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[bookmark: _Toc77585222]Introduction:

This report seeks to establish and critically evaluate the professional team sport environment and ascertain the differences between the US and the UK model? Between   United States of America (USA) and United Kingdom (UK) these two countries sports are successful but use different sports business models to achieve success.  Both of these models are looked up to as these countries do things very differently but still attract fans and money. The differences between British vs. American in the culture of sport is the diverse styles of sports that these two countries favour.  Americas most popular sports are basketball, football, and baseball; however, their British counterparts prefer football, tennis, cricket, and horseracing. The tendency of pubs in the UK to be family-orientated means that British families enjoy a day at the pub to watch the game of cricket or soccer together at their local pub. Though Americans would rather get together to watch a game of football at home or various other live sports events
 Betting online is both popular in the United Kingdom and the United States. Though gambling online and betting on sports is legal in the UK, it is still regarded as illegal in the majority of the USA. Within the US where online gambling is illegal there are only a few states where it is legal which includes Nevada, Delaware and the state of New Jersey. As online gambling is mostly   illegal in USA, but online gambling is legal in New Jersey. 
[bookmark: _Toc77585223]Transnational model
Sport progressively seems to differ in national and business-related fundamental aims that pressure sport’s dual configuration. The new sport model is based on clubs as companies. Fierce vigour, certainly existence, is sought by team success Within professional sports its progressively connected to the transnational labour markets. In the European Union, the industry of sport commercial status is projected to account for 3–4 percent Gross Domestic Product and 5.4 percent workforce, subsidising 407bn Euros worth additional for the economy in 2004 (Dimitrov et al., 2006; Henry and Gratton, 2001). This type of financial value is gradually demonstrated by sport immigrational trends. The Athletics Federations documented over 250 sportspersons to have acquired nationality transfers. Global sports markets need transnational labour. Though not all are evenly fortunate in position or approach the transnational labour force, the idea of national sports gradually becomes an illusion. In this article. Qatar a small country in the middle east has football training centres in Spain, South Africa, Kenya and has premises on campus of the Australian institute of Sport – a outstanding sport science and technology institution – represents a impressive proficiency partnership that differentiates Qatar as a global location of sport expertise. The Aspire Academy has an extensive scouting practice in 2007, ‘500,000 boys born in 1994 from seven different countries – Cameroon, Algeria, Kenya, Ghana, Nigeria, South Africa and Senegal were asked to Qatar as part of a talent scouting (BBC Sport, 2007). Transnational scouting is customary within the Premier League. Although situated in Britain, the league goes on holiday abroad playing display games abroad in, America, Africa, Asia and India. Premier League clubs like Arsenal, Manchester United and Chelsea entice transnational fan allegiances from ‘worldwide groups of fans and retail customers that are alike in magnitude, if not markers of ID, with resident of nation-states’ (Giulianotti and Robertson, 2004: 551). Expected to have around 41 million fans within Asia, Manchester United now posts online in Mandarin on their home page. Media businesses for broadcasting distribution, smaller clubs, and professional exhibition tours often chase after Asian markets. Transnational recruitment also develops markets. The Premier League 2007 foreign broadcasting market involved ‘more than 200 countries, worth a value of £625m for three years’ (Sheerwood, 2007). Defining the big clubs as transnational companies, Giulianotti contemplates football as transnational labour, as buying Asian footballers can increase club’s sale of produce in the Far East (Giulianotti and Robertson, 2004: 553). Such as one transnational labour purchase at Arsenal purchasing the Japanese Junichi Inamoto for £3.5 million back in July 2001 and was expected to have achieved more than that price in merchandise sales in Japan. Although Inamoto played onlt three games and was later freed by Arsenal within the year’ (Giulianotti and Robertson, 2004: 564). Throughout transnational talent investing, hiring. Qatar extends and increases its sports nation like that previously seen within other transnational sport markets. 
[bookmark: _Toc77585224]National identity
The practise of sport being used as a political implement to ‘generate’ national identities has long been of interest of social science experts (Anderson, 1999; Bairner, 2001; Cronin and Mayall, 1998; Giulianotti and Robertson, 2007; Hargreaves, 2002; Maguire, 1999; Maguire and Tuck, 1998; Miller et al., 2001; O’Byrne, 2003). As Hobsbawm (1990: 143) sated the connection concerning nationalism and sport is not surprise given that ‘The illusory communities of millions appears more real with a team of eleven appointed people. Therefore, it’s not surprising due its history and culture associates with nationalism and national identity sport often acts as a dominant theme or vehicle in MNC promotional culture (Jackson et al., 2005). While they grasp diverse views and meanings about the environment and fundamental results of globalization (Giddens, 2000, 2001; Hardt and Negri, 2000; Held and McGrew, 2002; O’Byrne, 2003; Robertson, 1992; Robins, 1997), academics incline to agree that it includes ‘the increasing size, mounting scale, hurrying up and intensifying effect of transcontinental movements and displays of social interaction’ (Held and McGrew, 2002: 1). Therefore, globalisation, regularly motivated by global media (Barker, 1997), improves the relations concerning nations with respect to the scopes of economies, information. As a result, some academics claim that the nation state is not only in danger from the developments of globalisation (Appadurai, 1990; Giddens, 2000; Hardt and Negri, 2000).  Giddens (2001: 56) states this decline has affected how people view sources other than their nation- state in transferring their individual sense of uniqueness’. Other scholars (see Calhoun, 2007; Held and McGrew, 2002; Schinkel, 2009) still, debate that globalisation has developed in the state to increase the significance as a shared cause of identity that is merely being refined and continues to be an influential system. However, Perry (2004: 291) comments that ‘while we might now exist in a reality in which authority advance in global currents, people nonetheless remain to live in, and to be attached to, certain abodes.  These different points on globalisation and its influence on national identity and nation, various queries appear. states that needs to be questioned how this relates to transnational companies who are influential in the process of globalisation to discuss the relationship; that is, how do they localise by appropriate, negotiating and even altering the nation not only as a political and financial make-up but as a emblematic method and basis of identity development.
Anderson (1999) argues that nationalism is an object that is not innate from the preceding years rather it is a common goal for now and in the future. As stated by Anderson (1999: 2), nationalism result from when, in a certain physical region, the residents start to sense that they share a mutual goal and outlook. O’Byrne (2003) agrees with Anderson’s views, declaring that nationalised identities are not simply political inventions, and they are not ancient, instead they have created through past struggles. These cultural issues happen across a range of establishments and cultural ideas historical events and sites of popular culture. One cultural institution and practice that features prominently in the construction of nationalism is sport. 
[bookmark: _Toc77585225]English premier league
Wilson et, al (2013) states that most of these, rich football club owners come from abroad, while emphasising the international attraction of the EPL.  Wilson et, al (2013) writes that in 2013, 20 of the clubs in the EPL were owned by foreign stakeholders.  Russian billionaire Roman Abramovich’s has led the way for foreign owners with his purchase of purchase of Chelsea Football Club in 2003. This was then followed by other EPL clubs like Manchester United in 2005, Sunderland AFC, in 2006 and again in 2009, Aston Villa in 2006, Manchester City in 2008 and Blackburn in 2010 and foreign owned.  But the trouble with this is the way the club is ran financially. (Deloitte, 2011) says Initially, investors were, and in some are still overseeing clubs under a model known as trophy asset. which needs ongoing investing in losses and producing return only in the way of capital growth and changing ownership, as pressure competitively to win offsets any shared desire to limit outlays. Though, with takeover of Manchester United in 2005 and the aim of UEFA to limit financial mishandling through FFP, it is quite possible that there could be a return to the days where football clubs ran as profit maximising businesses. 
 The EPL has managed to establish itself as the biggest and most lucrative league in the world of football. Deloitte (2011) states that the EPL’s income topped almost £2.5bn in 2009/2010, which was £800m above than its closest opponent in Europe and the German Bundesliga. Furthermore, the EPL has a superior scope into the world-wide marketplace than any other European league and is broadcast weekly to more than 200 countries. The broadcasting rights for EPL agreements are expected to have pushed revenue for clubs to further than £2.2bn in 2010/2011, with foreign rights estimated to be around 40 per cent of this figure (Deloitte, 2011). Due to the outlandish revenue that it makes, it is not a great surprise that the EPL has enticed substantial external backing. Investing has derived from city organisations during the mid-1990s, from companies within the media and more recently from wealthy indenpent owners. 
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Real (1998:14) states that the sports world in the era of mass media has changed from nineteenth century unprofessional entertaining involvement to late twentieth and early twenty-first century spectator-based technology and business. Previously sport was just described as a competitive and organised physical activity. Likewise, participants involved sports fanatics and their commitment was to benefit more pleasure from sport. But, after undertaking over a century of reform and modifications, the current model of sport now involves to other businesses like economics, media and culture. In these businesses, sport and media have a clear matrimonial connection in global sport.
Media contains many expansive fields in sport including television, radio, newspaper and internet. However, with the rapidly development of sport and status, increasingly people are starting to concentrate on sport media events and other sports related businesses. As the number of spectators increases, media has become a vital route for the sports industry provision whilst it is a decent mixture between sport and media. 
As sport grows further, more professional sport mega events held both at international level and local level develop an inclination towards globalisation.  Olympic Games draws the attention of sports fans at a global level due to the establishment of the Main Press Centre (MPC) and International Broadcasting Centre (IBC). Sport in general can assist many methods of media broadcast development, like the sales of newspaper, whilst increasing radio, television ratings and advertising income (Schirato, 2007). Broadcasting is an essential component to invigorate the sports media and the world. Acquiring TV rights is paramount to expand global media coverage. This will aid confidence and intensify the interest in football clubs and sports events, raising the price of sports events, sport goods sales, 
In the age of commercialism, sport and media have been able to turn players into commodities. Some sports clubs are operating a business management model. Using players as assets in order to trade making money from transfer fees.  Back in 2003 David Beckham was sold for £24.5 million this being one of the most expensive deals ever, from Manchester united to Real Madrid (Beckham joins Real Madrid, 2003). However, as sports superstars have developed certain profitable corporations have expanded, with merchandise with relating to these mega stars. These produces range from small cheap items to overpriced luxury bespoke items by using the star to endorse the products. This business is so successful that it expands their fan base all over the world which in turn maximises profit margins. In the form of media technology this then generates sports reports, which creates a robust perception of interest, and a overwhelming feeling of being uplifted. Sport and media have a great relationship within society. They have such a beneficial working relationship that each is promoting the other in such a profitable way. In the Western world the sport industry developed very earlier compared with other nations. The sports industry has grown enormous. The managing of sport market has grown significantly increasingly and the sports industry in countless countries has become a leading industry for their state economy. In United States the sports trade is one of the most advanced industries. Twenty years ago, the sports industry profit margins were more than petroleum, car and aerospace industries (Cheng, 2000). With the United Kingdom Sports industry profit margin stretched to 70 billion pounds, also surpassing their profits of motor industry and tobacco trade. he global sports industry in 2001 yield value has reached a substantial figure of 400 billion U.S. dollars. During this time the Olympic television broadcast rights had the opportunity to profit from it. According to China Daily, a oversees newspaper within China, the International Olympic Committee (IOC) proclaimed the National Broadcasting Company (NBC) paid 22 billion U.S. dollars to gain the television rights for the Winter Olympic Games in 2010 and Summer Olympic Games in 2012. During this time the Olympic television broadcast rights had the opportunity to profit from it. According to China Daily, a oversees newspaper within China, the International Olympic Committee (IOC) proclaimed the National Broadcasting Company (NBC) paid 22 billion U.S. dollars to gain the television rights for the Winter Olympic Games in 2010 and Summer Olympic Games in 2012. Sport is believed to the most vital source for the media, also it can be understood that the media create the market and the return are essential to maintain the sport. (Yu, 2002) argues that the relationship between sport and the media is a consistent win situation as one needs the other to endorse them. (Kotler, 1993) states that the 1993 Olympics were put together without government funding as the American businessman Ueberroth. raised 700 million U.S. dollars from financing. In the end made 215 million dollars. This then went on to be described as “Ueberroth mode” due to no sponsorship deals.
[bookmark: _Toc77585227]Market place
 Few markets can be categorised as entirely competitive or as a theoretical monopoly (Gratton and Taylor, 2000). The majority of businesses do compete with other companies; often uncompromisingly, and however they are not accepting prevailing price. But other sports markets are between the two entities of monopoly and perfect competition, in the realm of “imperfect competition”. Within this, lies monopolistic competition and oligopoly. The EPL is ran closely associated with monopolistic competition as all clubs are fundamentally marketing the same product, although at various costs. Profit maximisation and economic return on moneys are not extensively held to be robust purposes in English football (Buraimo et al., 2006) states there is undoubtedly that this may alter in the future especially in regard of the Glazer purchase of Manchester United. This is possibly the only purchase that making a money seems to be the key incentive of the proprietors.


[bookmark: _Toc77585228]Sports leagues
The academic literature on the subject of determinants of the degree of competitive inequality in sports leagues was established by sports economists in the USA, within North American team sports mainly in mind. Unsurprisingly, the growth of this work has led to contrasts between the North American and European model (Hoehn and Szymanski, 1999; Andreff and Staudohar, 2000; Szymanski, 2003). The European model is unique and will continue to like this, but there seems to be an overlap on particular features (Andreff and Staudohar, 2000).  Mutually between Europe and the USA, sports leagues are combined enterprises that can be regarded as a solitary entity or syndicate. Clubs are individually owned with prudence to set fees, promote the games and implement tactics to contend with other clubs. There are, though, numerous main variances concerning the two models, all of which eventually impact on factors such as revenue production and the capability to compete. The American sports model works on a draft structure where the finest playing novice is allocated to the worst team that’s performing. Additionally, American sports leagues function with pay caps, sharing broadcasting income evenly and compete solely in domestic structured leagues (Andreff and Staudohar, 2000). Instead of promotion and downgrading, apparent throughout the European model, variations in the American leagues derive from additional franchises and repositioning franchises to alternative city. 
From this, it is rational to insinuate that profit maximisation is the main aim of North American leagues and team owners, with cost-effectiveness being the key issue swaying judgements regarding the accolade of contracts and transfer (Dobson and Goddard, 2011). To compare the literature indicates that the sports model within Europe is closer to utility or win maximisation (Sloane, 1971; Kesenne, 1996, 2000; Garcia-del-Barro and Szymanski, 2006). The excluded characteristics like pay caps and income shares within the European model potentially makes it more attractive deal, especially for utility maximisers who wants for temporary sports success is subsidised by the purchase of superior players who charge higher incomes. Comparing this with the profit maximisers, clubs that have formerly observed the stock market model of club ownership, and it is clear that the variances emphasised among the North American and European models are also predominant within the behaviour of ownership kinds in English football. 
[bookmark: _Toc77585229]Club owners
With rapid increases in incomes and the amassed marketable appeal of the EPL in current times it is easy to understand why numerous individuals now describe football as a business (Banks, 2002). In a standard business, one could assume the only enthusiasm for overseeing the business for only a profit (Beech, 2010). Though, this is rare in English football, especially in the EPL – only four clubs made a gross profit in 2009/2010 and mutual losses for EPL clubs equalled £484 m (Conn, 2011). Debt levels within EPL clubs have increased greatly in recent years (Deloitte, 2011). It is thought that the EPL is presently the most lucrative league in the football world, it is understood that an inconsistency between income and expenditure happens. For football club’s income consists of three main subheadings: match-day receipts, broadcasting rights and commercial receipts (Beech, 2010; Deloitte, 2011), whilst the main expenses a club pays are its players and the tendency is clearly one of mounting costs, owing to the enticement to buy more better players. 
The inconsistency concerning profits and expenditures in the EPL can be explored in association to the transformation of possession in the structure of EPL clubs in current years. Throughout previous years there have moved away from clubs been floated on the stock market to become privately owned business. Additionally, moving to private proprietorship has mainly been to the foreign ownership model, whereas the amount of locally owned clubs has been low. Whereas EPL clubs’ incomes continue to increase, the lucrativeness of clubs has become particularly unfortunate, with an increase in debts and losses. Having moved away from the stock market model of proprietorship, where profit maximisation is the key significance, concerning private stakeholders especially foreign benefactors might clarify a quantity of these losses. 
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From the beginning   in 1851, the America’s Cup has been well-defined by a custom of debate, technological modernisation and patriotism (Perry, 2004; Rayner, 2003; Smith, 2002; Wilkins, 2003). Regardless of continuously being an occasion that undertakes trials from any nation, the modern American Cup was not a global sporting event till Australia won this Cup in 1983 (Prichard, 2000; Whannel, 1992).  Until this occurred the American Cup had not been out the USA in 132 years manufacturing the 1983 event more theatrical and intensified national interest (Prichard, 2000: 10). Australia’s 1987 defence in Freemantle providing New Zealand a country with more sailboats per heads than any other (Smith, 2002) This then produced the opportunity to for its first Cup bid. Especially, the 1987 Cup not only saw an upsurge in countries competing, but also a rush of media publicity largely determined by the increased co of the event. Although the competition, from the begining, has always been the field of well-off men with business interests, and those they are keen to finance’ (Perry, 2004: 292), the current environment of Cup racing supports a promotion period Smith (2002: 31) as drifting advertisements for business sponsors and technological partners. Certainly, throughout their 1995, 2000 and 2003 promotions, Team New Zealand (TNZ) implemented a funding tactic that involved covering their exterior and sails with logos of sponsors.
TNZ initially won the American Cup in San Diego in 1995 and effectively safeguarded it in Auckland 1999–2000. The conquests were characterised as evidence that New Zealand could challenge the world and elevate the Americian Cup within New Zealand cultural identity. Indeed, TNZ’s triumph in 1995 caused in a nation-wide celebration decorated with patriotic parades across the nation’s cities, the scale of which had not been known since the end of the Second World War (Boshier, 2002; Larsen and Coutts, 1999). The succeeding success in 1995 and 1999–2000 increased interest in the America’s Cup in New Zealand causing in new publicity campaigns that efficiently created the event and TNZ as nation-wide phenomena. 
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 Losses at Chelsea and Manchester City have been accredited to expenditure on transfer fees and player wages, subsidised by the club’s wealthy foreign benefactor. At these clubs it is progressively obvious that “utility” and “win” maximisation offsets any aspiration to operate the club as a lucrative business. 
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In contemplating the wider speculative discussion and the concept of mutuality, Lohmann (1992) states that partaking, communal goals, and funds as the basis along with equality. Dart (2004) states to positive behaviours and an ethical goal endorsing the notion of being business like in non-profit organisations when trust, mutuality, and common aims. Schacter (2010) also states the opinions made by Lohmann with the addition that mutual organisations have a programme task to provide service. Mutuality as a perception in volunteer organisations is encouraged within the psychological content, an emotive compact that holds members attentions (Liao-Troth, 2005). Weisinger and Salipante (2005) suggest the significance of linking ties to enable to recognise and form mutuality to sustain social principal in voluntary organisations. McCambridge (2004) states that non-profit authority is not to be undervalued and the welfares of ordinary people should not be marginalised to serve monetary interests in Wall Street.  McCambridge, (2004) public responsibility is a crucial attribute together with the values of mutuality participation shared purpose, sharing resources, and social affairs are predominant to assist the interests of the people. 

[bookmark: _Toc77585233]Sponsorship & stadiums
As time has passed and media attention has increased alongside sponsorship income has been the main causative influence for the prevalent commercialisation of sport. Consequently, sports clubs have reinforced their teams and player capability, increasing their international publicity and financial gains, and augmented the professionalism within their organisations (Ferkins, Shilbury, & McDonald, 2005; Szymanski & Zimbalist, 2005). Football is thought to be the most popular sport in England, with football clubs taking a fundamental role in sustaining the structure of local neighbourhoods (Conn, 1997, 2005; Kennedy & Kennedy, 2007). Though, occasions within the English football activity over the previous year’s demonstrate the growing impact of commercialisation and rejuvenation of business practices within the sport. Of these changes include the moving to all-seated stadiums following on from the Taylor report into the Hillsborough disaster in 1989 (Taylor, 1990), the take-off of the Premier League in 1992, list of clubs onto the stock market, then satellite broadcasting and commercial incomes, and the growth of foreign ownership. 
[bookmark: _Toc77585234]Background of Premier league 
This has instigated substantial attention in the business of professional football particularly since the creation of the Premier League in 1992. Therefore, academic interest in corporate football has grown creating a body of theoretic (Baldwin, 1997; Malcolm, 2000), (Hamil, Michie, & Oughton, 1999, 2000, 2001), (Banks, 2002; Morrow, 1999) empirical literature reviews focussing on the subject. Although there have been grave financial troubles at many football clubs in England (Emery & Weed, 2006; Lago, Simmons, & Szymanski, 2006) growing increased apprehensions concerning the business control and financial mismanagement of football clubs (Farquhar, Machold, & Ahmed, 2005). Previously in 2009-2010, football clubs in the Premier League made total incomes of £2.1 billion, however 16 of the 20 clubs had great losses, equalling £484 million, and those with loses were reliant on backing from their affluent benefactors (Deloitte, 2011). Combining operational losses for Championship clubs had gone up from £53 million to £75 million; in surplus of £3 million per club in 2006/2007 (Deloitte, 2008); though there have been 58 incidents of clubs out of the 92 who had competed at all levels of the English Football Leagues entered into administration since 1986, with 17 cases in 2002 and 2003 alone following the downfall of ITV digital (Emery & Weed, 2006, p. 5). 
[bookmark: _Toc77585235]Stock market
The financial difficulties in the football industry cannot be merely attributed to an absence of income, with the Premier League facing quick increases in income and the Football League also facing reasonable increases (Lago et al., 2006). Lago et al. (2006) states that economic difficulties can be credited to pitiable business control measures and unmaintainable economic organisation tactics. In modern times, numerous academic studies have emphasised the benefit and significance of fan and mutual ownership in football (Brown, 2008; Emery & Weed, 2006; Michie, 1999; Morrow & Hamil, 2003). The biggest majority of clubs in the main levels of English football are organised as companies limited by shares. At one time, beyond than 20 clubs were put on U.K. stock markets, but this has primarily ceased. Morrow (2003) highlighted the stern struggle between the position of football clubs as lucrative businesses and football clubs as social establishments. Football Clubs are efficiently viewed as social and cultural organisations by their fans, their main communal or stakeholder (Morrow, 2003). Arnaut (2006, p. 67) states that the mutual model offers the utmost efficient guard against club ownership by a ruthless individual, and it is also a greater egalitarian model. Adams and Armitage (2002) state the clearest argument for mutuality in football is that it eliminates the menace that the supporters will be manipulated to make revenue for shareholders. 


[bookmark: _Toc77585236]Conclusion
To conclude that EPL and the American sports have very different features and are financed in very different ways. But this this doesn’t interfere with how successful they are. Both the UK and the USA run sport businesses very successfully although very differently organised and structured. From this we can understand that want to be successful and manage this accordingly. However, the culture is somewhat different in the USA compared with the UK in how they appreciate sports and what type of sports. It can be understood the difference is good and both the UK and the USA can learn from each other.
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