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1. 	Introduction

The big debate in Sports currently is about the cultural differences between the UK and the US Professional Sports Leagues. There is no question in which Both fan bases celebrate sports like a religion, bringing people together, whether it’s celebrating or mourning as a community. It allows people to feel a part of something bigger than just their regular jobs or education. It attracts people with the same interest, same goal, same passion for something that at the end of the day, where others may say, “It’s just a game”, to the sports community it’s a religion. However, to look at both the American and British cultures in more detail, a deeper insight of Club Ownership, League Structure, Merchandising and Sponsorship, TV Broadcasting Rights,
Globalisation and the Stadiums will be analysed to evaluate and ascertain the differences between the two cultures.


2.	Club Ownership

2.1	Ownership Models
Unlike many other industries, Sports Ownership Models can sometimes look very different. Some of the newer models include those such as Decentralised Autonomous Organisations (DAOs) which are community funds which are operated by anonymous blockchain investors, who have recorded transactions that link up as a series of “blocks” (Hanglin B., 2022). The benefit of DAOs is that it’s a faster way for the organisation to build up funds with online tokens being invested in by other blockchain investors (Hanglin B., 2022). The modern model does not require any board members or an executive management team, but decisions are made by the tokenholders and therefore can come up with swift decisions compared to a usual Ownership Model (Hanglin B., 2022). A downside to DAOs is in fact the regulatory system within the sports industry, in which establishing and integrating a DAO will be challenging and more complex (Johnson P., 2023). These tokenholders are initial investors, business minded people who are in the market to make money, however, when it comes to ensuring decision making without facing a gridlock and centralisation will be a challenge, in which these people may struggle to handle (Johnson P., 2023). Security is another concern where DAOs are very vulnerable to hacks and fraud (Johnson P., 2023). 
Other Models that differ from the common individual ownership or franchise owned models, are those such as the fan owned models that you will find more regularly in the Bundesliga with the “50+1” rule. Unlike many other Sports leagues and clubs, the Bundesliga holds the vote of the fans where 50% of the club is owned by the board members, but the other 50% is owned by the fans plus one more vote, in which the fans vote how the club is run without the influence of outside investors (Bundesliga 2024).

2.2 Owner’s Influence on Operations and Decision-Making
Owners tend to have the biggest influence in a sports business, whether it’s the subsidiary expenditure on their facilities such as stadiums and training facilities (Babiak K. and Yang D., 2022). the Owner’s decisions and personal love for the team can affect the support by not only sponsors but the local council and community (Babiak K. and Yang D., 2022). Most importantly, if the owners don’t invest enough of their energy into the team, then that will have an effect on the player’s attitude to the team and their performance on the field and in the office (Babiak K. and Yang D., 2022). Seen as the owners bring in the funds to keep the team running and provide the entertainment for the local community, they can ultimately have total control of the team and play a crucial role in the main decisions for the team (Babiak K. and Yang D., 2022). Having stakeholders in sports teams will have other outcomes that may affect player’s and provide bigger opportunities such as the example of Michael Jordan’s deal with Nike in 1984 by establishing “Air Jordan” where he had 5% stake in the business and to the present day has made over $1.3 billion from it (Haramalis E., 2023). The main jobs that owners or investors will have on the club is mainly, assuring that the club has enough of a financial backing that allows for the club to operate, strategic decision making such as hiring managers, approving budgets etc., sorting agreements with sponsors or merchandising deals, developing the clubs infrastructure, globalising the club by attracting fans worldwide, and finally providing a Risk Management to ensure the clubs safety (FCBusiness, 2023)

2.3 ‘UK’ Ownership Models
In the UK, different to the US, you will find that clubs within the Premier League or other leagues will have multiple models of ownership styles, stock market (stakeholders) domestic investors or foreign investors (Wilson R., 2024). Clubs owned by stakeholders is very rare nowadays as you will only find 2 clubs within the league listed as ‘stock market’ clubs and between 2001 and 2007, 14 clubs de-listed themselves from the market (Wilson R., 2024). It is now more common to find domestically and foreign owned clubs. Football has become more commercialized, with more investors within the league, and more sponsors, it’s obvious the with this outcome, that teams will be a lot more lucrative than what they were 20 years ago, however, therefore running costs have increased as well, driving away the model of traditional team owners as they do not have the funds to invest the necessary amount to keep teams afloat with the big leagues (Wilson R., 2024). Winning the league will reward you with the Premier League Trophy which follows with ‘fame’, which is seen as ‘eye candy’ to some foreign investors (Wilson R., 2024). Finally, the lucrative side of the broadcasting rights bring in a lot for the owners and provide more chance for opportunities for global expansion and higher profits (Wilson R., 2024). With these three main drivers, it is the main reason why you will find many Premier League teams who are run by foreign investors. 
Teams such as Chelsea FC or Manchester City are classified as Billionaire Ownership teams, where the owners provide the team with financial stability and build a team with highly skilled and top talents (FCBusiness, 2023). Investor Ownership Clubs are those willing to find a balance between fan interaction and the business perspective from the club, where the club has a mix of investors (i.e. local businesspeople, consortiums, etc...) and benefit from a range of diverse revenue sources that are reinvested within the club (FCBusiness, 2023). 







2.4 ‘US’ Franchise based System
In the NFL, Ownership structures tend to verge on the revenue perspective, where profit maximisation is at a peak. When looking at the structure of the hierarchy, 30% equity must be owned by a principal owner or general partner, and there cannot be more than 25 owners including the general partner within the franchise (Jackson E., 2022). Not only do you need money in order to be able to be an owner of a National Football League (NFL) Club, however, 24 of the 32 NFL owners need to approve of the transaction made between the buyer and seller of the club (Jackson E., 2022). Reflecting on the profit maximisation within the league, the NFL does not allow for non-profit organisations or private Institutions (i.e. private equity firms) to hold any shares in the franchises, apart from the Green Bay Packers who are the leagues only non-profit club due to the team having been structured as such before the regulations were introduced (Jackson E., 2022). The league itself is owned by 32 members in which it may be seen as an exclusive club in which it is almost impossible to be a part of (Jackson E., 2022).

3. League Structure

3.1 Divisions/Leagues Structure
Sports is all about the competitions, the fight for a win, to lift that trophy at the end of the season and appreciating all the hard work and effort put in throughout the past months. However, those who aren’t so fortunate, may end up dropping down a league and having to start all over again. Leagues and divisions bring order to the sport, it sets regulations, rules, and encourage healthy competition (Norton A., 2022). Most divisions consist of a pyramid hierarchy, where the lower divisions consist of lower level clubs or players and closer to the top, you may find that there is more investment and higher quality clubs and players. When it consists of a structure of multiple divisions, it uses the promotion/relegation system, allowing for teams to transfer between leagues, depending on their performance throughout the season.


However, in some sports and cultures, you may not find this usual grid, such as the NFL where it is a closed league, without any relegations or promotions. However, sports like the NFL and the NBA don’t just have a closed league but also consist of the ‘playoffs. In the NBA for example, 16 teams, eight from each conference, where each team is ranked by their performance throughout the season, the rest of the teams who did not make the playoffs, are then seeded within the ‘play-in’ tournament (Betway, 2023). In the playoffs, two teams compete against each other up to seven times with the overall winner progressing to the next round (Betway, 2023). The final two then follow to the NBA Finals where the deciding winner is then met (Betway, 2023), this whole process tends to last about 2 months, where those who get knocked out earlier in the playoffs can prepare themselves for the next season. 

3.2 ‘UK’ Pyramid League System
With the English Premier League being the biggest and most prestigious League in English Football where every game is crucial in order for respect to be put on a club’s name. each season there are 3 relegations, where 20 teams fight for the trophy and the top 4 teams can qualify for the UEFA Champions League and one team can qualify for the Europa Cup (Hill W., 2023). Those who are relegated then move down to the Championship, that consists of 24 teams where the top 3 teams are promoted to the Premier League and 3 run the risk of being demoted to the lower league. The English Football League (EFL) consists of seven divisions where this Pyramid concept spirals from the English Premier League down to the Northern & Southern Premier Division, which provides the chances for some players and teams who are amateurs who can come up against professional players who train and play football throughout their whole week (Kasimov E. and James J., 2023).







3.3 ‘US’ Closed League System
The NFL does not consist of multiple divisions like the EFL, and is made up of 32 franchises, all established by someone who bought the rights to have a team play within the league (Schuller R., 2023). The teams stay within a closed league where relegations and promotions do not occur, however, at the end of the season, consists of the playoffs like the NBA as mentioned in 3.1, where the final winner is decided at the end, which also to be known as the ‘Super Bowl’, an event which has been able to attract 114 million viewers, and therefore broadcasting rights can be very costly (FCBusiness, 2020). An incentive for doing well in the NFL is to get the best pick within the Draft, where the order of picking a candidate is determined on the reverse position that the team finished at the end of the last season (Football Operations, 2024). The worst team gets the first pick within the draft and the best team gets the last pick. These picks can the also be traded for players if accepted within the transaction.

4. Merchandising and Sponsorship

4.1 Sales of Team Merchandising
Within the Sports industry, merchandising plays almost as big of a role as the game itself does. Put a perspective into football for example, if you were to walk your dog around a football pitch, you probably wouldn’t be able to count the amount of people who had a T-shirt with Messi or Ronaldo printed on the back of it. Prize money and merchandise bring a large sum of the revenue into clubs where globalisation can be a large factor to how successful the merchandising can be (PaySpace, 2023). Liverpool for example, a team with much history and is counted as one of the ‘Big 6’ in the Premier League, make as much as £16 million GBP in shirt sales per annum, a figure that can significantly help invest into the team (PaySpace, 2023). Sales Outlets, either online or in-store is where these products will be found, pop-up stores often occur on match days, for example at a Formual 1 Race, you will find Pop-up tents located all around the racetrack, which can sometimes end up being 4.3 miles long with shops of all drivers and team merchandise located in these tents. In the US, in 2022, it was calculated that merchandising made up a total of $15.2 billion, a staggering amount that shows crucial merchandising can be.
4.2 ‘UK’ Tradition of Merchandise Sales
The Premier League is the establishment to some of the most famous football players of all time, Ronaldo, David Beckham, Thierry Henry, Ryan Giggs, where at the time of their status at the club, all the fans wanted a jersey with their name on it. The downside for the teams on the other hand is that the clubs generally get about 7.5% commission on the sales (Raisi O.A., 2023). Liverpool being the team with the highest commission on jerseys in the league only get a fee of 20% for every jersey or piece of merchandise sold (Raisi O.A., 2023).

4.3 ‘US’ Highly Commercialized – Merchandising Opportunities
It is estimated by Corderoy A. et al. (2023) that the US professional sports market is worth over $80 billion in 2022, which consisted of ticket sales, media rights, sponsorships and merchandising, with the NFL being the biggest revenue provider, with the MLB and NBA being in the top 5 ranking list. The NFL alone in 2022 made more than $4 billion in merchandising every year from selling caps, jerseys and other products with logos covered on the products (Bison & Bird, 2022). Sponsorships can deal a great deal to an athlete’s income, with the endorsements by some of the biggest athletes in the US, Lebron James, Stephen Curry, Kevin Durant, Giannis Antetokounmpo and Russell Wilson adds up to $230 million (Corderoy A. et al., 2023).  













5. TV Broadcasting Rights 

5.1 Value of Broadcasting Deals
Streams and TV is the main reason for sports to have become so globalised, to allow people from all over the world to watch either the Football World Cup, the Super Bowl or the Olympics, it allows for people to watch these games from their sofa at home or the bar in another country to save them a lot of money from travelling to the hosting arena. However, even though it may seem like the attendance of the sport will be less, broadcasting in the sports industry has managed to value itself at almost $56 billion in 2023 and that it would exceed the $62 billion in 2024 due to the broadcasting of the 2024 Olympics and the 2024 UEFA European Championship (SVG Staff, 2023). In 2023, football was the biggest provider in the broadcasting scene with over $19 billion worth of global media rights (SVG Staff, 2023).

5.2 ‘UK’ Subscription and ‘Free-to-Air’ Channels
Sky is one of the biggest broadcasting networks in the UK, and having partnered up with the Premier League for four years which will start in the 2025/26 season, all matches after 3pm will be broadcasted live and with the BBC having extended their contract, the Free-to-Air show ‘Match of The Day’ will be live on Saturday nights (Bennett H., 2023). The deal has been agreed to be a worth of £6.7 billion worth of UK TV rights by broadcasting up to 270 games live (Bennett H., 2023). 

5.3 ‘US’ Highly Lucrative Broadcasting Deals
The NFL alone makes $12.4 billion in TV rights revenue (Crupi A., 2023), and due to the popularity of the viewership, both tickets and TV rights have increased drastically (Bison & Bird, 2022). In 2022, the Major League Soccer (MLS) had reached a contract agreement with the multi-billion-dollar business Apple of a 10 year broadcasting agreement with a value of $2.5 billion that allows fans to stream all MLS games live on Apple TV (Corderoy A. et al., 2023). Amazon also managed to make an extraordinary deal with the NFL to broadcast ‘Thursday Night football’ with a $13.2 billion deal on the table. 
6. Globalisation

6.1 International Fanbase and Expansion Opportunities
Online platforms allow for clubs and businesses to interact with their fans from across the globe. Having these platforms allow for fans to comment in forums, vote on polls, and allow for clubs to progress over to international boundaries reaching other fan bases who aren’t as fortunate to watch the games in the stadiums (Leon N., 2020). Having these platforms not only grows the fan base of the club, however, it allows for the club to grow a bigger base in culture as well (Leon N., 2020). Having these international fan bases give the clubs new branches of revenue and allows for them to look into new markets and find new ideas to increase the revenue (Leon N., 2020). Globalising will help when teams start playing matches abroad, by aiding on the ticket sales side when international games are played, for example the Champions League or the F1 Grand Prix, when games are played in other countries where these platforms have globalised to, there is a higher chance these fans will buy tickets to the games (Leon N., 2020). Not only on the financial point of view does it benefit the teams, however, broadening the scouting locations and building stronger relations abroad gives more of a chance to find talent in other countries who can slot in (Leon N., 2020).

6.2 Participation in Global Events
Globalising has many key factors that can benefit a club for the better, by growing its fan base by promoting the sport in new markets where increasing the teams merchandising can increase the revenue streams and increase the likelihood of agreeing to sponsorship deals from abroad and more broadcasting rights (Cheesman A., 2023). Ways in which clubs tend to grow their fan base abroad is by hosting international games or events (Cheesman A., 2023), often enough, in football, you will that teams tend to have preseason tournaments in foreign countries. Leagues themselves tend to partner with organisations in foreign countries to build the brand awareness and this could ultimately end up helping with the recruiting stage, as younger athletes will be more likely to be seen by foreign scouts, which ultimately diversifies the team’s culture and talent (Cheesman A., 2023).
6.3 ‘UK’ Club Engagement in Global Tours and Marketing Initiatives
Comparing the UK to the US sports market, the UK is very much trying to globalise themselves around the globe, by providing live streams to fans in Asia, whereas comparing that to the NBA or the NFL, they are still growing globally, however, they are still very much secluded within the American market and using mainly American broadcasting networks (SportsMole, 2024). With the aid of globalisation, British football teams, are finding it easier to seek talent across the borders of the country, increasing the variety of the culture and art of the skill (SportsMole, 2024). With the tools such as VAR and Hawk-Eye, fans can interact with the game more intensely and using social media platforms such as Instagram, will help make fans feel like they are invested within the game.

6.4 ‘US’ International Games, Partnerships, and Marketing Campaigns
The NFL and other bigger Leagues such as the NBA have been able to grow internationally due to the growth of media and the promotion of the league internationally, for example in 2022 the Seattle Seahawks came up against the Tampa Bay Buccaneers in Munich Germany, where the stadium managed to rack up more than 69 thousand fans from Europe and the US (Grotkamp L., 2024). A year later, Frankfurt hosted two NFL games, where the attendance rate broke a whopping 100 thousand supporters, and the NFL achieved the highest merchandising sales on matchday ever recorder outside of the US (Grotkamp L., 2024). The reason for the success of the NFLs globalisation plan is thanks to the promotion on social media and all streaming platforms, allowing for fans outside of the US to tune into games such as the Super Bowl and to follow their teams. Since April 2023, the German RTL broadcasting company has managed to bring American football further into the mainstream on German television building up a strong media presence (Grotkamp L., 2024).






7. Stadiums

7.1 Capacity and Amenities
There is no debate when it comes to the size comparison of US Stadiums vs. UK Stadiums. The highest seated stadium in the UK is Wembley which is used as the “big Final” Stadium and can seat 90 thousand fans. Comparing this to the Michigan Stadium being able to host more than 107 thousand people, the UK does not come close to the sizes that the US can manage. When it comes to in-game action in the UK you won’t find much on the large entertainment screens as people are there to enjoy the game, not watch TV, nor will you find people walking about the seating areas with Popcorn bags and beers for sale, in fact, it’s not allowed for people to bring food or drinks outside the bar in some stadiums. Comparing this to the US, where you will find pre-game, half-time shows, people walking through with Popcorn and beers for sale, cheerleaders cheering on their team (Gerald P., 2022). Before games, you will find Americans having barbecues and drinks, which they call ‘Tailgating’, an expression founded where they open up the back of their pickup trucks and grill their meats and drink their beers and party together before the games starts (Gerald P., 2022). 

7.2 Ownership – Club/Municipal
You will find that 16 out of the 20 Stadiums in the Premier League are owned by the teams themselves, which allows for the team to generate more revenue and increased fan engagement and satisfaction (Capelli M., 2016). Owning your own stadium also allows for improved sponsorship deals, media rights and therefore gain international recognition. When looking at the Stadiums in the US, most NFL Stadiums are all owned privately and not by the teams themselves who call these stadiums “home”. It also allows for other Amenities such as Offices or real estate to be located within the stadiums let alone NFL pitches (Meyersohn N., 2024).




7.3 ‘UK’ Historic Buildings with Limited Capacity
When it comes to the Location of most UK based stadiums, you will often find them in the centre of the cities, with very limited space and amenities such as parking, which often proves difficult to those using their personal vehicles (Gerald P., 2022), therefore, you fill find public transport links tend to be the better option, especially for those who want to hit the pub after the game to celebrate or drink their sorrows away. With the limited space, you will often find that this is the reason why the Stadiums have limited seating and often can’t find new locations to build more modern and larger stadiums such as the issues at Stamford Bridge (Gerald P., 2022).

7.4 US’ Modern Purpose-Built Stadiums
In the US most Stadiums will be found in the Suburbs, where space is less scarce, and the Stadiums have been purely built for the larger crowds (Gerald P., 2022). Compared to the UK, you will also find that most states only have one or two teams with the exception of Los Angeles, therefore it allows for the city to have one large stadium for all fans (Paterson L., 2022). However, in the UK you will find most cities have multiple teams located very close to each other having overlapping fan zones for example London having six Premier League Teams and 17 in the Professional Leagues (Paterson L., 2022). Having spoken about the ‘Closed League’ in 3.3, it allows for NFL teams to be secured in the League, which means their revenue and costs will remain very similar each season, allowing for them to keep the contract in their home stadiums (Paterson P., 2022).










8. Conclusion

8.1 Summary
Comparing the two sporting cultures, there is an obvious patriotism between the two, where each seems too stubborn to use techniques that work for themselves and stick to their historical methods that they have always been used to. Even though it’s just sports, it Is fascinating how different the cultures vary in all aspects, whether its ownership, league structure, merchandising or even the Stadiums. Both cultures seem to do significantly well in the financial point of view even though the American League’s tend to use the ‘Profit Maximisation’ methods whereas the UK just seem to host the sports for the game itself. 

8.2 Implications and Potential Room for Improvements in the Future
Looking at the British perspective, the American leagues seem to be more entertaining from a fans perspective where the in-stadium experience can be improved in the UK with a more American style entertainment scene, however, to some this may not be the direction the show should head as it’s what keeps the UK sporting culture unique. However, looking at the American League, possibly adding a pyramid system to some of the Leagues would possibly make their sports more entertaining by keeping fans on their toes and adding more of an incentive for peak performances by the teams.
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