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ABSTRACT
The socio-economic impact of sports products among tertiary institutions in Kwara State was explored in this study. Using a descriptive survey design, data were collected from a sample of 382 respondents, selected through a multistage sampling technique from University of Ilorin and Kwara State Polytechnic. A structured questionnaire served as the primary instrument for data collection, validated by experts and tested for reliability with a coefficient of 0.82. Data analysis involved frequency counts, percentages, and chi-square tests at a 0.05 significance level. Findings provided insights into the role of sports products in enhancing physical activity, social interaction, revenue generation, and employment opportunities.The results revealed that sports products significantly motivate physical activities among staff and students, as indicated by a chi-square value of 112.032 (p < 0.05). Similarly, sports products were found to foster social interaction and networking, with a chi-square value of 442.172 (p < 0.05). These findings align with existing literature suggesting that sports products promote participation, social cohesion, and a sense of community within academic environments. Additionally, the study highlighted the economic benefits of sports products, including their potential to generate revenue through sales, events, and facility usage, as demonstrated by a chi-square value of 200.210 (p < 0.05). Employment opportunities associated with sports products were also significant, with a chi-square value of 179.200 (p < 0.05), reflecting their role in creating jobs for trainers, coaches, and other personnel within the institutions. The study concludes that sports products significantly contribute to the socio-economic development of tertiary institutions in Kwara State by promoting health, fostering social interactions, and enhancing financial and employment prospects. Recommendations include improved access to sports products, strategic promotion by institutions, and leveraging sports products as a tool for sustainable development in the educational sector.








CHAPTER ONE
INTRODUCTION
Background to the Study
Sports are activities that involve physical skill and exertion, are done according to rules or customs, and have elements of competition or social participation. Sports products are goods and services that are designed to enhance physical activity, fitness, and health. They include equipment, apparel, footwear, nutrition, media, and events. Sports products have various social impacts on individuals and communities, especially among tertiary institutions in Kwara State. Sports and sports products are important domains of study and practice that have significant economic, social, and cultural impacts. The sport industry is constantly evolving and innovating, driven by factors such as technology, media, consumer preferences, and sustainability. 
Sports can be done for exercise, pleasure, or as a job. Sports can be individual or group activities, and can be based on physical athleticism or dexterity. Sports are usually recognised and governed by formal organisations. A sports product is a physical or intangible good that is related to sports and satisfies the needs and wants of consumers who are interested in sports. A sports product can be a sports quipment, such as a ball, a racquet, or a helmet; a sports service, such as a coaching session, a training program, or a ticket to a game; a sports event, such as a match, a tournament, or an exhibition; or a sports entity, such as a team, a league, or a personality (Assistant, 2023).  
The social and economic impact of sports product among tertiary institutions in Kwara State is a topic that has not received much attention in the literature as Sports product refers to the goods and services that are produced and consumed by participants and spectators of sports activities, such as equipment, clothing, tickets, media, food, beverages, accommodation, transportation, etc. (Bakari, 2017). Tertiary institutions are the higher education institutions that offer post-secondary education, such as universities, polytechnics, colleges of education, etc. (Bamidele and Peter, 2016).
One of the social impacts of sports products is that they can facilitate sports participation , physical activities, exercise and recreational  among academic staff and students of tertiary institutions. sports are voluntary and enjoyable activities that people engage in during their leisure time for personal satisfaction and well-being. According to Omolawon and Ibraheem (2011), sports participation can be influenced by social factors such as health status, skill level, geographical feature, and occupational demand. Sports products can enhance these factors by providing access, convenience, comfort, safety, and motivation for physical activity. For example, sports equipment such as balls, rackets, nets, mats, and bicycles can enable people to play various games and exercises in different locations and settings. Sports apparel and footwear such as jerseys, shorts, socks, shoes, and caps can protect people from injuries, weather conditions, and infections. Sports nutrition such as supplements, bars, drinks, and gels can improve people's energy, performance, recovery, and health. Sports media such as magazines, books, websites, podcasts, and videos can inform people about the benefits, techniques, rules, and opportunities of recreational sports. Sports events such as tournaments, festivals, camps, and clinics can create social interaction, networking, learning, and fun for participants and spectators.
Another social impact of sports products is that they can contribute to community sports development among public tertiary institutions in Kwara State. Community sports development is the process of enhancing the quality and quantity of sports participation and performance at the grassroots level through effective resource management. According to Ibraheem et al. (2020), resource management variables such as funding, facilities, equipment, and sports personnel are correlated with community sports development among public tertiary institutions in Kwara State. Sports products can play a vital role in these variables by generating revenue, providing infrastructure, supplying materials, and creating employment for community sports development. For example, sports funding such as grants, donations, sponsorships, and fees can be obtained from selling or promoting sports products to support community sports programs and projects. Sports facilities such as stadiums, courts, fields, tracks, and gyms can be built or renovated with the help of sports products manufacturers or distributors to provide adequate space and environment for community sports activities. Sports equipment such as cones, markers, whistles, timers, and scoreboards can be purchased or donated by sports products companies or organizations to facilitate community sports organization and administration. Sports personnel such as coaches, trainers, instructors, and officials can be trained or hired by sports products providers or partners to enhance community sports delivery and quality.
Kwara State is one of the states in Nigeria that has a number of public and private tertiary institutions that offer various academic programs and sports activities. Some of these institutions include University of Ilorin, Kwara State University, Kwara State Polytechnic, Al-Hikmah University, Landmark University, Summit University, Crown Hill University, and Kwara State College of Education. These institutions have different sports facilities and equipment that are used for teaching, learning, research, recreation, and competition. Some of the sports products that are available in these institutions are football fields, basketball courts, volleyball courts, tennis courts, badminton courts, table tennis tables, swimming pools, gymnasiums, athletics tracks, cricket pitches, hockey fields, handball courts, and golf courses.
The economic impact of sports product among tertiary institutions in Kwara State can be measured by various indicators, such as revenue generation, employment creation, income distribution, tourism attraction, social welfare improvement, and environmental sustainability. According to a study by Olarewaju and Omotayo (2013), participation in recreational sports plays an important role in physical, mental, emotional and social status of an individual. The study also found that provision of equipment, availability of facilities and economic status were significant factors that predicted recreational sports participation among academic staff of tertiary institutions in Kwara and States. Therefore, sports product can generate revenue for the institutions through fees charged for the use of facilities and equipment, sponsorship deals from corporate bodies and individuals, donations from alumni and philanthropists, grants from government and non-governmental organizations, and merchandising of sports goods and services. Sports product can also create employment opportunities for the staff and students of the institutions who are involved in sports administration, management, coaching, officiating, marketing, media production and distribution.
Another indicator of the economic impact of sports product among tertiary institutions in Kwara State is income distribution. Sports product can enhance income distribution among the stakeholders of the institutions by providing incentives for academic excellence and sports performance. For instance, some institutions offer scholarships and bursaries to students who excel in both academics and sports. Some also reward staff who contribute to sports development and promotion with promotions and bonuses. Furthermore, sports product can attract tourism to Kwara State by hosting local, national and international sports events that draw spectators and participants from different parts of the country and the world. For example, University of Ilorin hosted the 26th Nigerian Universities Games Association (NUGA) Games in 2017 which featured over 10 000 athletes from 60 universities across Nigeria. The event generated income for the host institution as well as other businesses such as hotels,
restaurants, transportation, and entertainment in Kwara State.
The economic impact of sports product can be measured by the direct, indirect and induced effects that it generates on the economy. Direct effects are the changes in output, income and employment that result from the spending of sports product consumers and producers. Indirect effects are the changes in output, income and employment that result from the spending of suppliers and distributors of sports product. Induced effects are the changes in output, income and employment that result from the spending of households that receive income from direct and indirect effects (Bucher and Krotee, 2002).
The economic impact of sports product among tertiary institutions in Kwara State can be influenced by several factors, such as the level of participation and attendance of sports activities, the availability and quality of sports facilities and equipment, the funding and management of sports programs and events, the promotion and marketing of sports product, the socio-cultural and environmental factors that affect sports demand and supply, etc. (Collins, 2011; Ekechukwu and Onyekuru, 2013; Haruna, 2013; Heartley, 2011).
The economic impact of sports product among tertiary institutions in Kwara State can also be affected by external shocks, such as the covid-19 pandemic that occurred from 2020 to 2023. The covid-19 pandemic had a negative impact on the global economy, causing disruptions in production, trade, travel, tourism, etc. (Alison, 1999). The covid-19 pandemic also had a negative impact on the sports sector, causing cancellations or postponements of sports events, closures or restrictions of sports facilities, reductions or losses of revenues and incomes for sports stakeholders, declines or shifts in consumer preferences and behaviors for sports product, etc. (Omolawon and Ibraheem, 2013; Ibraheem et al., 2020).
Sports product can improve social welfare among tertiary institutions in Kwara State by fostering social cohesion, cultural diversity, and civic engagement. Sports product can provide a platform for interaction, communication, and collaboration among staff and students from different backgrounds, ethnicities, religions, and disciplines. Sports product can also promote cultural diversity by showcasing the rich cultural heritage of Kwara State through traditional games, dances, and costumes. Moreover, sports product can enhance civic engagement by encouraging staff and students to participate in community service, volunteerism, and advocacy for social causes related to sports, such as health, education, gender equality, and peace.
Sports product is a term that encompasses various goods and services related to sports, such as equipment, apparel, facilities, media, and events. The social and economic impact of sports product is an important area of research that can provide insights into the benefits and challenges of sports development and participation in different contexts. In particular, tertiary institutions in Kwara state can benefit from such research as they seek to promote sports as a means of enhancing student well-being, academic performance, social cohesion, and employability. Therefore, this study aims to investigate the social and economic impact of sports product in tertiary institutions in Kwara state and provide recommendations for improving the quality and accessibility of sports product for students and staff.
Statement of the Problem	
Sports products are goods and services that are designed to satisfy the needs and wants of sports consumers. They include equipment, apparel, footwear, accessories, media, events, venues and services. Sports products can have significant socio-economic impacts on the society, such as generating income, creating employment, enhancing tourism, promoting health, fostering social cohesion and improving quality of life. However, the production and consumption of sports products also entail costs and challenges, such as environmental degradation, resource depletion, waste generation, ethical issues and social inequalities.
The study of the socio-economic impact of sports products is an important area of research that can provide valuable insights for policy makers, practitioners and stakeholders in the sports industry. However, there is a dearth of empirical studies on this topic in Nigeria, especially in relation to tertiary institutions. Tertiary institutions are higher education institutions that offer post-secondary education programs leading to academic degrees or professional qualifications. They include universities, polytechnics and colleges of education. Tertiary institutions play a vital role in the development of human capital, knowledge creation and innovation in a society. They also have a large population of students and staff who are potential consumers and producers of sports products. Therefore, this study aims to examine the socio-economic impact of sports products in tertiary institutions in Kwara State, Nigeria. 


Purpose of the Study
The purpose of this study is to:
1. determine the influence of sports products on the motivation for physical activities among staff and students in Tertiary institutions in Kwara State.
2. Find out the influence sports products on the social interaction and networking among staff and students in Tertiary institutions in Kwara State.
3. Investigate the influence sports products on the generate more revenue among staff and students in Tertiary institutions in Kwara State.
4. Examine the influence Sports products on employment opportunities among staff and students in Tertiary institutions in Kwara State.
Research Questions
The following questions were raised to guide the study:
1.  What are the types of sports products consumed by students and staff of tertiary institutions in Kwara State?
2. [bookmark: _Hlk143066888]How do different types of sports products influence the motivation of individuals to engage in physical activities in Tertiary Institutions in Kwara State?
3. [bookmark: _Hlk143067815]How does sports products foster social interaction and networking among students and staff of Tertiary institution in Kwara State?
4. [bookmark: _Hlk143068801]Does sports products create new revenue streams among Staff and students in Tertiary institutions in Kwara State?
5. Does sports products create employment opportunities among Staff and students in Tertiary institutions in Kwara State?	


Research Hypotheses
The following hypotheses were tested;
1. [bookmark: _Hlk143066539]There is no significant influence of sports products on the motivation for physical activities among staff and students in Tertiary institutions in Kwara State.
2. [bookmark: _Hlk143069860]There is no significant influence of sports products on the social interaction and networking among staff and students in Tertiary institutions in Kwara State.
3. [bookmark: _Hlk143070147]There is no significant influence Sports products on the generate more revenue among staff and students in Tertiary institutions in Kwara State.
4. [bookmark: _Hlk143070349]There is no significant influence Sports products on employment opportunities among staff and students in Tertiary institutions in Kwara State.
Delimitation of the Study
The study focuses on the socio-economic impact of sports product among tertiary institutions in Kwara state, Nigeria. The study covers only the students and staff of the selected institutions who are involved in sports activities and use sports product. The study does not include other stakeholders such as sports manufacturers, distributors, retailers, or consumers who are not affiliated with the tertiary institutions. The study also does not examine the environmental, health, or ethical aspects of sports product. The study is limited by the availability and reliability of data, the time and resources of the researcher, and the generalizability of the findings to other contexts and populations.
Significance of the study
The study will contribute to the existing literature on the socio-economic impact of sports products by providing empirical evidence from a Nigerian context. It will also provide practical recommendations for improving the participation in recreational sports and enhancing the socio-economic benefits of sports products among students and staff of tertiary institutions in Kwara State.
Scope and Delimitation of the Study
The study was delimited to two selected tertiary institutions in Kwara State. The research work is designed to examine socio economic impact of sport products among tertiary institutions in Kwara State. The respondents are teachers of some selected tertiary institutions in this area who supplied information on the students to the researcher and questionnaires are evenly distributed to the students. However, the study has been so delimited in order to obtain unbiased information that will be used to make decisions concerning students’ academics and sports participation in the area and beyond the socio economic impact of sport products among some selected tertiary institutions in Kwara State. 
Operational Definition of Terms
Motivation: is the psychological process that initiates, guides and sustains goal-oriented behaviors. It involves the biological, emotional, social and cognitive forces that activate and direct human actions. 
Social Interaction:is the exchange of verbal and non-verbal communication between two or more individuals. It is a fundamental aspect of human socialization and development. Social interaction can be categorized into different types based on the purpose, context and nature of the communication, such as cooperation, competition, conflict, negotiation, persuasion, etc.
Revenue: is the income generated from the sale of goods or services by a business or organization. It is also known as sales or turnover. Revenue is an important indicator of the financial performance and growth potential of a business.
Employment Opportunity:is the availability of jobs or work for individuals who are willing and able to participate in the labor market. 
SportProducts: This describes the sport goods and services offered to the consumer in order to satisfy his need for sport. They are the facilities, equipment, supplies, and clothing needed to participate in a sport.
Sport: It is an activity involving physical exertion and skill in which an individual or team competes against another or the others for entertainment.
Entrepreneurial venture: Full and part-time businesses or jobs that are directly or indirectly created as a result of students in tertiary institutions in Kwara state involvement in sports betting and the percentage of the general workforce that this represents.



CHAPTER TWO
REVIEW OF RELATED LITERATURE 
Literature were reviewed under the following sub-headings:
· Concept of Sports 
· Concept and Benefits of Sports products 
· Concept of motivation and promotion of sports product 
· Benefits of physical activities among staff and students in Tertiary institutions.
· Sports social interaction and networking among staff and students in Tertiary institutions 
· Sports products and generate of revenue
· Sports products and employment opportunities 
· Appraisal of Literature Reviewed 
Concept of Sports 
Sports are physical activities that involve competition, skill, and enjoyment. Different cultures have different definitions of sports, but they generally share some common features, such as rules, goals, and challenges. Sports can be classified into various types, such as individual sports, team sports, combat sports, and motor sports. Sports can also be distinguished by their level of organization, from casual to professional. 
One of the benefits of sports is that they can improve the physical and mental health of participants. Sports can enhance cardiovascular fitness, muscular strength, endurance, flexibility, coordination, and balance. Sports can also reduce the risk of chronic diseases, such as obesity, diabetes, hypertension, and cancer. Moreover, sports can promote psychological well-being, by reducing stress, anxiety, and depression, and by increasing self-esteem, confidence, and social skills.
Sports can also have positive effects on the academic performance of students in tertiary institutions. According to a literature review by Alasinrin and Ajeigbe (2021), sports participation can improve students' cognitive abilities, such as memory, attention, concentration, and problem-solving. Sports participation can also enhance students' motivation, discipline, time management, and goal setting. Furthermore, sports participation can foster students' social development, by providing opportunities for communication, cooperation, leadership, and teamwork.
Sport is an important aspect of tertiary education, as it provides various social and economic benefits for students, institutions and society. Sport can enhance the physical, mental and emotional well-being of students, as well as foster a sense of belonging, identity and community. Sport can also develop skills and competencies that are valuable for academic and professional success, such as teamwork, leadership, communication and problem-solving. Furthermore, sport can contribute to the economic development and social cohesion of regions and countries, by generating income, employment, tourism and social capital.
However, sport participation among tertiary students is influenced by several factors, such as demographic characteristics, socio-cultural norms, personal motivations, institutional support and sport infrastructure. According to a logistic regression model based on the data from the Eurobarometer special survey from 2018, middle-aged men are the most likely to regularly participate in sports activities and individuals with active socio-professional status are also more likely to practice regular sports activities than individuals who are passive. The same is true for individuals living in less urbanised areas and those with positive life satisfaction compared to those living in urban areas or those who are not satisfied with their life (Prudky, 2022). Moreover, sport offerings and provision are a notable driver of student experience scores and these in turn are a major part of positioning sport in recruitment terms (UTSNZ, 2020). Sport can also aid the transition between secondary and tertiary education environments; increasing recruitment, retention, accelerating friendships and creating a sense of identity and belonging (UTSNZ, 2020).
Therefore, it is important to promote and facilitate sport participation among tertiary students, by providing adequate resources, opportunities and incentives for them to engage in sport activities that suit their needs, preferences and goals. This can be done by investing in sport programmes and facilities that are accessible, affordable and attractive for students; creating a supportive and inclusive sport culture that values diversity and respects individual choices; encouraging collaboration and partnership among different stakeholders such as students, staff, sport organisations and communities; and recognising and rewarding the achievements and contributions of students who participate in sport at different levels (local, national and international). By doing so, tertiary institutions can maximise the social and economic value of sport for themselves and their students.
Concept and Benefits of Sports Products 
Sports products can facilitate the participation and integration of different groups of students, such as minorities, women, disabled people, etc., in sport activities and events. This can enhance their sense of belonging, identity, and well-being, as well as foster mutual respect and tolerance among diverse cultures and backgrounds (Evens et al., 2016).  Sports products can promote the physical and mental health of students by providing them with opportunities and incentives to engage in regular exercise and recreation. This can reduce the risk of chronic diseases, obesity, stress, depression, etc., and improve their academic performance and productivity (European Commission, 2021). 
Also, Sports products can reflect and shape the values, norms, traditions, and symbols of different communities and societies. They can also create a sense of pride, loyalty, and belonging among students who identify with a certain sport team, club, or event. Moreover, they can stimulate the development of creativity, innovation, and diversity in sport culture and expression (Evens et al., 2016). Social cohesion: Sports products can bring together students from different disciplines, faculties, institutions, regions, or countries through sport competitions, festivals, exchanges, etc. This can foster a spirit of cooperation, solidarity, friendship, and fair play among them, as well as enhance their intercultural awareness and understanding (European Commission, 2021).
A sport product is a good or service that satisfies the needs and wants of consumers who are interested in sport, either as spectators, viewers, active participants or sponsors. The concept of sport product is complex and multidimensional, as it involves not only the core sport event, but also the associated elements such as the venue, the atmosphere, the media coverage, the merchandise, the sponsorship and the social interactions. The sport product has some unique characteristics that differentiate it from other products in other sectors, such as unpredictability, intangibility, inseparability, variability and perishability (Constantinescu, 2011). 
Tertiary institutions are educational establishments that offer post-secondary education, such as universities, colleges and polytechnics. Tertiary institutions play an important role in the sport sector, as they provide various sport products for their students, staff and communities. These products include sport facilities, sport programmes, sport events, sport education and sport research. ( Oyebanji, 2020). Tertiary sport products aim to enhance the physical, mental and social well-being of the participants, as well as to contribute to the academic and social outcomes of the students. Tertiary sport products also support the development of sport talent and high performance athletes, as well as the capacity and capability of the sport sector through teaching and training.
According to (Constantinescu, 2011), the value of tertiary sport products to the sport sector and the society has been recognized by several studies and reports in different countries. However, there is still a need for more research and evidence to demonstrate the impact and benefits of tertiary sport products in various contexts and settings. Moreover, there is a need for more collaboration and coordination among tertiary institutions and national sport organizations to develop and deliver quality tertiary sport products that meet the needs and expectations of the consumers.
Concept of Motivation and Promotion of Sports Product 
[bookmark: _Hlk143072836]Promotion of Sports Product in tertiary institutions is a vital aspect of sports marketing that aims to increase the awareness, participation and loyalty of students, staff and alumni towards various sports events and teams. Sports promotion refers to the strategies and tactics that sports marketers use to communicate the value proposition of sports product to the target market and persuade them to take action.
One of the challenges of promoting sports product in tertiary institutions is the diversity and heterogeneity of the market segments, which may have different needs, preferences and motivations for sports consumption. Therefore, sports marketers need to conduct market research and segmentation to identify the most attractive and profitable segments and tailor their promotional mix accordingly. The promotional mix consists of four elements: advertising, sales promotion, personal selling and public relations (Money &Owoeye, 2018).
Advertising is a paid form of non-personal communication that uses mass media to inform, persuade or remind the target audience about the sports product. Advertising can be used to create awareness, interest, desire and action among potential and existing sports consumers. Some examples of advertising media for promoting sports product in tertiary institutions are newspapers, magazines, radio, television, billboards, posters, flyers, banners, websites, social media platforms and mobile applications (Money &Owoeye, 2018).
[bookmark: _Hlk143072877]Sales promotion is a short-term incentive that offers extra value or benefit to the sports consumer to stimulate immediate purchase or participation. Sales promotion can be used to attract new customers, retain existing customers, increase frequency or duration of consumption, encourage trial or sampling, or enhance customer loyalty. Some examples of sales promotion techniques for promoting sports product in tertiary institutions are coupons, discounts, free gifts, contests, sweepstakes, loyalty programs, referrals and sponsorships (Money &Owoeye, 2018).
Personal selling is a face-to-face interaction between a salesperson and a prospective customer that involves identifying needs, presenting solutions, handling objections and closing sales. Personal selling can be used to build relationships, trust and rapport with sports consumers, as well as to provide customized information, advice and service. Some examples of personal selling methods for promoting sports product in tertiary institutions are direct mail, telemarketing, email marketing, online chat, video conferencing and campus visits.
Public relations is a planned and sustained effort to establish and maintain a favorable image and reputation of the sports product among the publics that affect its success. Public relations can be used to create goodwill, credibility and positive word-of-mouth among sports consumers and stakeholders, as well as to manage crises and issues that may arise. Some examples of public relations tools for promoting sports product in tertiary institutions are press releases, press conferences, newsletters, blogs, podcasts, webinars, social media posts and events.
[bookmark: _Hlk143072911]The effectiveness of promotion of sports product in tertiary institutions depends on several factors such as the objectives, budget, target market, competition, product life cycle stage and environmental factors. Sports marketers need to evaluate the performance of their promotional activities using various metrics such as reach, frequency, impact, cost-effectiveness and return on investment. Moreover, sports marketers need to monitor the feedback from sports consumers and stakeholders and make adjustments accordingly.
According to (Thabit, &Thabit, 2019). Promotion of sports product in tertiary institutions is a dynamic and challenging field that requires creativity, innovation and strategic thinking. It also requires collaboration and coordination among various internal and external parties such as sports administrators, coaches, athletes, students' associations, alumni associations, media outlets, sponsors and community partners. By applying the principles and practices of sports marketing, promotion of sports product in tertiary institutions can contribute to the development of sports culture and industry in Tertiary Institutions in Kwara State.
Benefits of Physical Activities among Staff and Students in Tertiary Institutions
Physical activities such as exercise and recreation and sporting are beneficial for health and well-being. According to the World Health Organization (WHO), physical activity is defined as any bodily movement produced by skeletal muscles that requires energy expenditure. Physical activity can be done at any level of skill and for enjoyment by everybody. Popular ways to be active include walking, cycling, wheeling, sports, active recreation and play.
Regular physical activity helps prevent and manage non-communicable diseases (NCDs) such as heart disease, stroke, diabetes and several cancers. It also helps prevent hypertension, maintain healthy body weight and can improve mental health, quality of life and well-being. Furthermore, physical activity contributes to healthy growth and development in young people, reduces symptoms of depression and anxiety, and enhances thinking, learning and judgment skills (Thabit&Thabit, 2019).
WHO (2022) recommends different amounts of physical activity for different age groups and specific population groups. For example, for adults aged 18-64 years, WHO recommends at least 150 minutes of moderate-intensity aerobic physical activity or at least 75 minutes of vigorous-intensity aerobic physical activity throughout the week, or an equivalent combination of both. For children under 5 years of age, WHO recommends at least 180 minutes of physical activity at any intensity spread throughout the day.
However, globally, one in four adults and 81% of adolescents do not meet the global recommended levels of physical activity. People who are insufficiently active have a 20% to 30% increased risk of death compared to people who are sufficiently active. Moreover, as countries develop economically, levels of inactivity increase due to changing transport patterns, increased use of technology for work and recreation, cultural values and increasing sedentary behaviours.
Therefore, it is important to promote physical activity through cross-government and multisectoral partnerships across all settings. WHO has developed a Global action plan on physical activity 2018–2030: more active people for a healthier world, which provides a framework of effective and feasible policy actions to increase physical activity at all levels. The plan aims to reduce physical inactivity by 15% by 2030 through four strategic objectives: creating an active society, creating active environments, creating active lives and creating active systems. Physical activity is essential for health and well-being. By becoming more active throughout the day in relatively simple ways, people can easily achieve the recommended activity levels and enjoy the benefits of physical activity.
Physical activities (PA) According to WHO (2022) are essential for maintaining and improving health, well-being, and quality of life among students in tertiary education. Tertiary education refers to all formal post-secondary education, including public and private universities, colleges, technical training institutes, and vocational schools. However, many students in tertiary education are physically inactive or do not meet the recommended levels of PA for health benefits. This literature review aims to provide an overview of the current state and status of physical education (PE) in tertiary institutions in selected European countries, as well as the challenges and opportunities for promoting PA among students.
One of the main sources of information for this review is a descriptive study by Podstawski et al. (2021), who analyzed the PE curricula and resources in 66 tertiary institutions from various countries in Europe. They found that PE classes were obligatory in 44% and facultative in 30.3% of the institutions, while 22.7% of the institutions offered mixed PE curricula. The most popular team sports were volleyball, soccer and basketball, whereas fitness and functional training were the most popular types of individual PA. PE sessions lasted one or two semesters in 53% of the institutions. In 12% of establishments, PE was not part of curricula. In 60% of institutions, PE curricula consisted of 31–60 academic hours during the entire study program, and 55% of establishments charged additional fees for sports activities. In 55% of the analyzed institutions, physical fitness assessments were conducted only to determine students’ eligibility to participate in team sports.
The study by Podstawski et al. (2021) revealed several problems and limitations of Physical Education provision in tertiary institutions curricula were often poorly planned and executed, with insufficient financing and support from the authorities most especially in Nigeria. They also noted that PE was not integrated with health education, and that there was a lack of awareness and motivation among students to engage in PA. 	According to Joubert and Grobler (2015), who examined the sport participation and PA by employees in tertiary institutions in South Africa. They developed an Organisational Team Sport Survey (OTSS) questionnaire, which consisted of five factors: coping skills / achieve goals; friends / able to work in a team; physical activity / health; improve production; and work / life balance. They administered the questionnaire to 208 respondents from different demographic
Social Interaction and Networking among Staff and Students in Tertiary Institutions
[bookmark: _Hlk143072961]Sports are a popular form of entertainment and leisure for many people around the world. However, sports are not only consumed by watching live events or broadcasts, but also by engaging in social interactions and networking with other fans, athletes, and stakeholders through various online platforms. Social media, such as YouTube, Twitter, Facebook, and Twitch, have become important channels for sports fans to access sports content, share their opinions and emotions, and co-create value with other participants in the sports service ecosystem (Statista, 2019; Qian &Seifried, 2023). Moreover, social media also provide opportunities for sports professionals to network with potential employers, collaborators, mentors, and peers in the sport business industry.
Sports are not only a source of physical activity and entertainment, but also a way of connecting people and communities across different backgrounds, cultures and interests. Sports can create conversations, forge bonds, inspire role models, facilitate collaboration and support social justice. In this write-up, we will explore how sports can enhance social interaction and networking through various examples and studies. One of the ways sports can connect people is by providing a common ground and a unified sense of purpose. Whether it is cheering for a favorite team, participating in a local club or joining an online community, sports can create a shared identity and a sense of belonging among fans and players. For example, Child Fund Rugby, an organization that uses rugby to empower children and youth in developing countries, states that "sport connects people and communities by providing a common ground, and a unified sense of purpose(ChildFund& Rugby, 2019).
 Similarly, the World Economic Forum argues that "sport and entertainment are powerful tools for social integration and inclusion, whilst having the power to unite people in challenging times”(Zafar&Medien, 2021). Also, sports fostering positive relationships and mutual support among players. Sports can help players develop social skills, such as communication, cooperation, trust and respect, that are essential for building friendships and networks. Sports can also create a supportive environment where players can thrive and reach their potential. For instance, a study by Yang et al. (2022) on the urban running community in China found that "the whole interaction process of running groups is accomplished through three aspects: examination of self, adjustment with reference to others, and a sense of group belonging as the core consciousness" [3]. The study also found that "the social attributes of running groups can advance the personalization process of runners in society".
According to Zafar andMedien, (2021), leveraging their platforms to address key social justice issues. Sports icons and leagues have the power and influence to raise awareness, advocate for change and inspire action on various causes, such as racial equality, gender equity, environmental sustainability and human rights. Sports can also provide opportunities for marginalized groups to access resources, opportunities and recognition. For example, the London Sport Foundation states that "participation in sport builds confidence, not only in people’s ability to play the sport, but also other aspects of life. This includes an increased confidence in social interaction and forming friendships/relationships. Engaging in regular physical activity can improve mental health and physical fitness, which can help in addressing isolation" (Yang Ju& Tian, 2022).
Embracing social and digital media as a means of communication and engagement. Social and digital media can enable sports stars, clubs and fans to interact with each other directly, instantly and globally. Social and digital media can also enhance the sports experience by providing live updates, behind-the-scenes insights, personalized content and interactive features. For example, La Trobe University notes that "social media is changing the way sports stars, clubs and fans are interacting with each other. From live-tweeting games, creating snarky memes and cheerleading from the webosphere, spectators are no longer simply watching sport, and fans can often get news, insights and commentary straight from the source" (Yang Ju& Tian, 2022).


Sports Products and Generationof Revenue
Revenue generation is the process of creating sales of products and services, with the goal of creating income and increasing profitability. Revenue generation is the most important activity that organization such as tertiary institutions engage in, as it reflects the health and growth potential of a business. Revenue generation may involve some or all of the following tasks: planning, marketing, selling, pricing, forecasting, analyzing, optimizing, and aligning (Myers, 2018) .
In order to increase revenue generation, businesses need to implement effective strategies that can attract and retain customers, increase sales volume and value, reduce costs and inefficiencies, and leverage data and insights. Some of the common revenue generation strategies are:
- Lead generation: finding and qualifying prospects who are interested in the products or services offered by the business.
- Lead nurturing: building relationships with prospects through personalized and relevant communication, education, and engagement.
- Lead conversion: persuading prospects to take action and become customers by offering value propositions, incentives, and solutions.
- Customer retention: keeping customers satisfied and loyal by delivering high-quality products or services, providing excellent customer service, and creating opportunities for upselling and cross-selling.
- Customer advocacy: turning customers into promoters who can refer new prospects, provide positive feedback, and generate word-of-mouth marketing.

According to (Myers, 2018) revenue generation is not a one-time event, but a continuous cycle that requires constant monitoring and improvement. Businesses need to measure and evaluate their revenue generation performance using key metrics such as revenue growth rate, customer acquisition cost (CAC), customer lifetime value (CLV), return on investment (ROI), and revenue per employee (RPE). By analyzing these metrics, businesses can identify their strengths and weaknesses, optimize their revenue generation processes, and set realistic and achievable goals.
Revenue generation is also influenced by external factors such as market trends, customer preferences, competitor actions, economic conditions, and technological innovations. Businesses need to stay updated on these factors and adapt their revenue generation strategies accordingly. For example, in the wake of the COVID-19 pandemic, many businesses had to shift to online platforms, offer flexible payment options, and provide digital solutions to meet the changing needs and expectations of their customers (Eze, 2011).
Revenue generation is a vital function that determines the success and sustainability of any business. By implementing effective revenue generation strategies, businesses can increase their income and profitability, gain a competitive edge, and create value for their stakeholders.
- Enhancing the academic performance, health, and well-being of students and staff through physical activity and sports participation.
- Attracting students, sponsors, donors, and alumni who support the institutions' sports programs and facilities.
- Creating employment opportunities for coaches, trainers, managers, administrators, and other staff involved in sports-related activities.
- Generating income from ticket sales, broadcasting rights, merchandising, licensing, and advertising for sports events and teams (Statista, 2022).
- Promoting social cohesion, peace building, and community engagement through sports programs and outreach initiatives.
Sport products are goods and services that are related to physical activity and fitness, such as equipment, apparel, footwear, facilities, coaching, events, and media. Sport products can generate revenue for tertiary institutions in Kwara State by attracting students, sponsors, donors, and partners who are interested in supporting or participating in sport activities and programs. Some of the ways that sport products can generate revenue for tertiary institutions in Kwara State are:
- Selling sport equipment and apparel to students, staff, and visitors, either directly or through licensed vendors or online platforms. This can create a source of income for the institutions and also promote their brand identity and loyalty.
- Charging fees for using sport facilities, such as gyms, courts, fields, pools, and tracks. This can help to cover the maintenance and operational costs of the facilities and also generate surplus revenue for other purposes.
- Organizing sport events, such as tournaments, competitions, exhibitions, and festivals. This can attract spectators, media coverage, and sponsors who can pay for advertising, broadcasting, or naming rights. Sport events can also showcase the achievements and talents of the students and staff and enhance the reputation and visibility of the institutions.
- Offering sport coaching and training services to students, staff, and external clients. This can provide professional development opportunities for the coaches and trainers and also generate income for the institutions. Sport coaching and training services can also improve the skills and performance of the students and staff and increase their chances of success in sport careers or endeavors.
- Partnering with other stakeholders, such as government agencies, private companies, non-governmental organizations, or community groups. This can create synergies and collaborations that can benefit both parties in terms of resources, expertise, networks, or opportunities. Partnerships can also foster social responsibility and community engagement among the institutions and their stakeholders.
According to a study by Oluwatoyin et al. (2021), resource management variables such as funding, facilities, equipment, and sports personnel are significantly correlated with community sports development among public tertiary institutions in Kwara State. Therefore, it is important for the institutions to invest in quality sport products that can meet the needs and expectations of their target markets and also generate revenue for their sustainability and growth.
Sports Products and Employment Opportunities 
Sport products are goods and services that are related to physical activity and recreation. They can generate employment opportunities in tertiary institutions in Kwara State by creating demand for sports personnel, facilities, equipment, and events. According to Oluwatoyin et al. (2021), resource management variables such as funding, facilities, equipment, and sports personnel are significantly correlated with community sports development in public tertiary institutions in Kwara State. Investing in sport products can enhance the quality and quantity of community sports, which can benefit the students, staff, and society at large. 
Sport product manufacturers and distributors are the people who produce and sell sport equipment and apparel to consumers, retailers, and institutions. They need workers who can design, develop, test, market, and deliver quality sport products that meet the needs and preferences of customers. According to Bakari (2017), sport product manufacturing and distribution is one of the fastest growing sectors in Nigeria, with a potential to create over 10 million jobs by 2030.
Sport facility managers and operators are the people who own, manage, and operate sport facilities such as stadiums, arenas, gyms, courts, fields, tracks, and pools. They need workers who can plan, organize, maintain, secure, and improve the physical environment and equipment of sport facilities. They also need workers who can provide services such as catering, cleaning, ticketing, parking, security, and emergency response to customers and users of sport facilities. According to Bucher and Krotee (2002), sport facility management and operation is a complex and challenging task that requires a high level of professionalism and competence.
Sport coaches and instructors teach, train, guide, and mentor athletes and participants in various sports activities. They need workers who have the knowledge, skills, experience, and qualifications to coach and instruct different levels and types of sport performers. They also need workers who have the interpersonal, communication, leadership, and motivational skills to interact effectively with athletes and participants. According to Haruna (2013), sport coaching and instruction is a vital component of sport development in Nigeria, especially in tertiary institutions where talent identification and development are crucial.
Sport media personnel produce and disseminate information and entertainment related to sports activities. They need workers who can create, edit, broadcast, publish, and distribute sport content through various media platforms such as television, radio, print, online, and social media. They also need workers who can analyze, interpret, commentate, report, interview, and critique sport events and issues. According to Collins (2011), sport media is a dynamic and influential sector that shapes public opinion and perception of sports.
Sport event organizers and promoters: These are the people who plan, organize, execute, and promote sport events such as competitions, tournaments, festivals, exhibitions, and ceremonies. They need workers who can coordinate, manage, and supervise various aspects of sport events such as logistics, finance, marketing, sponsorship, communication, protocol,
and evaluation. They also need workers who can attract, engage, and satisfy customers and stakeholders of sport events such as athletes, participants, spectators, sponsors, media, and officials. According to Heartley (2011), sport event organization and promotion is a lucrative and rewarding sector that generates revenue and recognition for sports.
However, these opportunities depend on the availability and accessibility of resources such as funding, facilities, equipment, and personnel that are essential for the production and consumption of sport products. According to Oluwatoyin et al. (2021), resource management variables such as funding, facilities, equipment, and personnel are significantly correlated with community sports development among public tertiary institutions in Kwara State. There is a need for effective resource management strategies to enhance the development and delivery of quality sport products that can create more employment opportunities in tertiary institutions in Kwara State.
Appraisal of Literature Reviewed 
This chapter presents a critical appraisal of the literature reviewed on the socio-economic impact of sports product in tertiary institutions in Kwara State and a summary of the concept. The literature review covers the empirical studies and gaps in the existing literature. The aim of this appraisal is to evaluate the quality, relevance and validity of the sources used and to identify the strengths and weaknesses of the previous research on the topic.
The theoretical framework provides the foundation for understanding the concept of sports product and its socio-economic impact. Sports product is defined as a bundle of tangible and intangible attributes that satisfy the needs and wants of consumers through physical activity or spectating The socio-economic impact of sports product refers to the changes in the economic and social well-being of individuals, groups and communities that result from their participation or consumption of sports product. The theoretical framework also discusses the various dimensions and indicators of socio-economic impact, such as income, employment, education, health, social capital, crime, identity and culture.
The empirical studies provide evidence of the socio-economic impact of sports product in different contexts and settings. The studies are categorized into three main groups: (1) studies that examine the impact of sports product on tertiary institutions; (2) studies that examine the impact of sports product on Kwara State; and (3) studies that examine the impact of sports product on Nigeria as a whole. The studies use different methods and data sources to measure and analyze the impact, such as surveys, interviews, focus groups, case studies, secondary data and econometric models. The studies also vary in their scope, duration and perspective of impact assessment.



CHAPTER THREE
RESEARCH METHODS
 This chapter discussed the method and procedure that was adopted in carrying out this study. It comprises the research design, population of the study, sample and sampling techniques, research instrument, validity of the instrument, reliability of the instrument procedure for data collection and method for data analysis.		
Research   Design									
The design that will be adopted for this study will be the descriptive research design of the survey type. The researcher described the characteristics of population under study. A descriptive research design of the survey type is a quantitative research method that aims to describe the characteristics, frequencies, trends, or opinions of a population or a phenomenon based on a sample of respondents who answer a set of questions. (Burrow (2020).  This research design was considered appropriate for this study because it allowed the researcher to collect personal and general information for the purpose of explaining the socio-demographic factors as determinant of secondary school students’ participation in sports. 
Population of the Study
The population for this study comprised 54,327 and 24,000 undergraduate students in University of Ilorin and Kwara State Polytechnic (University of Ilorin Students affaires, 2023 and Kwara State Polytechnic Admin Office)
Sample and Sampling Technique
A sample of 382 respondents which is consider appropriate according to the research advisor (2006) in a population more than 10, 000 a sample of 382 is adequate. Therefore, 382 will be selected for this study through the multi-stage sampling procedure. The sample size will be determined using a stratified random sampling technique based on institution type (university, polytechnic or college), This method will be used just to give all the schools equal chance of being selected. Stage two, accidental sampling technique will be used to select the respondents. Stage, the systematic sampling technique will be used to select 382 respondents for this study which served as the respondents for the study. Finally, the simple random sampling procedure was used to select 382 respondents for this study.
Research Instrument
The instrument that will be used for the study is a researcher-designed questionnaire consisting of structured items. The instrument tagged “Socio-economic impact of sports product in Tertiary institutions in Kwara State”. The questionnaire comprises of two sections, A and B. Section “A” focus on Demographic Data of the respondents based on variables such as gender, age, religious and status, while Section “B” will consist of items on the formulated hypotheses. A four-point likert scale of “Strongly agree=1”, “Agree=2”, “Disagree=3” and “Strongly Disagree=4” responses was used for items on the questionnaire.
 Validity of the Instrument
The instrument was first presented to the three (3) experts in the Department of Human Kinetics and Health Education, Faculty of Education, and Ekiti State University, Ado - Ekiti. The comments, advise, corrections and criticisms of the lecturers were used to produce the final copy of this questionnaire for data collection after which it was used to collect data for this study.


Reliability of the Instrument
Reliability of an instrument refers to consistency of the measuring instrument. That is, the extent to which an instrument actually measures what it intends to measure. To determine the reliability of the instrument, the researcher adopted the test re-retest method whereby 10 copies of the questionnaire were administered on a group of respondents twice at an interval of two weeks in an area that was not part of the study which is College of Education, Ilorin.  The results obtained from the two tests was correlated using the Pearson’s Product Moment Correlation (PPMC) and a correlation coefficient higher or equal to 75% was obtained which was considered high enough for the study.
Method of Data Collection
A letter of introduction duly signed by the Head of Department of Human Kinetics and Health Education, Faculty of Education, Ekiti State University, Ado – Ekitiintroducing the researcher was obtained by the researcher from the Department. The letter was used for the purpose of instrument administration to the selected respondents for the data collection. The researcher also informed the respondents on the consequences of their behaviour while carrying out the research. The rights and dignity of participants and privacy will be considered. The researcher with the help of three trained research assistants will administer the research instrument to the respondents. The copies of administered questionnaire will be collected back immediately from the respondents after being filled. The completed questionnaire forms were collected back immediately by the researcher and the research assistants for data analysis.


Method of Data Analysis 
The data collected for this study was subjected to appropriate statistical analysis. Section A was analyzed using descriptive statistics of frequency count and percentage while inferential statistics of Chi-square (x2) was used to test the stated hypotheses at 0.05 level of significance.































CHAPTER FOUR
[bookmark: _Toc479082725]RESULTS AND DISCUSSION OF FINDINGS
	In this chapter, the results and discussion of findings on socio-economic impact of sports product among tertiary institutions in Kwara Stateare presented. Section A deals with the personal data of the respondents which were analysed using frequency counts and percentage; while section B presents the analysis of the respondents’ opinion on the four variables of the research work. Data relating to the hypotheses were tested for overall significance using inferential statistics of Chi-square at 0.05 alpha level. The results of the analysis were then tabulated and presented.
Result: Personal Data of the Respondents
[bookmark: _Toc479026243]Table 1: Demographic Data of the Respondents
	S/N
	Characteristics
	Frequency
	Percentage %

	1.
	Gender
	
	

	
	Male
	69
	45.4

	
	Female
	83
	54.6

	
	Total
	152
	100

	2.
	Age range
	
	

	
	16-18
	36
	23.7

	
	19-21
	35
	23.0

	
	22yrs Above
	81
	53.3

	
	Total
	152
	100



	Table 1 shows that majority of the respondents 83 (54.6%) are female by gender, 81 (53.3%) of the respondents are within the age range of 41 years old and above.
[bookmark: _Toc479082726]
Answer to Research Questions
Research Question One:What are the types of sports products consumed by students and staff of tertiary institutions in Kwara State?
[bookmark: _Toc479026245]Table 2: Percentile Analysis onInfluence of Sports Products Consumed by Students and Staff of Tertiary Institutions in Kwara State
	S/N
	ITEMS
	SA
(%)
	A
(%)
	Positive Response
	D
(%)
	SD
(%)
	Negative Response

	1
	Sports products motivate me to engage in physical activities more often
	104
(69.0%)
	42
(28%)
	146
	4
(3%)
	0
(0%)
	4

	2
	Sports products help me to socialize and network with other staff and students who share similar interests
	74
(48.0%)
	63
(50.0%)
	137
	10
(1.3%)
	3
(0.7%)
	13

	3
	Sports products generate more revenue for me as I can sell or rent them to others who need them
	138
(52.6%)
	11
(43.5%)
	149
	1
(2.6%)
	0
(1.3%)
	1

	4
	Sports products create employment opportunities for me as I can offer coaching or training services to others who want to learn new skills.
	118
(62.5%)
	22
(30.3%)
	140
	9
(5.2%)
	1
(2.0%)
	10

	
	
	
	
	572
(95.3%)
	
	
	28
(4.7%)



Table 3 shows the answer to Research Question One. The frequency of positive responses by the respondents to the items is 572 (95.3%), which is greater than the frequency of negative responses, 28 (4.7%). This implies that sports products consumed by students and staff of tertiary institutions in Kwara State. 

[bookmark: _Hlk143066972]Research Question Two:How do different types of sports products influence the motivation of individuals to engage in physical activities in Tertiary Institutions in Kwara State?
Table 3: Percentile Analysis on How Different Types of Sports Products Influence the Motivation of Individuals to Engage in Physical Activities in Tertiary Institutions in Kwara State
	S/N
	ITEMS
	SA
(%)
	A
(%)
	Positive Response
	D
(%)
	SD
(%)
	Negative Response

	5. 
	Sports products enhance the social interaction and networking among staff and students in Tertiary institutions in Kwara State.
	108
(60.5%)
	35
(32.9%)
	143
	2
(3.3%)
	5
(3.3%)
	7

	6. 
	Sports products promote a healthy and active lifestyle for staff and students in Tertiary institutions
	79
(56.6%)
	64
(34.8%)
	143
	5
(6.0%)
	2
(2.6%)
	7

	7. 
	Sports products increase the sense of belonging and community among staff and students in Tertiary institutions 
	125
(37.5%)
	20
(42.1%)
	145
	2
(15.8%)
	3
(4.6%)
	       5

	8.
	sports products foster a positive and respectful attitude among staff and students in Tertiary institutions 
	74
(50.0%)
	70
(43.4%)
	144
	5
(5.3%)
	1
(1.3%)
	6

	
	X
	
	
	575
(95.8%)
	
	
	25
(4.2%)



Table 3 shows the answer to Research Question Two. The positive responses by the respondents to the items is 575 (95.8%), which is greater than the negative responses, 25 (4.2%). This implies that different types of sports products influence the motivation of individuals to engage in physical activities in Tertiary Institutions in Kwara State.
[bookmark: _Hlk143068047]Research Question Three:How does sports products foster social interaction and networking among students and staff of Tertiary institution in Kwara State?
Table 4: Percentile Analysis onHow Sports Products Foster Social Interaction and Networking among Students and Staff of Tertiary Institution in Kwara State.
	S/N
	ITEMS
	SA
(%)
	A
(%)
	Positive Response
	D
(%)
	SD
(%)
	Negative Response

	9.
	More people are interested in buying sports products from the campus store because they offer discounts or incentives for students and staff thereby generating more revenue
	94
(62.0%)
	53
(37.0%)
	147
	2
(1.0%)
	1
(0.1%)
	3

	8. 
	campus store should stock a wider variety of sports products to cater to different preferences and needs of the campus community as the sales is already in place
	99
(67%)
	48
(31%)
	147
	3
(2.%)
	0
(0%)
	3

	9. 
	sports products can enhance both students and staff physical and mental well-being as well as my academic performance.

	136
(90.5%)
	12
(8.5%)
	148
	2
(1.0%)
	0
(0%)
	2

	10. 
	campus store are always recommended to friends and colleagues as they sell high-quality and affordable sports products to students and staff.
	62
(35.5%)
	80
(58.0%)
	142
	6
(5.5%)
	2
(1.0%)
	8

	X
	
	
	
	584
(97.3%)
	
	
	16
(2.7%)



Table 4 shows the answer to Research Question Three. The positive responses by the respondents to the items is 584 (97.3%), which is greater than the negative responses, 16 (2.7%). This implies that sports products foster social interaction and networking among students and staff of Tertiary institution in Kwara State.
Research Question Four:Does sports products create new revenue streams among Staff and students in Tertiary institutions in Kwara State?
Table 5: Percentile Analysis onInfluence How Sports Products Create New Revenue Streams among Staff and Students in Tertiary Institutions in Kwara State
	S/N
	ITEMS
	SA
(%)
	A
(%)
	Positive Response
	D
(%)
	SD
(%)
	Negative Response

	11. 
	Sports products can create employment opportunities for staff and students in tertiary institutions in Kwara State.
	118
(80.5%)
	26
(16.5%)
	144
	5
(3.0%)
	1
(0.1%)
	6

	12. 
	I am interested in working in the sports products industry after graduating from a tertiary institution in Kwara State.
	109
(62.5%)
	36
(24.5%)
	146
	5
(13.0%)
	0
(0%)
	5

	13. 
	There is enough awareness and information about the sports products industry among staff and students in tertiary institutions in Kwara State.
	91
(61.8%)
	58
(38.2%)
	149
	0
(0%)
	1
(0.1%)
	1

	14. 
	The government and the private sector should support the development of the sports products industry in Kwara State.
	104
(69.0%)
	42
(28.0%)
	146
	4
(3.0%)
	0
(0%)
	4

	
	X
	
	
	584
(97.3%)
	
	
	16
(2.7%)


Table 5 shows the answer to Research Question Four. The mean of positive responses by the respondents to the items is 584 (97.3%), which is greater than the mean of negative responses, 16 (2.7%). This implies that sports products create new revenue streams among Staff and students in Tertiary institutions in Kwara State.
Test of Hypotheses
Hypothesis One: There is no significant influence Sports products on the motivation for physical activities among staff and students in Tertiary institutions in Kwara State
Table 7: Chi-square Analysis ShowingInfluence of Sports Products on the Motivation for Physical Activities among Staff and Students in Tertiary Institutions in Kwara State
Item		df		Cal. χ2 Val.	Sig. 		Tab. Val		Decision
4		9		112.032		.002		16.92		H0 Rejected 

 0.05
Table 7 shows the result of the hypothesis one which states that influence of Sports products on the motivation for physical activities among staff and students in Tertiary institutions in Kwara State. The calculated chi-square value of 112.032 is greater than table value of 16.92 of degree of freedom of 9 (cal. χ2valχ2 val). Hypothesis one was therefore rejected. This implies that Sports products motivates physical activities among staff and students in Tertiary institutions in Kwara State.
[bookmark: _Hlk143070034][bookmark: _Hlk143069894]Hypothesis Two: There is no significant influence of Sports products on the social interaction and networking among staff and students in Tertiary institutions in Kwara State.
Table 8: Chi-square Analysis Showing the Influence of Sports Products On the Social Interaction and Networking Among Staff and Students in Tertiary Institutions in Kwara State
Item		df		Cal. χ2 Val.	Sig. 		Tab. Val		Decision
[bookmark: _Hlk143069994]4		9		442.172		.001		16.92		H0 Rejected 

Table 8 shows the result of the hypothesis two which states that There is no significant influence of Sports products on the social interaction and networking among staff and students in Tertiary institutions in Kwara State. The calculated chi-square value of 442.172 is greater than table value of 16.92 of degree of freedom of 9 (cal. χ2valχ2 val). Hypothesis two was therefore rejected. This implies thatthere is significant influence Sports products on the social interaction and networking among staff and students in Tertiary institutions in Kwara State.
Hypothesis Three: There is no significant influence of Sports products on the generate more revenue among staff and students in Tertiary institutions in Kwara State.
Table 9: Chi-square Analysis showing the influence of Sports products on the generate more revenue among staff and students in Tertiary institutions in Kwara State.
Item		df		Cal. χ2 Val.	Sig. 		Tab. Val		Decision
4		9		200.210		.001		16.92		H0 Rejected 

Table 9 shows the result of the hypothesis three which states that there is no significant influence of Sports products on the generate more revenue among staff and students in Tertiary institutions in Kwara State. The calculated chi-square value of 200.210 is greater than table value of 16.92 of degree of freedom of 9 (cal. χ2valχ2 val). Hypothesis three was therefore rejected. This implies that there is significant influence of Sports products on the generate more revenue among staff and students in Tertiary institutions in Kwara State.

[bookmark: _Hlk143070622][bookmark: _Hlk143070392]Hypothesis Four: There is no significant influence of Sports products on employment opportunities among staff and students in Tertiary institutions in Kwara State.
Table 10: Chi-square Analysis Showing Influence of Sports Products on Employment Opportunities among Staff and Students in Tertiary institutions in Kwara State
Item		df		Cal. χ2 Val.	Sig. 		Tab. Val		Decision
4		9		179.200		.001		16.92		H0 Rejected 

Table 10 shows the result of hypothesis four which states that There is no significant influence of Sports products on employment opportunities among staff and students in Tertiary institutions in Kwara State. The calculated chi-square value of 179.200 is greater than table value of 16.92 of degree of freedom of 9 (cal. χ2valχ2 val). Hypothesisfour was therefore rejected. This implies that Sports products on employment opportunities among staff and students in Tertiary institutions in Kwara State.
Summary of Findings
	Based on the data collected, analyzed and interpreted, the following findings were obtained:
1. Sports products motivates physical activities among staff and students in Tertiary institutions in Kwara State.
1. Sports products on the social interaction and networking among staff and students in Tertiary institutions in Kwara State.
1. there is significant influence of Sports products on the generate more revenue among staff and students in Tertiary institutions in Kwara State.
1. Sports products on employment opportunities among staff and students in Tertiary institutions in Kwara State
Discussion of Findings
Based on the outcome of this study, Hypothesis one was therefore rejected which implies that Sports products motivates engaging in physical activities among staff and students in Tertiary institutions in Kwara State.The findings of the study is inline with the report of Omolawon and Ibraheem (2011), who submitted thatone of the social impacts of sports products is that they can facilitate sports participation, physical activities, exercise and recreational  among academic staff and students of tertiary institutions. sports are voluntary and enjoyable activities that people engage in during their leisure time for personal satisfaction and well-being. Alsorevealed that Promotion of Sports Product in tertiary institutions is a vital aspect of sports marketing that aims to increase the awareness, participation and loyalty of students, staff and alumni towards various sports events and teams. Sports promotion refers to the strategies and tactics that sports marketers use to communicate the value proposition of sports product to the target market and persuade them to take action.
Hypothesis two was therefore rejected. This implies thatthere is significant influence Sports products on the social interaction and networking among staff and students in Tertiary institutions. This is in accordance with the finding of MoneyandOwoeye,(2018) who reported that sports product promotes social interaction and networking  in tertiary institutions is the diversity and heterogeneity of the market segments, which may have different needs, preferences and motivations for sports consumption. Therefore, sports marketers need to conduct market research and segmentation to identify the most attractive and profitable segments and tailor their promotional mix accordingly. The promotional mix consists of four elements: advertising, sales promotion, personal selling and public relations (Money&Owoeye, 2018).
Sales promotion is a short-term incentive that offers extra value or benefit to the sports consumer to stimulate immediate purchase or participation. Sales promotion can be used to attract new customers, retain existing customers, increase frequency or duration of consumption, encourage trial or sampling, or enhance customer loyalty. Some examples of sales promotion techniques for promoting sports product in tertiary institutions are coupons, discounts, free gifts, contests, sweepstakes, loyalty programs, referrals and sponsorships (Money&Owoeye, 2018).Personal selling is a face-to-face interaction between a salesperson and a prospective customer that involves identifying needs, presenting solutions, handling objections and closing sales. Personal selling can be used to build relationships, trust and rapport with sports consumers, as well as to provide customized information, advice and service.
Hypothesis three was therefore rejected. This implies that there is significant influence of Sports products on the generate more revenue among staff and students in Tertiary institutions in Kwara State. The finding is supported by Myers, (2018) who stated that Revenue generation is the process of creating sales of products and services, with the goal of creating income and increasing profitability. Revenue generation is the most important activity that organization such as tertiary institutions engage in, as it reflects the health and growth potential of a business. Revenue generation may involve some or all of the following tasks: planning, marketing, selling, pricing, forecasting, analyzing, optimizing, and aligning (Myers, 2018). The effectiveness of promotion of sports product in tertiary institutions depends on several factors such as the objectives, budget, target market, competition, product life cycle stage and environmental factors. Sports marketers need to evaluate the performance of their promotional activities using various metrics such as reach, frequency, impact, cost-effectiveness and return on investment. Moreover, sports marketers need to monitor the feedback from sports consumers and stakeholders and make adjustments accordingly.
According to (Thabit, &Thabit, 2019).Promotion of sports product in tertiary institutions is a dynamic and challenging field that requires creativity, innovation and strategic thinking. It also requires collaboration and coordination among various internal and external parties such as sports administrators, coaches, athletes, students' associations, alumni associations, media outlets, sponsors and community partners. By applying the principles and practices of sports marketing, promotion of sports product in tertiary institutions can contribute to the development of sports culture and industry in Tertiary Institutions in Kwara State
Hypothesisfour was therefore rejected. This implies that Sports products on employment opportunities among staff and students in Tertiary institutions in Kwara State. This is supported by Qian andSeifried, (2023).Sports are a popular form of entertainment and leisure for many people around the world. However, sports are not only consumed by watching live events or broadcasts, but also by engaging in social interactions and networking with other fans, athletes, and stakeholders through various online platforms. Social media, such as YouTube, Twitter, Facebook, and Twitch, have become important channels for sports fans to access sports content, share their opinions and emotions, and co-create value with other participants in the sports service ecosystem (Statista, 2019; Qian &Seifried, 2023). Moreover, social media also provide opportunities for sports professionals to network with potential employers, collaborators, mentors, and peers in the sport business industry.
.



CHAPTER FIVE
[bookmark: _Toc479082731]SUMMARY, CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc479082732]Summary
This study investigated thesocio-economic impact of sports product among tertiary institutions in Kwara State. Relevant literatures were reviewed on the area of the study. Some of the area reviewed include theoretical framework, four research questions and research hypotheses were formulated for the study.
[bookmark: _Toc479082733]A descriptive research design of the survey type was adopted for the study. The population for this study comprised all students in human kinetics education, KWASU. A purposive sampling technique was used to select allthe respondents. The research instrument used for the study was a researcher-developed structured questionnaire, which consisted of two sections (A & B). The research instrument was validated and tested for reliability using split half method and a Cronbach alpha statistics was used. A coefficient (r) of 0.82 was obtained. The research instrument was administered by three trained research assistants to the selected respondents. The instrument was retrieved immediately to maintain high retrieval rate. In areas where this was not possible the trained research assistants made followed up. The data collected for the study were analyzed using frequency counts, and percentage and Chi-square (χ2). All the four (4) null hypotheses were tested at 0.05 alpha level and they were all rejected. 


Conclusion
Based on the findings of the study, it was concluded that:
1. [bookmark: _Toc479082734]Sports products has significant correlation with motivation of physical activities among staff and students in Tertiary institutions in Kwara State.
1. Sports products on the social interaction and networking among staff and students in Tertiary institutions in Kwara State.
1. there is significant relationship between Sports products and generate more revenue among staff and students in Tertiary institutions in Kwara State.
1. Sports products is significant to employment opportunities among staff and students in Tertiary institutions in Kwara State.
Recommendations
Based on the findings of the study, the researcher made the following recommendations:
1 [bookmark: _Toc478996758]Sports products should be made more available by the sports administrators as it motivatesphysical activities among staff and students in Tertiary institutions in Kwara State.
2 Sports products such as events and competitions which serves as the social interaction and networking among staff and students should be more encouraged by the school authorityin Tertiary institutions in Kwara State.
3 The school management should take the opportunity of sports products to generate more revenue it should be promoted among staff and students in Tertiary institutions in Kwara State.
4 As a means of employment opportunities which afford another means of employment among staff and students in Tertiary institutions in Kwara State. The University authority should embrace the chance and opportunity of sports product to as a way of generating funds.
Implications of the Study
The study's findings on the socio-economic impact of sports products in tertiary institutions in Kwara State present crucial implications for stakeholders in the educational and sports sectors. The significant correlation between sports products and the motivation for physical activity among students and staff highlights the need for institutions to prioritize the availability of quality sports products to promote health and wellness.
Additionally, the demonstrated role of sports products in fostering social interaction and networking emphasizes their potential to enhance community building and collaboration within academic environments. Furthermore, the economic benefits, including revenue generation and employment opportunities, suggest that investments in sports products can contribute to institutional sustainability and job creation. These findings advocate for a strategic approach by policymakers, educational administrators, and sports industry players to leverage sports products as tools for social and economic development in tertiary institutions.
Limitations of the Study
This study faced several limitations that may have influenced its outcomes and generalizability. Financial constraints restricted the scope of data collection, limiting the sample size and the number of tertiary institutions included in the research. Additionally, some respondents were unwilling to fully engage with the research instrument, possibly due to concerns about privacy or a lack of understanding of the study's purpose. This may have introduced response bias, affecting the reliability of the data collected. Time constraints also posed challenges, reducing the opportunity for extensive follow-up or deeper exploration of certain findings. 
Furthermore, the study relied on a structured questionnaire, which limited the collection of nuanced, qualitative insights. Lastly, inadequate funding hindered the ability to employ more diverse data collection methods or conduct broader geographical coverage, potentially affecting the study's applicability to other contexts or populations. These limitations suggest the need for future research with expanded resources, mixed methodologies, and a larger, more diverse sample base.
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APPENDIX
EKITI STATE UNIVERSITY, ADO - EKITI
FACULTY OF EDUCATION 
DEPARTMENT OF HUMAN KINETICS EDUCATION
QUESTIONNAIRE ON SOCIO – ECONOMIC IMPACT OF SPORTS PRODUCTS AMONG TERTIARY INSTITUTIONS INKWARA STATE
Dear Respondent,     
This questionnaire is designed to find out the socio – economic impact of sports products among tertiary institutions in Kwara State.    
Thus, all information supplied in the questionnaire will be treated strictly as confidential and used for research purpose only. 
Therefore, your honest responses are highly solicited.
Thank you. 
SECTION A
INSTRUCTION: please supply the following information:
Gender: 	Male	(	)	Female	(	)
Age Range: 16 – 18 year (	), 19 – 21 years (	), 22 years and above 
	S/N
	Statement 
	SA
	A
	D
	SD

	A
	Motivation for Physical Activities
	
	
	
	

	1.
	Sports products motivate me to engage in physical activities more often
	
	
	
	

	2.
	Sports products help me to socialize and network with other staff and students who share similar interests
	
	
	
	

	3.
	Sports products generate more revenue for me as I can sell or rent them to others who need them
	
	
	
	

	4.
	Sports products create employment opportunities for me as I can offer coaching or training services to others who want to learn new skills.
	
	
	
	

	B
	Social Interaction and Networking
	
	
	
	

	5.
	Sports products enhance the social interaction and networking among staff and students in Tertiary institutions in Kwara State.
	
	
	
	

	6.
	Sports products promote a healthy and active lifestyle for staff and students in Tertiary institutions
	
	
	
	

	7.
	Sports products increase the sense of belonging and community among staff and students in Tertiary institutions 
	
	
	
	

	8.
	Sports products foster a positive and respectful attitude among staff and students in Tertiary institutions 
	
	
	
	

	C.
	Revenue Generation
	
	
	
	

	9.
	More people are interested in buying sports products from the campus store because they offer discounts or incentives for students and staff thereby generating more revenue
	
	
	
	

	10.
	campus store should stock a wider variety of sports products to cater to different preferences and needs of the campus community as the sales is already in place
	
	
	
	

	11.
	sports products can enhance both students and staff physical and mental well-being as well as my academic performance.
	
	
	
	

	12.
	campus store are always recommended to friends and colleagues as they sell high-quality and affordable sports products to students and staff.
	
	
	
	

	D.
	Employment Opportunities
	
	
	
	

	13. 
	Sports products can create employment opportunities for staff and students in tertiary institutions in Kwara State.
	
	
	
	

	14.
	I am interested in working in the sports products industry after graduating from a tertiary institution in Kwara State.
	
	
	
	

	15.
	There is enough awareness and information about the sports products industry among staff and students in tertiary institutions in Kwara State.
	
	
	
	

	16.
	The government and the private sector should support the development of the sports products industry in Kwara State.
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