 2



           University Of Wales Trinity Saint David
                                     London
                                     Level 4
                    Module Code: LCBB4002
                  Community engagement
                             Assessment 1 (resit)
                     Lecturer: Gregory Cowan
                                                        


                                                    
                                                         Submited by :
                                                      Ion Gingureanu
                                   Student number: 2009134



[bookmark: _Hlk71263449]The Best Business Organization in Sport: “Real Madrid “
The management of the Real Madrid business has changed drastically over the past decades. The industry is applying different business strategies for generating a shift from traditional business to entertainment business creating new sources of revenues. The club’s president, Florentino Perez, aims to make the club the top sports firm in Europe to ensure that it was economically stable and turn it into a debt-free business. Making it an entertainment business is to ensure that the stakeholders are retained in the business. The company has assured that they understand the interests of their customers, donors, and stakeholders and build a positive relationship that is boosting their performance as a business (Benn, Teo, and Martin, 2015). The business has used media such as Tv to ensure that their entertainment and all sports they perform are reaching their customers. They have also assured that customers, donors, and stakeholders can access their website and get all the updates of their products. Community plays a significant role in educating most of the business employees, who are mainly football players. Most of the players began their practices from the community level. The business has embraced oneness by employee players from different backgrounds and different regions globally and training them to ensure that they do the best to ensure that they are productive. The paper will analyze and evaluate the business’ best practices on community engagement and stakeholders’ participation.
Analysis of The Organization’s Best Practices on Community Engagement and Stakeholder’s Participation
Before the business branded itself, it excelled in games which made it famous and attracted more fans. After their it employed marketing strategies such as campaigns to and branded its name, the business started earning more revenue, enabling them to pay its employee over seven figured salaries, which made them remain in the business as it was standing out to be the most competitive. It was also able to pay for its activities, including games and entertainment, to be aired on TV and other media platforms, attracting more customers into the market. Through their websites and social media platform, they can get the fans and customers review which help them understand their interest and know their performances. Such platforms have helped them make decisions that build the business. The company produces a stadium that employed more people into the business and allowed the fans to be part of the business. The main aim of the business is to ensure that all the customers and stakeholders are engaged and ensure that is a good relationship where they can freely give their views that the organization can use to make decisions. The stakeholders play a significant role by making reviews in the entertainment that the business provides them (Callejo and Forcadell 2006). They also highlight the weakness of the company and its employee, more so the players. Employees are also significant to the business performance. The players are determinant of the Real Madrid club through their efforts into the games they perform. Through the players, the business has received awards and built the business brand; that is why the company ensures a good relationship between its employees and the managers.
Real Madrid began in 1912 when he began playing forward for the club. The club started playing on dirty fields without establishing a grass pitch in 1923, which was destroyed during the Spanish Civil War but was built in 1939 (García 2011). At this time, the company had a small number of employees, and they still depended on donors to run their business. In June 1944, it purchased a new stadium and constructed it where they played the first game in the stadium in October. In 1947, the stadium could accommodate up to 75,000 people, which gave room for the club fans to be part of the games as they could cheer physically. The stadium expanded that by 1955, it could accommodate up to 120,000 individuals, and La Castellana was renamed Estadio Santiago Bernabéu as a tribute to the individual who was making Real Madrid the most successful club in Europe. As a result, the club builds its brand name. The real Madrid superiority was confirmed in the 1950s, and it expanded and employed more players. In 1955 after the stadium's construction, the company created a new European tournament to represent the ultimate achievement of any club's season, which was later re-branded (Rodriguez-Pomeda et al 2017). During the season, the club won its first Champion League, and during the first decade, it secured eight league championships which made it have more fans. They encourage their fans to be part of the games giving the players and coaches confidence.
After realizing that the business was increasing, the organization started engaging its stakeholders, customers, and fans. Like every business that values customers and stakeholders and wants them to understand their progress and be transparent to them to market the business, Real Madrid employed different strategies to sell its business and retain its fans.  They provided real-time updates and "live" content where the loyal fans would speak their minds and engage with the entire team (García 2020). They ensure that they update allow live tweeting of events, including games and conferences. They provide their fans with a group or game-specific hashtags that they can publish and uses polls, Instagram sessions, or Facebook to gather feedback from fans. Social media makes the fan feel part of the team as they freely share their views and support the team. The engagement of fan has evolved from where they could watch the games on TVs and could not share their feedback to where they could make reviews through different social and now, they can even get feedback, and they can realize how the commends they make are used to make decisions in the business. They can now be in the stadium to cheer up the players supporting their performances in the field, which was impossible before. This makes the fans and customers feel part of the business, and they will always remain as part of the team and are always eager for the following entertainment or game (Altun Ekinci 2018).
The business comprises of many employees from the players to these broadcasting on Real Madrid Television. All the employers are trained to ensure that they can perform their jobs effectively. The company defines values and ethics that ensure that all of its employees are protected. The company has built its relationship with customers and stakeholders through Television, dedicated to its content, programming, and advertising. Through the same Television, it engages the customers. It gives back to society by offering training and development of young sportspersons and fully supporting the community in fighting against all forms of violence, racism, and all forms of intolerance, and bullying, illegal betting, corruption, and drug abuse (Gregg, Pitts and Pedersen 2017). They teach the community the consequences of all these actions and train on how to handle them. As a way of engaging other people, they also engage the community to make comments and give their views on the mentioned issues to ensure that the community is part of teachings and they make their teachings involving. Real Madrid aims to engage its members and supporters in all their activities and contribute to fulfilling their expectations. It is focused on remaining competitive by being loyal to its supporters and ensuring their supporters are also gaining from the team. The employers are motivated to respects each other and are actively participating in decision-making. Players and all groups involved in pitch activities are sincere and honest, operating in good faith, respecting the team they work against and their fans (Ráthonyi-Ódor, Bába and Ráthonyi 2019).
The business focuses on excellence and quality with an aspiration to have the best Spanish and foreign players, ensuring that they are all dedicated to the club values corresponding with fans' support and ready to deliver quality, discipline, and sacrifice to ensure that the club does the best. The company is responsible for making the team professional by ensuring that they benefit from the training that the company offers and the activities they engage in and without personal or professional egotism (Kase et al. 2007). They train and educate the employee on the updated values in sporting and other social ethics and citizenship. They comply with corporate management standards, promote of best sporting values building their relationship with the members, veterans, and followers. They have developed charitable projects without Spain and abroad. The aim is to ensure that all the supporters and the entire community benefit from their activities and are fulfilling their social responsibility. The charity events that have considered the community's well-being and engaging them in their actions both physically and through media became part of their responsibility, boosting their performances (Slack and Parent 2006). They attracted more individuals to support them. The company treats the employees equally without discrimination in workplaces, and the employees demonstrate a high level of integrity and ethics concerning responsibility.  The company prohibits behaviors that can damage Real Madrid's sportsperson image.
Employees respect the interests of Real Madrid in respect of the club clients and providers without prioritizing their benefits. An employee who has the power to propose, authorize, or approve any contract with the club such as services, supplies, or trade terms should be keen to avoid favoritism, be it direct or indirect are held responsible, and they will face the consequences be it their partners, family children or any dependant. In case of any conflict of interest, the employee should renounce it and avoid participating in maintaining a good relationship with club clients (Baena 2018). Employees should ensure that all clients and providers are treated equally and all their interests are considered. Whenever there is a complaint within the organization, be it from a client, supporter, provider, or employee, investigations and sanction procedures are followed. The procedures are guided by principles including confidentiality, challenge, and promptness that ensure that the company is fair in handle conflicts and ethical issues.
The ethics committee is responsible for handling ethical issues and handling the employees who breach the moral codes. They also monitor and revise the codes of ethics frequently to ensure that all employees are aware and are on track. The company encourages its employers to comply with the regulations protecting youths and incorporating players in the youth system to develop and form younger sportspeople. Engaging players in the plan is to motivate and encourage the young people to participate in the games and for the players to share their skills. Employees are prohibited from conducting any conduct with agents or employee representatives who work with the youths to prevent them from using Real Madrid's name for personal gains such as building their image or financial gains (Quelch, Nueno and Knoop 2004). Real Madrid ensures transparency in communication with the organization. Even outside, this involves communication between employers, employees, and directors and through the media such as Real Madrid Television and social media. The aim is to enhance a good relationship within the company.
Conclusion
Real Madrid business builds a good relationship with the community and the employees that help them make the image of their brand and ensure that society benefits from them. Through various platforms such as social media and Real Madrid Televisions, the fans and any other interested person commend and contribute their views and complaints to the company. The organization have their principles and code of ethics that protects their employees and players from any discriminations and prohibits conflicts of interests within the employees. They ensure that their providers and clients are served equally and can freely express their interests are taken into account without any discrimination. Their codes of ethics are made clear, and all employees are aware, and they are held responsible whenever they breach any and will face the consequences. The company ensures transparency through effective communication within the organization and outside the organization.
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