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άIn the emerging experience economy companies
must realize that they make memories not goods and

create a stage for generating greater economic value, not
deliver services. ItΩs time to get your act together, for

goods and services are no longer enough. Customers now

want experiences and they are willing to pay admission for
them. ThereΩs new work to do and only those who perform

that work so as to truly engage their guests will succeed in
this new economy!έ
What a fitting warning from the duo of Joseph Pine and James Gilmore in

their celebrated book, The Experience Economy. Football fittingly provides

this experience!



GAME OF THE GAME:

üHow times have changed in the world of business and with

it, its marketing, sponsorship and brand equity particularly in

the unique spectrum of football. As we are quick to say here,

the game of the game is no longer the same.

üOnce painted by the Legendary Pele as beautiful, the game
as we know and play it, has rolled past the joyous, bandageς
splattering days of Thank ςYou Football to the plastic cards

splashing days of mind boggling transfer fees that can

effectively balance the recurring surplus budget deficits of

many Eaglet states in Nigeria.

üWe are talking about a game in which the total prize money

in its most prestigious Contest, the World Cup, is close to

half-a-billion dollars I-I money, which is interestingly spent

and sometimes generated by its class clubs in only a season.

Times have really changed.



HUNTERS OF FORTUNE:

üStill the greatest in the sporting firmament,

the real game of football is played outside the

pitch where hunters of fortune go at it with such

passion, intensity and calculated benevolent

greed. The chase here is so unrelenting

perhaps defiant of logic.

üNonetheless, when these hunters hit and

claim their treasure, you can hear that self-

assuring celebratory scream of what a game!

Make no mistake about it. This game has more

than 22 players or even fewer than that and it is

played far away from the sidelines or should we

say inside the glass house.



SPONSORSHIP-MARKETING SPEARHEAD:

üBut significantly and this is what matters here,

the game shares elements which are necessary to

bring fans back to the stands each weekend,

toasting to great goals and outstanding skills,

lamenting their losses and necessarily shifting

blames from the coaches to the players and to the

management.

üIndeed, the real game of the game is the

marketing and its burgeoning spearhead,

sponsorship, which some students of sports

business have argued has subdued advertising in

its ability to pinpoint and deliver brand messages

and with an extremely high degree of accuracy and

control.



SMART GOAL SCORING:

üLike it is in the game where the overall objective is to

score goals and become a winner, so also it is with

marketing and sponsorship, where the creation and

sustenance of value is paramount and objectives are
S.M.A.R.T ςSpecific, Measurable, Achievable, Result-

orientated and Timeςbound.

üThus, a game may last for 90 minutes, the most

marketable and significant period for any football club,

but the conceptualization of the game plan, the

research and appreciation of the opposition, the

selection of the team, its preparation and match

strategy as well as the exposure and evaluation of the

team and play are all processes that we find useful in

setting out the best practices as we attempt in this

presentation, which will serve only as a stimulant.



üClear understanding of the market environment, the

relationship between football right holders, (in this

instance, the NFF, NPL) and sponsors getting the best

from such relationship as well as recognizing the power of

brands will all help to drive a successful package.



BIG BUSINESS- LAMP IN THE HOUSE:

üWe all love to shout that football is big business and

it is easy for us to draw examples from established

economic climes. But can we today in Nigeria see

and feel the impact of the game as business, big as it

is supposed to be.

üAnd who really are those players striving to make it

big. May be with a tokenistic uneventful sponsorship

of the league which is struggling to professionalize its
operations, maybe with an occasional feel-good, letΩs-

join ςtheςcrowd association with the national football

team, we can at least claim to be a lamp in the house

marketing-wise even if others aspire to be stars in the

sky.



üTruly so, we cannot talk about best practices here when the

marketing of the game is still in nappies and those saddled with

the responsibility of strategically positioning the property for

benefits make a fetish of feasting on government allocations and

hardly demonstrate the rigour of professionalism, accountability,

transparency and even sincerity of purpose.

üSadly, properties in the game here are not attractively and

realistically packaged and priced, rarely offer value for money,

and miserably deliver benefits which are neither measured nor

captured for future relationship.

üPeople are rewarded for little or no home work and short cuts to

gains traditionally anchored on whimsical moods of influential

individuals become a song not desirable for those seeking to

maximize available opportunities for creating a strong match

between football and their brands.

üWe are still tottering for balance and the vision and body

language of the so-called football leadership all-round merely

begs for inspiration.



CUP WITH CHALLENGE:
üTake for instance, NigeriaΩs oldest competition and perhaps

the most glamorous the Challenge Cup. Ideally suited to deliver

such critical elements of suspense, surprise and satisfaction

which help to make sponsorship successful, the Challenge Cup,

over the years has been grossly under-valued and sloppily

packaged to the extent that sponsors are no longer finding in it

that unique appeal and emotional experience which made it a

household event.

üToday, the Challenge Cup looks like the sick baby of the

Football House, uninviting, uninspiring, under-prized and

unexposed as a viable property even to the point where the

runner-up of the 2009 edition was questionably denied the

grand opportunity of playing in the Confederation Cup when the

Champion already had a ticket from the league to play in the

same international contest. It was a sickening display of how not

to destroy the most commercially attractive property in Nigerian

football. Just think of it.



üThe Challenge Cup touches every corner of the country,

excites the minds of all footballers for its knock-out format,
promotes a rare community support which one canΩt find

anywhere and has a heritage so proud that winners draw to

themselves cult status.

üMost outstanding Nigerian footballers hit the limelight

through this competition and great memories abound.But

what have we done with this prestigious contest here. Its

equivalent in South Africa and England are gold mines for
Clubs. Winning NigeriaΩs Challenge Cup today is not different

from playing in a YSFON Contest!!



UNTAPPED TREASURE:WAITING FOR HER:

üInterestingly, we can also extend the poor packaging of

our football to the female variant. Women football is a

treasure waiting to be explored and exploited. We often say

the future of the game is feminine. This rings well for

women football and the Super Falcons who are consistent

qualifiers for World Soccer Competitions and are fairly

dominant in the continent.

üThe appeal of women football is so strong and there are

ready brands in the category of Hair and Body Care, Food

and Confectionaries, Fashion and Style who are waiting to

positively align with this soft side of the game and

communicate their desired messages most effectively to

their target market.

üFrom the Challenge Cup to Women football, we have an

over-flowing stream of revenue begging for a massive

marketing turn-around that can be handled profitably once

the right expertise is beckoned upon.



LOW-FLYING EAGLES - NOT CHICKENS!

üEven the flagship property of Nigerian Football, the Super

Eagles, once cheekily valued at over N9 billion naira, a year,

stands out as a brand in low bloom anxiously waiting to be

rescued and repackaged in its entirety by tested experts with

honest pedigree and not just as was done with the sloppy

recruitment of a foreign technical adviser who lacked the

courtesy of returning after the World Cup flap.

üNo mistake about it, if we want the Super Eagles to go

beyond the cheeky target, then its business side has to be

managed by an accomplished hand with a reputation worth
over a billion. ThatΩs should be one best practice in building

the brand, Super Eagles.



üFor a start, when many think Nigeria Football today, what they envision is

not the glorious past of the class of 94-98 Super Eagles, not the flip flop

supremacy of the Super Falcons in the continent, but the highly

questionable succession of youth football triumphs that continues to stir-up

promise which fulfillment many have longed for in the Super Eagles.

üA brand, like a winning personality, must demonstrate consistency,

uniqueness, excellence and heritage. For all the investments, emotional

and fiscal, what added value, apart from being our own, have we derived

from Super Eagles in the last 16 years. Perhaps the benefit of heart-aches,

uncertainty, anxiety and the inevitable shame of dashed expectations and

opening exit doors when it matters and particularly when its followers and

adherents aspire to a worthwhile experience.

üBut the Super Eagles, as a brand with an expanding, some will say,

elastic equity, has taken off although its marketing flight lacks the strength,

Smartness, Stability and effectiveness for which eagles are renowned.



THE LEAGUE AND OUR FUTURE:

üwhat of the real business side of Nigerian football, the professional

league and clubs who are yet to latch on to the spreading fever of the

game and accompanying benefits of having a team in the World Cup.

üWe may not have had any home-based player in the last Nations Cup

in Angola but the future of the game here is the Nigerian professional

league and adopting the World Cup in South Africa right practices from

other climes in fashioning a vibrant, viable and value adding football

culture should engage all who care.

üFor effective marketing and sponsorship of the Nigerian professional

league, emphasis must shift to the quality of leadership in both the

league board and the boards of the clubs which are limited liability

companies just in name and not in practice.



üThe league must have a professional management

team that is well heeled in the mechanics of football

organisation , commerce and communication.

üProficiency in all the areas is the key and clubs should

be encouraged to test the marketing waters and not be

overshadowed by a league board that enters into

agreements which marginalizes the clubs.

üOnly in Nigeria and this is so prevalent in both the NFF

and the NPL, that we see the board conducting itself as

management and poorly so because it is not equipped

with modern management skills.



SPREADING THE POWER:

üThe league board should limit itself to title rights and

broadcast rights which can be sold as a whole package.

But even this bundle of nationally sold broadcast rights

should not hamper clubs from exploring and expanding

their media horizon especially within their locality.

üIn this complex age of digital broadcast, what stops

Enyimba FC from having its own channel or associating

with a channel that can promote its core values and

strength, just as Enyimba can have a website with

broadband setting to stream its matches.

üInfact, the league board should clearly define its

marketing limit as its affects the clubs.



What is there for a board signing an agreement for an

apparel supplier or getting into an association with an

energy drink whose financial involvements are swept

aside under the cloak of value-in-kind.

How do these commercial transactions help the clubs

when they deliver value only to those who are managing

the league?



ALL IN 90 MINUTES

üThe most important property for any professional club in the league is

the 90 minutes period of the game. Not even the government that

sponsors most of these clubs have a say in the management of this

special moment and so also should it be for representatives of the

league board who are called match commissioners.

üWhy should a match commissioner with little or no knowledge of

marketing and sponsorship starts insisting on the kind of branding in a

stadium for a clubΩs game. Why should he determine the signage rights?

ü The way forward is for the league board to distance themselves from

marketing efforts of clubs and design rules that help to stimulate the

viability of clubs.

üWhat does a league rule that direct clubs in negotiation with sponsors

to contact the league secretariat intend to achieve. Is it to guide the

clubs or to gag the clubs from threading on rights which have already

being sold as a bundle and for which the clubs hardly get a dime just like

the broadcast rights.



üFor effective sponsorship, clubs should endeavour

to play their games on good green pitches, make their

venues television friendly with standard camera

stands.

üThe league board should on their own strive to keep

a keen watch on venues and invite experienced

groundsmen to head their inspection and certification

team, not journey-men administrators and cronies

angling for an all-expense paid weekend promenade.

üUnhindered enforcement of sanctions and penalties

as well as application of competition rules will go a

long way in stimulating sponsorship interest and

attracting the cooperate World to invest.



üNobody will want to take his family to watch a match in a

stadium lacking in basic hygiene or a game in which the
coach slaps the referee and the crowd canΩt be assured of

protection when violence creeps in.



BEYOND ROUTINE:

üFor all, what is in-a league with a title sponsor

and yet no prize money or reward for the winner.

üApart from the desire of playing international

football which further depletes the pockets of these

clubs, there is really no inspirational thrust and

competition edge for these clubs all through the

season.

üThe league becomes routine and this greatly

limits the association of brands with the game and

hugely diminishes the equity of participating

brands.

üReally if the fans and the clubs are not going to

embrace the game totally, you can be sure the

media wont and so also the sponsor and the

corporate world.



ENDURING SPONSORSHIP: BARCLAYS EXAMPLE:

üIs it any surprise that the title sponsor of our professional

league just like the Challenge Cup discussed earlier may not

be eager to commit itself in the seasons ahead.

Sponsorships are made to last.

üOnly recently, Barclays, a global financial services

provider, agreed a three-year renewal deal as title sponsor

of the English premier league. Worth $134.5 million, the deal

not only covers global title sponsorship of the premier

league but also world wide marketing rights, United Kingdom

and international programme accreditation, extensive

advertising packages, match-day tickets and hospitality.



üAccording to Barclays President, Robert.E. Diamond Jr, the

Barclays Premier league sponsorship has been very

successful for Barclays and the strategic fit is stronger than
ever. For Robert the Barclays sponsorship has been a άvery

important element in our marketing mix and provides a cost

effective method to market our organization, helping us in our

ambition to be one of a handful of banks leading the global
financial services industryέ

üSponsorship are designed to be enduring. Barclays has

been a proud sponsor of the English Premier league since

2001. One is tempted to say, it took the English quite a while

to get it right. After all, of what quality was the English league

10 years ago before the Sky Television network came on to

radically change its face and provide the match sticks for its

glimmer.



FLATERING WITH GLOW:

üIf the President of Barclays is ready to go the extra mile with

the English Premier league, can we say the same for the one

after whom the Professional league secretariat is named. Can

Mike Adenuga, 2009 Businessman of the year, proudly toast to
his companyΩs involvement with the Nigerian premier league in

the last 3 years, a time range sufficient for any to accept

responsibility?

üWe may not also be privy to the measurable returns of his
companyΩs seven-year aggregate $50 million dollar investment

with Nigerian football properties i.e. national teams and

professional league but GlobacomΩs recent $24.5 million dollars

association with Manchester United for the five years as Official

Integrated Telecoms Partner in Nigeria, Ghana and Benin

Republic, suggests a radical shift in striving for more positive
exposure and perhaps expansion of glo brand equity.



üNonetheless, there is Cause for big worry and a need for

those in the business of football to make adjustments and

drastic interventions in the organization and positioning of our

football.

üFor a truly Nigerian Company, a fervent and celebrated

supporter of the game here to shun the burgeoning league and

football of those who invest in its growth and then pump money

into a financially precarious global brand in massive debts,

despite massive income, suggests a miserable understanding

of the potentials of sponsorship as a marketing discipline and,

crucially, factors that influence measurable returns on

investments.


