SPORT AS A MARKETING MEDIUM FOR CONSUMER PRODUCTS: 
A CASE OF MARKETING USING ATHLETES’ PERSONALITIES


1.0 Introduction

1.1 	It is an old position and a fact that use of athlete’s personality in marketing drives product sales by their lending of their favourite image to a product through endorsement. The use of sporting athletes as brand endorsers of consumer products dates back to over 100 years and has grown exponentially and believed to have impact on shaping consumer’s decision to patronize products. It is argued here that it is not the mere use of the personality of an athlete that brings about patronage, but that, in addition to the overall awareness created as a result of the continued association of the brand with the athlete. 


1.2	It is common knowledge that football is the most popular sport worldwide with the highest global base and TV viewership numbers. Its overwhelming popularity and wide reach no doubt has a score of benefits to commercial interests outside the sporting circles who wish to capitalize on its popularity and wide reach to reach consumers. For example, football audience spans all ages, to wit: children, youths and the elderly and this further confirms the high premium being placed on same as a means to many ends, usually exploited by business people. 
1.3	The impact of use of sports to promote consumption of goods cannot be overemphasized and this research is aimed at providing discuss in this area, especially the impact of marketing using the personalities of athletes. It is the position that use of sport brand endorsers is very expensive and only large corporations will be able to afford same. A close look at Forbes list of wealthiest sport athletes, shows that most percentage of their net worth are as a result of earnings from brand endorsement. Many make more from endorsements that from the sports. This fact evidently and unequivocally suggest that there is high effectiveness in the use of sport athletes as product ambassadors. 
1.4	The source credibility, source attractiveness and attribution principles of effectiveness will be discussed. While some writers have attributed effectiveness of sport brand endorsement to either the source credibility model or the source attractiveness model; some believes it can be as a result of the combination of two. It is the position here that the said effectiveness, is clearly as a result of a combination of all the factors even though one factor may appear weightier that another/others. 



[bookmark: _GoBack]2.0	Objective

2.1	This research will conduct investigation to discover the extent or how effective marketing through the use of sporting athletes as brand ambassadors directly or indirectly influences consumers to patronize a brand or put differently, how effective is it as a marketing medium? 
3.0	Materials
3.1	This research is expected to study relevant journal articles as it relates to product endorsement by sport athletes as well as credible brand and other websites and databases that contain relevant material dealing on the subject. 
4.0	Conclusion 
4.1	After the brief discussion on this subject, it is expected that a reader will have good understanding of the rationale for continued engagement of sport athletes as brand endorsers. It is concluded that the face or personality of an athlete does not necessarily by that mere fact alone bring about high patronage, but the continued association of the product with the athlete, such that continued awareness of the product does bring about the popularity of the product which is believed sustains patronage or leads to increased patronage. It is the position here that the use of sport brand endorser is not always about increase in product patronage but continued sustenance of already achieved level of patronage.    
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