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Critically evaluate the Professional Team Sport environment and ascertain the differences between the US and UK model. Additionally, consider if their relationship is getting closer or more distant.


Within the vast world of global sports, the United States (US) and the United Kingdom (UK) stand out as significant players, each contributing their own unique story to the realm of professional team sports. These two nations developed distinct sporting landscapes, influenced by many historical, cultural, and economic factors. As a result, they offer contrasting yet captivating models that deserve careful examination. This report embarks on a comprehensive exploration of the professional team sports environments in the US and UK, delving into crucial aspects such as club ownership, league structure, merchandising and sponsorship, TV broadcasting rights, globalization, and stadiums. By peeling back the layers of these topics, our aim is not only to identify the subtle differences between the approaches of the US and UK, but also to shed light on the intricate dynamics that underlie their relationship in the ever-changing landscape of global sports.


Club Ownership

Ownership of clubs plays a vital role in the framework of professional team sports, impacting the financial stability, strategic vision, and fan interaction of sports entities. 
 
In the United States, professional team sports often function within a franchise system, particularly prevalent in leagues such as the NFL and NBA. Ownership is akin to acquiring a franchise license, necessitating significant financial investment and approval from the league. This model is characterized by corporate ownership, where teams are often seen as valuable assets in a competitive sports market. Zimbalist (2003) emphasizes the stability offered by the franchise system while also pointing out its exclusivity, creating entry barriers that contribute to a closed sports environment. Within the NFL, there is a rule where the controlling partner within the ownership group must hold over 30% of the francise (Fischer, 2023).

Conversely, the United Kingdom showcases a more diverse ownership landscape, especially noticeable in football clubs. Ownership ranges from affluent individuals and groups to fan-owned entities. Garcia and Rodriguez’s (2018) analyse the intricate ownership structures in UK football, underscoring the cultural importance of community involvement. The fan-owned model, though not universal, holds significance, highlighting community participation and collaborative decision-making.

One significant distinction can be found in financial dynamics. The franchise system in the United States ensures stability through revenue-sharing mechanisms, creating a financially secure environment for teams (Pittz et al, 2021). On the other hand, the United Kingdom model, especially in football, introduces financial uncertainty due to promotion and relegation. The constant changes in leagues can impact revenue streams, resulting in a different financial landscape (Andreff and Staudohar, 2002).   

The ownership models also play a role in fan engagement. In the United Kingdom, where clubs often have deep-rooted connections with local communities, fan representation or ownership is more common (Cocieru, Delia and Katz, 2019). This strengthens the emotional bond between the team and its supporters. In the United States, corporate ownership sometimes leads to the perception of teams as business entities, potentially affecting the emotional connection with fans (Harvey, Law and Cantelon, 2001). Dolles and Söderman (2011) discusses the influence of ownership structures on managing sport brands, highlighting the importance of fan engagement for long-term success.

In recent years, the relationship between the ownership models in the United States and the United Kingdom has been influenced by globalization and commercialization trends. Teams from both sides now participate in international tours, tapping into global fan bases (Ratten and Ratten, 2011). The commercialization of sports has resulted in cross-cultural influences, with successful strategies being adopted and adapted across borders.

The digital era has significantly impacted the relationship between sports teams and their fans worldwide. Onyekwu (2022) delves into the influence of media on sports, highlighting the evolving nature of fan interaction in the digital age. Through social media, streaming services, and digital content, teams can engage with fans on a global scale, breaking down geographical barriers. Both US and UK teams utilize digital platforms to connect with their fan base, potentially bridging the gap created by different ownership models.

In summary, the examination of club ownership in professional sports reveals distinct models in the US and the UK. The US franchise system offers stability and corporate involvement, while the UK model emphasizes diversity, community engagement, and a special bond with fans (Plumley and Wilson, 2019). The financial aspects and fan engagement strategies vary, reflecting the cultural and historical backgrounds in which these models have developed.
 
The relationship between US and UK ownership models is shaped by globalization, commercialization, and the digital age. While each model retains its uniqueness, there is evidence of a closer connection as successful strategies are exchanged and adapted (ibid). The global impact of sports and the digital era have the potential to unite fans and teams, regardless of ownership structures (Onyekwu, 2022). Understanding these intricacies is essential for stakeholders in the sports industry as they navigate a landscape where tradition meets innovation, and local connections merge with global ambitions.


League Structures
  
   
The league structure plays a crucial role in professional team sports, influencing competition, financial dynamics, and fan involvement in the sports industry. This analysis critically examines the league structures in the United States and the United Kingdom, highlighting their distinct characteristics and the changing landscape of their relationship. 
  

Professional team sports in the United States typically follow a franchise system, featuring closed leagues where teams do not experience relegation or promotion. The National Football League (NFL) and the National Basketball Association (NBA) serve as prime examples of this structure. The franchise model ensures stability and financial security, fostering a competitive environment with well-established teams (Zimbalist, 2003). Fort and Quirk (1995) emphasise the advantages of the closed system, including revenue-sharing mechanisms that enhance financial stability. However, it also restricts the fluidity of competition and hinders smaller markets from competing at the highest level. 
  
 
Conversely, the United Kingdom operates on a promotion and relegation system, particularly evident in football leagues. Teams have the opportunity to move up or down the league hierarchy based on their performance. This open system introduces an element of unpredictability and enables smaller clubs to rise to higher tiers. Maguire (2002) highlights the societal impact of promotion and relegation, generating excitement and engagement among fans as their teams strive for success or battle against demotion. For example, Birmingham City FC was bought by US company Shelby Companies Limited in July 2023 as a Championship club (BBC Sport, 2023). However, in the first season Birmingham have been relegated to League One where the income decreases dramatically. This could be seen in the 2021/2022 season where the revenue for the League One teams was nearly 3 times less than the Championship counterparts. This shows the dramatic affect a relegation could make to a sports team; however, the opposite measure can be seen if the club gets promoted from League One into the Championship.
  
  
League structures in the US and the UK exhibit distinct financial dynamics. The closed system in the US ensures a secure revenue-sharing environment, providing financial stability for teams (Fort and Quirk, 1995). On the other hand, the promotion and relegation system in the UK, although fostering competitiveness, can introduce financial uncertainty for teams transitioning between divisions. Noll (2007) explores the economic implications of television revenue, highlighting the divergent financial models and their implications on league stability. 
  
  
Competitive balance, a critical component of league structures, is influenced by the promotion and relegation system. In the UK, this system is believed to contribute to a more equitable playing field, enabling smaller clubs to challenge larger ones. In contrast, the closed system in the US establishes a more stable competitive landscape, albeit potentially limiting smaller-market teams' opportunities to reach the top tier (Buzzacchi, Szymanski and Valletti, 2010)


Dolles and Söderman (2011) argues that league structure also plays a role in fan engagement. In the UK, the promotion and relegation system generates compelling narratives and emotional investment for fans, enriching the overall fan experience. In the US, while stability is preserved, the closed system may lead to predictable outcomes, potentially impacting fan excitement (ibid).
 

Commercialisation trends also impact the relationship between the US and UK league structures. Both models have embraced commercial opportunities like international tours, merchandise sales, and broadcasting rights (Ratten and Ratten, 2011). This joint pursuit of global revenue streams strengthens the bond between the two sides as they navigate the challenges and opportunities brought about by the commercialisation of professional sports. 

 
In summary, the comparison of league structures in professional team sports between the United States and the United Kingdom reveals contrasting models. The closed system in the US offers financial stability but limits competitiveness, whereas the promotion and relegation system in the UK creates a more unpredictable and engaging environment (Buzzacchi, Szymanski and Valletti, 2010). The differences in financial dynamics, competitive balance, and fan engagement strategies reflect the unique cultural and historical contexts of each model. The interaction between the US and UK league structures is characterised by a dynamic blend of globalisation, cross-cultural influences, and commercialisation trends. While maintaining their individual identities, both sides have shown a willingness to incorporate successful strategies from one another. Budzinski and Satzer (2011) states the future may bring about a closer relationship as the sports landscape continues to evolve, driven by a shared goal of global recognition and commercial success. 



Merchandising and Sponsorships  

The economic success of professional team sports heavily relies on merchandising and sponsorships, which have a significant impact on revenue generation, brand visibility, and fan engagement (Chadwick, 2017). There are many different strategies employed in merchandising and sponsorships within the United States and the United Kingdom, however there are key distinctions within the evolving dynamics of the industry.

In the United States, professional sports leagues have mastered the art of merchandising. Teams offer a wide range of branded products, including jerseys, caps, and various accessories. Chadwick, Arthur and Beech (2017) delves into international case studies in the sports business, highlighting the effectiveness of merchandising in the US. This approach creates a strong bond between fans and their favorite teams through an extensive array of entertainment products, the focus is on creating a brand that transcends local boundaries. The franchise model contributes to a standardized approach, enabling cohesive league-wide merchandising strategies.

However, the UK model, particularly in football, also places a significant emphasis on merchandising. However, the nature of fan engagement plays a crucial role in shaping the market. The close connection between clubs and local communities often leads to the creation of unique merchandise specific to each team (Skinner, 2017). 

Globalization has significantly impacted merchandising and sponsorships in the US and the UK. These markets have expanded globally, with fans from all over the world seeking to connect with their favorite teams. The globalization of sports has led to cross-cultural influences, shaping merchandising strategies that appeal to diverse audiences. Byers (2016) explains that the commercialization trends, fueled by the quest for global markets, have brought the US and UK models closer in specific areas. Both sides acknowledge the importance of global brand visibility, resulting in partnerships and shared merchandising strategies. The exchange of successful sponsorship approaches has become more prevalent, leading to a convergence of practices.

In summary, the assessment of merchandising and sponsorships in professional team sports highlights both similarities and differences between the US and UK models. The US, with its franchise system, prioritizes standardized and commercially driven approaches, while the UK, especially in football, demonstrates a more community-focused and nuanced engagement strategy (Chadwick, Arthur and Beech, 2017).

The relationship between the US and UK models is evolving. Commercialization trends and the pursuit of global markets have resulted in a convergence in certain aspects of merchandising and sponsorships (Byers, 2016). Understanding the intricacies of merchandising and sponsorships is crucial for sports organisations navigating the delicate balance between global commercial success and local fan engagement. As the relationship between these models continues to develop, it presents fresh opportunities for cooperation and mutual growth in the ever-expanding realm of professional team sports
TV rights and Broadcasting  

TV broadcasting rights play a crucial role in revenue generation and fan engagement in professional team sports (Gratton and Solberg, 2007).

The US sports industry heavily relies on centralized broadcasting agreements. Leagues secure lucrative deals with major networks, ensuring financial stability and fair competition among teams. According to Shultz and Wei (2013), television revenue is a vital component of the US sports economy, with the centralized deals playing a key role in sustaining the financial health of professional leagues.

On the other hand, In the UK, especially in football, TV broadcasting rights follow a different path. The English Premier League, for example, combines centralized and individual club agreements (Gratton and Solberg, 2013). While there is a collective deal for a significant portion of the rights, clubs have the autonomy to negotiate additional contracts, resulting in revenue discrepancies as a unique hybrid model.

[bookmark: _Int_SAB23KCW]The distribution of TV broadcasting rights plays a crucial role in maintaining competitive balance. The US model, with its centralized approach, ensures that smaller-market teams receive a significant portion of the revenue, creating a more level playing field (Smith, Evens and Iosifidis, 2015). In contrast, the UK's hybrid system introduces variations in income, potentially affecting the ability of smaller clubs to compete at the highest level. The hybrid system in the 2021-2022 season gave each club a minimum of £76million for their TV rights and then further revenue which differs from each club with top earner Manchester City getting £146.29million, compared to lowest earner Norwich obtaining only £93.79million (Statisca, 2024). This can affect the leagues competitive balance as the lower earning clubs may fall short due to this income-disparity.

[bookmark: _Int_jQb4kv0Z]The distribution of the TV rights also links to the different league structures seen in the US and UK, due to relegation and promotion each year there are different teams apart of the negotiations within the UK model (ibid). Whereas, in the US there is the same group of teams each year apart from any brand new franchises.

The digital age has brought the US and the UK closer in terms of content delivery. Streaming services, online platforms, and digital applications have become essential avenues for broadcasting sports content (HAGELGANS, 2023). Both countries have embraced digital transformation to enhance fan experiences and adapt to changing viewing habits. This shared reliance on digital platforms can create common ground in their broadcasting strategies.

The growing global fanbase for American and British sports has led to an increased demand for international broadcasting rights. As a result, both sides have explored strategies to tap into global markets, potentially aligning their approaches to maximize global viewership, leading to collaborations between broadcasters. These collaborations can pave the way for joint ventures and shared initiatives in the future (Schulenkorf and Frawley, 2017).

While globalization and digital transformation offer opportunities for closer collaboration, there are also challenges to overcome. Differences in time zones and cultural nuances may affect the synchronization of broadcasting schedules. Additionally, each sports league has its own unique characteristics, which may require tailored approaches to broadcasting rights.

In conclusion, the evaluation of TV broadcasting rights in professional team sports highlights nuanced differences between the US and UK models. The centralized approach in the US ensures financial stability and competitive balance, while the UK's hybrid model allows for flexibility but introduces potential income disparities (Smith, Evens and Iosifidis, 2015).
 
The relationship between US and UK TV broadcasting rights is evolving in the context of globalization and digital transformation. The emergence of strategic partnerships and shared initiatives suggests a potential convergence in their approaches (Schulenkorf and Frawley, 2017). However, challenges related to time zones and cultural differences may pose obstacles. As the sports media landscape continues to evolve, the future may witness a closer relationship characterized by innovative solutions that cater to the global fanbase while respecting the unique characteristics of each sports league.


Globalisation   

The examination of the globalization of professional team sports reveals fascinating discrepancies between the United Kingdom and the United States. Despite both countries having a strong sporting heritage, their methods and effects on the international platform vary greatly (Andreff and Staudohar, 2002). Exploring these differences provides insight into how each nation molds and impacts the global sports arena.

In the United States, professional team sports have been at the forefront of globalization efforts. Leagues such as the National Football League (NFL) and the National Basketball Association (NBA) have strategically expanded their reach beyond national borders. Through international games, global marketing campaigns, and the recruitment of international players, American sports have gained immense popularity worldwide. A recent example of this is former Welsh international rugby player Louis Rees-Zammit who joined the NFL’s international player pathway (Kownack, 2024). 

Furthermore, the US sports leagues employ various strategic approaches to expand their global presence. For example, the NFL has effectively organized games in London, Mexico City, and other international locations, fostering inclusivity and attracting a diverse fan base (Grotkamp, 2024). Similarly, the NBA has implemented a comparable strategy by hosting regular-season games abroad and utilizing digital platforms to cultivate a worldwide following (Neelakandan, 2023).

In the United Kingdom, football, particularly the English Premier League (EPL), has been a global phenomenon for many years. The EPL's broadcasting agreements, international tours, and the diverse composition of its players have played a significant role in establishing football as a worldwide sport. The cultural and historical significance of football in the UK has contributed to its global appeal. Hill and Vincent (2006) studied the globalization of Manchester United transforming into a publicly listened company growing into markets all over the globe through international tours and target marketing catering for each market through the success of the team.

In recent times, both the United States and the United Kingdom have pursued similar objectives in terms of globalization (Bairner, 2001). American sports leagues and English football have acknowledged the significance of tapping into international markets. Collaborative efforts, such as international games and joint ventures, demonstrate a willingness to explore shared opportunities in the global sports arena. 

Nevertheless, challenges arise due to differing sports cultures, time zone disparities, and the distinct characteristics of each league. The unique structure of American sports, characterized by its franchise system, contrasts with the promotion and relegation system prevalent in European football (Buzzacchi, Szymanski and Valletti, 2010). These disparities can present difficulties in aligning strategies for global expansion.

In conclusion, the globalization of professional team sports in the United States and the United Kingdom has brought about transformative changes, reshaping the dynamics of sports leagues, fan engagement, and commercial success (Markovits and Rensmann, 2013). Both models demonstrate a commitment to expanding their global presence, leveraging international appeal to generate revenue and connect with diverse fan bases. The relationship between the US and the UK in the context of globalization seems to be defined by shared objectives and collaborations. Despite the existence of challenges, the convergence of strategies for international expansion indicates a growing recognition of the global nature of modern sports. 

As the global sports landscape continues to evolve, the connection between the US and the UK models is likely to be characterized by a delicate balance between embracing shared opportunities and navigating the inherent differences that make each sports culture unique. The future holds potential for increased collaboration, fostering a more interconnected and globalized professional team sports environment.  


Stadiums

The arenas where professional team sports take place, known as stadiums, play a significant role in shaping the fan experience, generating revenue, and defining the identity of sports organizations. 
 
In the United States, stadiums are often designed and owned in conjunction with the franchise system that dominates professional sports leagues. Many stadiums are privately owned and operated by team owners, reflecting the corporate nature of American sports (Trumpbour, 2014). The construction of state-of-the-art, multi-purpose venues that can accommodate a variety of sports and entertainment events is a prevalent trend. These professional stadiums emphasize the significance of modern amenities in attracting fans and generating revenue. 
 
On the other hand, football stadiums in the United Kingdom have deep roots within local communities and often carry historical importance. Unlike the US model, where ownership is typically private, many UK football clubs have historically been owned by the community or local individuals. The design of stadiums varies greatly, with older venues preserving a sense of tradition while newer ones incorporate modern amenities. Bale (2000) explores the social and cultural significance of football stadiums in the UK, highlighting the strong connection between clubs and their communities.

The design of stadiums varies greatly between the United States and the United Kingdom. In the US, there is a growing trend towards modern, versatile facilities that boost cutting-edge technology, luxurious suites, and entertainment zones. On the other hand, many football stadiums in the UK, especially those with historical significance, maintain their unique architectural elements and offer an intimate, traditional matchday experience. However, this is something changing which can be seen in the new Tottenham Hotspur stadium, the most innovation seen in a UK sports facility to date (McIver, 2019). These innovations range from: state-of-the-art scoreboards, connectivity, and fan engagement apps.  Both the US and the UK understand the significance of integrating technology to enhance the fan experience and stay competitive in the ever-evolving sports and entertainment industry.


Ownership structures play a pivotal role in shaping stadium models. In the US, where the franchise system reigns supreme, private ownership is the norm. Owners often invest in stadium construction and renovations to enhance the team's brand and generate additional revenue with even moving the franchise to a new location. An example being within the NFL which has had many teams relocate with the most recent being the Oakland Raiders becoming the Las Vagas Raiders in 2020 (Kerr, 2020). On the other hand, ownership in the UK can be more diverse, ranging from private individuals to fan-owned entities. This community-centric approach influences decisions regarding stadium development and renovations causing the teams to be stuck within a set location.

The fan experience varies depending on stadium design and ownership structures. In the US, the focus is often on providing a diverse and captivating experience beyond the game itself, with amenities that cater to various preferences (Richards, et al, 2022). This experience also allows fans in the US to drink alcohol while watching the games in the stands. However, In the UK, particularly in older stadiums, the emphasis is on preserving the authenticity of the matchday experience, creating a unique atmosphere with passionate fan engagement (Huettermann, Uhrich and Koenigstorfer, 2019). The downside of this passionate fan engagement is the potential for fans misbehaving. In the UK fans are not permitted to drink alcohol in the stands only in the concourse area which is to reduce the amount of alcohol consumed. Despite being able to drink alcohol in the stands, US sports organisations have looked to limit the amount of alcohol being consumed with some franchises adding in limits per customer (Lenk et al, 2010).


Aligning the US and UK stadium models poses challenges due to inherent differences in sports cultures, ownership structures, and historical contexts. Striking a balance between modern amenities and preserving tradition is a delicate task. Moreover, the financial models for stadium development, encompassing public and private funding, can vary significantly between the two countries (Hassan, 2018).

In summary, the comparison of stadiums in professional team sports between the United States and the United Kingdom highlights unique approaches in ownership, design, and fan engagement (Hassan, 2018). Despite challenges, the evolving trends in both countries, such as globalization, commercialization, and technological advancements, suggest a changing landscape. The alignment of strategies to address global shifts presents an opportunity for increased collaboration (Levallet, et al, 2019). Common goals in improving fan experiences, utilizing technology, and hosting international events lay the groundwork for shared growth and learning. As the sports industry progresses, the relationship between US and UK stadium models may continue to merge, fostering a more interconnected and innovative environment for professional team sports.

Conclusion


[bookmark: _Int_R73vh1bR]To conclude, the professional team sports landscapes of the US and UK reveals a fascinating mix of differences and similarities that highlight the intricate nature of these sporting ecosystems. While variations persist in areas such as club ownership, league structure, merchandising and sponsorship, TV broadcasting rights, globalization, and stadiums, there is also a noticeable interplay of mutual influence and evolving dynamics. The two models within the US and UK emerges as a complex interplay of competition and divergence, shaped by many historical legacies, cultural norms, and economic imperatives. 


I believe the two environments are coming closer together as people from both nations embrace sports from the other, seeing the benefits of the other way of thinking. For example, the increase of US investment in the English Premier League shows the global interest especially in the premier league which is something US organizations such as the NFL are looking to achieve with playing games in new markets (Buzzacchi, Szymanski and Valletti, 2010). Both environments have the goal to grow globally by tapping into the potential revenue from around the globe (Budzinski and Satzer, 2011). Ultimately it seems inevitable that the English Premier League will follow suit playing competitive games that matter in new markets, unlike the current international friendly tours. However, one key difference between the two outlooks is the league structures with the US operating with closed leagues and the UK having promotion and relegation with some of their league structures (Maguire, 2002). This difference causes changes in all the other areas, as the league members are ever changing in the UK new deals need to be structured with each new member. Whereas, in the US the closed league systems offer the chance to run an equal distribution model where no one misses out as no one loses any revenue year on year. 
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