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1.0 Introduction 

Sport plays a significant role in both the United Kingdom and the United States, however both follow different structures and possess different sporting models. The UK has traditionally been known to follow utility maximisation, or winning first, whereas in the US, “they do not shrink from the profit maximisers label” (Barros, Ibrahimo & Szymanski, 2002 pp:2), with both organisers and participants embracing the commercial opportunities available to them. Although some may argue that the commercialisation of sport has become more common in the UK and there is a ‘creeping Americanisation’ of the traditional sports model we’re accustom to, which will be discussed in more detail in this report.

1.1 UK Sports Model

“The European sports model reflects an open system of national competitions in which individual clubs, organised comprehensively from grassroots to the top professional tier in a pyramid structure, move up or down in status based on merit at the end of the season” (Nafziger, 2008).
Nafziger reports how the European Sports Model, which we see in the UK, follows a pyramid structure with teams altering positions and league status through promotion and relegation allowing teams the opportunity to compete and progress to different levels. The sports model seen in the UK and Europe also allows teams to compete in International Competitions such as the UEFA Champions League and Europa League against the best teams from the top leagues around Europe.
A significant feature of the UK Sports model is the importance and the commitment to grassroots involvement. Football is the most popular team sport to participate in in the UK with the FA’s State of the Game report stating that over 11 Million people participate in the sport (FA, 2015). 3.35 Million are children aged between 5 to 15 (FA, 2015), many of which will become the future stars and role models of the game. 
 
1.2 US Sports Model

“The organisation of sports in North America is distinctive” ((Barros, Ibrahimo & Szymanski, 2002 pp:2), the more dominant sports are professional with numerous commercial opportunities for both the organisers and participants, with team sports being the largest sporting entities in commercial terms.
The US on the other hand, operates with a ‘Closed System of Competition’. In contrast to the model we see in the UK, “the major sports leagues in the US are closed and autonomous, with an average of 30-32 teams”, with the role of schools and colleges being significantly more important in the production of future athletes. “The role of schools and colleges in the organisation of sport, and the combination of sport and education is a fundamental feature of the North American Sports model” (Nafziger, 2008). The college system is a highly structured entity which provide the top leagues in America with the best Athletes in the country. We also see a difference in the way clubs/franchises are owned and the way that sports and league are commercialised. 

This report will further analyse the differences between the two-contrasting models, however, it will also identify how they are both having an influence on one another and the possibility that they are actually becoming more alike than we may think.


2.0 League Structure

Both countries sporting models consist of very different league structures, however with the way they are run, funded, structured, both systems are fit for purpose and correspond well with the overall way each sport is organised in either countries.

2.1 UK Model

In the UK we see a comprehensive structure, commonly known as a ‘pyramid structure’ with varying levels of professional, semi-professional and amateur organisations. The English Football League is a series of 140 leagues, containing over 480 divisions with the whole structural hierarchy depending on the concept of promotion and relegation (Hierarchystrucutre.com, n.d.)
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                                                                                  (Appendix 1)

Some argue that this structure provides the opportunity for the clubs that are more successful in terms of sporting performance to rise up the system and compete at the pinnacle, therefore meaning that the hierarchy is not a fixed constant and deserving teams are rewarded with promotion, likewise those which aren’t successful are relegated to the lower division and replaced automatically with the best performing team with the division below (Garcia-del-Barrio & Szymanski, 2009).

“In 1992, the top division separated itself to become the FA Premier League so that the biggest clubs could retain control of TV broadcast income” (Garcia-del-Barrio & Szymanski, 2009), However the promotion and relegation system was maintained. Each team owns one share in the broadcasting rights throughout the season however, those rights are forfeited and passed on to a team that is promoted should that team get relegated. It could be argued that this is a shift towards a profit maximisation system as Szymanski notes that “the development of TV broadcasting has enlarged the inequalities between teams in different divisions, so that the economic consequences of relegation from the Premier League are more dramatic than ever” (Szymanski, 2001).  
The latest TV broadcasting deal, which will run from 2019 to 2022, was sold in packages to a variety of broadcasters, including Sky Sports and BT, for a combined cost of £4.464billion (Slater, 2018). Which, although is approximately £700million less of the previous deal, is still considerably more than the remaining leagues combined, with the English Football League agreeing a deal with sky running from 2019-2024 worth £595million (BBC, 2018).

2.2 US Model

In contrast to the Model identified in the UK, the US Model consists of a ‘closed system of competition’. In the US, the major sports league are closed and autonomous with a larger number of teams compared to the UK and European leagues. 
American sports leagues have essentially domestic competition, unlike the European leagues which are able to compete internationally as well as domestically, consisting of a regular season and playoffs in order to determine an overall champion (Szymanski, 2002 pp:39). The only international aspect are the leagues that have Canadian Franchises as seen in the MLB, NBA, NHL and the MLS (Hoehn & Szymanski, 1999). The only way a league will see any significant change is when “Expansions franchise are admitted on agreement between existing league members and the entry fee is divided amongst them” (Hoehn & Szymanski, 1999) like we’ve recently seen with David Beckham’s franchises: Inter Miami, joining the MLS, or through a franchise relocating to a different city or state, for example the Oakland Raiders moving to Las Vegas to become the Las Vegas Raiders prior to the beginning of the 2020 NFL season. 

Furthermore, another way that the US league structure differs from that of the UK is the important the role of schools and colleges play in providing the next generation of professional athletes, whereas in the UK, the player market relies on academies training and producing talent from a young age until they are eligible to be professional or clubs are able to transfer players from one team to another, usually at a financial cost.
“The main intervention in the player market is the rookie draft system”, this allows the teams with the worst records from the previous season with the opportunity to pick from the best college athletes first with the champions picking last. Ideally, the poorly performing teams can acquire the best players available and thus improving their rosters, therefore the ability to improve their standing in the following season (Hoehn & Szymanski, 1999). 


3.0 TV Broadcasting Rights 

“The market for broadcasting rights to sporting events has grown rapidly since the 1990’s, both fuelling and being fuelled by the worldwide growth of cable and satellite broadcasting” (Cowie & Williams, 1997 pp:619), the attraction value and popularity of sports is significant for the mutuality of commercialisation and development for both sport and the media.

Cave and Crandall stated how televised sports event have increased in popularity in the US and Europe which has had a significant effect on broadcasting sectors, sports leagues and the clubs within them. Andreff and Staudohar explained how broadcasting rights have overtaken gate receipts in what constitutes the major pillar of revenue for sports clubs and is now the major source of income (Andreff & Staudohar, 2000). However, similarly to the league structures, there are fundamental differences in the way sports coverage operates between the UK and the US. 

3.1 UK Model 

The most attractive European products (football broadcasting rights) are acquired by pay-tv, like Sky Sports and BT Sports, whereas in the US, sport is more commonly seen on free-to-air advertising channels still dominate (Solberg, 2002). An explanation for this is the regulations placed upon the broadcasting of sport across Europe which prevents public service broadcasters constructing a viewing list solely based on the commercial aspect, some are not permitted to advertise at all (Solberg, 2002). Restrictions on these companies subsequently affect the channels financial capabilities when bidding to televise sporting events and thus we don’t see the as extravagant figures in the UK, that we see in the US (See appendix 2).

Rupert Murdoch and Sky first purchased the domestic rights for the Premier League in 1992 at a value three times greater than the existing deal which was previously held by ITV. The annual value of the English Premier League has significantly increased ever since, as has the price per match 
In 2018, the next packages of rights to show Premier League games for the 2019-2022 season were sold for £4.464b (BBC, 2018). Sky have the first choice of every weekend match and have committed £3.579b, averaging just under £10m per game. BT will show every Saturday early kick off (12:30) and will pay approximately £300m per season, again just under £10m per game across the three years (BBC, 2018).

3.2 US Model

“The United States has a much more diverse set of sports leagues available for broadcasting than any other part of the world” (Cave & Crandall, 2001). There are a variety of professional major sport leagues in America, NFL, NBA, NHL, MLB, which all have their own broadcasting contracts with varying networks, stations, direct services and via cable. As well as the major sports, college sports, MLS, golf, tennis and automobile racing are also exposed to wider broadcasting and networks.

Szymanski claims that “the existence of more than one major sport in the US, as opposed to the UK where football is the largest in terms of viewing figures, leads to more conservative pricing on behalf of TV networks” (Szymanski, 2003). Because of this, there is a higher amount of sport broadcasts available on ‘free tv’. 
Due to the market being larger in the US, national free to air networks profit from the scale of the economy compared to its counterparts in the UK and Europe. Broadcasting networks in the US are able to reach almost 100% of TV households by connecting themselves to local affiliates which in turn receive compensation for providing the scheduled programming (Dunnett, 1990). (See appendix 3).

In 2011, ESPN and the NFL agreed an eight-year deal (2014-2022) worth over $15b which would allow the network to broadcast all Sunday games as well as Monday Night Football (Statista Research Department, 2016). Other broadcasting networks like DirecTV, FOX, CBS and NBC also purchased rights for a combined total of $56.55b (over the 8 years) to be able to showcase the games via their networks (Statista Research Department, 2016). (See appendix 4).
The most recent NBA tv deal follows closely behind the NFL in the most lucrative broadcasting deals made in the US in recent years. Following the previous agreement ending after the 2015-16 season, the latest deal run until 2024-25 and will increase the annual revenue of the NBA from $930m to in excess of $2.6b (CBC Sports, 2014). Similarly, to the NFL, the NBA is broadcast across a variety of networks, with ABC, ESPN and TNT (See appendix 5) all able to broadcast games via their services. ESPN also planned to expand its rights to ensure it was eligible to air highlights, expand studio shows as well as adding the NBA’s Summer League and the WNBA (CBC Sports, 2014).


4.0 Merchandise & Sponsorship

Sports sponsorship can be defined as “the support of a sport, sports event, sports organisation or competitor by an outside body or person for the mutual benefit of both parties” (Cashmore, 1990). Sponsorship has fast become a crucial source of revenue with brands forming strategic partnerships and commercial relationships with events, teams and athletes on the basis of shared objectives. In 2012 it was forecast that the sponsorship industry would be worth over £29b and overtake the revenue made from ticket sales (Barnett, 2012).

4.1 UK

“The appeal of the world’s biggest domestic football competition, the Premier League, continues to grow, with global audiences increasing to 3.2b in the last campaign and businesses from every industry are eager to get involved” (Robinson, 2019).
Collectively, the 20 premier league clubs annually bring in an additional $1.3b in revenue through sponsorship whilst the Premier League itself, attracts a further $81m each season from its 8 official partners. 

	English Premier League Sponsors 
	Sponsorship Deal (per season)

	Ea Sports
	$17.5m (3 years)

	Barclays
	$15.35m 3 years)

	Budweiser
	$10m (2 years)

	Cadbury
	$7.5m (3 years)

	Coca-cola
	$12.5m (3.5 years)

	NIke
	$13m (6 years)

	Tag heuer
	$6m (3 years)

	Avery dennison
	$1.5m (3 years)


                                                                                                    
                                                                                                                                       (Robinson, 2019)
In 2016, the Premier League controversially dropped the title rights of Barclays, which generated the league $48.5m per season. Wiacek, head of sponsorship at Sportcal, said that “the idea behind ditching the title sponsorship was to develop a clean brand image for the Premier League and follow in the footsteps of American sports league as a means of enhancing the league’s value beyond TV” (Wiacek, 2019). He goes on to state how the partnership strategy, with 7 category partners provided the league with greater flexibility, which in turn has improved the number of opportunities available for the teams.

Buhler argued that professional football clubs in the UK structure their sponsors in the form of a pyramid structure (see appendix 6). Located at the top of the pyramid is the main sponsor who’s name and/or logo appears on the centre of most shirts, making it clearly visible for everyone, as in most instances, they obtain the most financially significant sponsorship deals. For example Chevrolet pay Manchester United £64m per season, Manchester City’s main sponsor, Etihad pay £40m per season, likewise Yokohama pay Chelsea £40m per season (SportsPro, 2019).
Kit suppliers and kit deals differ from the main, traditional sponsors and are more comparable to licensing deals. This allows the kit manufacturers to use the clubs colours and badge to sell replica shirts and help refinance their investment with the revenue generated from such sales (Buhler, 2006). Companies again invest millions of pounds into clubs to be able to be kit suppliers and obtain the benefits that can come with this, so much so that 8 premier league clubs featured in the top 20 of kit supplier annual deals (see appendix 7)

4.2 US 

“The US sports sponsorship market will total $15.5b in 2020, an annual rise of 5.4%” with some projecting the growth to continue up to $19.8b by 2020 (Fisher, 2019). Similarly to the Premier League, the professional leagues America are themselves sponsored by a variety of companies from a variety of sectors.

The NFL is seen as the ‘sponsorship juggernaut’ in America as prior to the 2019 season, more than 30 brands had invested a combined $1b into the league. Wiacek noted how “the NFL is positioned as the biggest sport in the world’s biggest sponsorship market” so it’s no surprise to most that the league is able to generate such significant revenue through sponsorship.

	NFL Sponsor
	Sponsorship Deal (per season)

	Verizon
	$300m (13 years)

	Anheuser-Busch InBev
	$230m 

	Nike
	$120m (8 years)

	Pepsi
	$100m (17 years)

	Oakley
	$75m (1 year)

	Amazon
	$75m (2 years)

	Fanatics
	$50m 

	Caesars Entertainment
	$30m 


                     
                                                                                                                                         (Forsdick, 2020)

Unlike the Premier League and many other leagues in the UK, the NFL does not permit the use of a main sponsor or a shirt person, so much of a franchise’s revenue is provided by tv deals, merchandise sales, match day tickets and match day secondary spend.

The NBA, like the NFL has a variety of sponsors which helped the league generate over $8b in 2019 (Warond, 2019). The NBA possess some of the most lucrative advertising events around, with over 1 billion people around the world watching the league every year, brands are spending billions on stadium rights, player endorsements and most recently jersey patches to be able to amplify their message (Warond, 2019).
As of the 2017/18 season, the NBA allowed teams to be able to advertise sponsorships on their jerseys, unlike the NFL, MLB, NHL. 14 teams have so far elected to do so with the most lucrative being the Golden State Warriors having a deal with Rakuten worth an estimated $20m a year (TheSportReview, 2018).

Sponsorship and endorsement deals are having a greater impact on athletes, past and present. Michael Jordan for example, is regarded as possibly the greatest basketball player of all time, made just under $100m throughout his career (Gaines, Manfred & Askinasi, 2019). However, according to Forbes, he is now worth over $1.65b. Jordan, in collaboration with Nike, is the owner of the most lucrative sponsorship in NBA history. The Jordan brand generated $3.1b in revenue in 2017, with Jordan himself taking home over $100m of that, more than he earned throughout his whole NBA career. (Forbes, 2019).


5.0 Ownership

Typically, “there are four different types of ownership structures found throughout professional sport: Public; in the form of stock ownership, Public; in the form of community ownership as well as private and single entities” (Smith, 2003). 

5.1 UK

Hamil and Chadwick (2010) argue that within the history of the Premier League, there are three ownership models which have become visible and all have their own motivations and measures of success: The stock market model, the supporter trust model, and the foreign ownership model. The latter of which has become increasingly popular with the increase in revenue of the Premier League.

Foreign has become increasingly prominent in the UK due to the costs of operating a club, more so in the Premier League, especially when you take into consideration the rise in players wages and transfer fees. “Many owners have been unable to provide the required levels of investment in order to compete and have sold their majority stake in the club to wealthy foreign investors” (Wilson, Plumley & Ramchandani, 2013).
The commercialisation of the league has also become a large factor in the influx of foreign investment into clubs. The global appeal, coupled with the broadcasting right deals worth billions of pounds, the opportunities for investors to expand brand potential has made the Premier League an increasingly attractive proposition (Wilson, Plumley & Ramchandani, 2013).
However, not all Premier League clubs are owned and/or funded by foreign investors. Clubs like Bournemouth, West Ham and arguably the most successful example of UK based investors, Tottenham Hotspur operate through a domestic private investor model, which runs almost identically to the foreign ownership model (noted above), the only difference being the investment is provided by a UK based owner/investor, traditionally with an emotional attachment to the club (Wilson, Plumley & Ramchandani, 2013).

5.2 US 

Private ownerships by individual investors or privately held corporations are the most popular form of ownership amongst professional sports franchises in the United States (Smith, 2003). In 2002, Forbes noted how the most valuable franchises, in each of the top professional sports in the US, were all privately owned by individual investors (Forbes, 2002). This is still seen today, as of 2019, the Jerry Jones owned Dallas Cowboys were crowned the most valuable sports franchise in the world for the fourth year running, valued at $5b (Badenhausen, 2019).
The NFL is more opposed to the idea of teams being publicly owned, hence why only 1 of the 32 teams (the Green Bay Packers) have public ownership. The NFL Constitution also “prohibits corporate ownership of franchises, and 75% of the NFL’s owners must approve all transfers of ownership interest in an NFL team (Smith, 2003). Parity is one of the NFL’s main goals and they believe that publicly owned corporations would be able to potentially provide greater capital than private ownership thus creating an unfair disadvantage and disrupting the way the league is currently structured, causing a demise in doing so (Smith 2003). 
Smith also argued that the NFL also worries about “undue commercialisation of the NFL” as a result of public ownership. He used Disney as an example explaining how corporations would turn a franchises focus away from football and use it as an advert for Disney and its products so as a result, take away the league as a whole.


6.0 Stadium & Facilities 

“The 1990’s saw a surge in sports stadiums and arena being built” (Johnson & Whitehead, 2000). USA Today (1996) forecast that the total spending for the completion and planning during the decade topped $9b, with the majority of the funding being provided by local governments and the state.

The way in which a modern-day fan consumes sports has changed in recent years and stadia are expected to follow suit in being able to offer products and services to meet the consumers demands. “The evolution of the match day experience means that organisers are tasked with creating a more connected, engaging and interactive environment. Fans are not just spectators anymore, sports facilities need to become highly adaptive entertainment destinations for before, during and after the event” (Halicka, 2016).

Stadiums and events in the US are ahead of the curve in comparison to the UK, who are now attempting to catch up with the recent redevelopments of new stadia like Wembley and the surrounding area and more recently the Tottenham Hotspurs stadium.

6.1 UK

A stadium is a significantly important part of any club/franchise as it is where the sports fan directly consumes the event and experience that sport offers (Westerbeek & Shilbury, 1999). The long term of a sports facility, mainly stadia, is primarily determined by the quality of the sporting event on offer, however, it is also dependent on the quality of the spectator experience (Sheard, 2001). Both of which interact in order to be able to attract and keep fans attending events.

The UK falls somewhat behind the US when it comes to match day and stadium experiences, however, recent developments like the new Tottenham Hotspur show us that stadium development are following those trends. The new Tottenham stadium is said to be “the most technically advanced stadium in the world” (Lee, 2017). The 61,000 seater stadium contains the longest bar in the country, heated seats with built-in USB ports, a glass walled tunnel so fans are able to see the players prior the when they walk out as well as a ‘sky walk’ which allows fans to walk across the roof of the stadium (Wainwright, 2017).

Other advancements like new, high quality concourses and hospitality lounges encourage early arrival and increased fan engagement opportunities. More clubs are offering NFL-like fan zones in order to encourage fans to get to the stadium earlier. West Brom trialled a fan zone providing live music, big screen TV’s, games and family fun, Man City launched ‘City Square” alongside BT in order to create a pre-match entertainment area which gets fans together earlier and build the atmosphere and excitement around the event (Halicka, 2016).

6.2 US

Most major league teams in the US play in publicly owned and funded facilities. By the turn of the century, it was reported that 75% of MLB, NFL, NBA and NHL teams all played in publicly owned buildings (Quirk & Fort, 1992). Building stadiums and likewise facilities became popular amongst local governments and states in order to prevent an existing team from leaving, which frequently happens in the US unlike the UK, or to attract a new team to the area (Johnson & Whitehead, 2000) like we have recently seen with the Oakland Raiders franchise moving to Las Vegas in preparation for the forthcoming 2020-21 season.

The NFL is arguably the most advanced league in terms of stadia design and with staggering TV deals, each team is trying to develop bigger video screens and provide faster wifi (some are the first to be 5G ready). The new $1.6b Mercedes-Benz stadium, home of the Atlanta Falcons features the world’s first 360-degree video wall along the roof of the stadium, spanning 335m as well as a rotating oculus roof which operates to open and close the roof when necessary (Wainwright, 2017).

“Negotiation by English football teams with corporate sponsors for shirt naming rights is now standard practice but, with exception of a few, the concept has not been extended to stadia” (Crompton & Howard, 2003), whereas in the US, we see the reverse situation with teams/franchises not possessing a shirt sponsor, again with the exception of a few with recent developments, but facilities naming rights are standard practice (see below selected NFL examples)


	Team
	Stadium Name
	Sponsor
	Deal Worth ($)
	Length (Years) 

	Baltimore Ravens
	M&T Bank Stadium
	M&T Bank
	60m
	10

	New England Patriots
	Gillette Stadium
	Gillette
	105m
	15

	Minnesota Vikings
	US Bank Stadium
	US Bank
	220m
	25 

	New York Giants
	MetLife Stadium
	MetLife
	400m
	25

	Houston Texans
	NRG Stadium
	NRG Energy
	300m
	32

	Denver Broncos
	Sports Authority Field at Mile High
	Sports Authority
	150m
	25

	Carolina Panthers
	Bank of America Stadium
	Bank of America Corp
	140m
	20

	San Francisco 49ers
	Levi’s Stadium
	Levi’s
	220m
	20


	 
      	                                      (Long, 2016)


7.0 Globalisation 

According to Albrow (1990), Globalisation “refers to all those processes by which the people of the world are incorporated into a single world society, global society”. The interpretation behind globalisation is that through technological, commercial and cultural advancements, the world is becoming more standardized. This interpretation can be seen across the sporting world. Globalisation “induces changes in the sport systems, increasing involvement of the media, increasing dependence on sponsorship and the growth of the sports industry” (Bodet & Chanavat, 2009).

Some of the top professional clubs in the world, like Real Madrid and Manchester United, as well as leagues like the National Basketball Association (NBA), the National Football League (NFL) and most predominantly the Premier League are primary representatives of this phenomenon. 
Millward (2011) stated how “the early years of the twenty-first century have seen elite English football undergoing the process of globalisation” and thus the Premier League being described as a transnational football league due to the ever-increasing number of foreign players, managers and owners (Millward, 2012). We’re also seeing the Premier League broadcast across pretty much every country in the world as well as clubs taking pre-season and post-season tours to foreign countries in order to continue to expand their global reach.

US sports have also become accustom to globalisation have an impact on their respective leagues. The NFL has held its international series in the UK since 2007 and has since expanded to Mexico, with 5 games being played overseas in the latest season (see appendix 8). The NBA prior to the beginning of the season had been down to hold its pre-season in Asia (however it was cancelled due to political reason in certain countries) as well hosting games in Mexico City and Paris throughout the regular season (see appendix 9).
In 2017, the Major League Baseball (MLB) became the latest major sports league in America to continue to grow their sport internationally by offering games abroad in both Asia and England for the 2019 and 2020 season with the Chief Legal Officer stating “playing major league games abroad is critically important to growing the game” (Halem, 2017).


8.0 Conclusion

In conclusion, it could be argued that the American and British sporting models are becoming increasingly like one another. “The American model of sport is more commercially orientated that the traditional English structure with key roles for advertising, sponsorship and particularly television” (Duke, 2002). Although some may argue that the commercialisation and globalisation impact on British sport can be seen as a negative, despite the changes that can be seen in many major sports, mainly the Premier League, “traditional fan culture is still alive and well” with support of clubs and the associated norms are still being passed on to the next generation of fans, so despite these changes, fans have not been passive and stood up for what they believe in (Duke, 2002).

An aspect of the American sporting structure that could possibly be implemented into the UK system is the importance of education within the development of athletes. Student athletes are required to study to a certain standard in order to be able to compete for their respective colleges, with the majority completing their degrees and therefor giving them a ‘fallback’ option should they not become a pro athlete. Something which should be implemented in the UK in order to allow academy product who don’t make it another opportunity and career path.
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Table 1:

Amount of advertising allowed on TV channels

us: No federal law limits the amount of commercial matter that may be
broadcast at any given time. The exception is television programmes
aimed at children 12 years and below, where advertising may not
exceed 10. 5 minutes per hour on weekends and 12 minutes per hour
on weekdays.

UK: The BBC is not allowed to air advertising. Channel 4 and ITV are limited
to 7. 5 minutes per hour, while BSkyB is limited to 9 minutes per hour.
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