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Executive Summary
The report discusses about the different aspects of the team sport environment present in the countries of the United Kingdom and the United States. The main focus is placed on football as a sport and its reach in different parts of these countries. 

The structure of the clubs has been analyzed with the different approaches being considered in the U.K. and U.S. context. The club ownership, endorsements and globalisation of the teams have been looked into it with accurate details. 

The competitive atmosphere present in the U.K. perspective is discussed as well as the profit maximization atmosphere and the media publicity in the U.S. context have also been looked into. With an in-depth analysis of a few clubs, the impact of the change of ownership and leadership style has also been discussed. 
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[bookmark: _Toc70952368]Introduction
This report will be discussing about the sports industry in the United States and the United Kingdom and analyzing the club culture regarding different leagues and types of sports played. This report would mainly be focusing on football/ soccer being the primary focus whilst also discussing the American football, basketball and baseball scenes present in America. Club ownership will be discussed along with the league structure, merchandising, broadcasting rights, stadiums, and the globalizations of the clubs as brands with prevalent brand images. With the United Kingdom especially having so many leagues in the football spectrum itself, it becomes increasingly important to attract sponsors and get big funding in order to stay relevant and competitive in the present day and age. 

To progress through to the lower league, a team has to win the title. Each league and each cup tournament has a variety of prize pools which the teams compete to gain. It does not only come down to prestige as even the prize money is on the line with top teams competing for the same. With an advancement in the divisions, it becomes increasingly difficult to stay ahead of the competition and thus attain the higher prize pool. Clubs are structured in various levels to cope with this issue and proper managerial board is set in place to look after the proceedings of these clubs. They handle the transfers, and the transfer budget is set each season to strengthen and provide a competitive edge over the rivals. 

There will be a focus on the business strategies followed by the different clubs with the varying ownerships. The U.S. based clubs focus on ‘profit maximisation’ whilst the U.K. based clubs focus on ‘utility maximisation’. Profit maximisation will focus not on the performances in the sports industry by the club but rather on merchandising and bringing in more revenue through different sources into the club. Utility maximisation would mean a focus on presenting good performances by bringing in good athletes and on winning the respective league and being the best in the team. The difference between the two approaches produces the opportunity to explore the relationship between the U.S. and U.K. business models. The two might be going apart or coming closer which is being analysed and also a third point of view is presented which amalgamates the two types of approaches and presents the best of both worlds. This report concludes by discussing the various changes which are taking place in the contemporary times and the way the structure is changing. There will also be a brief overview regarding the way forward and the most effective strategies to follow post the pandemic situation.
[bookmark: _Toc70952369]Utility Maximisation
Utility maximisation presents the opportunity to get the maximum potential out of a product which people own. The price of the product is thus justified when it is used to the maximum potential and thus, it provides the customer with a satisfaction for getting the maximum utility out of a product (Vecer 2019). In terms of the sports industry, it would be a new signing in the form of a player, a head coach and a manager. This method makes sure that the value of a player or person is justified and builds certain expectations regarding the performance of the individual. 

The transfer fee and the salary of the athletes are based on the performance, experience development of the individual in previous club. It creates an expectation which must be reached to justify the price of the athlete. Failing to adapt to certain conditions and not being able to provide in certain scenarios will evidently not justify the value of the player and thus will end up fetching a lower value in the market for future reselling (Scelles et al. 2016). Athletes in the sport industry are like investments which are brought in for the performance and their delivery of their potential. A failed investment will not net the same amount of price and will eventually lower the cost in the market. Most of the clubs in the United Kingdom follow this strategy with a few have a mixed approach. 
[bookmark: _Toc70952370]Profit Maximisation
Profit maximisation on the other hand is to get a product with the idea of reselling it and increasing its value over time to reap the benefits in the long term. In the simple market, the total cost of investment and the total revenue which comes out of the investment would dictate the profit margin and thus prove a product as very profitable in the market. In the sports industry with the club culture bringing up players as future prospects, it becomes important to develop and nurture young talent to maximise the profit by reselling them to bigger clubs at huge profits. 
The profits are shared by the club and the agent of the player and thus it forms a cycle where the maximum profit is reaped by such clubs trying to stay at a level playing field with other clubs but constantly selling their best players to earn profits. This is not the only scenario however, a more important aspect would be merchandising and shirt sales which form the majority of the revenue for a club in a calendar year. Bringing in big players and big names will help the club maximise their profit with shirt sales and an increase in the number of fans willing to go to the stadium to support their team (Terrien et al. 2017).

If a player performs well, the shirt sales will go up and will further propel the reach of the club and the brand identity. In such a scenario however, a lot of investment is required in the initial stages and if the club does not have a good structure or mission to lure the big players, it might become increasingly difficult to get such players and high wage demands might be a problem. In the U.S., where football is not that popular as in Europe, big players have to be brought in with the offer of excessive amounts of money so that they can maximise their profits. The players are usually past their prime and come in at a very old age and play till they retire from America (Coates, Frick and Jewell 2016). They do boost the shirt sales but their performance is below par and there are high chances that the fans might leave the stadium disappointed.
[bookmark: _Toc70952371]United Kingdom
The United Kingdom has a diverse and competitive football scenario with different leagues and the teams compete in these leagues to assert their dominance over other clubs. With seasons lasting approximately ten months, teams get to transfer different players each season to strengthen their squad. With rules in place to have home grown players from the U.K. itself playing in the starting lineup, it becomes difficult for teams to choose from a wide variety of players from different countries all over the world with some visionary talent. The English Premier League being the most popular and the top tier amongst the other leagues, the top teams compete for transfers and to win the most prestigious league title over a course of thirty eight games over the course of the ten month period (Olson et al. 2016). Each season has two transfer windows to either buy or sell players to strengthen the squad. 
Furthermore, managers are sacked on the basis of their performances and the inability to perform according to the expectations (Cox 2018). Teams compete not only within the league but also participate in European tournaments such as the Champions League or the Europa League according to their finishing position in the league table the previous season. Players get to compete against the best in such knockout competitions and the best team gets awarded with a huge prize money and a lot of endorsements. 

Players also fight for their position within the squad so that they could get highlighted and get a pay raise. Following that, they can also get a call up from the National teams to perform on the world stage for the country or even perform in the World Cup or Euro Cup. The top teams such as Manchester United, Manchester City, Chelsea, Arsenal, Liverpool, Tottenham and a few more compete on a daily basis to be the best and preserve their brand identity (Bush et al. 2015). It comes down to coaching and a battle of wits as these teams are all capable of winning and there is a fine line which creates the difference between the winner and the loser (Abbott, Brickley and Smeeton 2018). 
Furthermore, a look into the structure of these clubs and their functionality will better assess the situation of how the clubs aim to achieve their goals and perform business.
[bookmark: _Toc70952372]Club Ownership
Clubs are owned by different entrepreneurs from all over the world willing to support the club and provide the backing needed to stay in the topflight of the competition (Rohde and Breuer 2016). Manchester United is owned by the Glazers family and was taken over by them in 2005 by acquiring the major portion of the share of the club (O’Neill 2017). Since then, there have been attempts by the fans to put a bid and takeover the ownership of the club, but those deals fell through.

The management of the club follows a mixed approach with the Glazers trying to go for a healthy competition by reinforcing the team with the necessary players which will boost performance and also try to balance profits by selling future stars at high prices. This is evident with the sale of Cristiano Ronaldo in 2009 to Real Madrid which was recorded as a groundbreaking transfer with the highest price ever paid for a transfer (Balagué 2015).

Manchester City was taken over in 2008 by Sheikh Mansour and ever since, Manchester City has been completely focused on being the best by going out and getting the best managers and the best players available (Rohde and Breuer 2017). They are not focused on profits as much as other clubs and are more focused on the competition and the extension of their brand image. Players such as Sergio Aguero and Kevin de Bruyne being the mascots for the club help in inspiring the next generation of talents coming forward.

Chelsea is owned by Roman Abramovic since 2003. The owner of the club follows a zero tolerance policy where the main objective lies in the will to be the best and if a player or manager does not perform according to expectations, they get sacked. Chelsea has seen the most number of managers being sacked in the last fifteen years with the number reaching to a total of ten under Abramovic (Gergeely and Bazzi 2019). Chelsea have made some big transfers in the past which were failed projects and did not meet the required expectations but they were not afraid to take the failure head on and reinvest further in good players so that the club can stay in the competition.

Liverpool football club was taken over in 2010 by Fenway Sports Group (FSG) and they helped take the club out of a huge debt. They immediately wanted to make an impact on the club and kept trying to restructure the club from the ground up as the club had not won a league title since 1990 before that. With structural changes and bringing in a lot of different staff and with the eventual appointment of Jurgen Klopp in 2015, the club rebuilt itself and rose to claim the league title after a long drought in the 2019-2020 season (Cooper, Petrie and Parker 2020). The sale of superstar Philippe Coutinho to Barcelona in 2018 helped to raise a lot of money which in turn allowed the club to buy more quality players with whom the club won their Champions League title and the Premier League title in the seasons that followed.
[bookmark: _Toc70952373]League Structure
The league is structured in a way which is very hectic for all teams to cope up with. The changing schedule and the increasing pressure of playing every week for smaller teams is tough to handle. Bigger teams who take part in European competitions have to play twice a week and in order to do that, they need reinforcements in the form of squad depth. 
This is a very important factor for sustainability as injuries and fatigue are commonplace in such a hectic schedule (Plumley, Wilson and Shibli 2017). The league revolves around the fact that there are big games each week and it keeps the fans of the teams and the league in general hooked to the prospect of exciting football. With an elaborate structure which extends for 10 months, there is only a span of 2 months of downtime where the teams partake in preseason friendlies to prepare themselves for the next season (Ramchandani et al. 2019). The league also has a vivid emphasis on the Holiday season and will incorporate derby matches during the time for additional T.V. coverage and added ticket sales during as this is considered to be the peak season.
[bookmark: _Toc70952374]Merchandising and Sponsorship
The need to procure additional revenue brings in the need to gain advertisers for the teams in the form of sponsorships. The clubs individually strike deals with different sponsors which find them gaining additional revenue from the advertisement of those companies (Cassidy and Ovenden 2017). These are usually deals which are made for a period of three or more years which can be renewed if the sponsor wishes to depending on the amount of reach that the company had gained during that period of time (Chinsiri 2018). Football clubs which are very famous globally get to have very good sponsors like Adidas and Nike whereas teams from the second or third division might get local sponsors depending on the popularity of the club. 

The merchandising of clubs helps the club to gain additional revenue from shirt sales as well as other merchandise which the club can sell under their brand name. Very famous players are brought in to boost shirt sales as people will be more likely to buy the shirt of a player that they like and support apart from supporting the team. It is the primary reason that some players regardless of their technical abilities are kept at a very high value as they are very popular within their country or within certain demographic of the population. The brand image matters in this case where the logo of the club can be replicated in certain items and garments which the club can sell as an official product of the club. The clubs also sell merchandise which are signed by current or former club legends which make those items extremely valuable as per the market (Buraimo and Simmons 2015). 
The strategy regarding the jersey style changes each year for the clubs while having the same sponsorship is so that they can get people to buy the new merchandise with the new style which in turn will increase their profits further. 
[bookmark: _Toc70952375]T.V. Broadcasting Rights
The premier league hosts a wide variety of games each week and all the games are broadcasted on the T.V. to reach the maximum viewership. This is done to extend the reach to bring in newer fans in support of the clubs. To accommodate this, different games are kept at different times so that they do not coincide with each other at a large amount. This is done so that each game gets to be broadcasted on T.V. to appeal to the wider demographic of people and also the newer generation. 

The schedules for the big games or derbies are kept at times when there will be many more people available to view the match possibly after their work hours. For the matches which are the most crucial, they are kept on Sundays to emphasize the importance of the match and get the maximum viewership possible (Butler and Massey 2019). With such a wide viewership, it is important to incorporate broadcasting rights which extend to many countries in many languages. As of the contemporary day, B.T. Sport, Amazon Prime video and BBC holds the rights to broadcast the matches live in the United Kingdom. In various other countries, there are a more broadcasters who seek to provide coverage to this weekly program.
[bookmark: _Toc70952376]Globalisation
The globalisation of the Premier league was an important step to bring it to more people and generate more revenue. While having an extremely competitive environment, it is also important to bring in more players with varying diversities. Players are brought in from different nationalities which cater to the demographic of that country and thus help in reaching a wider audience. The clubs try to diversify their roster by incorporating very talented players from various countries into their squad. Some examples for this would be the transfer of the Korean player Ji sung Park to Manchester United who was a very influential player but also captured the demographic of Korea and a lot of fans of Park started supporting Manchester United as a result. 
The same could be said for another Manchester United player in the form of Antonio Valencia from Ecuador as a lot of football fans from Ecuador started supporting the club. This only aids in making the Premier League popular to other countries of the world and expanding its reach with broadcasters taking the onus of presenting high quality content all over the world (Penn and Berridge 2019).
[bookmark: _Toc70952377]Stadiums
The stadiums play a huge role in the outlook of a club and its surroundings. Crucial matches are decided by the fan base and the stadium puts a huge impact on the performance of a team. The concept of ‘home’ and ‘away’ matches stems from the system that each team has to play another team once on their home turf and once on the opponent’s home turf per season, which will be labeled as an away match. The home turf consists of the stadium and a lot of clubs put a lot of money into the infrastructure and development of the stadium to accommodate more people. There are some iconic stadiums in the Premiere League with Manchester United having Old Trafford or the Theatre of Dreams, Chelsea having Stamford Bridge, Liverpool having Anfield and Tottenham having the largest stadium Wembly, with a capacity of ninety thousand people. The clubs try to bring in more fans to fill up the spaces with a rise in the ticket sales for big matches. With the lockdown taking precedence, it becomes important to be able to be prepared for the future so that when individuals are allowed into the stadiums, it will be with utmost care and precision that such things will be dealt with.
[bookmark: _Toc70952378]United States
The United States cater to the people to come to the games of their clubs and support them. The advertisement industry is very active in the U.S. with a wide variety of companies trying to sponsor the different teams based on their performance for better coverage among the people. The Super Bowl Present in American Football is one such example where most of the advertisers come to take place and pay a huge sum of money to get a T.V. spot on their half time show. The show business in America is more popular and more dominant than in other parts of the world which is why it takes so much prevalence in their context (Schiavone 2015). The Hollywood industry also takes part in it to showcase their upcoming movies through new trailers. The media covers stuff like American football, Baseball and Basketball with extreme vigor while the likes of soccer does not get enough traction as the other sports yet.
[bookmark: _Toc70952379]Club Ownership 
This part is as crucial in the context of the United States as it was in the context of the United Kingdom. The club ownership decides the policies that the club will follow in relation to transfers and also revenue collection. While owners such as the Glazers or Fenway Sports Group try to stay competitive in the market, the other owners of the clubs usually go for a profit oriented approach and focus more on merchandising and shirt sales. 
The Glazers who also own The Tampa Bay Buccaneers in the American football scene, they bought a very famous and talented personality in the form of Tom Brady who helped them win the Super Bowl for 2020 (Karras 2017). This reinstated that the owners do not only have the profit mentality but also are willing to invest to win the title and attract big sponsors in the long run (Cranford 2021).

Fenway Sports Group who own Major League Baseball’s Boston Red Sox on the other and took money out from the success that Liverpool achieved in the Champions league and reinvested it in Boston Red Sox to see them challenge for first place. This reflects on their winning mentality to see both of their teams succeed, however, Red Sox were unable to perform at the highest level and did not win the title (Lyons 2021).
The National Basketball Association (NBA) in America procures huge profits with the owners of the clubs gaining over twenty million dollars in profit per season. This all comes down to the merchandising and sponsorship that the club receives regardless of how they perform on the basketball court (DiFiori et al. 2018). The industry is very profitable as various artists such as singers and movie stars also support and endorse such teams and a few of them also own shares relating to the particular teams.
[bookmark: _Toc70952380]League Structure
The league structure for the NBA divides the whole league into two seasons. This helps to perform changes in between in relation to the personnel and the way the club plays (Chiba 2015). The top teams get to go to the playoffs and then take part in the finals which crowns the winner.
The American football scene follows a similar structure to a league with the Super Bowl taking place between the best two teams of the league in a best of seven knockout scenario where the team with four wins gets the title.
[bookmark: _Toc70952381]Merchandising and Sponsorship
This is a major part in the American context as big companies compete to try and provide a sponsorship to a big team so that their reach is extended, and it helps their marketing. With Hollywood celebrities taking part in the matches endorsing certain teams to raise the value of the team, it is also seen that rappers and owners of the teams come and take part in these events to boost the coverage of the event. People in the United States pay a large sum of money for jerseys of their favorite teams and it is common practice to go to the games of the teams, wearing the jersey of the team that they support. Players are often involved in paid commercials which raise the brand value and endorse products such as shoes and other wearable gear. 

Even in the American soccer scene which does not have a lot of traction as of yet, players like Zlatan Ibrahimovic and Wayne Rooney are brought in to boost the viewership and make the sport more popular in the U.S. (Whitworth 2015). This caters to the soccer fans all over the world and urges them to watch American soccer as their favorite players who have move past their prime and gone ahead to a league which is much less competitive, get to show their skills in all their glory once again. Shirt sales went up in the football context in America when Zlatan joined L.A. Galaxy and his shirt sales topped the charts for that year in the Major League Soccer (MLS) (Miller 2019). 
Merchandising for specific products related to basketball, baseball and American football have a monopoly all over the world as fans of the sport often watch the American counterparts of those leagues to gain inspiration and follow in the footsteps of their dream stars. All kinds of products which cater to the certain sports in question, are available worldwide and not only in the United States (Vu 2015). The sponsorship for the teams come from very widely reputed companies in the U.S. which cater to a certain demographic of people. While also wanting to go for a wider approach to encompass a larger area of the world, it remains important to be able to cater to a certain group of people who will be able to relate to the company in question so that it is not only limited to the American context.
[bookmark: _Toc70952382]T.V. Broadcasting Rights
T.V. broadcasting rights present severe competition among the big names trying to get more views and more advertisers to participate in the event (Morris 2020). 
Super Bowl 55 was broadcasted by CBS and Super Bowl 56 was broadcasted by NBC. These different channels try and gain the popularity which revolves around the American football scene gaining additional revenue from advertisers for a spot on the Superbowl half time show (Hahn, VanDyke and Cummins 2018). Stars perform live during that time and brands make the most of it to endorse their products (Hartmann and Klapper 2018).
NBA broadcasting rights are currently held by ESPN as they made a $24 billion deal in 2016 which will last for nine years. ESPN and Turner Sports broadcast it in the U.S. while ESPN distribute the content all over the world including different countries. All revenue for advertisements are collected by them in such a scenario.
Turner Sports also hold the broadcasting rights in relation to Major League Baseball in the U.S. with an extension of seven years which was made in 2020 itself (Abeza, O’Reilly and Seguin 2019). Turner sports trying to be the largest broadcasting firm in the U.S. in relation to sports have made this investment knowing that the coronavirus situation will eventually help them with most the matches being broadcasted even when fans will be absent from the stadiums.
[bookmark: _Toc70952383]Globalisation
The globalisation in the American scene also has similar implications with the teams trying to diversify the squad incorporating different nationalities. In basketball predominantly, we find a lot of African players in the NBA in the likes of Dikembe Mutombo, Steve Nash and even Luc Mbah a Moute. These players come over from their country of origin for a chance to be one of the best and partake in a huge salary for playing in these teams (Naito and Takagi 2017). Chinese players also come over such as Yao Ming to compete and make a mark on this international platform. The soccer scene is also very diverse with players coming from all over the world such as Nani being from Portugal, Carlos Vela being from Mexico, Kaka being from Brazil and the likes of many more (Poli, Ravenel and Besson 2016). This diverse approach helps them get through to a larger demographic making the league popular all over the globe. Having domestic players will not have gathered this much of interest and advertisers also prefer this approach as they can extend their reach globally.
[bookmark: _Toc70952384]Stadiums
In the NBA, the largest stadium is the United Center and has a capacity of 20,197 while the smallest stadium for the NBA is Smoothie King Center with a capacity of 16,867 (Silveira, Cardoso and Quevedo-Silva 2019). The stadium which cost the highest is the Barclays Center with the valuation going well over $1 billion (Matheson 2019). The stadiums are smaller in size so that the matches can be witnessed up close and personal and the element of human interaction is present in such meetings.
The MLS have some unique stadiums with a lot of effort going into them to please the fanbase (Kacirek 2015). With Mercedes Benz Stadium having a capacity of 71,000 people, it holds the prestige for being the biggest stadium in the league and serves as a home ground for Atlanta United (Coates 2015). Post the pandemic, the stadiums are renovating to allow limited number of people from next season and allow for the social distancing norms to stay for the safety of the people.
[bookmark: _Toc70952385]Recommendations
The process that we have seen being followed in the U.K. and the U.S. regarding revenue collection and an overall approach to the team sport scene, it becomes evident that the U.K. scene is more competitive regarding the sport whereas U.S. teams approach the situation with a lot of media frenzy and hype around the teams and players. 

It will be very interesting to see a combined approach where the teams can be competitive as well as focus on revenue collection to further benefit the team and push for the betterment of the environment. 

The U.K. scene can look at ways to be more profitable after the pandemic and the U.S. scene can look to bring in better players in their prime so that the MLS gets more traction among the audience of the world. A combined approach will help the teams grow and sustain in the environment longer as compared to the already existing models which look at certain ends of the spectrum.


[bookmark: _Toc70952386]Conclusion
From the discussion in this report, it becomes evident that different teams have different approaches towards certain team sports. While football is known worldwide and cover a huge demographic of people watching with casual fans as well as hardcore fans both being considered, it has a lot of opportunity being created and leaves a lot of room for the sport to grow. The sport is played all over the world and has different leagues dedicated to the development and growth of young players. 

A more streamlined approach towards the expansion and popularity of other sports needs to be adopted by the U.S. sports teams to exponentially increase the fan base and the reach of the sport. Discussing the different aspects which come with the ownership of a team and the team sport environment, it is important that teams have owners who care for the club and are willing to invest money into them as a future prospect. From being enthusiastic about the stadium, to the players and the brand endorsements and the structure of a club, technical directors need to be appointed to look after the operations of prestigious clubs. 

The owners in the U.S. are more profit oriented and are focused on advertising and monetary gain as can be viewed through the discussion. Bringing in the mentality of catering to the performance will also benefit the teams with additional coverage for being the best in a certain league. Some of the teams who have adopted this approach have already seen massive gains in their share prices and the increased number of endorsements which are received by them. Following such a strategy post the pandemic phase will eventually help out the sports community in the future. 
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