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INTRODUCTION- DINAMO BUSINESS DESCRIPTION

Football is not only a sport but is a passion that since the early childhood has inspired people to play together and enjoy the beauty of teamwork.
Thus, the diffusion of football as a sport, both for professionals and amateurs, explains the expansion of football pitches, as well as the constant growth of the synthetic grass industry, as it helps to save high cost of maintenance for soccer stadiums.
Aiming to be a successful business, Dinamo football sport centre has chosen to be based in Wembley that aims to guarantee access to the soccer field at a competitive price to stay competitive in a price-sensitive area, where different sport centres still attract several customers. Apparently, Wembley is a location that can count a good engagement area and on efficient transportation links. 
Dinamo football pitches welcomes children and less young to promote the passion of football for both beginner players and professional with the purpose to improve the physical and mental health of the local community by practicing such a beautiful team sport.
The following business plan explains the method and the strategy used by Dinamo to keep the business profitable and successful in the lively area of Wembley.












MAIN BODY PARAGRAPH- BUSINESS ANALYSIS

Dinamo vision is focused on transforming lives and improve the quality life of the local communities though the love and power of football.
Dinamo aims to adopt an innovative strategy based on inclusion: by being inclusive Dinamo wants to involve people with different backgrounds and cultures to play together as a team. Diversity contributes to create a richer environment and more productive environment, where everyone contributes to achieve the same goal, being successful football players.
According to Doctor Kilvington (2023), football often excludes people from ethnic minorities, and it is pivotal to advocate for a game that is more equal, inclusive and a which truly represents our society.
Dinamo wants to follow the research of Doctor Kilvington (2023), who in his studies found a lack of British Asians in soccer, which does nor represent our multicultural society. The lack of diversity and representation could be a barrier entering the football career, reason why Dinamo aims to involve people from different backgrounds and create stronger and more committed football teams (Kilvington, 2023).
People from ethnic minorities are excluded from football, on and off the field. I want a game that is more equal, inclusive, and diverse and representative of our society.
Particularly, being football a mechanism of integration, Dinamo wants to promote the inclusion of young Muslim women in London. According to Carr and Power (2021), Islamophobia is still a reality in our society, and women who wear Hijabs are often not included in football because their clothes expose them to a target of hostility (Carr and Power, 2021). Dinamo aims to adopt an inclusive strategy where women with Islamic backgrounds are welcomed and respected and incentivised to achieve their football ambitions. Dinamo wants to include girls and women from different age and backgrounds giving the possibility to play a team sport where together they can realize a dream and be part of a successful team. 
The services that Dinamo offers are the following:
-Rental by the hour of the football pitch
-Football school for children and young people:
-Organization of football tournaments
-Organization of summer internships
-Birthday parties
- Events
-Bar
Beyond the substantial initial investment, for Dinamo the economic rewards and returns will be high. The management costs are low as the synthetic grass requires very little maintenance, and in a short time the business can generate a profit from the investment supported, while providing to customers a fantastic service that shows the full functionality and efficiency of the structure.



















PESTLE ANALYSIS
Dinamo identifies the prerequisites to conduct a successful business in the PESTLE analysis, where the political, economic, social, technological, legal and ethic factors contribute to thrive a prosperous company.
Dinamo considers professional football not just as a famous sport bus as a developing industry, where micro and macro economics managerial thesis help to present football in a management way with its unique characteristics.
· Political Factors
According to Manoli (2014), in the 1980’s under the Margaret Thatcher’s administration the government interference in football has played a significant impact. Manoli (2014) states that the high taxation rate under Thatcher’s administration has discouraged players to play in the English Premier League and the severe regulations on health and safety in football grounds still discourage many entrepreneurs into investing in new football centres.
· Economic factors
As reported by Manoli (2014), football clubs experience the same inflation and interest rate like any other business, especially with labour cost. However, the high salary of professional football players still inspires players to compete to play in the Premier League as the salary of professional football players is accordingly reviewed (Manoli, 2014). 
According to Manoli (2014), the general economic crisis and the high rate of unemployment do not particularly affect football as people love this sport and still aims to pay a high price even to purchase professional soccer equipment. Additionally, sponsorship agreements help to generate a revenue income despite any economic crisis.
In relation with this analysis, Dinamo aims to generate revenue not only with monthly fee that applies to member but also with local sponsorship agreement and the turnover that is generated with the bar and the sale of football accessories.
· Socio-cultural factors

The macroeconomic environment of the soccer industry is very peculiar as regardless of the educational level or the demographic of the fan, the supporters of the football clubs are indissoluble with their beloved team despite any social difference.
Football represents an important part of the supporter’s life, and they are happy to spend time and money supporting the team.
According to Manoli (2014), the consumer behaviour of the fan appears to be as willing to purchase new clothes and accessories to support their beloved teams.
Additionally, Dinamo wants to use this passion as a way to develop the business, encouraging people to have a healthier lifestyle and cultivating their passion for football while generating revenue for the company.
Considering that football is largely appreciated and loved by many people, Dinamo aims to exploit the full potential of the facility: in fact, the business expects to use the fields as many hours as possible.
Dinamo aims to organize tournaments and football championships even in the coldest months and at times of lower attendance, also offering their service to the football school already present on the territory for several years as they do not have enough space to accommodate their customers.


· Technological Factors
Technological factors are pivotal for Dinamo being a successful business. As social media are becoming an essential part of every day’s life and people love to share their personal views and passion via these channels, Dinamo wants to promote its products and promote the business via social media.
Being an emerging business, for Dinamo t is expected especially at the beginning, to be visible in order to attract new customers. Hence, a massive promotional investment with leaflets posters and campaign in the local press, plus a social media campaign are required to promote the new football centre.
Unsurprisingly, social media could help Dinamo to attract new customers while proactively engaging the existing ones.
Furthermore, technology could help Dinamo to facilitate payments and transaction, making easier also the accounting job for the bookkeeper.
The proper use of the website and the different platform could drive the company to a more competent position in the market.
· Environmental Factors
According to Manoli (2014), the football industry still receives little pressure by the climate change problems and the Corporate Social Responsibility programs to reduce the Carbon Footprint are an ongoing process.
However, Dinamo uses eco-friendly sustainable artificial football pitches: in fact, the company aims to focus on sustainability and to have a positive impact throughout the life cycle of a sport pitch.
· Legal Factors
Considering the legislation about seated spectators and the stadium capacity puts pressure for football companies.
According to Manoli (2014), the regulations and guidelines imposed are very strict and can cause some concerns.
It is particularly severe the legislation that explains the market competition, reason why Dinamo is behaving carefully and evaluating the legislation properly avoiding any misbehaviour.
Dinamo wants to carefully analyse the legislation in order to deliver measurable benefits for the local community.
Not surprisingly, Dinamo aims to involve the local community to play football to have a better-balanced lifestyle. The company has competitive prices to guarantee access to the football centre for the most part of the community, promoting mental and physical wellness. The area is highly populated, and the convenient price offered will ensure the fixed and variable costs will always be covered. The owner plans to recover the initial investment in three years.
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BUSINESS STRATEGY AND MARKETING PLAN

According to Vrontis (2014), businesses are very concerned because of structural changes that globalisation causes and the technological advancements.
Vrontis (2014) considered some of the marketing tactics powerless to defend the business against hyper-competition, and long-term planning sometimes appears to be ineffective.
Vrontis (2014) finds football clubs equally affected by these changes and they need to change. 
Football clubs, irrespective of their unique characteristics, are equally affected at a strategic and tactical level (Vontis, 2014).
Dinamo aims to adopt a strategic planning to anticipate future action and to be constantly reviewed and adapted to the upcoming circumstances.
The following analysis helps to identity the strategy used by Dinamo to be a successful business. 

- Football school for children and young people
The passion for football has always conquered a growing number of children and teenagers. It is therefore a good idea to add a soccer field to a football school. However, it will be necessary to ensure that the hours of football school do not "ruby" hours generally required by those who want to play soccer, thus providing for the football school in those hours or in those days when the structure is less used.

Organization of football tournaments 

To make the most of the business, it is advisable to periodically organize tournaments for children and teenagers or even for categories of people, such as members of a club or association, employees of a certain firm, students of a given university. It would be possible to increase revenue by exploiting the structure at times when it would remain unused.
 
Bar

Organising football tournaments for school children, as well as being a good idea to increase the revenue from the activity, it is also a valid promotion tool to advertise the structure and induce tournament participants to attend the field also in the company of their friends.
A certainly useful system to increase revenue and offer in the meantime a much-appreciated service, is to provide inside the sports centre a bar area.
Drinking a drink or eating an ice cream or a sandwich after a game of soccer is always a pleasure or even to those who watch the game itself. For this, there are many sports facilities equipped with bars.
The centre is already equipped with a great bar that should only be optimized. The offer of the bar service, as well as very appreciated, can also be very profitable, especially when you can organize football tournaments of a certain "level", which attract a large audience.


Market analysis 

The game of football has always been the sport with the largest number of people who practice both amateur and semi-professional level, and is, constant growth.
The numbers say it, and the implants say it, and the teams increase.
The most impressive data are those concerning the amateur movement, very difficult to quantify, yet huge, for a sport that in recent years has become a mass sport.


Customer segmentation
The segmentation of demand
Potential customers can be segmented based on different variables. For a soccer field we believe that a significant variable is represented by the age of potential players. Depending on the different ages, in fact, will be presumably different hours of use of the field, the services required and the frequency with which you use the sports facility. Based on the age variable we can identify the main customer segments listed below:
-Children
-Young people and adults
-Regular customers
-Occasional customers

1) Children
This segment of clientele will usually use the football field mostly in the afternoon of the day and on weekdays, especially to participate in football school, with courses generally divided by age groups. It can also be especially in spring and summer on holidays are organized tournaments for small champions. Intra-city tournaments, often by the same meters who hold courses themselves at the camp.

2) Young people and adults
For this type of user, it is more frequent, that they use the football field, freely, without following any course, that is, limiting themselves to rent the field for a game between friends.
If the camp also has a bar, it is very easy that it ends up becoming a point of aggregation and socialization, where you can relax before and after the game of soccer, to have a chat with a drink or a sandwich. In addition to segmentation in relation to the different age groups of the players, it is also possible to divide the potential customers according to the frequency with which they go to the field. In this case, a distinction must be made between occasional and regular customers.


3) Regulars
As far as children and school-age children are concerned, it is rather difficult for them to attend the camp from time to time, that is, by renting the field by the hour, unless they are tournaments. Usually, in fact, if they attend the field is to follow consistently throughout the year or a season a football school, group or individual. The opposite is true for young adults and adults. In this case it is rarer that they attend real courses to learn football while they usually prefer to rent the field by the hour. There are many, in fact, to organize a game of soccer with friends and work colleagues on a fixed weekly basis, to keep constantly trained and at the same time to relax to relieve tensions after a whole day of work or study.

4) Occasional customers
These are clients, young but also adults, who only occasionally, and without regularity, decide to rent the court by the hour, for a five-a-side football or tennis match with friends or colleagues or for a mini-tournament.







SWOT ANALYSIS
The types of competitors
The most important types for this activity are:
-Other private football pitches:
-Soccer fields linked to schools or churches
-Football pitches in public sports facilities
-Other competitors

It is precisely on the quality of the services offered, therefore, that should aim those who want to build a private sports facility to beat local public competition, offering sports proposals and high-quality services.

Other competitors
Competitors of a soccer field, although less terrible, can also be all sports facilities of all kinds, such as gyms, swimming pools, tennis courts, volleyball basketball, Athletic tracks, and everything else since they represent an alternative opportunity to do sports.




The Strategies of marketing

Multiple marketing actions will be undertaken in relation to the classic four types of action:
-Product/Service
-Price
-Distribution
-Promotion


Product Policy (Service Policy)
The choice must first be consistent with the positioning you intend to assume:
In addition to the football school already present you can organize team tournaments and events that attract interest in the area.
In addition, as mentioned above, it is important the evaluation that the user will give of its structure, the good condition of the field, an effective management of appointments of the structure for its use, the offer of a small bar service, the opening hours and days extended as much as possible and the cleanliness and hygiene of showers and changing rooms.

Pricing policy 

As regards the price requested for the rental of the camp by the hour, the state of local competition and the prices charged will be taken into account, in order to encourage customers to use the facility, and it will be necessary not only to rely on the higher quality of your sports facility, also in terms of opening hours and services offered, but also to pay attention to providing not excessively high hourly rates, within the limits of what will be necessary to make the activity sufficiently profitable. To take full advantage of its potential and increase the number of hours in which the structure is used, a differentiated pricing policy will be implemented, providing discounts on hourly rates for games to be played in the afternoon hours of weekdays, when there is generally less demand.
Some examples, make special promotions for students in the case of matches played until 18-18.30 on weekdays. Another good promotion of the activity could come from proposing the special formula 5+1, that is, every 5 games one is granted free.

Distribution policy 
Since services/products are sold directly to the final consumer, it is not necessary to consider other distribution channels.

Promotion policy
For the success of the sports field, promotion is crucial. 
We list and describe below the promotional media.


Promotional means to use
For a soccer field the main promotional means to use:
-Opening party
-word of mouth
-Leaflets
-Promotional signs and signs
-Billboards and banners
-Free advertisements in local newspapers
-Local radio stations
-Organization of tournaments and championships
-Sponsor
-Website
Opening party

Among the promotional actions at relatively low cost there is, the opening party, a nice and attractive way to launch the new sports centre.
It is appropriate to invite as many people as possible: friends, acquaintances but above all journalists who can report the event in the newspapers, publish in local newspapers possibly for a fee, an advertising photo of the staff, the date and time of the opening event.

Word of mouth
For a soccer field is one of the best promotions. In fact, if the activity works the satisfaction of those who already attend it reported by friends and acquaintances is the best you can get in terms of promotion, over all at no cost.

Leaflets
For a local business like this, the distribution of leaflets can bring some discreet returns on sales even if it is almost impossible to control how many leaflets are distributed.
For football fields usually the leafleting and certainly effective at schools, supermarkets, shopping centres, cinemas, city centres and in all places of passage where so many people turn.

Promotional signs and signs 
The business can put in the vicinity of the field to "accompany" customers is to make it more visible.
The essential thing is that wherever they are placed, signs and signs are clearly visible and attract the attention of passers-by.

Advertising billboards and banner
It can be a good solution especially when launching the business especially Dinamo needs to make a massive promotional effort. Dinamo can decide to wallpaper the walls of the neighbourhood for a certain period, a period not exceeding 20 days. Free advertisements in local newspapers these are newspapers that contain advertisements of operators who are active in a certain area.

Local Radio
 May be used to advertise the activity especially at the segment of boys and young people, the people who most frequently listen to the radio and who are the main market segment that will attend' the field.

Local newspapers
They represent a rather effective promotional medium. On them Dinamo can make simple ads or even buy real boxes or real advertising space. To advertise an activity like that of a soccer field is undoubtedly a trump card. Especially if these initiatives are planned in the months and hours of the day when the structure is less used.

Conferences with associations
Concluding conventions with sports and recreational associations in the area so that their members can attend the camp by paying a discounted rate is an effective promotional tool to try to make the most of the plant.

Sponsor
To be known, the business can consider the opportunity to sponsor sports events or other events held in the area, giving preference especially to young people but also adults 35/45 -, which, as already mentioned several times, represent the main market segments for such an activity.

Website
To use this promotional system, it is necessary to provide for the creation of a website in which to present their activities and explain their characteristics.
How to organize the activity
The structure 
Tribune 
The field is equipped with fixed type grandstands. 
Outdoor lighting 
the outdoor lighting system is already present and complies with the rules in force regarding the sports system. The plant will be upgraded and increased.

Stakes and Flags corner kick
They should be placed at the four corners of the playing rectangle.
The poles can be articulated or fixed, like the doors can be fixed to the ground through the system of bushings.

The equipment
Bar inside has a specially equipped building consisting of several elements, fridge, sink, coffee machine and microwave.

Changing rooms
Changing rooms will also be equipped with lockers designed to accommodate athletes and their belongings.

Equipment for cleaning the premises 
Equipment must be provided for proper maintenance of the plant and to keep the bar and changing rooms clean. 

Cash Register
Cash registers according to law

Localization
Great location near Wembley can count a large basin of people easy car accessibility the property has its own parking.

Visibility
The sports centre is clearly visible from the North Circular Road without any special signage.
Good connection with the central line and other public transport 

The staff 
As regards the staff initially needed to manage the field the following figures can be provided:
-Holders
-Bartender 
-Football instructors
- Shower and changing-room cleaner
























CONCLUSION

The aim of this study was to analyse Dinamo football centre from a management point of view, using management methods that helped the business to be analysed critically.
The analysis covered the competitive forces within football that shape how the industry operates, offering also details about the environment and the pressures that the industry experiences.
Finally, Dinamo aims to be a successful business while contributing to the wellbeing of the local community.
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