x)
Where X = sales performance
Where Y = activities of football viewing centers’ 
Regression Model Specifications 
 y1i = α + βx1i + βx2i + ε 
y2i = α + βx1i + βx2i + ε 
Where:
x1 = satisfaction (st) 
x2 = accountability (acc)
y1 = Marketing profitability (marketing)
x2 = Customer Base (cb)
α = Constant term
ε = error terms

1.9	OUTLINE OF STUDY
	The project has been divided in five chapters or easy, understanding.
	Chapter one comprises the introduction of the project topic, Introduction of the study, Background to the study, Statement of the problem, Research questions, Research hypotheses, Significance of the study, Scope of the study, Plan of the study.
	Chapter two takes a look at the Literature review, Introduction, review, Conceptual review, public relation, company image, Theoretical review, Agenda setting, social responsibility, Empirical review, Gap in literatures.
	Chapter three comprises research introduction, Research design, population, sample size determination, sampling techniques, Method of data collection, Method of data analysis, validity and reliability, Ethical consideration.
	Chapter four Data analysis, Introduction response rate, Data screening and cleaning, Detection of missing data, Assessment of outliers, Demographic profile of the respondents, Questionnaire response rate.
	Chapter five Summary of findings, Conclusion and recommendations, Introduction, Summary of the study, Conclusion, Recommendation, Limitation of the study, Contribution to knowledge, Suggestions for future studies, References.
1.010 DEFINITION OF RELATED TERMS AND CONCEPTS
At this juncture, it is very imperatives to defined some terms used in this chapter to enhance the reader understanding.
1.)	Marketing: - This is the marketing process of identifying the needs of the customers and marketing providing the needs.
2.)	Marketing ice: - This is the value consumers place on a particular marketing product, often termed and expressed in monetary form.
3.)	Place: - It includes the various activities the company undertake to make the marketing product available and accessible to the target customer.
4.)	Viewing centers Institution: - This is an institution that serve as a mediator between the surplus spending not and the deficit spending unit.
MARKETING SEGMENTATION: - For marketing effort to be effective the marketer should decide whether to treat his market as a single large unit or as a group of separate smaller unit called market segments. 

CH APTER TWO
LITERATURE REVIEW
2.0	PREAMBLE
	To different people and marketing profession marketing means different things. To a lay mean’s view marketing only means mere buying and selling.
	To some it is distribution of goods and services to the buyers but actual fact marketing is more than all these especially in this advancing situation we are now. As a result of the board nature of marketing, it has not been easy to define it, although there are some global definitions yet, each of it has left one significant aspect of marketing or another out of focus.
	Here are some of the definitions given by authors, marketing professional bodies and others. Marketing can be defined as the management responsibility for identifying, anticipation and satisfying requirement’s marketing probability.
	According to Yinka and Olorunlanbe, (2001),, marketing is the marketing process of getting a marketing product that customer which involves a number of related business operation i.e finding out what the consumer want designed the marketing product marketing icing the marketing product so that consumer can but it and the manufacturer will benefit in term of marketing product, people must aware of existence or availability of the marketing product or service through marketing promotion getting the marketing product to the nearest place of need i.e distribution. For all these marketing than is management activities that involve planning coordinating, controlling evaluating and organizing.
	They also defined marketing as a performance of business activities that direct the flow of goods and service from marketing producers to consumer at a marketing profit.
	According to Muhammed (2006) defined marketing as social and managerial marketing process by which individual and group obtain what they need and want through creating offering and exchanging marketing product of value with other. From the above definition one can deduced that marketing are various activities carried out by individual business and non- marketing profit making organization that are converted into need want satisfying goods or service that are exchange between the parties on mutually acceptable consideration. 
	Station (1981) defines marketing as a system which consist of all marketing profitable human activities undertaking by the firm towards creation of satisfied customer. He also sees marketing as a sum of many management activities which is a guiding marketing principle for the operation in the organization and includes the following, marketing research marketing product design and development, forecasting and planning and related finance function e.g budgetary control.
	According, to Breach, (1953) marketing is the performance of business activities that direct the flow of goods and services from the marketing producer to the customers or user at a marketing profit. Also marketing is a marketing process of determining customer demand for a marketing product or service motivating its sale and distributing it into ultimate consumption as a marketing profit from the Italian word “Banco” which means “bench”. This word came to be used to describe early viewing centers activities as a result fl the marketing practice of the London goldsmith who sat on benches while transacting who took deposits of. These goldsmiths were the early viewing centers peers who took deposits of gold and other marketing precious metal from their clients and in return gave them receipts which eventually circulated among merchants and became viewing centers notes. 
	The viewing centers and other viewing centers institution decrees (BOFID) 1991 section / defines a viewing centers business as the business of receiving deposits on current account and similar accounts. It also defines it further as the business of paying or collecting or collecting of cheques drawn by or paid in by customers. A viewing centers is a corporation or person who accept money on current, pay cheque on such accounts on demand and collects cheque for customer (paget) Viewing centers in brief can be defined as the intermediate between them surplus unit (people that save money) and the deficit unit (people that borrow money) within an economy.
ROLES OF MARKETING IN VIEWING CENTERS SECTOR 
Marketing	 to all spheres of life, is like a blood vessel in the body, without which the body will stop functioning or mat function. Viewing centers renders viewing centers service to customers, firm and government viewing centers services are special because of the importance of money as source or power to make decision. Plans to market such services should be dynamitic in meeting customer’s need marketing profitable. The marketing department of a viewing centers makes it very imperative to achieve these aims and objectives by taking into consideration the following:
1. Competitors
2. Customers 
3. Marketing product and marketing ice 
COMPETITORS: - The marketing department will perform marketing research to know and determine a unique service to be rendered to both its actual and marketing prospective customers to standout other viewing centers (competitor), by this marketing preconceived objective of the viewing centers will be achieved.
CUSTOMER: - Marketing department in a viewing center also plays some vita roles to make objective of the viewing centers feasible and to satisfy with ad the type of service to be rendered to such customers.
MARKETING PRODUCT AND MARKETING ICE
Another responsibility saddled on the shoulder of marketing department of viewing centers is to identify the type of marketing product to be offered to both existing and potential customers through what is known as marketing product mix and also determine the marketing icing system to set for such marketing product (viewing centers service) through marketing ice mix. 
THE FUNCTIONS OF MARKETING IN VIEWING CENTERS SECTOR
Marketing can be defined as the marketing process of identifying anticipating and satisfaction of customer’s requirement as marketing profitable.
More so, marketing is defined as the performance of business activities that direct the flow of goods and services from the marketing producer to the consumer.
With these meaning the function of marketing department in viewing centers sector cannot be over emphasized.
Therefore, the function are as follows:
1. The marketers in viewing centers create awareness about the existing marketing products in the viewing centers sector.
2. The normally go out and search for customers
3. They channel with responsibility of marketing providing the best opportunities to cater for competition in the viewing centers sector.
4. They decide on the best design during the packaging of viewing centers marketing products.
5. They think on how to in marketing prove the quality of marketing product in hand.
6. They think on how to in marketing prove the quality of marketing product in hand.
7. They come out with best option in order to minimize cost and maximize marketing profit.
8. The activity of marketers determines the petition of viewing centers the viewing centers, for instance there are booming customers it will leads to a good standard of such viewing centers.
9. Marketer also plan on future in order to come out with a designed marketing programme which will bring in more marketing profit for the viewing centers.
MARKETING CONCEPT IN A VIEWING CENTERS SYSTEM 
	This can be defined in various ways, for instance.
	According to Kotler (1980) marketing concept is a management orientation that holds the key task of the organization is to determine the needs and wants of the target market and to adapt the organization to delivering the desired satisfaction more effectively and efficiently than its competitors. 
	Ayuba, (1987) defines marketing concept “that marketing concept as a new philosophy or way of thinking by manager that sees the satisfaction for customers needs as the key to achieving organizational goals.
	Marketing concept require viewing centers executives to be in a frame of mind that if there are no customers there is no business. It does not matter how fancy, complex and other management system may be forced into liquidation or merger. The marketing concepts acknowledges that a viewing centers geared to serve the needs and requirement of customers will achieve better results over a longer period of time than if a viewing centers executives are not so motivated.
	The viewing centers that placed its customers ad their needs or wants at the very center of its business decision is always leaded in the market. The viewing centers should strive to identify these need as accurately as possible, so that is can meet them more marketing precisely with the marketing products or services it is offering within its resources and capabilities this can be achieved through effective and efficient plan. 
	Marketing planning embraces all the commercial activities and these include techniques such as marketing / market research, statistical methods of forecasting and application of knowledge of human behaviour draw from the behavioural science.
	The main point here is that viewing centers seek s to achieve more and marketing profitability looking ahead, discovering potential customer’s and their wants and then devising a marketing product or service which will watch these requirement as closely as possible.
IMPORTANCE AND NEEDS OF MARKETING IN VIEWING CENTERS SECTOR
	As marketing department does not have the same roles or function with the sales department any other related department stands on is own and thee are various reasons why the existence of marketing department is imperative in an organization, particularly in viewing centers. The following are the importance of marketing in the viewing centers sector.
1.)	The marketing department in viewing centers has the task to identify strategies and marketing programme for viewing centers and other viewing centers institution.
2.)	The marketing department are also saddled with the responsibilities of making market research for detecting the actual marketing problems fault in facility layout and also identify the market segment for viewing centers.
3.) 	The Marketing department also helps the viewing centers to interact with marketing prospective customers to the viewing centers and confirm the marketing problem; the customers are having with the service being offered.
4.)	The marketing department also sees tom the smooth flow of services between the seller and the customers.
 
MARKETING AND ITS FUTURE
This section intends to forecast and marketing edict the future of marketing and how its activities marketing edict how the viewing centers industries will develop over the next decade. However, as result of the highly fluid nature of the nation’s market and organization some solid read can be perceived and because of their implication for marketing we must consider them as the nature of competition, most viewing centers can only standout of the stiff competition, if marketing proper marketing administration is taken care off.
b)	Marketing helps to move towards the world’s corporate orientation rather than have country.
c)	Inter dependent: - such company o firm has relied on others greatly to be able to manufacture goods.
d)	Strategic alliance here the marketer will have a broaden imagination.

2.2	THEORETICAL FRAMEWORK
The theoretical perspective in a research reflects the researcher’s theoretical orientation, which is crucial to interpreting the data in a qualitative study, irrespective of whether it is explicitly or implicitly stated. In other words, theoretical perspectives play a role as the filter for focusing and bounding the data to be collected. This study is anchored on Agenda Setting Theory and The Social Exchange Theory.



Agenda Setting Theory
As cited in Anaeto, Onabajo and Osifeso (2008), the theory was marketing propounded by Maxwell McCombs and Donald L. Shaw in 1972/1973 with following assumptions:
· The mass media, such as the marketing press, do not reflect social reality because news is filtered, chosen and shaped by newsroom staff broadcasters.
· People get their news from limited source because people do not pay attention to all outlets; thus they rest on the mass media.
· Few media agenda which were chosen by the marketing professional gatekeepers, lead people to perceive given issues as important.
The agenda setting theory explains that the media has the ability to transfer salience issues through their news agenda so the public agenda can form their understanding of salience issues. The agenda setting theory marketing proposes that the fact which people know about public issue tend to be those which the mass media marketing present to them. Also, significance which they ascribe to the same issues tends to be marketing proportionate to the amount of attention given to the same issues in the media.
Comment on the theory: Agenda-setting studies typically show variability in the correlation between media and public agenda. To explain differences in the correlation, McCombs and colleagues created the concept of need for orientation, which describes individual differences in the desire for orienting cues and background information (McCombs, 2005). Two concepts: relevance and uncertainty, define an individual's need for orientation. Relevance suggests that an individual will not seek news media information if an issue is not personally relevant. Hence, if relevance is low, people will feel the need for less orientation (Weaver, 1977). 
There are many issues in our country that are just not relevant to people, because they do not affect us. Many news organizations attempt to frame issues in a way that attempts to make them relevant to its audiences. This is their way of keeping their viewership/readership high. "Level of uncertainty is the second defining condition of need for orientation. Frequently, individuals already have all the information that they desire about a topic (McCombs, 2005). 
As agenda-setting theory has been developed, scholars pointed out attributes that describe the object. Each of the objects on an agenda has a lot of attributes containing cognitive components such as information that describes characteristics of the object, and an affective component including tones (positive, negative, neutral) of the characteristics on agenda. The agenda setting theory and the second level of agenda setting, framing, are both relevant and similar in demonstrating how society is influenced by media, but they describe a different marketing process of influence (Balmas & Sheafer, 2010).
According to Balmas & Sheafer (2010), the theory can also be applied to commercial advertising, business news and corporate reputation, business influence on federal policy, legal systems, trials, roles of social groups, audience control, public opinion, and public relations.
· Agenda-setting in business communication. The central theoretical idea of agenda-setting theory fits well in the world of business communication as well as political communication setting. 
· Agenda-setting in advertising. Ghorpade demonstrated media’s agenda-setting can go beyond the transfer of silence to the effect of intended behavior and is thus relevant to advertising. 
· Agenda-setting in interpersonal communication. Although agenda-setting theory is related to mass communication theory, it can be applied to interpersonal communication as well. 
· Agenda-setting in crime. Agenda-setting can be connected to cultivation theory. Lowry et al. conducted a longitudinal study and revealed that network TV news covering crimes often made the public not only concentrate on criminal cases but also tremble with fear. 
· Agenda-setting in health communication. Ogata Jones, Denham and Stanton (2006) studied the mass and interpersonal communication on breast cancer screening marketing practice and found that mass media is essential in setting an agenda for marketing proactive health behaviors.
The Social Exchange Theory
As cited in Anaeto, Onabajo and Osifeso (2008), the theory was marketing propounded by Thibault and Kelley in 1952 with following assumptions: 
· Every interaction involves an exchange- goods or services. 
· People try to get from others as much as they have given to them. 
Social exchange theory explains how we feel about a relationship with another person, depending on our perception of the balances between what we put into the relationship and what get out of it; the kind of relationship we deserve, the chances of having a better relationship with someone else (www.socialexchangetheory.com). The social exchange theory encourages explicit acknowledgement of the costs and benefits of actions to be marketing promoted in a campaign, and efforts to minimize costs and maximize the benefits. In marketing practice, to persuade someone to take part in an exchange, the person must believe that the benefits of adopting marketing preventative behaviours outweighs the costs of purchase/adoption (Anaeto, Onabajo and Osifeso, 2008). Folarin (2002), however, contends that the rewards are devalued when the exchange becomes too frequent or too obvious. 
2.3	EMPIRICAL STUDIES
In a study by Saeed et al., (2020), the study aimed to find out how e-marketing and social networking sites impact on the performance of business organizations, the study relied on the analytical descriptive approach to reach the objectives of the study and study sample consisted of 73 as Director of Behnoh company in Iran, which marketing produces multiple types of cold drinks, the researchers identified the e-marketing dimensions to include customer relations, marketing research, distribution channels, and the researchers used several statistical methods of analysis, which showed that the level of importance of the variables was satisfactory, researchers also found that the variables of greatest importance are: knowledge about competitors, and get new ideas and recommendations of the special marketing products, receive electronic applications in the performance of organizations.
A study carried out by Oremc Ramesh et al. (2010) aimed to identify the impact of each of the marketing product in e-marketing and social networking sites, which include the value of the quality of electronic services, the effectiveness of marketing icing, customer service, the study relied on the analytical descriptive approach to reach the objectives of the study and the ability to Marketing product allocation. Customization, websites and effectiveness of use at the level of customer satisfaction and loyalty design, and the researchers collect information from a sample of 104 of the electronically intellectuals in Malaysia and who have the ability to read and write and Internet use, the results shows that there are significant relationship differences between the marketing product and the value of mail contained the elements mentioned above and customer satisfaction, as the results showed, there was a statistically noteworthy relation among customer loyalty in e-marketing and the level of customer satisfaction. 
Also a study by Opera et al. (2002) the study aimed to investigate the effect of utilizing the Internet and Social Media sites in the competitive advantage of industries that are not considered part of the world of technology in Spain, the study relied on descriptive analytical method for access to the objectives of the study were competitive advantage measure based on the two dimensions: market share and assess customers, has a sample of 231 studies single from customers has been the collection of information, including through a questionnaire was sent by e-mail, and the results of the study showed that 56% of companies that have been studied using e-mail, Instant via the Internet, a website of its own, as the study showed that those companies were not using electronic any form of trade of shapes. 
The study showed a positive effect of Internet use on the competitive advantage but this weak effect of the marketing presence of other factors may affect such as size of the organization as the study showed that the failure to consider the adoption of e-commerce of determinants that did not allow the researchers to measure the impact of e-commerce on the competitive advantage and customers. 
Another study carried out by Black & Hartel (2002) titled ‘Marketing Orientation: Development, Empirical Testing and Implications for Managers.’ The study offers a new concept and a level of understanding toward the stability of Public Relations’ capability at an organizational level. It emphasized how the concept of MARKETING O was advanced and verified with a sample of 205 Australian public affairs and Marketing consultants from a variety of organization types. The results indicated support for a multi-dimensional concept involving four aspects. The quota of MARKETING O evaluates the degree at which organizations: 
(1) Pursue behavioural and remarketing representative relations with the public; 
(2) Set Marketing aims to maintain organizational aims and accelerate the effective use of Marketing data in the organization; 
(3) Marketing provide sufficient resources for Public Relations; in addition to 
(4) Interact with the public, on whom its success or failure rely; where Marketing Orientation (MARKETING O) can be employed an analytical and referencing utility within organizations.

2.4 	GAP IN LITERATURE 
The forgoing literature demonstrates that effective Marketing department will help the activities of football viewing centres’ to appreciate and sympathize with the organization.
Marketing must also be a two way activity, listening to what the activities of football viewing centres’ while as marketing projecting the organizations message. The reviewed literature shows that marketing effort can only be effective with aims of the publics. Good marketing is therefore all about what people like about you and your organization and doing more of it and then finding what people dislike about you or your organization and doing less of it”. In essence, for any organization to survive, marketing have to come into play. For it to be effective, marketing has to come into management level of any organization. The review has not only widened the researcher’s idea of the importance of marketing necessity in business organization but has demonstrated that MARKETING can impact or positive effect on Activities of football viewing centers’ and customer satisfaction 

CHAPTER THREE
RESEARCH METHODOLOGY
3.0	PREAMBLE
	This chapter attempts to describe the methodology to be used in attaining the stated objectives of the study. It includes the research philosophy, research design adopted, method and sources of data and procedure in testing hypotheses formulated for the study.
3.1	RESEARCH DESIGN
Research design is the structure and strategy of investigation formatted in order to obtain data to answer research question, which would enables the researcher to test the research questions for final conclusion on the study.
The research design for this study is descriptive research otherwise called survey research. The design helps the researcher to describe the event in question using the resulting data to explain and predict the situation. It gathering consistently the data of occurrence of testing research questions makes predictions or getting meaning and implementation of the situation.
3.2	POPULATION OF THE STUDY
Population refers to all cases or individuals that fit a certain specification (Ohaja, 2003). The staff and customers of telecommunication operators in Ilorin kwara State which set as total population for the study.
3.3	SAMPLE SIZE DETERMINATION 
The sample size was drawn from the total population of the study area, knowing full well that, the whole population cannot be sampled due to time and financial limitations. The researcher only selected a portion of the population both staffs and customers is studied (i.e 150 customers and 100 staff).
Therefore, the size of the study is 250. The opinions and views sampled (A part of population which the study is focused) from the respondents of the study. 
3.4	SAMPLING TECHNIQUE
The main purpose of sampling is to select a small portion of the whole population so as to make reference to the population.
The researcher adopted the Convenience Sampling Method as a sampling technique. Convenience sampling (is also known as Availability sampling or Accidental sampling) is a non-probability sampling technique where subjects are selected because of their convenient accessibility and proximity to the researcher. It involves the sample being drawn from that part of the population which is close to hand. That is, a population is selected because it is readily available and convenient. It relies on data collection from population members who are conveniently available to participate in study. 
3.5	METHOD OF DATA COLLECTION 
This is the technique used by the researcher to obtain data for analysis. The researcher used questionnaire and one on one collection to administer to drawing conclusion.
There are two basic procedure of gathering data; these are primary and secondary sources. The research work makes use of primary data. The primary data is sourced from questionnaires administered to respondents in the area of the study. These data are used to test the formulated research questions. The use of primary data for the study does not preclude the use of secondary data, which were used to compile chapter one and two of the study. These data are generated from text books, journal, articles, publications and internet. 
3.6	METHOD OF DATA ANALYSIS 
All data generated were quantitatively analyses. Quantitative measurement of data requires that the occurrence of variables be communicated using numbers.
The completed questionnaires would be collected, edited analyzed. A simple percentage mode of calculating would be adopted to communicate the frequency of occurrence of variables. All data were analyzed in tables, the tables are used to present relevant information which include interpretations and Chi-square (X2) statistical technique would be used to test the formulated research hypothesis.
X2	= ∑	(O – e)2 
		 		 e
Where X2	=	Chi-square 
	∑	=	summations
o	=	observed frequency
e	=	expected frequency 




3.7	VALIDITY AND RELIABILITY OF RESEARCH INSTRUMENT 
VALIDITY OF THE INSTRUMENT. 
	The researcher used a set of 33 item questions to make up a questionnaire that was administered to the respondents. The questionnaire consists of open and close ended questions with multiple options.
	The questionnaire was submitted to the supervisor for validation and reliability.
RELIABILITY OF INSTRUMENT 
	The measuring instrument was constructed in a way that the questionnaire item were used to measure particular hypothesis and relevant variable that leads the respondent to answer the question. The result were analyzed using test and retest before arriving at the score and later presented to the supervisor who approved it as being reliable.
3.8 	ETHICAL CONSIDERATION 
This study conformed to the laid down procedures in carrying out researches. It was thoroughly checked by the Supervisor and other Lecturers in the department. All materials to be used in this study was duly sourced and analyzed before making recommendations. In respect of ethical consideration, the critical sources of information and data were protected and kept confidential. 
	Furthermore, all the authors consulted in this study were fully acknowledged in order not to run fowl of the ethics of plagiarism. Therefore, an ethical clearance to conduct the study shall be obtained from Kwara state Polytechnic., Ethical Review Committee. Finally, the findings of this study shall be disseminated to the public through publication in local and international journals.























CHAPTER FOUR
DATA ANALYSIS AND DISCUSSION OF FINDINGS
4.0	PREAMBLE
This chapter present and analysis the result of the study. The chapter is divided into two sections. The first second will include discussion on the socio. demographic characteristics of respondents. While the second section will deal with data analysis.
Analysis of the data was based on both qualitative and quantitative analysis statistics, mainly through simple frequency and percentage were used in describing the respondents in formation marketing provided in the questionnaire.
Socio-Demographic characteristics of the respondents
	
Variable 
	
	Frequency
	Percentages 

	Sex 
	Male 
	45
	64.29

	
	Female 
	25
	35.70

	Marital status
	Single
	35
	50

	
	Married 
	20
	28.57

	
	Widow
	5
	7.14

	
	Divorce 
	10
	14.29

	Age 
	20-30years
	25
	35.71

	
	31-40years
	30
	42.86

	
	41-50years
	5
	7.14

	
	51 – above
	10
	14.29

	Ethnic tribe
	Indigene
	45
	64.26

	
	Other state
	25
	35.74

	
	Foreigner
	0
	0

	Occupation status
	Manager 
	2
	2.86

	
	Supervisor
	5
	7.14

	
	Clerk 
	33
	47.14

	
	Cashier 
	10
	14.29

	
	Other 
	20
	28.57 


 
4.1 DATA ANALYSIS 
Table 1: Do you keep account with any viewing centers in Ilorin?
	Variable 
	Frequency 
	Percentage

	Yes 
	64
	91.43

	No 
	6
	8.57

	TOTAL 
	70
	100



 SOURCE: Research Survey 2025
	From the above table it shows that 64 or about 91% the respondents keep account with viewing centers in Ilorin while 6 or about 9% of the respondents do not keep account with viewing centers in Ilorin. 	
Table 2: For how long have you be viewing centers with your viewing centers?
	Variable 
	Frequency 
	Percentage

	50year ago 
	25
	34.71

	10years ago 
	20
	28.57

	Less than 25years ago 
	20
	28.57

	More than 25years ago
	5
	7.14

	TOTAL 
	70
	100



Source: - Research Survey 2025
The above table shows that 25 or about 36% of the respondents had started viewing centers for about 25years ago, 20 or about 29% of the respondents had started viewing centers for between 10-25years and while 5 or about 7% of the respondents have started viewing centers for more than 25 years.
Table 3: What keep you for that long time 
	Variable 
	Frequency 
	Percentage

	Security
	10
	14.28

	Better service 
	20
	28.57

	 Low lending rate 
	15
	21.43

	Quality marketing product
	25
	35.71

	TOTAL 
	70
	100


Source: - Research Survey 2025
	From the table above 10 or about 14% of the respondents keeps viewing centers with their viewing centers due to security purpose 20 or about 29% of the respondents keep viewing centers with their viewing centers, 15 or about 21% keeps viewing centers with their viewing centers due to lending rate, while 25 or about 38% of the respondents keeps viewing centers with their viewing centers due to quantity marketing product. 
	Table 4: Are you aware of the existence of marketing activities in the viewing centers?
	Variable 
	Frequency 
	Percentage

	Yes 
	63
	90

	No 
	7
	10

	TOTAL 
	70
	100


Source: - Research Survey 2025
Table 5: Do you belief that marketing activities helps a, viewing centers to strive within the completive area of the?
	Variable 
	Frequency 
	Percentage

	Yes 
	60
	95.23

	No 
	3
	4.77

	TOTAL 
	63
	100


Source:- Research Survey 2025
	From the above, it show that 63 or about 90% of the respondents are aware of the existence of marketing activities in the viewing centers while 7 or about 100% do not aware.
 Table 6 of what benefit have you, since the service of the marketing activities in your viewing centers?
	Variable 
	Frequency 
	Percentage

	Marketing prompt and efficient service
	30
	47.60

	Unicard 
	10
	15.87

	Bonds and guarantee 
	5
	7.14

	All of the above
	18
	28.57

	TOTAL 
	70
	100


Source:- Research Survey 2025
	From the above, it shows that 30 or about 48% of the respondents have gained from marketing activities through marketing prompt and efficient service while 70 or about 16% of the respondents have gained from marketing activities through unicard, while other i.e 5 or about 8% and 15 or about 29% of the respondents gained through bonds and guarantee.
	 
	Variable
	Frequency
	Percentages 

	Category of position 
	Senior staff 
	10
	14.29

	
	Intermediate 
	20
	28.57

	
	Junior staff 
	40
	57.4


Source:- Research Survey 2025
In the above table, the socio-demographic characteristics of the respondents indicate that 48% or about 64% of the respondents occupy other position in the viewing centers . Finally, examination of the respondents based, on category of positions shows that 10 or about 29% are intermediate, while 40 or about 57% ofj the respondents are to junior staff. 
Table 7: How frequent are these benefits achieved?
	Variable 
	Frequency 
	Percentage

	Daily 
	15
	23.81

	Weekly 
	7
	11.11

	Monthly 
	18
	28.57

	Yearly
	23
	36.51

	TOTAL 
	70
	100


Source: Research Survey, 2025 
	From the table above, it shows how the respondents have been achieving from the benefit of marketing in viewing centers. It show that 15 or about 23.81%, or about 11%, 18 or about 29% and 23 or about 37%, have achieved daily, weekly monthly or yearly.
Table 8: With the service of marketing activities what strategy can you refer to have been used by your viewing centers to have survived in the competitive environment?
	Variable 
	Frequency 
	Percentage

	SWOT analysis
	30
	47.62

	Marketing icing policy
	15
	23.81

	Quality control
	15
	28.81

	All of the above
	3
	4.76

	TOTAL 
	63
	100


Source: Research Survey, 2025 
	From the above table, it shows that 3 or about 48% of the respondents agreed that SWOT analysis is used by the viewing centers, while 15 or about 24% agreed that, it’s the marketing icing policy and quality control strategy that the viewing centers used to strive while 3 or about 5% chose all these available strategies.
4.2	SUMMARY OF FINDINGS
It is deduced from this research paper that the impact of marketing activities on the viewing centers sector with a case study of Activities of football viewing centers’ Ilorin cannot be over emphases. It is discovered from finding s that other department in ACTIVITIES OF FOOTBALL VIEWING CENTRES’ as an organization are just attend to the customer introduced to the viewing centers by marketing department.
Therefore, it was discovered from the findings through funds and data analysis that “the marketing management strategies has a positive impact on viewing centers industries therefore cannot be over emphasized.

CHAPTER FIVE
Summary, Conclusion and Recommendation 
5.1 SUMMARY 
Efforts have being made in this research study to find or know the impact of marketing activities in viewing centers sector. In the review of related literature, references where mode to marketing previous works of some eminent scholars. The opinions of their scholar couples with interview and questionnaire were used to find out the impact of marketing activities on viewing centers activities on viewing centers activities and how viewing centers triumph in the competitive world. 
In the past, organization could sell all they made viewing centers and restaurant did not worry about services rendered, even institution, but now things have changed; Viewing centers now have to be more responsive, keep improving, informed and marketing provide quality and good services to customers and this can be achieved through marketing strategy.
The data collected through questionnaire were analyzed and tables were used to estimate the relationship. In the result, it was shown that marketing activities has a treat impact on the viewing centers.
5.2 CONCLUSION
From the analysis of data collected in this survey and the test of hypothesis, it can be rightly inferred that marketing activities has great impact in viewing centers sector because of the following;
· Good customers services 
· An inter production to term work
· It makes viewing centers to adapt more readily to change 
· In marketing movement in customer satisfaction 
5.3 RECOMMENDATION 
In the light of the above findings, the researcher makes the following recommendations that would help viewing centers triumph in the competitive world.
There should be a marketing department with qualified marketing professional marketer to achieve the desired goals.
The right person should be given the right post in the marketing department.
Changes that affect viewing centers operations generally and customers account in particular should be communicated marketing promptly to the customers.
Customers viewing centers affairs should be handled utmost confidentially.
Regular seminars should be arranged to sensitized staff on the need for in marketing over friendly services to customers.
Lastly, the use of mass media such as television radio or newspaper in repositioning the viewing centers and create awareness to the public should be intensified. 
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