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CHAPTER ONE
INTRODUCTION
 1.1 BACKGROUND TO THE STUDY
 The most important change that has taken place in the sport industry is the significant role the media is playing in the development of sports all over the world. Apart from the fact that the media has increased sports awareness and spectatorship among peoples of the world, it has also increased revenue generation which has enriched the various sports stakeholders. The media has been playing a catalyst role for the identification and the promotion of knowledge, information and understanding in a nation (Alimi, 2003). The mass media is regarded as the means of communication through which a large number of people could be reached. These include, newspapers, television, radio, films, handbills, posters, computer and internet (Hornby 1985).
 The mass media [sharpens and re-orders] the perceptions of the readers and viewers in a particular event or happenings in the society and contributes to a reservoir of knowledge of the past and current events. Acosta (2002) pointed out that competitive sports would only survive and develop with the cooperation of the media. It is for this reason that sports must enjoy good relationship with the press, radio, and television. The relationship should be effective, continuous, personal and open.
 Nigeria was created on May 27, 1967 when the restructuring of Nigeria into twelve states took place. Many media organizations have sprung up in Nigeria and because of the economic status of Nigeria and its status as the former capital of Nigeria. The presence of many media organizations in Nigeria has confirmed her being acclaimed to be the seat of journalism in Nigeria. In essence then, it is the state where sports journalism thrives.
[bookmark: page6]There is no doubt that Nigeria has witnessed tremendous development in the area of sports most especially when compared to other countries in Africa. Sports have permeated the Nigerian society through the efforts, activities and commitments of Nigerian sports journalists.
This study, therefore, was set to determine the perceived impact of print media as indices for sports development in Nigeria.

1.2	STATEMENT OF THE PROBLEM
This research is investigating on the impact of print media in sport development in Nigeria, it is a known fact that sport has become part and parcel of youth’s life especially male who spend lots of their valuable time in watching sport activities on television. While, later in another day converge at the various newspapers stands scanning, reading and buying sport papers. Despite both fact that yesterday news is said to be a stale news in journalism sphere but refers is the case when it come into sport.
Since the turnout of readers is impressive, the paper exanimates complete sport being able to promote sport development through this high readership.
Interest in sport activities among the Nigeria youth as resulted to the emergency of various newspapers which focuses on sport activities such as: complete sport, soccer, e. t. c and various foreign sport class newspapers such as: Man U, Chelsea. e. t. c. However, is newspaper able to develop sport activities beg covering local, nation, and international sport activities?

1.3    OBJECTIVES OF THE STUDY
i.	To know the contribution of print media to sport development.
ii.	To examine the challenges facing print media in reporting sport activities.
iii.	To know the qualities of sport reporters in sport development.

1.4	RESEARCH QUESTIONS
i.	Does print media contribute to sport development?
ii.	Are there challenges facing print media in reporting sport activities?
iii.	What are the qualities of sport reporters in sport development?

1.5 	SIGNIFICANCE OF THE STUDY
The importance of this study was to determine the perceived impact of Print media in sports development in Nigeria, using The Sun Newspaper as a Case Study.
It will enable the sport stakeholders to be well aware of the role that newspaper can play in development of the sport industry thereby creating interest in them to engage in co-invest with the print media.
 It also educates the sport fans, student, worker and the general public about the role of the print media in the effective development of Sport in the country.

1.6 	SCOPE OF THE STUDY
The scope of this study covers, evolution of news reporting in the Nigeria using The Sun newspaper as a basis for the research.
 However, the finding of the project work can be well applicable to all Newspaper and sport industry
 	The limitation involved in this work includes the wide nature and time constraint of the study, which resulted in narrowing down the case study to The Sun Newspaper.
The following are the limitation that hinders the study of this research work; 
1. Financial Constraint: There are not enough funds to fuel the study of this research work. The researcher has access to a very little source of fund.
2. Time Constraints: Due to the limited time available to carry out this research work, it is not possible to carry out the research extensively as anticipated by the researcher.






1.7	 DEFINITION OF TERMS 
Journalist: A journalist collects and disseminates information about current events, people, trends, and issues. His or her work is acknowledged as journalism.
Reporters: Reporters are one type of journalist; they create reports as a profession for broadcast or publication in mass media such as newspapers, television, radio, magazines, documentary film, and the Internet. Reporters find sources for their work, their reports can be either spoken or written, and they are often expected to report in the most objective and unbiased way to serve the public good. 
[bookmark: page9]Mass Media: Mass media refers collectively to all media technologies, including the Internet, television, newspapers, and radio, which are used for mass communications, and to the organizations which control these technologies.
A Printing Press: A printing press is a device for applying pressure to an inked surface resting upon a print medium (such as paper or cloth), thereby transferring the ink. Typically used for texts, the invention and spread of the printing press are widely regarded as the most influential events in the second millennium AD, revolutionizing the way people conceive and describe the world they live  in, and ushering in the period of modernity.
Community: The term community has two distinct meanings: A group  of  interacting people, living in some proximity (i.e., in space, time, or relationship). Community usually refers to a social unit larger than a household that shares common values and has social cohesion.








CHAPTER TWO
LITERATURE REVIEW
2.1	CONCEPTUAL FRAMEWORK
2.1.1	CONCEPT OF PRINT MEDIA
Print media is one of the oldest and basic forms of communication. It includes newspapers, weeklies, magazines, monthlies, banners & graphics, posters and other forms of printed material. Andrew (2010). Magazines and newspapers are the dominant traditional print media used in advertising. Smith (2009). Brochures, flyers and other collateral pieces are sometimes referred to as print collateral. While digital media expansion has affected use of print, it remains a viable way to advertise. Anderson (2005).
According to Armstrong (2007), Print media refers to paper publications circulated in the form of physical editions of books, magazines, journals and newsletters. Print media is given explicit freedom in the First Amendment of the Bill of Rights.
Wright (2009) asserted that with so many different forms of media distribution, traditional print media is struggling to maintain readership. Due to the fact that publications lose so many readers every year, advertisers are beginning to pull money from print mediums, such as newspapers and magazines. Instead, those funds are put into other mediums like television, radio, and other digital platforms. Journalists considering a career in this field should recognize that the Internet offers the same level of freedom of expression as print media. Olowo (2008) Publishing written work on the internet is gaining popularity because of the ease of creating a content and dispersing it.

2.1.2 TYPES OF PRINT MEDIA
According to Olowoyeye (2009), Print media include those media of communication which are controlled by time. It can be read at any available time and can be kept for record. Following are the major print media of mass communication.
Oliver (2009) opined that the primary use of print media is to spread information about daily events and news. It also provides a lot of entertainment to the readers via magazines, banners & brouchers. Print media is quite inexpensive and targets a huge population at once. The main forms of print media are:
1. Newspaper: It is one of the most important and effective forms of print media. It:
 i) informs people about various events, issues, and occurrences worldwide.
ii) helps readers to build an opinion about various national and international issues, events through its editorial and opinion columns. 
iii) increases the sale of various goods and services through its advertisements.
 2. Magazine: Magazines are the predecessor of the daily newspaper. They provide detailed articles on various topics such as food, fashion, sports, finance, lifestyle, and so on. Magazines are published weekly, monthly, quarterly, or annually. Many of them are sold all over the world.
3. Broucher: Also known as pamphlets, brouchers contain information about the business or organization. They are mostly distributed by hand or sent through mails. It is a fantastic way to showcase your product to the new customers.

2.1.3	OTHER PROMINENT PRINT MEDIA
Aliyu (2010) opined that other types of print media or materials used in advertising include:
· Direct mail - Companies send letters, postcards and other items in the mail to customers. Targeted mailers typically have a higher response rate than mass mailers.
· Directories - The evolution of online directories has minimized the impact of local print directories. However, this format offers a low-cost way to present an enduring message and point of contact to people in a community.
· Brochures - Captivating and colorful brochures offer delivery flexibility and the opportunity to tell a story throughout the panels of the layout.
· Posters and flyers - Local companies often use low-cost posters and flyers to spread the word about a business, product or event. Though some cities have placement restrictions, distributing flyers around town is a low-cost distribution approach.

2.1.4	ADVANTAGES OF PRINT MEDIA
Adio (2008) explained the advantages of print media as follows:
· Flashy magazines are always popular among consumers and are often read by them for a particular period of time in a month. The monthly magazines are the best way to bring attention to any advertisements.
· Print media is an easy medium to spread awareness or advertise to any particular geographical area. Like, a local newspaper is the best way to spread the news about any local event of the place.
· Some forms of the print media have huge and trusted followers. This is definitely a great boost to attract readership.
· Print media allows you to choose your own space for advertisement, thus, you can manage your budget and expenses while planning for the advertisement.

2.1.5	DISADVANTAGES OF PRINT MEDIA
	In the view of Ajani (2011), the disadvantages of print media are as follows:
· If you are targeting the global audience, then this is not the medium you should go for. Instead, the internet has a much wider reach than print media in this.
· Placing an advertisement in print media requires a lot of planning and time. In this case, you are faced with flexibility problem, particularly when you work in tight deadlines.
· In fact, there are many limitations when it comes to targeting your audience as the particular newspaper may not be available to the audience all the time. On the other hand, a person can get access to the internet from anywhere and everywhere.
· Besides, most of the time, your advertisement might get lost among all other ads and editorials. Plus, the lifespan of newspaper and magazines is very short as people have a tendency to throw them or keep them aside after one day of reading.
There are both advantages and disadvantages for print media. We have to keep all these in mind and make the right planning to make the optimum use of print media.

2.1.6	RELATIONSHIP BETWEEN MEDIA AND SPORTS 
According to Armstrong (2009), the most important change that has taken place in the sports industry is the significant role the media is playing in the development of sports all over the world. Apart from the fact that the media has increased sports awareness and spectatorship among peoples of the world, it has increased revenue generation which has enriched various sports stakeholders. The media has been playing a catalyst role in the identification and promotion of knowledge, information and understanding about various sports and sporting talents in various nations (Alimi, 2003).
In defining the symbolic relationship between the media and sports, Abdullahi (2013) summed it up thus, “That the relationship between the global culture and the media on the one hand and media and sports on the other is quite interesting as it is complex. The global culture creates the new media and the new media in turn drives the global culture, and the two combined, propelled by the logic of the mass market and consumerism to repackage sports as a commodity, delivered to the market through satellite, television, the internet based channels like Facebook, Twitter, and YouTube”. The media and sports are now so intricately connected that it has become impossible to speak of one without the other, but in a general sense, that relationship is not in any way peculiar. 
The media has grown so phenomenally in the last decade or so that they affect virtually every area of human life and almost everyone is now a media practitioner of sort. Sports has therefore become big business accompanied by the glamour and the glitz, hugely amplified in a way that only the media can. Every year, the money spent on various sporting activities across the world runs into billions of United States Dollars. There are now professional sportsmen in a true sense of the word, men and women, who do not just make a living through sports, but have become global brands, (Samaranch, 1995).
Sports icons like Lionel Messi, Cristiano Ronaldo, Usain Bolt, Tiger Woods, David Beckham, Didier Drogba, Nwankwo Kanu and the Williams sisters are people one has never met before and would probably never meet, but one can recognize and actually feel they know them. The translation of these young men and women into global icons could not have happened without the media that has delivered their extra-ordinary talents to people’s living rooms and even their mobile phones. Today, the English Premiership is followed passionately by Nigerians of all classes. It is common to hear a fan in Calabar who probably has not travelled out of Cross River State Nigeria, boast about “his” club Chelsea, Manchester United or Arsenal. He is ready to fight, and indeed sometimes do fight, to defend the reputation of his club. 
People have adopted these teams as their own, spend considerable amounts of money on the procurement of jerseys and other paraphernalia of the teams. Some fans even sacrificed cows to supplicate for their club’s victory before a major game, even though they live thousands of kilometers away from the cities where these teams are domiciled. This is what the power of the media has done to Nigerians.

2.1.7	MEDIA AND SPORTS DEVELOPMENT IN NIGERIA 
According to Salawu (2007), in Nigeria, the media has a long history of significant contribution to sports development. Long before the arrival of Super sports, the satellite based sports television channel, Fabio Lanipekun had led a generation of Nigerians that include the late Yinka Craig, Hamed Adio, Waheed Olagunju, Rotimi Bisiriyu, Charles Ogugbana and others to pioneer sports broadcast journalism in Africa (Showsiliva, 2001). 
The versatile radio broadcasters like Ernest Okonkwo, Ishola Folorunsho and others cannot be easily forgotten. Their football commentaries made could make you stay glued to your radio, thereby encouraging many cooperate bodies to fund sports. The magical moments in our football, including the many years of frustrating efforts to qualify for the Federation of International Football Association,(FIFA) World Cup, would not have been so memorable without these incredibly talented broadcasters, whose exploits on radio contributed in many ways inspiring Nigerians to take part in sports (Osagie, 2007). 
The newspapers were not left behind. The Daily Times, Nigerian Tribune, New Nigerian and others devoted many pages to the coverage of sports and because of this extensive coverage of sporting events, sponsors provided funds needed for sports development. It would be recalled that at a point in Nigeria, Volleyball actually rivaled football for sponsors because the head of Volleyball Federation then, Eddie Aderinokun used the mediato make the game so popular that the sponsors were running after the federation (Abdullahi, 2013). Infact, virtually all the sports had sponsors by then. Athletics enjoyed the sponsorship of Mobil, UNIC Insurance, Folawiyo Nigerian Limited, Nestle, and Nigerian Breweries; while Table Tennis had Cadbury, Lever Brothers, Nigerian Breweries, Coschairis and of course Chief Molade Okoye Thomas who has sponsored the Asoju Oba Championship in the last 44 years, to mention but a few (Abdullahi, 2013). 
In the area of ensuring good governance and ethics, the sporting press ensured that officials were constantly on their toes and did what was best for the nation’s sports perhaps, because of the media’s watching role. Sports administration was so good that the whole of Africa looked up to Nigeria for lessons in sports administration. The Media has also contributed to unearthing new talents, in more direct ways outside their mandates. The likes of Sunday Oliseh and others were discovered by Mumuni Alao, an illustrious media Practitioner. In his column in Complete Football Magazine (1994), he wrote the famous article, “Westerhoff, here is your destroyer”. 
The Dutch acted immediately and Oliseh was invited into the National team. His contribution to Nigeria’s victory in Nations cup in 1994, performance at USA’ 94 FIFA World cup and our winning the soccer gold medal at Atlanta 1996 Olympic Games is now the stuff of legend, (Alimi, 2003).



2.1.8	POSITIVE EFFECTS OF MEDIA ON SPORTS 
According to Davis and Harris (2004), media coverage of sport has good outcomes, namely; 
1.	Generation of income – media companies pay for the rights to show sporting events. Also, sports shown on the television generate more sponsorship and also raise performers’ earnings. 
2. 	Education of people – people learn the rules of the sports from watching it on TV. 
3. 	Provide role models – seeing good sports people on TV and in newspapers, make them a role model for people to look up to. 
4. 	Provision of inspiration– media brings sports to people who may not normally get to experience it otherwise. This can encourage people to get involved. 
5. 	Provision of coaching aid– watching professionals on the TV can help you see how a technique should be performed which could help your performance. 
6. 	Individuals train for sports because the media gives them the stage on which to demonstrate their talents. 
7.	 With cameras being placed in goals, under water, and in racing cars, the viewer at home gets a more detailed coverage than a live spectator. 
8. 	Actions are replayed - mean a detailed analysis can take place every minute after the goal. 
9. 	International events can be viewed live in all homes without going to the sports venues: i.e. broadcast instantaneous sporting actions to a large audience

2.2	THEORETICAL FRAMEWORK
DEVELOPMENT MEDIA THEORY
The lack of grassroots participation in DSC was blamed for the failure of most development projects. It was therefore imperative for participatory theorists to redefine development communication. One such definition is that communication is “the systematic utilization of communication channels and techniques to increase people’s participation in development and to inform, motivate, and train rural populations mainly at the grassroots” (Waisbord, 2000: 17), hence another development. Another development paradigm has been defined as “need-oriented, endogenous, self-reliant, ecologically sound and based on participatory democracy and structural transformations” (Servaes, 1996: 32). Here the key words are ‘participatory democracy’ and ‘endogenous’.
Another development theory focuses on community access and participation in development projects. It sees access as “the use of media for public service” (Servaes, 1996: 79), and participation as a process of empowering the people to participate in identifying the problem or designing a development programme (Melkote, 1991: 237). “Here individuals are active in development programmes and processes, they contribute ideas, take initiatives, articulate their needs and problems and assert their autonomy” (Ascroft and Masilela, 1989 in Melkote 1991: 237-239). Thus participation requires a higher level of people’s involvement in the communication systems especially the media. People have to be involved in the production process, management, and planning of the communication systems. “In this case, the public exercises the power of decision-making within communication enterprises and is also fully involved in the formulation of communication policies and plans” (Servaes, 1996). 
However, drawing examples from the working relationships between developed and underdeveloped countries, although people are involved in the formulation of policies the donors still have a say on those policies and if they are not happy about them they have a right to say no considering their position as the sponsors of the programmes. In the final analysis, people’s participation is seen as blackmail because the final decision is influenced by what the donors want. This resembles the development support communication paradigm. Servaes (1996) discusses the notion of participatory communication at length. He stresses the importance of communication at all levels, international, national, local and individual, and points out that this participation does not only mean “inclusive of, but largely emanating from the traditional receivers” (Servaes, 1996: 75). Participatory communication is, thus, a reciprocal process involving the marginalised groups who are trying to renegotiate their situation with the development agents. In other words, participatory communication gives the local community a right to freely share or exchange information and to reach a consensus on what they want to do or to be done. Freire (1983: 76) cautions that “this is not the privilege of some few men (and women), but the right of all people to individually and collectively speak their world”.
In summary, the two approaches to participatory communication work on the principle that the development agenda should not be defined by an academic elite and the development programmes, too should not be enacted by a bureaucratic elite for their own benefit. Instead, for local people to gain an understanding of their situation and the development process, they need to define their own needs and development goals, and then participate in the enactment of the development process (Servaes, 1996: 80). In short, participatory approach to development is propoor. It is important to note that this process of participatory approach involves three interrelated cyclical parts, and these are collective definition and investigation of a problem by a group of people struggling to deal with it, group analysis of the underlying causes of their problems, and finally group action to attempt to solve the problem (Servaes, 1996: 82).

2.3	REVIEW OF RELATED RESEARCH
In the view of Amoo (2010), in many ways, mass media seems to be associated with development. The attainment of sustainable development depends on socioeconomic and political environment where the role of mass media is important. The media are meant to serve both elite and those at the grassroot levels. They are expected to focus their time and resources on sensitive issues that matter most to the people. They produce stories that help to make sense of, and sensibilities about social order. Media houses do focus on policy and always see the relevance of their stories to policy bringing about development. They are supposed to bring to the limelight what the people need and what they expect from the government. The media houses are supposed to show case news that are crucial to man's effort to gain a greater control of his life. They are expected to explain, interpret and comment on the implication of events and issues especially as they relate to development. However, certain factors are hindering the ability of the press to carry out some of their development goals in the society. It is against this background that this paper examines the concept of development as well as the challenges and constraints that hider the media from performing their sustainable development roles in Nigeria. It concludes that the role that mass media play in sustaining the development of a society cannot be overemphasized; any media house must strive to live up to the expectations of the people no matter the constraints and challenges that might stand in its ways.
Lawal (2010) in his paper Sport development; The Nigerian way: A review asserts that sports performance and achievements has been the avenue through which great nations of the world exhibit their supremacy over others through sports development strategy. Effective sports development therefore requires variables like sport policy, sports personnel, sports funding, sports program, sports facilities and sponsorship. The extent to what these variables are met shall no doubt affects the effectiveness of any sports development. Two distinguishing features of the Nigeria sports system are its central organization and its employment for specific socio-political objective it is against this backdrop that this paper will X ray the politicization of sports which parallels sports development in the enhanced role of sports and in contrast with developed nations sports system and management.









CHAPTER THREE
RESEARCH METHODOLOGY

3.1		RESEARCH DESIGN
The research methodology covers gathering of information, facts and opinions of people to complete a research work, and survey method will be used. Survey method can be described as a means of gathering data and information on a particular phenomenon by obtaining respondent opinion and motivation from a source. The major source of data applied to this study is primary source which was basically in structure questionnaire.

3.2	POPULATION OF THE STUDY
Population is a list or collection of subjects, objects, variables or concept in a defined environment. According to Wimer and Dominick (2006) population is a group or class of subjects, variables, concept or phenomena in a given study.
The population of this study will be based on the number of peoples living in Ilorin and the study will also base on 100 respondents.

3.3	SAMPLING SIZE AND SAMPLING TECHNIQUE
Sample according to Ogili (2005), is the actual member of or part of study population that is objectively selected for such. Sampling is necessary because the entire population cannot be studied as it may be target and cannot be controlled. 
Sampling technique refers to the statistical method used to arrive at a sample size or at a good representation of the population. 
The study adopted the purposive sampling technique to purposively pick the size of 100. Purposive sampling method is used in order to have a full representation of the population. The purposive sampling method covers the people of Ilorin community, Kwara State. The respondents were selected based on the knowledge of a population and the purpose of the study.
3.4 INSTRUMENTATION
The main instrument to be used for this study is questionnaire. Questionnaire is an instrument used to collect or obtained information from respondent about their persecution, opinion on research topic usually survey studies.
The main reason we choose questionnaire is to obtain supplementary information and it is the fastest and one of the recordable ways of gathering information.
	The first section will contain information related to the listeners, while the second section will be based on the information and opinion of the population about the subject matter which is role of radio in the fight against diabetes.

3.5 VALIDITY AND RELIABILITY OF INSTRUMENT
	The copy of the questionnaire has been pre-tested in order to make adjustment where necessary in order to ensure reliability and validity of the study. The instrument used is valid because it enables the researcher to obtain quick and accurate information or data.

3.6 METHOD OF ADMINISTRATION OF THE INSTRUMENT
	The main instrument to be used for this research study is questionnaires were administered by hard to ensure immediate return from the respondents.

3.7 METHOD OF DATA ANALYSIS
	In analyzing data for this study, the analysis to be used is descriptive, whereby the use of variables, percentage and tables will be adopted because it is one of the most adopted means of data analysis employed by many researchers.





CHAPTER FOUR
DATA ANALYSIS AND PRESENTATION
INTRODUCTION
This chapter deals with the presentation, analysis and interpretation of the data collected by the researchers. The presence of data makes no meaning to anybody unless adequate analysis is carried out. Frequency table and sample percentage are used to analyze the data.
4.1	DATA PRESENTATION
	In this chapter, all data collected from questionnaires will be presented and interpreted.
Table 4.1.1: Questionnaire distribution and collection
	Number of questionnaire distributed
	200

	Number of questionnaire returned
	200

	Number of questionnaire not returned
	

	Total
	200


Source: Field Survey, 2025
	From the above analysis, the researchers will be making use of the number of questionnaire which is 200.
SECTION A
Bio Data of Respondents
TABLE 1:	Distribution of the respondents by marital status
	Options
	Respondents
	Percentage (%)

	Single
	160
	80%

	Married
	40
	20%

	Total
	200
	100%


Source:	Field Survey, 2025
	Table 1 above shows that 160 respondents representing 80% of the population are single, while 40 respondents representing 20% are married.
TABLE 2:	Distribution of the respondents by gender 
	Options
	Respondents
	Percentage (%)

	Male
	145
	72.5%

	Female
	55
	27.5%

	Total
	200
	100%


Source:	Field Survey, 2025
	Table 2 above shows that 145 respondents representing 72.5% of the population are males, while 55 respondents representing 27.5% are females.
TABLE 3:	Distribution of the respondents by age
	Options
	Respondents
	Percentage (%)

	16-20 years
	105
	52.5%

	21-30 years
	25
	12.5%

	31-40 years
	52
	26%

	41 years and above
	18
	9%

	Total
	200
	100%


Source:	Field Survey, 2025
	Table 3 above shows that 105 respondents representing 52.5% of the population are 16-20 years of age, 25 respondents representing 12.5% are 21-30 years of age, 52 respondents representing 9% are 41 years and above.






TABLE 4:	Distribution of the respondents by occupation
	Options
	Respondents
	Percentage (%)

	Student
	133
	66.5%

	Civil servant
	10
	5%

	Self employed
	35
	17.5%

	Others
	22
	11%

	Total
	200
	100%


Source:	Field Survey, 2025
	Table 4 above shows that 133 respondents representing 66.5% of the population are students, 10 respondents representing 5% are civil servant, 35 respondents representing 17.5% of the population are self employed, while 22 respondents representing 11% belongs to other categories
TABLE 5:	Distribution of the respondents by educational qualification
	Options
	Respondents
	Percentage (%)

	GCE/SSCE
	60
	30%

	OND/NCE
	126
	63%

	HND/B.Sc
	14
	7%

	M.Sc/MA
	-
	-

	Total
	200
	100%


Source:	Field Survey, 2025
	Table 5 above shows that 60 respondents representing 30% of the population are GCE/SSCE, 126 of the respondents representing 63% of the population are OND/NCE, 14 respondents representing 7% are HND/B.Sc




SECTION B
Question 1: Does the print media have impact on the development of sport in Nigeria? 
Table 6
	Options
	Respondents
	Percentage (%)

	Yes
	110
	55%

	No
	90
	45%

	Total
	200
	100%


Source:	Field Survey, 2025
	Table 6 above shows that 110 respondents representing 55% of the population said Yes, while 90 respondents representing 45% said No.
Question 2: Which print media do you consider to disseminate information more on development of sport?
Table 7
	Options
	Respondents
	Percentage (%)

	Radio
	35
	17.5%

	Television
	45
	22.5%

	Newspaper
	42
	21%

	Online media
	56
	28%

	Others
	22
	11%

	Total
	200
	100


Source:	Field Survey, 2025
	Table 7 shows that 35 respondents representing 17.5% of the population choose Radio, 45 respondents representing 22.5% choose Television, 42 respondents representing 21% choose Newspaper, while 56 respondents representing 28% choose Online media and 22 respondents representing 11% choose other medium.


Question 3: Have you read any program on sport development?
Table 8
	Options
	Respondents
	Percentage (%)

	Yes
	128
	64%

	No
	72
	36%

	Total
	200
	100%


Source:	Field Survey, 2025
	Table 8 above shows that 128 respondents representing 64% of the population said Yes, while 72 respondents representing 36% said No.
Question 4: How often do you read it?
Table 9
	Options
	Respondents
	Percentage (%)

	Very often
	75
	37.5%

	Often
	95
	47.5%

	Rarely often
	30
	15%

	Total
	200
	100


Source:	Field Survey, 2025
	Table 9 above shows that 75 respondents representing 37.5% of the population choose very often, 95 respondents representing 47.5% choose often, while 30 respondents representing 15% choose rarely often.







Question 5: Print media is effective in developing sport in Nigeria.
Table 10
	Options
	Respondents
	Percentage (%)

	SA
	166
	83%

	A
	24
	12%

	N
	10
	5%

	D
	-
	-

	SD
	-
	-

	Total
	200
	100


Source:	Field Survey, 2025
	Table 10 above shows that 166(83%) of the respondents strongly agreed to the question, 24(12%) agreed, while 10(5%) are neutral.
Question 6:	Media promote sport in Nigeria.
Table 11
	Options
	Respondents
	Percentage (%)

	SA
	120
	60%

	A
	32
	16%

	N
	15
	7.5%

	D
	5
	2.5%

	SD
	28
	14%

	Total
	200
	100


Source:	Field Survey, 2025
	Table 11 above shows that 120 (60%) of the respondents strongly agreed to the question, 32 (16%) agreed, 15 (7.5%) are Neutral, 5(2.5%) disagreed, while 28 (14%) strongly disagreed.

Question 7:	Government and other stakeholders should be commended for their effort in promoting sport.
Table 12
	Options
	Respondents
	Percentage (%)

	SA
	90
	45%

	A
	74
	37%

	N
	36
	18%

	D
	-
	-

	SD
	-
	-

	Total
	200
	100


Source:	Field Survey, 2025
	Table 12 above shows that 90 (45%) of the respondents strongly agreed to the question, 74 (37%) agreed, 36 (18%) are neutral.
Question 8: Print media should allocate more space for program on sport development.
Table 13
	Options
	Respondents
	Percentage (%)

	SA
	178
	89%

	A
	12
	6%

	N
	10
	5%

	D
	-
	-

	SD
	-
	-

	Total
	200
	100


Source:	Field Survey, 2025
	Table 13 above shows that 178 (89%) of the respondents strongly agreed to the question, 12 (6%) agreed, 10 (5%) are neutral.
Question 9: Government should play adequate role in helping print media in promoting sport.
Table 14
	Options
	Respondents
	Percentage (%)

	SA
	92
	46%

	A
	54
	27%

	N
	30
	15%

	D
	24
	12%

	SD
	-
	-

	Total
	200
	100


Source:	Field Survey, 2025
	Table 14 above shows that 92 (46%) of the respondents strongly agreed to the question, 54 (27%) agreed, 30(15%) are neutral, while 24(12%) disagreed.
Question 10: Print media is not playing enough role in promoting sporting programs.
Table 15
	Options
	Respondents
	Percentage (%)

	SA
	65
	32.5%

	A
	15
	7.5%

	N
	65
	32.5%

	D
	33
	16.5%

	SD
	22
	11%

	Total
	200
	100


Source:	Field Survey, 2025
	Table 15 above shows that 65 (32.5%) of the respondents strongly agreed to the question, 15 (7.5%) agreed, 65 (32.5%) are neutral, 33 (16.5%) disagreed, while 22(11%) strongly disagreed.
Question 11: Access to the media harmpers the effectiveness of the print media in promoting sport
Table 16
	Options
	Respondents
	Percentage (%)

	SA
	120
	60%

	A
	72
	36%

	N
	8
	4%

	D
	-
	-

	SD
	-
	-

	Total
	200
	100


Source:	Field Survey, 2025
	Table 16 above shows that 120 (60%) of the respondents strongly agreed to the question, 72 (36%) agreed, 8 (4%) are neutral.
Question 12: The use of appropriate strategy will make dissemination of sport programs effective.
Table 17
	Options
	Respondents
	Percentage (%)

	SA
	102
	51%

	A
	68
	34%

	N
	12
	6%

	D
	18
	9

	SD
	-
	-

	Total
	200
	100


Source:	Field Survey, 2025
	Table 17 above shows that 102(51%) of the respondents strongly agreed to the question, 68(34%) agreed, 12(6%) are neutral, 18(9%) disagreed.

Question 13: Print media are influential agents in promoting sport in Nigeria.
Table 18
	Options
	Respondents
	Percentage (%)

	SA
	152
	76%

	A
	28
	14%

	N
	20
	10%

	D
	-
	-

	SD
	-
	-

	Total
	200
	100


Source:	Field Survey, 2025
	Table 18 above shows that 152(76%) of the respondents strongly agreed to the question, 28(14%) agreed, 20(10%) are neutral.
Question 14: Through the use of print media, the general public is aware of the activities of sport in Kwara State.
Table 19
	Options
	Respondents
	Percentage (%)

	SA
	138
	69%

	A
	32
	16%

	N
	12
	6%

	D
	8
	4%

	SD
	10
	5%

	Total
	200
	100


Source:	Field Survey, 2025
Table 19 above shows that 138(69%) of the respondents strongly agreed to the question, 32(16%) agreed, 12(6%) are neutral, 8(4%) disagreed, while 10(5%) strongly disagreed.

CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1	SUMMARY
This study investigated the impact of print media in sport development in Nigeria. The study duration was two years. The three objectives include: to find out the impact of print media in the development of sports in Nigeria, to identify various challenges facing print media houses in the development of sport in Nigeria, to find lasting solutions to the identified challenges. 
	The study is divided into five chapters. The first chapter gives the background of the study, statement of the problem, objectives of the study, research questions, and significance of the study, scope of the study, limitations and definition of terms.
	In chapter two, literature review was discussed like conceptual framework which deals with the concept of broadcast media, the role of media in tourism, social impact of broadcast media, concept of tourism and also recent development in tourism were also considered. Theoretical framework which deals with development theory and review of empirical studies were also considered.
	Chapter three identified the research methodology employed in the project, research design, population of the study, study sample, research instrument, sampling techniques, data procedures and data analysis were discussed
	Chapter four deals with data presentation and analysis whereby the data gathered are analyzed using simple percentage and frequency table. In which the result made it clear that print media have impact on the development of Sports in Nigeria (see table 6).
	Chapter five, this chapter focuses on summary, recommendations and conclusion.




5.2	LIMITATION OF THE STUDY
	This research work is limited to the followings:
1. The research work is limited in terms of finances as well as the cost of financing the research work is much but the little financial help got from people is enough to carry out this research work
2. Inadequate information is also part of the limitations of this research as there is not enough information for the completion of this research work, that is information are in short supply.
3. The time allocated for the completion of this research work is too short.

5.3	CONCLUSION
This project evaluated the available data and studies of the impact of print media in the sport development in Nigeria. Considering the importance and the massive popularity of print media, only a few studies to date have addressed this important in sport industry. However, this study indicated the potential roles played by print media in the development of sport in Nigeria. 
Based on the result of this study, the study concludes that there is high of coverage of sporting events in Nigeria by selected print media houses. The researcher also concluded that even though there was an appreciable percent (84%) of stories that were considered as interpretative/educative, more needs to be done to improve on the percentage of interpretative/educative stories.
From the study, the impact of the print media in sports development in Nigeria has been highlighted. It has further given credence to the symbiotic relationship between sports and the media. Based on this study, it is established that without the media constantly beaming its spotlight on sporting events and athletes, neither their exceptional talents nor the entertainment and commercial value of sports would have been realized.
Nigeria sport industry is being influenced by different types of attractive presentation by specialized print media channels, articles by renowned journalists and fantastic coverage by travel magazines, gradually all these media are creating a positive image and a picture of sport in the attitudes, mind, perception, psychology, behavior or in the final selection of the best sporting activities
	As the verdict goes, media have a social responsibility to enhance the blending of local, national and international sporting values and the public communications strategy based on access to quality information and knowledge will derive the new global sporting events through partnership initiatives.

5.4	RECOMMENDATIONS 
Based on the findings, the following recommendations were made 
1. Concerted efforts should be put in place to encourage greater media coverage of sports by liberalizing the media to encourage more investors to come on board and establish more media outfits in every corner of Nigeria. 
2. Adequate funding of the media and sports in Nigeria is also another critical factor in sports development. Media owners should evolve ways of generating, appropriating and utilizing of funds for sports development. 
3. The mass media should be given freedom to seek information and express them as enshrined in the constitution of the Federal Republic of Nigeria. 
4. The sports development policy has to be regularly reviewed to accommodate greater role for the media in sports development and sustained partnership between sports administrators and the media.
5. The mass media should be encouraged to cover football events for the development of grassroots football. 
6. Football managers and administrators should accept the mass media as partners in progress so as to encourage the mass media to create a more positive awareness of football and football administration.
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QUESTIONNAIRE

Kwara State Polytechnic, Ilorin,
Department of Mass Communication,
Institute of Information and Communication Technology
Dear Respondent,
[bookmark: _Hlk207900096]	We are students of Mass Communication, Kwara State Polytechnic, Ilorin. Conducting a research on the topic “Impact of Print Media in Sport Development in Kwara State”
	Kindly complete the attached questionnaire as objectively as possible. Be assured that information provided will be treated with utmost confidentiality.
Thanks for your co-operation.

SECTION A
Instruction: please tick (	) the answer you consider appropriate. The questionnaire will be in two parts, section A and B.
1. Gender : male	(  )	female	(  )
2. Age : 16-20	(  )	21-30	(  )	31-40	(  )	
41 years and above	(  )
3. Educational qualification : 	GCE/SSCE	( )	OND/NCE		(  )	HND/BSC		(  )	MSC/MA	(  )
4. Occupation : student	(  )	civil servant	(  )	self employed	(  )	other		(  )
5. Marital status : single	(  )	married	(  )

SECTION B
1. Does the print media have impact on the development of sport in Nigeria? Yes (    )   No (   )
2. Which print media do you consider to disseminate information more on development of tourism? Radio (   ) Television (   ) Television (   ) Newspaper (   ) Online media (   ) Others (   )
3. Have you read any program on sport development? Yes (   ) 	                       No (    )
4. How often do you read it? Very often (   ) Often (   ) Rarely often (   ) 	



	S/N
	STATEMENT
	SA
	A
	N
	D
	SD

	5
	Print media is effective in developing sport in Nigeria.
	
	
	
	
	

	6
	Media promote sport in Nigeria.
	
	
	
	
	

	7
	Government and other stakeholders should be commended for their effort in promoting sport.
	
	
	
	
	

	8
	Print media should allocate more space for program on sport development.
	
	
	
	
	

	9
	Government should play adequate role in helping print media in promoting sport.
	
	
	
	
	

	10 
	Print media is not playing enough role in promoting sporting programs.
	
	
	
	
	

	11
	Access to the media harmpers the effectiveness of the print media in promoting of sport.
	
	
	
	
	

	12
	The use of appropriate strategy will make dissemination of sport programs effective. 
	
	
	
	
	

	13
	Print media are influential agents in promoting sport in Nigeria.
	
	
	
	
	

	14
	Through the use of print media, the general public is aware of the activities of sport in Nigeria.
	
	
	
	
	





