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SUMMARY OF TOPIC:
This dissertation is a study to determine how advertising in football has become so popular. I will be looking at the change and growth of advertising in football. It will show exactly how the sport has been so popular and whys it’s so desirable to advertise in. 






Introduction
In order to answer my question, I must make sure I understand that football leads “The way in many areas of new development in the media, and that’s as true about advertising as it is about broadcasting” (Biddiscombe, 2018). Advertising in sport is attractive currently because it has become so popular due to the growth in popularity of the sport. 
It is increasingly more attractive to advertise in football because the market is worth such a large sum of money and is constantly on the rise. There is a significant financial gap between larger clubs and lower league clubs; advertising income is integral to the success of the latter and has only become more prevalent in recent years. 
Broadcasting rights are forever increasing within the football industry because of the demand for football to be televised. Due to the incredible demand, football games to be broadcasted has increased by over 100 games a season creating a “contract from £61m to £1.7bn” (Cave & Miller, 2015) which shows the price increase in the last 20 years of football broadcasting. 
I will analyse how football, as a sport, has become more than just game and how it is inclusive for everyone, including controversy included in the sport when broadcasting was in its early stages. This will enable me to establish what is needed within football advertising in order to increase brand awareness, and how advertising in a football environment is the optimum way to grow a brand over other market sectors. 
I will describe how “businesses use football as their public face, tapping into the hearts and minds on a weekly basis before cross-selling fans loyalty into their own brands” (Lang, 2017), which creates a bond with your interests. 

Chapter 1 – Media
Where Media Started
Media and football were first linked during the first World War which was on Christmas day in 1914. This was unprecedented as the football match occurred in the middle of the fighting between British and German.
German soldiers were “stubbornly festive” (Telegraph, 2014), meaning they enjoyed this time of the year because it was a time of peace and togetherness. The Germans stopped shooting in an effort to show the British troops they didn’t have any intention of fighting them, with the British soon joining the ceasefire. Unexpectedly from the German trenches, they shouted the words “Tomorrow is Christmas; if you don’t fight, we won’t” (DeGroot, 2014), as it was this time of the year the British stopped fighting.
This would result in the German and British soldiers meeting in no man’s land to “exchange gifts, took photographs and some played impromptu games of football” (Mason, 2017). These events of World War 1 were reported worldwide and will long be remembered by everyone it highlighted how football brought two enemy groups together, an extremely rare occurrence.  
Televisions were first introduced in the early 1920s (BeBusinessed, 2019) but did not become commercially popular until the 1940s. They were popular during this era partially because they introduced soldiers to the enjoyment of using this new medium (Ponyter, 2015). Television media grew in a very short amount of time; news reporting companies would then use this contemporary way to publicise the latest news events. Television was classed as a luxury form of entertainment at the start of the 1950s, with only 350,000 out of 2.5 billion people in the world owning one (Retrowow, 2014). 
However, by the early 1960s nearly 75% of the world’s population owned a television. This resulted in further development of televisions, creating more channels. This meant that many homes now owned a television; it became an easy way to broadcast to 75% of the world (Retrowow, 2014). As illustrated by this graph, there was an increase of 61% in worldwide television ownership between 1950s and 1960s. Jim Morrison, lead vocalist for the rock band The Doors, said in the 1960s “whoever controls the media, controls the mind” (Morrison, 1965). At this time in his life he was at the top of his music career, which meant he was involved with the media daily. His point of view was that the public would believe whatever was broadcast by television media. Any information that was reported was considered reliable because it was coming from a reputable source, with the British Broadcasting Corporation (BBC) an example of one of the main broadcasters at the time.Figure 1: The growth in televisions between 1950&1960 (Retrowow, 2014)

Media coverage of the first football match shown on television was introduced on the 16th of September 1937, which saw the earliest professional football match televised live by the BBC. This opened a whole new market for companies to advertise through. The way which companies would benefit from televised football matches is because they would sponsor a club’s football attire and it would get noticed by the viewers on the screen, a free form of advertising which would be viewed on television which they wouldn’t have had to pay for. The first football match to be shown didn’t get that many viewers but by the 1970s and 1980s, televised football matches increased due too popular demand. 
According to the Guardian football “became an instant hit with viewers” (Guardian, 2003) which suggested that the coverage of football matches needed to be made permanent. This led to a deal being created with the for the 1983/84 season for matches to be streamed live to the public via the BBC.  Advertising benefitted from the increase of population because it meant there were more customers to which they could sell their products, creating a bigger audience which was more diverse. 

Types of Media
There are multiple media platforms within the advertising environment, including print, broadcast, out of home and the internet. Social media is currently the second most popular form of media behind television. Even with the growth of social media, “watching televisions remains the dominant media pastime among customers worldwide” (Warc, 2009). There are 3.2 billion daily users of social media “which equates to about 42% of the world population” (Emarsys, 2019). Figure 2: Growth in social media usage (Chaffey, 2019)

This shows how popular social media has become; almost half of the global population use some form of social media on a daily basis. One of the main reasons behind the rise of social media is the rise of mobile phone technology. Mobile phones have existed since 1973 when Motorola created the first handheld mobile phone device. The first phone that was able to complete all your daily tasks was created by Apple. According to Tiger mobiles, Apple is currently the most owned phone brand at “60.65%” (Tiger mobiles, 2018). Included within any smart phone on the current market is the App Store where you can download all the social media apps like Twitter, Facebook, YouTube etc. 
By owning a mobile device, you can access social media apps with ease which is why they are so popular. According to Hosting Tribunal, in 1995 the internet usage stood at 16 million people, whereas by the end of 2019 internet users will be at a staggering 4.68 billion (Hosting Tribunal, 2019). 
A large link between football and their customers is through social media. It allows users to “follow their favourite athletes and teams and get the most updated sports contents instantaneously” (The Sport Digest, 2018). The advantages for sports companies using social media is that it can help reduce their “marketing costs and to increase sales” (The Sport Digest, 2018).  This is a positive for sports companies; it reduces expenditure. Figure 3: Sports brands using social media to advertise (Barcelona, 2019)

Businesses aim to create positive relationships between their brand and their consumers in order to be successful. Customers are what keeps a business thriving which is why a good relationship needs to be sustained. Therefore, social media supports businesses because they “build relationships with the public” (The Sport Digest, 2018) through being able to contact and connect with customers at any time of day.

Women’s Football
Football has traditionally been known as a man’s sport, with the female side of the sport often forgotten about due to the incredible popularity of the men’s game. Young women were worried about being judged by others around them because they were playing a “traditional male sport” (Wagg 2004. P.114) Women’s football has taken a considerable time to become successful because of the abuse and sexual stereotyping of the game.Figure 4: Gender equality within athletes (2012) (Lee & Dunsbery, 2012)

However, in the summer of 2019, the Women’s World Cup took place in France and was a highly anticipated event. It was the first world cup in 4 years and had big expectations due to the rise of gender equality. According to Mother Jones “Women now make up more than half of college… [sports] undergraduates” (Lee & Dunsbery, 2012). As you can see from the chart women athletes have grown a substantial amount since 1971m whereas the male athletes have only risen slightly. 
The women’s world cup, in the summer of 2019, achieved record viewing figures. Over “1.12 billion viewers watched coverage of France 2019 on TV at home, on digital platforms or out-of-home” (Fifa, 2019). This was an increase of over 350 million more viewers than the Women’s World Cup in 2015, where more than “750 million viewers watched the Fifa women’s world cup Canada 2015” (Fifa, 2015). This highlights that in just four years, from the 2015 tournament to the 2019 tournament, the popularity of the women’s sport had inspired further interest from different social groups, proving that gender equality is becoming more realistic and people are starting to take notice of both sides of the sport.
The advertising market in women’s football has risen. The ever-growing sport is becoming more popular every year with the games attracting millions of viewers. It now creates a big platform to advertise for brands because of the interest and popularity Women’s football.

Chapter 2 - Population
British Empire
Football is a much-loved sport in the current era. There must be a reason as to where it came from and why people started adapting to it so quickly. The reason for this is the growth of the British Empire, who were a worldwide system of dependencies- colonies, protectorates and other territories. At the Empire’s peak, it was the “largest formal empire that the world had ever known” (Luscombe, 2012) which showed how much impact it had on the world due to its magnitude. It would end up shaping the globe as a result of its “power and influence” (Luscombe, 2012).Figure 5: Parts of the globe controlled by the British empire (DKFindOut, 2019)

When football was first introduced in 1863 by the British Empire (Whysall, 2013), it was a game in which “men attributed… [football] within their own lives” (Hutchinson, 2009). That could be why it was known as more of a predominantly male sport, with current day equality starting to change the way we look at football and genders, and how we consider them as the same. 
The reason behind football’s “global spread… [was that it] encouraged and hampered by Britain’s empire” (The People History, 2019). When a new sport is introduced it tends to take a while to become popular because it is unknown to the public. The British Empire, which ended after World War 2, “controlled large parts of the globe… [during its rein meaning that] any new movement that was created like when football was first introduced would be quickly adapted by large parts of the globe because it was forced on them” (Collins, 2016). 
The British Empire created a movement when they introduced football because it was an activity for people to get involved with during their spare time. This sport was forced on them due to the power of the empire, meaning it would quickly spread globally. The increase in football popularity created an advertising platform for brands to promote their business on, due to the sheer popularity of the sport as well as knowing that it came from somewhere with so much control within world movements. 

How Diverse is Football Today?
Football was once known for being a “traditional male sport” (Wagg, 2004, P.114), because it was adopted by men during the Empire reign. Currently, football is progressing with gender equality on the rise. It is becoming an event that the whole of the family would want to attend, with women fighting for the right to attend football matches at various middle-eastern countries.
According to Christina Gough, a research expert for Statista, 63% of football fans that attended matches in 2018 were male compared to 37% which were female (Gough, 2019). 
According to the BBC, a “study found 19% of fans going to Premier League games in the 2008-09 season were women” (BBC, 2010). There was a total of 13.6 million fans who attended the 08/09 Premier league season, this would mean that only 2.5 million of them were women. They also noted that children were attending more matches, with 13% of young children owning a season ticket for a Premier League club.Figure 6: Football fans gender in Europe (Statista, 2016)

According to then Premier League Chief Executive, Richard Scudamore, “Football is increasingly attractive to more sectors of society” (Scudamore, 2010), adding that “Now women, children… make up a significant proportion of the crowd… [and for countries tuning in to watch those matches means it is] a powerful advert for English football” (BBC, 2010). 
This is a positive for all football clubs because it would result in these clubs achieving a higher attendance, resulting in increased ticket sales and larger profits. The higher the attendance and diversity of fans, means the ability to offer advertising to more businesses at a higher price. Football clubs capitalise on the potential to earn extra income, by extending the experience to longer than just 90 minutes, by running events before the game. For example, Swansea City have the Jacks Zone, where fans have a chance to get involved in “live music, interactive game competitions, promotions, giveaways, special guests and plenty of food and drink” (Pearlman, 2017). These types of events allow fans to travel down to the stadium earlier than usual and enjoy an array of entertainment whilst further increasing the ability to earn extra turnover from food and drinks sales.
Some football clubs make it more accessible for families to attend matches together, such as Cardiff City. In 2013 during Cardiff’s Premier League era, the price for a under 16’s season ticket cost just £59, which made it a lot more affordable for families. This differs for some clubs who are not as family friendly, such as Liverpool. In the 2013/14 season their child’s season tickets cost £200, which is a price that would not be easily affordable to many families. Sunderland AFC targeted families as their main objective and created a joint season ticket which included 1 adult + 1 under 16 for the price of £450. They were known for “impressive ticket discounts for family groups” (Herd, 2013). They knew that by targeting families, they were more likely to attract more customers because families include at least a parent and a child, with the likelihood of the child wanting to purchase refreshments very high.
This divergence has facilitated a way in which various brands can now successfully advertise at football matches. The diversification of the audience at matches allows for this, with brands that would have previously not advertised to a primarily male audience now being able to target women and children of all ages. 
Best Times for Brands to Advertise
With football being a global event, there is always upcoming tournaments which attract billions of viewers, meaning it is a compelling opportunity for advertisers.  Most notably the World Cup which is the highest achievement for a national team’s success and “nothing matches the prestige of lifting the world cup” (McNicholas, 2013). The world cup occurs every four years and the hosts of 2014 were Brazil. 
The 2014 tournament was the first football world cup to achieve over 1 billion total viewers, which equates to 1/8th of the world’s population who watched a world cup match from the comfort of their own homes. This would become a 100 million growth in television viewers from the previous world cup which was held in South Africa in 2010. 
With the world cup being such a big event, sports brand Nike, always aim to advertise during the world cup and try to stand out with the adverts that they create, to make it an on-going deal. Each event they create a video advert linked to the tournament. It was an advert which involved celebrity endorsements and suggested to “risk everything” (Nudd T, 2014) which became a powerful message within the football fan base. They strive to become the main world cup advertisers because of the great success they received from previous tournaments. 
Another large brand, Coca-Cola used this strategy by joining in with the world cup theme in their advertisements to create more sales for the brand. Coca-Cola who were amongst the biggest advertisers in the World Cup needed to “figure out the best way to stretch their ad dollars to reach soccer’s growing fan base” (Berr, 2014) meaning every advertisement or product that they created during this period included elements of the Brazil 2014 World Cup branding, because it was such a popular global event.Figure 7: Coca cola World Cup advertising (Berr, 2014)

If your brand advertised during the tournament, it was guaranteed to be seen by millions of viewers either prior to the start of the first half or during half time. Brazil as a nation are known for being very passionate about their football; everyone takes it seriously, meaning that football is not just a pastime for them; it’s a way of life. The reason why football is popular in Brazil is mainly because it is very accessible and “that it is an extremely inexpensive sport” (Gomez, 2017). By making it so accessible you are more likely to follow the sport compared to other hobbies which may not be as easily accessible. 
During the world cup FIFA released 1.1 million tickets to the public with over “400,000 of these reserved for Brazilians” (Errey, 2014) which shows how many of those fans were desperate to get hold of a ticket to watch their national team in their home country. During this time, people would buy all types of merchandise themed by each country. Coca-Cola produced World Cup themed products, a clever way to ensure an increase in sales by preying on consumers’ love for their national team. 


Chapter 3: Income
Disposable Income
In the United Kingdom, the median household income of families equated to £10,000 in 1970. Whereas in 2019, the average median income for a family household is now £63,000, which is a £53,000 increase meaning “the average household income showed year-on-year increases” (Clark, 2019).
This is a huge boost because it means families now have more disposable income to spend on luxury items. For football clubs, this means that parents may now be able to purchase merchandise such as club first team kits. They will also be more likely to get attend more matches because they have more financial freedom. 
With football growth increasing, fans are spending more money on their favourite club, with the average football fan spending £267 within the last year of football. John Willcock, who is the head of credit cards at Post Office Money said “Fans have a lot to look forward to… people should however be aware that the cost of a passion for sport can creep up unexpectedly (Willcock, 2016) which means people are willing to spend more money if it’s on something they enjoy. With train travel becoming more accessible, regular services to multiple places around the UK and football clubs putting on travel for away games, families are more likely to spend their disposable income because it gives them a chance to have a day out as a family. Figure 8: Disposable income on the increase (Jericho, 2013)

Due to family household income gradually increasing, it enhances the chance of families spending time together taking part in daily activities. This is a positive for brands because due to an increased household income it means that families are willing to spend money because they have the freedom to do so. Brands will now target adverts where family events are held because they have more of a chance the family will buy into their brand compared to 50 years ago when household income was lower and football audiences were far more male dominated.

Leisure Time
The experience working in a full-time job 50 years ago was to do long hours and up to 6 days a week, meaning you would not have much free time to do any hobbies or enjoy your time off. Towards the end of the 20th century, full-time employment would mean workers having to do up to 44 hours of work within a standard working week, with times fluctuating but only as low as 40 hours depending on the age group (Rones, 2019). Whereas, in 2019 for a full-time worker, the average weekly hours have reduced to 32 hours which is 12 hours a week less than 30 years ago. 
There are many reasons behind the working hours decreasing, with one of them is that “productivity increases also entailed decreasing work hours per week” (Roser, 2018). This shows the because the worker has less hours to work it means they would be more productive. Due to the rise in technology, lots of jobs are now being taken over by machines. Machines can work as long as they’re programmed to without having to stop, which means jobs can be completed quicker with automated workforces compared to human workforces. According to James Dennin, who is an Innovation editor at Inverse “Over 52% of tasks by 2025” will be completed by “robot and automation” (Dennin J, 2018). 
Everyone in the current age is worried about their health; it’s a massive trend to be healthy and look after not just your body health but also your mental health. Businesses have created a “compressed schedule that allows for a three-day weekend” (Kratz, 2017) which creates a longer weekend for the employee but also makes sure that the duration that they are in work for, that they complete all their tasks to a high standard because they have a benefit of having the longer weekend which the majority of workers wouldn’t receive. The benefits behind shorter hours are “Less employee exhaustion… Better health… improved recruitment and retention” (Kratz, 2017). 
Heath advertisements are featured heavily, portraying the importance of health with images of the perfect body, which is often highly unrealistic. But by brands creating the image that people need to look certain way, it has convinced the population that they need to be healthy and has now turned into a trend.
Shorter working hours means more free family time to spend together where they could do their favourite hobbies such a football. This is why families are more likely to attend the football matches that occur during the weekend because they haven’t got to worry about being back in work the next day. This allows families to be more flexible about how they spend their time off rather than having a strict schedule because they have to be back by a certain time of the day due to work.
Due to increased leisure time among full-time workers and families, it means that they have more spare time to take part in activities. This would mean that any football enthusiasts would make the most of their time off by attending a football games which can occur Friday evening, Saturday and Sunday to which adverts will then be viewed by a higher number of viewers creating more sales for the brand.

Chapter 4: Scheduling
Television Channels
When football was first introduced on television, the televisions would have less than 10 channels showing different programmes. This time was something that was unexpected because “television and football did not always sit comfortable together” (Willets, 2019), meaning it was thought that football would not work on television because you would usually have to attend the game itself if you wanted to find out the score or see the events of the game. Fans would listen to the radio to find out what is happening in the game and people were used to doing it that way. 
The British Broadcasting Corporation (BBC) and Independent Television (ITV) were the first two broadcasters for the next 20 years to televise live football until Sky, which was the new satellite broadcaster who launched in 1991. Before the start of Sky there was 27 hours’ worth of sport shown in total on televisions whereas now sky sports news on average broadcasts up to 5,000 hours of sport which shown just how much sport they show and how often. Before Sky was started, the sport that was shown on the televisions beforehand was “interrupted” (Sky sports, 2016). To which Sky responded by creating a broadcasting channel that made sure it couldn’t be interrupted because it was their own channel and not shared with programmes for elsewhere.
Sky sports news is currently the busiest broadcaster of sport by beating off “ITV digital, Setanta and ESPN” (BBC, 2017) and has televised over 700,000 hours of sport since they first started in 1991, that includes over 13,000 of just football. Sky currently have seven different sports channels showing sports such as racing, boxing, football and more. Sky has made sports coverage available 24 hours a day and 7 days of the week, so there will always be something to watch on each channel.  Figure 9: UK sports channels (2019)

Sky Sports were the front runners and did not really have much competition for sports viewers all the way up until August 2013 and this was because of British Telecom (BT). They chose to create their own sports channels as a way to compete with Sky. BT TV chief executive Marc Watson described the launch on the new BT sports channels as an “important strategic move” (Watson, 2013).
As a Sky broadband and TV customer you have to pay individually for sections of TV viewing. Sky offer complete sets so you can have every type of programme. BT spotted this and came up with a way of competing with Sky and an easy way to get their new sporting channels out to the public so that they could build a customer relationship and trust. They would give any customer who subscribed to BT broadband, BT Sport for free as a gesture of thanks for using them as Wi-Fi providers. This meant that customers would transfer across to BT as a way to get free BT sport channels and save money.
By BT Creating their own sports channel, it provided an added opportunity for brands to use this as another advertising platform. Due to the popularity of football and the viewing platform BT attract, it would mean business could advertise on the BT sport channel which would get seen by existing and new BT sport customers. It would also mean that any brands that advertised within a football stadium would get more exposure due to extra televised football.

Availability
Football was traditionally known to take place on every Saturday, so that people could go and watch the games. The majority of people would have their weekend free to enjoy their hobby which was “an emotional rollercoaster” (Brown, 2017) as many fans would say. 
With football currently being the most popular sport in the world, and clubs having such a busy schedule they now allow games to be played on days other than a Saturday and that is because of “the feast of sport that’s on offer” (Moore, 2019). With there being more days of football available and on these days there are televised matches for customers to watch, it creates more opportunity for businesses. 
Nowadays, football has become available to TV viewers every single day of the week, whereas just 50 years ago there was only one channel available with games on just one day. Broadcasting channels find ways of getting viewers into watching the sport on their channels by putting on multiple events. Richard Master who is one of the Premier League’s Chief Executives said “Undoubtedly the drama being played on the pitch has helped increase our like UK audiences across Sky sports and BT sport” (Masters, 2019) which is why these events become popular. Figure 10: Football event names (Sky, 2018)

Sky sports are the main broadcasters to create this type of advertising and this is because attracts people interests. With football available throughout most the week, it means businesses have more opportunities to advertise within the football market. With adverts being shown before, during and after the televised games, it has now created more room for adverts compared to before when there was only one match on a Saturday and Sunday. In the 25 games that involved British teams in the 2017 season, “there was a total of 1,324 commercials and sponsorship idents” (Reed J, 2017) which shows how many opportunities there are for businesses to advertise. 
Sky coverage managed to draw in “16 audiences in excess of two million viewers” (Premier League, 2019) by creating these events. Some avid football fans who watch a lot of these football events now refer to the days of the week by the event names because of their rising popularity. 
Although Sky Sports is the main broadcaster during the working week, BT sport also has days in which is the sole provider of sport, such as Tuesday, Wednesday, Thursday and Midday Saturday. So, whether subscribed to Sky or BT, there is always an option to watch football on TV at any time of the week. By BT, creating its sports channel, it gives them more opportunity to create income because advertising spots in between these games is highly valuable because of the guaranteed, invested viewers.
For businesses, this is positive because it creates a larger exposure. With the extra televised games throughout the week, it means that whether advertising on TV or in the stadium, the advert will be seen by millions. It also provides an opportunity for viewers who did not get the chance to see the weekend games and therefore may be missing out on the adverts, with the weekly games it means they would be able to see the adverts making sure that they receive consistent views.

Chapter 5: Business Interests 
Brand Links
Creating a partnership between brands in football is very important because you can create a deal which will help to promote both business and club. Partnerships within football have become so big now due to the amount of money involved with football and its large viewing database. By creating partnerships in the world of football it can make “global sales and service network a world leader in marketing” (Lagardere, 2019).Figure 11: Etihad & Manchester city’s partnership (Sinclair, 2017)

There are multiple ways of creating brand awareness for businesses, but the best way to target a multitude of ages, genders and social groups is to advertise through football. A large football brand like Manchester City creates a connection with a business, usually due to a “period of great success” (Manchester City, 2012). One of the easiest, yet most successful ways to create brand awareness is to secure the stadium naming rights. This ensures that the brand is always mentioned when talking about the stadium, increasing brand awareness and trust.
Another way to create a partnership, and a way every single club creates them, is through their kit sponsorship. This is something that started when football kits where first created and the clubs needed a kit to be made for them. Due to kits having such an emotive role in football, “the jersey should go hand-in-hand with the memory” (Heard, 2017) this means whatever the partnership is at the time it can be remembered by its kit manufacturer. Due to football fans being so passionate, a kit is a vital part of football because it represents your club’s colours, heritage and history in one clothing garment.
Manchester United, at one point the world’s biggest club, who were known as a historic team due to the number of trophies won by the club, are a team viewed and adored by millions. In 2014, Manchester United signed a record deal with Adidas of £750 million over a 10-year contract which meant they would create all of the kits and merchandise for the next decade. The reason Adidas wanted to connect with Manchester United is because it wanted to “further strengthen our position in key markets around the world” (Wilson, 2014) which would support sales and boost its income. By acquiring a big sports partnership like Nike or Adidas, it is known for quality due to its success and can also rely on the quality of merchandise created compared to less known brands.
Sponsorships
A well-known way of advertising in football is through sponsorships and businesses paying clubs a certain amount of money to use their brand on an item to do with the football club. Football clubs get multiple sponsors throughout each football season and it can change depending on the length of contract between the brand and the club. 
When kit sponsors were first introduced, they were viewed negatively because they were not linked with the football club, took up a lot of space on the kit and rarely matched the colour of the kit. Football fans were enraged by the idea of having a sponsor ruin the look of their club shirts. 
The reason brands want to invest into sponsoring football club’s shirts, is because these clubs can be seen all over the world through multiple sources of media including TV, newspaper and social media. When the sponsors were first introduced the players would be photographed during the game and that photograph would then be used in the back of the newspaper as a sports headline. This meant that whatever brand had sponsored the shirt it had free advertising through newspaper exposure.Figure 12: Multiple sponsorships embedded on club’s shirt (Community, 2018)

As football has developed, clubs have started increasing the amount of sponsorships featured on the kids. The Adding a business’ logo is a quick, relatively cheap way of advertising the association with the business. The rise of football shirts sponsors has “directly followed the rise of globalisation, particularly the rapidly developing Chinese and middle eastern economies: (These Football Times, 2018). These are the economies that bring plenty of money to the football market which is why a lot of clubs take advantage of them. 
Sponsors have now made their way onto Premier league clubs’ shirts upper left arm, whereas in the lower leagues like the Championship they are included on the back on the neck and the back-right leg of the shorts. This is so the clubs that earn less money can find a way to earn more by including more sponsors, but the Premier league have a stricter policy to keep the kits consistent. The reason businesses tend enter the football shirt sponsorship market is because “it’s a great way to engage a consumer or to engage somebody that’s running a business” (Handley, 2017), to take the risk of sponsoring any kind of football club whatever the league they may be in because the risk will be worth taking. 

Conclusion
In the last 50 years, advertising in football has grown to be a multi-billion pound a year platform. From the early days of football, when it was predominately a male orientated sport, to the current day when it’s a past time enjoyed by all age groups and genders. 
With the increase of the amount of football shown on television, online combined with the incredible growth of social media use has further increased the popularity of sport and its ability to reach different consumers all over the world.
Football has a large impact on everyday life with fans eager to purchase merchandise, related video games and all the commercial elements that come as part of the sport as well as regularly attending football matches and watching the sport both on television and online. With the sport reaching and influencing so many people across the world the ability to advertise in football has become highly desirable. Not only will organisations benefit from the incredible brand awareness, but also their level of trust in the organisation will significantly increase. Football advertising comes in many forms whether on television, social media, printed advertising or official merchandise. 
From my research I can conclude that football is a sport that has had an immense growth within the last few of decades and predict that it will continue to grow rapidly for many years to come. It is the current most popular sport within the world which is why investors choose to put their money in the sport, and as its keeps on growing due to football being accessible by anyone and making it more affordable to the public means more people will put their money into football because they know that it will always be a successful investment and you enter such a diverse audience. 












Bibliography
Books
Ehrlich P. (1997) Population Bomb. Reprint ed. Buccaneer Books Inc.
Heard N. (2003) The Football Shirts Book. Edbury Books
Hopkins C. (2015) Scientific Advertising. 1st ed. Create Space
Jackson S. (2004) Sport, Culture and Advertising. 1st ed. Routledge 
James L. (1995) Rise and Fall of the British Empire. 2nd ed. Abacus
Jarvie G. (2017) Sport, Culture and Society. 3rd ed. Routledge
Kahle L. (2004) Sports Marketing and the Psychology of Marketing Communication. 1st ed. Routledge
Kawasaki G. (2014) The Art of Social Media Power. Penguin
Kilbourne J. (2000) Can’t Buy Me Love: How Advertising Changes the Way We Think and Feel. Prentice Hall
Murray D. (2014) The Football Effect: The Powerful Impact of the World’s most Popular Sport. 1st ed. Create Space
Shilbury D. (2014) Strategic Sport Marketing. 4th ed. Allen & Unwin
Sinek S. (2019) The Infinite Game: How Great Businesses Achieve Long-Lasting Success. 1st ed.  Portfolio Penguin
Stoney C. (2019) Changing the Game: Fantastic Female Footballers. Studio Press
Wagg C. (2004) British Football and Social Exclusion. London: Routledge

Online Journals
Caudwell J. (1999) Women’s Football in the United Kingdom. Sage Journals. [ONLINE] Available at: https://journals.sagepub.com/doi/abs/10.1177/0193723599234003 [Accessed 15th November 2019]
Hutchinson P. (2009) Breaking Boundaries: Football and Colonialism in the British Empire [ONLINE] Available at: http://www.inquiriesjournal.com/articles/64/breaking-boundaries-football-and-colonialism-in-the-british-empire [Accessed 30th October]
Spring R. (2019) Pro Tips for Advertising Educators. Sage Journals. [ONLINE] Available at: https://journals.sagepub.com/doi/full/10.1177/1098048219867451 [Accessed 10th November 2019]

Websites
Bakken E. (2016). How Does Money Impact Wellbeing. Available: https://www.takingcharge.csh.umn.edu/how-does-money-impact-wellbeing. Last accessed 22nd October 2019.

BBC. (2013). BT Launches Sports TV Channels in Battle with Sky. Available: https://www.bbc.co.uk/news/business-23527897. Last accessed 1st October 2019.

BBC News. (2010). More Diverse Crowds at Premier League Football. Available: https://www.bbc.co.uk/news/uk-11079597. Last accessed 10th November 2019.

BeBusinessed. (2019). History of the Television. Available: https://bebusinessed.com/history/history-of-the-television/. Last accessed 5th December 2019.

Benjamin K. (2019). Women's World Cup Final Attracts Record TV Audience. Available: https://www.campaignlive.co.uk/article/womens-world-cup-final-attracts-record-tv-audience/1590244. Last accessed 1st October 2019.

Berr J. (2014). World Cup Ads – Big Tourney, Big Money. Available: https://investorplace.com/2014/07/world-cup-ad-spending/. Last accessed 8th November 2019.

Biddiscombe R. (2018). Sports Advertising: A Whole New Ballgame. Available: https://www.ibc.org/consume/sports-advertising-a-whole-new-ballgame/2847.article. Last accessed October 18th 2019.
Brown P. (2017). How Did We Become Soccer Fans. Available: https://medium.com/@paulbrownUK/how-did-we-become-soccer-fans-6c432994aaeb. Last accessed 8th October 2019.

Cave A & Miller A. (2015). The Popularity and Power of Football. Available: https://www.telegraph.co.uk/investing/business-of-sport/power-of-football/. Last accessed 10th November 2019.

Census. (1971). Median Family Income Up in 1970. Available: https://www.census.gov/library/publications/1971/demo/p60-78.html. Last accessed 20th October 2019.

Chanis A. (2018). 17 Reasons Why Soccer is the Most Popular Sport in the World.Available: https://mastersoccermind.com/17-reasons-why-soccer-is-the-most-popular-sport-in-the-world/. Last accessed 10th October 2019.

City M. (2019). Official Lead Partner. Available: https://www.mancity.com/fans%20and%20community/club/partners/global/etihad%20airways. Last accessed 5th November 2019.

Clark D. (2019). Mean Annual Household Disposable Income in the United Kingdom 2000-2019. Available: https://www.statista.com/statistics/591342/united-kingdom-uk-average-yearly-household-income/. Last accessed 15th October 2019.

Collins T . (2016). Soccer: How the Global Game Became Global. Available: http://www.tony-collins.org/rugbyreloaded/2016/4/21/soccer-how-the-global-game-became-global. Last accessed 11th October 2019.

DeGroot G. (2014). The Truth About the Christmas Day Football Match. Available: https://www.telegraph.co.uk/history/world-war-one/11310353/The-truth-about-the-Christmas-Day-football-match.html. Last accessed 20th September 2019.

Dennin J. (2018). Robots and Automation Will Have Taken Over 52 Percent of Tasks by 2025. Available: https://www.inverse.com/article/49047-robots-and-automation-will-have-taken-over-52-percent-of-tasks-by-2025. Last accessed 5th December 2019.

Encyclopedia Britannica. (2019). British Empire. Available: https://www.britannica.com/place/British-Empire. Last accessed 5th December 2019.

Errey M. (2014). World Cup 2014 Brazil. Available: https://www.englishclub.com/vocabulary/sports-football-world-cup-2014-brazil.htm. Last accessed 20th October 2018.

Fifa. (2019). Fifa Women's World Cup 2019 Watched by More Than 1 Billion. Available: https://www.fifa.com/womensworldcup/news/fifa-women-s-world-cup-2019tm-watched-by-more-than-1-billion. Last accessed 20th September 2019.
Gomez D. (2017). 5 Countries Where Soccer is a Lifestyle. Available: https://girlssoccernetwork.com/lifestyle/5-countries-soccer-lifestyle/. Last accessed 1st October 2019.

Gough C. (2019). Fifa World Cup: Global Fans By Gender 2018. Available: https://www.statista.com/statistics/872302/world-cup-fans-gender/. Last accessed 30th October 2019.

Handley L. (2017). Sports Sponsorship: What Does a Business Get From its Partnership with a Major Premier League Soccer Team. Available: https://www.cnbc.com/2017/05/05/what-does-a-business-get-from-sponsoring-a-premier-league-soccer-team.html. Last accessed 10th October 2019.

Hendricks D. (2019). Complete History of Social Media: Then and Now. Available: https://smallbiztrends.com/2013/05/the-complete-history-of-social-media-infographic.html. Last accessed 10th October 2019.

Henshaw S. (2018). Mobile Phone Usage Statistics in the UK. Available: https://www.tigermobiles.com/blog/mobile-phone-usage-statistics/. Last accessed 10th September 2019.

Herd M. (2013). Which Football Clubs are the Most Family Friendly. Available: https://www.theguardian.com/lifeandstyle/2013/jul/19/football-clubs-on-the-ball. Last accessed 1st November 2019.

Kratz G. (2017). How a Shorter Work Week Can Benefit Companies, Workers. Available: https://www.workflexibility.org/shorter-week-can-benefit-companies-workers/. Last accessed 18th September 2019.

Lagardere. (2019). Marketing, Sponsorship and Brand Partnerships. Available: https://lagardere-se.com/marketing-sponsorship-and-brand-partnerships/. Last accessed 11th October 2019.

Lang H. (2017). Does Marketing Need Football or Vice Versa. Available: https://www.campaignlive.co.uk/article/does-marketing-need-football-vice-versa/1441915. Last accessed 25th November 2019.

League P. (2019). Fans Watch Premier League in Record Numbers. Available: https://www.premierleague.com/news/1225124. Last accessed 1st November 2019.

Luscombe S. (2012). The British Empire. Available: https://www.britishempire.co.uk. Last accessed 2nd October 2019.

Ma C. (2018). The Impacts of Social Media in Sports. Available: http://thesportdigest.com/2018/11/the-impact-of-social-media-in-sports/. Last accessed 20th September 2019.
Maharishi A. (2018). Why is Football so Popular?. Available: https://thriveglobal.com/stories/why-is-football-so-popular/. Last accessed 2nd September 2019.
Mason A. (2017). The Real Story of the Christmas Truce. Available: https://www.iwm.org.uk/history/the-real-story-of-the-christmas-truce. Last accessed 10th September 2019
McNicholas J. (2013). Ranking the World's 10 Best Football Tournaments. Available: https://bleacherreport.com/articles/1684009-power-ranking-worlds-10-best-football-tournaments#slide10. Last accessed 10th November 2019.

Mohsin M. (2019). 10 Social Media Statistics you Need to Know in 2019. Available: https://www.oberlo.com/blog/social-media-marketing-statistics. Last accessed 30th September 2019.

Moore P. (2018). Start Planning Your Day Because Saturday Has an Outstanding Day of Sport on TV. Available: https://www.joe.ie/sport/start-planning-day-saturday-outstanding-day-sport-tv-642218. Last accessed 6th October 2019.

Nudd T. (2014). Ad of the Day: Nike Launches ‘Risk Everything’ Campaign Ahead of the 2014 World Cup. Available: https://www.adweek.com/brand-marketing/ad-day-nike-launches-risk-everything-campaign-ahead-2014-world-cup-156680/. Last accessed 5th December 2019.

Punting L. (2018). 5 Facts Why Football is Popular. Available: https://www.letsgopunting.co.uk/5-facts-why-football-is-popular/. Last accessed 30th August 2019.

Reed J. (2017). Gambling Adverts 'in 95% of TV Matches. Available: https://www.bbc.co.uk/news/business-41693866. Last accessed 5th December 2019.

Release P. (2016). UK Sports Fans Spent Over £20 Million Last Year. Available: http://www.mynewsdesk.com/uk/post-office/pressreleases/uk-sports-fans-spent-over-ps20-billion-last-year-1438275. Last accessed 20th September 2019.

Retrowow. (2018). Television in the 50s. Available: https://www.retrowow.co.uk/television/television.html. Last accessed 10th October 2019.

Richter F. (2018). The Biggest Game on Earth?. Available: https://www.statista.com/chart/14646/fifa-world-cup-final-tv-viewership/. Last accessed 10th November 2019.

Rones P. (1997). Trend in Hours of Work Since the Mid-1970s. Available: https://stats.bls.gov/opub/mlr/1997/04/art1full.pdf. Last accessed 10th October 2019.

Roser M. (2018). This is How Working Hours Have Changed Over Time. Available: https://www.weforum.org/agenda/2018/05/working-hours. Last accessed 18th October 2019.

Rushden M. (2019). Kit Sponsors Can Offer Fond Memories but Better Logos Would Not Be Missed. Available: https://www.theguardian.com/football/2019/jul/25/kit-sponsors-football-betting-logos. Last accessed 1st November 2019.

Shedden D. (2015). Today in Media History: In 1927 Newspapers Introduced Television. Available: https://www.poynter.org/reporting-editing/2015/today-in-media-history-in-1927-newspapers-introduced-television/. Last accessed 18th October 2019.
Sky Sports News. (2016). Sky Sports Has Changed Way We Enjoy Sport Since Launch in 1991. Available: https://www.skysports.com/more-sports/news/12040/10243562/sky-sports-has. Last accessed 2nd October 2019.
Smith B. (2018). Soccer Origins, Growth and History of the Game. Available: http://www.thepeoplehistory.com/soccerhistory.html. Last accessed 29th September 2019.

Swansea City. (2017). The Jacks Zone. Available: https://www.swanseacity.com/jacks-zone. Last accessed 1st November 2019.
These Football Times. (2018). The Rise of Shirt Sponsorship in English Football. Available: https://thesefootballtimes.co/2018/09/30/the-rise-of-shirt-sponsorship-in-english-football/. Last accessed 16th October 2019.
Tribunal H. (2019). What Percentage of Internet Traffic is Mobile in 2019. Available: https://hostingtribunal.com/blog/mobile-percentage-of-traffic/#gref. Last accessed 18th October 2019.

Warc. (2009). TV Still Most Popular Form of Media. Available: https://www.warc.com/newsandopinion/news/tv_still_most_popular_form_of_media/25156. Last accessed 1st October 2019.

Whysall J. (2013). The British Empire Influence on Sport. Available: https://prezi.com/b20fmvve3apn/the-british-empires-influence-on-sport/. Last accessed 5th December 2019.

Willetts M. (2019). British Football History: TV Coverage & Punditry. Available: https://comicus.co.uk/history-of-british-football-tv-coverage-punditry/. Last accessed 29th September 2019.

Wilson B. (2014). Manchester United and Adidas in £750m Deal Over 10 Years. Available: https://www.bbc.co.uk/news/business-28282444. Last accessed 12th October 2019.


Images
Figure 1: Retrowow. (2014) The growth in televisions between 1950&1960 [ONLINE]. Available at: https://www.retrowow.co.uk/television/television.html [Accessed 10 September 2019].
Figure 2: Chaffey (2019) Growth in social media usage [ONLINE]. Available at: https://www.smartinsights.com/social-media-marketing/social-media-strategy/new-global-social-media-research/ [Accessed 25th September 2019].
Figure 3: Barcelona (2019) Sports brands using social media to advertise [ONLINE]. Available at: https://twitter.com/FCBarcelona [Accessed 5th December 2019]
Figure 4: Lee J. & Dusenbury M. (2012) Gender equality within athletes [ONLINE]. Available at: https://www.motherjones.com/politics/2012/06/charts-womens-athletics-title-nine-ncaa/ [Accessed 18th October 2019].
Figure 5: Kindersley D. (2019) Parts of the globe controlled by the British empire [ONLINE]. Available at: https://www.dkfindout.com/uk/history/victorian-britain/british-empire/ [Accessed 29th October 2019].
Figure 6: Statista Research Department (2019) Football fans gender in Europe [ONLINE]. Available at: https://www.statista.com/statistics/658959/europe-football-fans-by-country-and-gender/ [Accessed 1st November 2019].
Figure 7: Berr J. (2014) Coca cola World Cup advertising [ONLINE]. Available at: https://investorplace.com/2014/07/world-cup-ad-spending/ [Accessed 12th November 2019].
Figure 8: Jericho G. (2013) Disposable income on the increase [ONLINE]. Available at: https://www.abc.net.au/news/2013-03-20/jericho-graph-6-cumulative-real-gdp-and-real-net-household-dis/4582126 [Accessed 12th November 2019].
Figure 9: Heaney D. (2017) UK sports channels [ONLINE]. Available at: https://www.broadbandchoices.co.uk/reviews/bt-tv-vs-sky [Accessed 15th November 2019].
Digital Strategy Consulting. (2016) UK sports channels [ONLINE]. Available at: http://www.digitalstrategyconsulting.com/intelligence/2016/05/uk_gives_greenlight_for_bbc_and_itv_netflix_rival.php [Accessed 15th November 2019].
Figure 10: Sky Sports News. (2018 & 2016) Football event names [ONLINE]. Available at: https://twitter.com/SkySportsMNF/status/991066952805371904, https://www.skysports.com/football/news/24527/10712692/fnf-podcast-december-30,
https://www.skysports.com/football/news/12767/10133758/the-saturday-night-football-podcast-jan-16 [Accessed 16th November 2019].
Figure 11: Sinclair L. (2017) Etihad & Manchester city’s partnership [ONLINE]. Available at: https://innov8-conferences.co.uk/2672-2/ [Accessed 20th November 2019].
Figure 12: Community (2018) Multiple sponsorships embedded on club’s shirt [ONLINE]. Available at: https://www.isportconnect.com/crystal-palace-net-puma-kit-deal/ [Accessed 20th November 2019].




- 6 -

image4.png
Social Networking Use Has Shot Up in Past Decade

Chart = Data  Embed

% of all American adults and internet-using adults who use at least one social
networking site

100
75
50

25

2006 2008 2010 2012 2014

@ Internet Users @ All Adults

‘Source: Pew Research Center surveys, 2005-2006, 2008-2015. No data are available for 2007.




image5.png
FC Barcelona & @FCBarcelona - 15h v
This is a #BaraMallorca quiz.
We got 10/10. Can you equal that?

Who has played for Barga and Mallorca?

Ten players who played both for the Catalans and the Balearic
islanders. Can you name them from our clues?
barcelona.com

O 26 178 Q 17K &




image6.png
FC Barcelona & @FCBarcelona - 15h v
This is a #BaraMallorca quiz.
We got 10/10. Can you equal that?

Who has played for Barga and Mallorca?

Ten players who played both for the Catalans and the Balearic
islanders. Can you name them from our clues?
barcelona.com

O 26 178 Q 17K &




image7.png
[l College male athletes
I College female athletes

1971-1972
1976-1977
1981-1982
1986-1987

1991-1992

1996-1997

2001-2002

2006-2007

2010-20M

150,000 150,000




image8.png
[l College male athletes
I College female athletes

1971-1972
1976-1977
1981-1982
1986-1987

1991-1992

1996-1997

2001-2002

2006-2007

2010-20M

150,000 150,000




image9.png




image10.png




image11.png
Uk

France  Germany Ireland

Spain

W Women

Men




image12.png
Uk

France  Germany Ireland

Spain

W Women

Men




image13.jpeg
c014 FIFA WORLD CUP™





image14.jpeg
c014 FIFA WORLD CUP™





image15.jpeg
Cumulative Real GDP and Real Net Household Disposable Income Growth
(March 2003 = 100)
160.0

1500

Real Household

Disposable Income
1400

1300
Real GDP

1200

1100

1000

3 3
g g
o3
I

Source: ABS 5206.0 Derived

Mar-2004
Sep-2004
Mar-2005
Sep-2005
Mar-2006
Sep-2006
Mar-2007
Sep-2007
Mar-2008
Sep-2008
Mar-2009
Sep-2009
Mar-2010
Sep-2010
Mar-2011
Sep-2011
Mar-2012
Sep-2012




image16.jpeg
Cumulative Real GDP and Real Net Household Disposable Income Growth
(March 2003 = 100)
160.0

1500

Real Household

Disposable Income
1400

1300
Real GDP

1200

1100

1000

3 3
g g
o3
I

Source: ABS 5206.0 Derived

Mar-2004
Sep-2004
Mar-2005
Sep-2005
Mar-2006
Sep-2006
Mar-2007
Sep-2007
Mar-2008
Sep-2008
Mar-2009
Sep-2009
Mar-2010
Sep-2010
Mar-2011
Sep-2011
Mar-2012
Sep-2012




image17.jpeg




image18.jpeg




image19.jpeg




image20.jpeg




image21.jpeg
sky SPOTES Ho

¥ ".O&.i.ib@&ttl@k i b

MNF

MONDAY NIGHT FOOTBALL

Kono» oM




image22.jpeg




image23.jpeg
SNF





image24.jpeg




image25.jpeg
sky SPOTES Ho

¥ ".O&.i.ib@&ttl@k i b

MNF

MONDAY NIGHT FOOTBALL

Kono» oM




image26.jpeg




image27.jpeg
SNF





image28.jpeg




image29.jpeg




image30.jpeg




image31.jpeg




image32.jpeg




image1.png
Population (%)

Television growth

75

1950 1960
Televisions Owned




image2.png
Population (%)

Television growth

75

1950 1960
Televisions Owned




image3.png
Social Networking Use Has Shot Up in Past Decade

Chart = Data  Embed

% of all American adults and internet-using adults who use at least one social
networking site

100
75
50

25

2006 2008 2010 2012 2014

@ Internet Users @ All Adults

‘Source: Pew Research Center surveys, 2005-2006, 2008-2015. No data are available for 2007.




