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[bookmark: _Toc500773403]Summary of Topic

There has been a lot more money generated from advertising in football and over the years there has been a lot of changes within the sport, so this dissertation is an attempt at coming to a conclusion on whether advertising has become too ingrained in the sport of football. There will be arguments for and against this argument this change and opinions from long following supporters.
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This dissertation is an attempt to address the issue of whether advertising has a positive or negative effect in football, with the growing global reach of the sport I found it appropriate to look into this subject and discuss the many arguments of which I have found through research. Football has always interested me from a young age, it’s a sport I have played and watched for many years. After listening to family members talk about the changes in players attitudes over the last 40 years it prompted thoughts about why that has changed and subsequently led me to the topic of the dissertation. There are thorough topics of this dissertation which could be explored in their own right, however I feel it would be more appropriate to give a more rounded opinion on advertising as a whole. Advertising also relates to my studio practice, so I was keen to look at the current issues of the industry in the sport when conducting research, I found that gambling advertisements in particular was an ever-increasing part of the sport's association. The question doesn’t look at a particular style of advertising or movement of design, as a consequence I found it difficult to use books as there were not many relevant to the subject and practice. Journals and newspaper articles were much more relevant to this subject in not only forming opinions but finding out facts, early on I decided that there are three main contingents in the sport which were fans, clubs and players and while there were a lot of resources for players and club’s opinions in secondary research I found that there wasn't enough for fans. As a result, I decided to create a survey filled with questions relevant to the subject to gain a better understanding of how the fans feel towards advertising in the sport. The first chapter will focus on showing the statistical side of how clubs depend on advertising as a whole, later on in the chapter there will be a small case study on an illustrious case of sponsorship which affected one of the sports global superstars.  The second chapter will look at gambling advertisements in the sport and the growing amount of exposure it has on fans, as well as a look at a project which has encouraged fans to be healthier. Lastly the third chapter will look exclusively at the opinions of the fans, taking interesting extracts from my survey used as primary research. While there will be arguments for and against advertising in the sport, I do not expect a conclusive answer as this topic is open to debate but additionally because it is effecting three different parties who would never be able to come to a collective decision.
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“If there was ever any doubt that football was more than a game, the press coverage generated by England's failure to qualify for the final stages of Euro 2008 would have settled the issue.” (Coopey, R., Lyth, P., 2009)
The sheer amount of money lost alone due to England missing out on Euro 2008 is a huge insight into how football today is just as much a business as a sport. The FA lost £150m from the national teams misfortune while ITV also lost a considerable amount in advertising revenue. (Coopey, R., Lyth, P., 2009)
FIFA, the worlds governing body of football first started to exercise the use of stadium hoardings in the 1970 world cup, this was seen as a move to increase the identities of the brands and gain more money for the game. (Miles, L.,Rines,S., 2004). According to the article Colours of Money from Marketing Week Liverpool Football Club became one of the first clubs in England to sign a kit sponsorship deal back in 1979, the sponsor in question was Hitachi and this deal was worth £150,000. This had a knock-on effect with other high profile Premier League clubs such as Arsenal and Manchester United later were sponsored by JVC and Sharp respectively (SIMPSON, M., 1996). Since then advertising has become an essential part of how clubs produce revenue and every club in the Premier League today generates money from sponsorship deals just like the original Hitachi deal. However, kit sponsorship is just one-way clubs can generate revenue through advertising, other ways can include stadium naming rights, television broadcasting, stadium billboards and other general sponsorship deals. Naming in football is a way of communicating a definitive message through advertising, for example the ‘Reebok Stadium’. (Beech, J., Chadwick,S., 2006)

With advertising becoming more and more ingrained in the game there are lots of arguments for and against this change over the past 40 years. Television broadcasting is generally the main source of income for most clubs today, the Premier League sold the television rights for £5.136bn, a significant increase on the previous auction of 3.018bn. (BBC, 2015). In the Premier League each club receives an equal figure which accounts for 50% of the total money from the deal, 25% of the money is distributed according to their final league position and the other 25% is awarded depending on how many live matches a club has been in, the more live TV matches a club has been featured in the more money that is awarded to them (PREMIER LEAGUE, 2016). In this simple price structure, it's already apparent how there is a need for clubs to finish as high as possible to receive the most money, the structure is fair but the amount of money awarded makes up a lot of the club’s turnover.  One interesting article from the Guardian written by David Conn shows how much each Premier League club made in the 2015/16 season, it breaks down the figures and presents each category of income. After looking at this article I decided that it would be suitable to look further into these statistics and average out the relevant categories to find out exactly how much clubs depend on advertising, this is presented in below in table 1. 
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(Table 1 – 2015/16 Premier League Club Finances)
This table shows how much each club earns from advertising, sponsorship, broadcasting and the media and shows the percentage of that figure against their turnover. Each club on average earns a staggering 66% from these categories. This percentage could be considered to accentuate how much clubs depend on this medium of generating income and the pressure it brings to maintain good form. Rewards for winning are going to come with any sport which will motivate clubs well, however the Premier League has a massive following and the television deals are worth much more than the other leagues, therefore if a club gets relegated from the Premier League not only do they have to deal with the competitive pressure from fans they have the added financial pressure of not generating enough revenue.


A famous case of sponsorship in football can be remembered from an event that took place in the 1998 World Cup. In an article published by the Financial Times Collit and Garrahan discuss the events that took place in the event in which Brazilian striker Ronaldo suffered a reported seizure just before the match was due to start, but ended up playing the game anyway. There were multiple hearings in 2000-2001 to view Nike's sponsorship deal with the Brazilian national team over allegations they had asserted influence over the team's squad selection. The original 10 year deal worth £270m in 1996 meant that Nike could advertise 50 of Brazil's exhibition matches in which 8 players from the first team had to play. Ronaldo confessed to collecting match related bonuses from Nike however he did decline any notion that pressure had been put on him to play in the final saying "I never played a game against my will". The player was later asked to disclose information about his personal sponsorship deal but said he was obligated to secrecy (COLITT., R. and GARRAHAN, M., 2001). Mike Jensen later states in an article called Around the World Cup that Nike were vindicated, but he later argues that while the company had been cleared there were still doubts that the corporation had absolutely nothing to do with Ronaldo's sudden change of heart to play the game (JENSEN, M., 2002). 

While it's easy to conclude that Nike had been cleared and therefore discussion about this point should be ended, the very fact Nike and the CBF's (Brazilian Football Confederation) contract stated that at least 8 first team Brazilian players had to play in friendlies demonstrates the kind of power and influence the company had over the national team. Although in this case the power had been found to have not been abused lawfully, the contract raises ethical questions about whether an external corporation should have the right to say when and where a professional football player should play. Furthermore, Nike's involvement in this incident diverts attention away from the sporting event of a World Cup final onto a corporate conflict, which could be argued in its own right is a denotation of which sponsorship has become too adversely prominent in the sport.

Collit and Garrahan also state that Nike have had an impact on Brazil's domestic clubs with teams in the country's first division starting to struggle to find sponsors.

"Not only have the public accusations dented Nike's image in Brazil, they have overshadowed the investment climate in Brazilian football." "Palmeiras, the Sao Paulo club, recently saw its contract with Parmalat, the Italian food conglomerate, end after eight years and is left without a sponsor. Other clubs are having difficulty getting sponsors." (COLITT, R. and GARRAHAN, M., 2001)

Evidence from this suggests that the effect of this deal didn't just stop at Brazilian striker Ronaldo, it effected the corporation in question Nike and exerted pressure onto existing and future sponsorship deals within Brazil's domestic league. Football today is a business and sponsorship contracts are vital to a club's revenue and so this national deal has effectively put strain on a club's ability to generate profits, no positives can be derived from this conclusion. The negatives far outweigh the initial objectives of this sponsorship and has even had unfavourable outlook on Nike themselves. 
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(Figure 1 – Brazilian Striker Ronaldo)
This infamous image sums up the whole debacle, one of the most respected players at the time has a pair of football boots around his neck after one of the most prestigious games of the 1998 football calendar. With the reported story being broken into the news previous to the game, it could be debated that this story overshadowed arguably the best game in football. A question could be asked about this photo, is this yet another way of Nike trying to advertise themselves? You could argue this photo is a metaphor of Nike's involvement with the laces of the famous brand's boots tied around Ronaldo's neck.

Having talked about the negatives, an argument could be made that clubs can use advertising in a sufficient way. In Matt Williams article for Campaign he discusses how clubs are not taking the opportunity to make a real connection through more modern ways of advertising like social media. Andy Fowler who has worked with a Premier League club on multiple schemes argues that clubs are in a unique position that other businesses are not, their fans will not deviate to another club if they are unhappy but will stick with the original club. He also mentions that fans now feel detached from players because of their huge pay check.
"So they now have a massive responsibility to show that their players are human, and that the people who run the club love it as much as the fans do." (WILLIAMS, M., 2010)

With the way technology is growing in the world, clubs can now make a greater association with fans and with the loyalty shown there can be an argument that they should. This quote also suggests that supporters have become isolated from the clubs' players because of the money they are paid which could be argued comes from the amount of money clubs generate from television broadcasting and advertising. Despite this negative, the article does suggest that if clubs were to use the ways of advertising like social media more efficiently then it could create a more personal link from the fans to the club and players. 
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9 of the 20 Premier League clubs in the 2017/18 season currently have a bookmaker as a kit sponsor and Tom Watson the deputy leader of the Labour Party argued that clubs aren't taking the exposure they have on fans seriously enough and that football should do more to help stop the rising problem of gambling addiction in the UK.
 “Shirt sponsorship sends out a message that football clubs don’t take problem gambling among their own fans seriously enough. It puts gambling brands in front of fans of all ages, not just at matches but on broadcasts and highlights packages on both commercial television and the BBC.” (BROWN, L., 2017.)

Football is a business and clubs are expected to ensure high turnovers, however with the amount of following a club has it's easy to argue that they should actively be doing more to help lower the growing rates of gambling addiction in the UK and therefore they are using the medium of advertising in an extremely harmful way which is encouraging their fans to gamble. Despite this, there is no direct correlation to suggest that the gambling advertising in football is responsible for the increase in problem gamblers. Watson later draws comparisons to the ban enforced on tobacco companies in sport.
“Just as tobacco companies were banned from sponsoring sporting events and putting their logos on branded goods because of the harm smoking can cause.” “It’s right that we recognise the harm problem gambling does and take gambling logos off football shirts." (BROWN, L., 2017.)

While smoking has a direct impact on your physical health, gambling has a different effect which is more adverse to the mental health of the being which can leave them without any money and in huge amounts of debt, but nonetheless Watson makes a valid argument for the removal of bookmaker logo's from Premier League club's kits. While a point has been presented that bookmaker sponsorships have a negative effect on fans, an argument could still remain that general advertising in other areas of business might not.  
[image: ]
Figure 2 – Peter Crouch Celebrates Scoring
Figure 2 depicts an image of famous Stoke City footballer Peter Crouch scoring a goal at home against Watford, within this photograph there are multiple viewpoints of bet365’s logo, not only is the stadium named the ‘bet365 stadium’ the logo is on their kit and stadium hoarding’s too meaning that fans who attended this game have been heavily exposed to the club’s sponsor.
Rules are already enforced by the Football Association to stop any inappropriate sponsors being exposed to under 18's, under the A.General section of the FA guide to kit advertising regulations part 8 states that;
 The appearance on or incorporation in any item of clothing of any reference whatsoever to a product, service or other activity which is considered by The Association as detrimental to the welfare, health or general interest of young persons, or is otherwise considered inappropriate, having regard to the age of the players, is prohibited. (The FA., 2017.)

The document later reads on to say that in their view this includes gambling, by their own admission the FA are saying that gambling advertisements can be unhealthy to well-being of a young person, however they are yet to address the problem of the amount of exposure a young person has when watching a football match either live at a football stadium or on television. From the 9 of the 20 clubs to have a bookmaker as a kit sponsor, Stoke City are actually owned by a bookmaker themselves which includes the named rights to the former 'Britannia Stadium' now called the 'Bet365 Stadium'. The 9pm watershed is well known, but there is an exception for live sports and during these events lots of gambling brands are advertised throughout the commercial breaks. According to an online article published by The Telegraph around 95% of all televised football matches feature gambling advertisements in Britain, this study counted 25 football matches and found that 1 in 5 advertisements were gambling related with it increasing in certain games to 1 in 3, the article later goes on to read that there is a growing pressure on the sport industry to reduce the exposure of gambling to viewers and follow the examples set by other countries like Australia who have banned gambling advertisements in live sport (Christie, S. 2017). Watching live football is a very popular part of the sport culture in Britain, statistics from the gambling commission show that children under the legal age to gamble are being heavily exposed to betting adverts despite the 9pm watershed.
'75% of 11-15 year olds have seen gambling advertisements on TV' (Gambling Commission., 2016.)
With children, still being exposed to gambling adverts, one has to question the current watershed that’s in place and if it has now become inept. Not only are children exposed to the advertisements on television but with almost half the amount of Premier League clubs having a bookmaker as a kit sponsor, it could be viewed that they are associating their footballing heroes with these sponsors and at such a young age it really could encourage them to gamble when they become old enough. Besides this, the study also revealed that some children are even betting now.
'3% of 11-15 year olds have at some point spent their own money on online gambling' (Gambling Commission., 2016.)

Despite it being a small percentage, when you think the millions of people in that age group, it is still a significant number and its feasible that more should be done by authorities such as the FA to reduce these figures and the amount of exposure shown to children that aren't old enough to gamble yet. It's relevant to consider this form of advertising in football to be a negative one, however it’s likely that betting can make the game more enjoyable and removing gambling advertising from live sport all together would take that element away, it would be more appropriate to enforce the right restrictions on gambling advertisements and sponsorships in football. This will reduce the risk of children under age who are currently heavily exposed to this potentially dangerous adult activity.

With the increased wide spread availability of watching football on the television one could come to the conclusion this must have an effect on the millions of fans watching. An article by Craig Thompson in the Newcastle-Upon-Tyne journal details a program that has been put in place by the Newcastle United Federation which has been funded by the EU called 'Eurofit'. The intention of this project is to take advantage of the popularity of Football and get supporters fitter, its end goal is to draw fans to a healthier lifestyle. Professor Sally Wyke debates how this project is a big opportunity to target men who aren't as susceptible to changing their lifestyle habits.
'"Football is a real draw for many men, and increasingly also for female supporters. The commitment many feel to their clubs and the opportunity to train with other fans to be healthier is a real bonus for them." (Thompson, C. 2015)

Today watching football is more accessible than ever, with supporters from all around the world able to watch games and build a connection with a club. It could be said that this is due to the increased amount of advertising and tv broadcasts shown all over the world, furthermore programs like Eurofit are able to take advantage of the strong bond fans have with a club which isn't necessarily just from having a local team but from supporters who have watched their favourite team play from further a field. Additionally, in this article a 68 year old football fan shared his view on how football could be used to increase change amongst men.

 "More than ever these days, football players are seen as role models, something young lads can aspire to." (Thompson, C. 2015)

This quote emphasizes the impact footballers can have on young children, it’s possible that this is a result of the amount of publicity and advertising which has increased over the last 40 years. Footballers on the whole are usually good examples to this audience, with it being well known that to become a professional you have to train hard, live a disciplined life and eat healthily it can only be a positive that this young audience learn from that. Having said that there are some occasions where footballers are exposed for their bad behaviour, with the ever-increasing spotlight on the sport this is often shown on television and documented in newspapers which in turn, could encourage young people to act in a similar way which would be an unfavourable consequence of advertising.

The amount of media coverage football has is a benefit to fans, clubs are also benefitting from this, according to Relationship Marketing in Sports a teams image can be improved through media.

‘A sports entity which attracts a lot of publicity and media contacts might find it easier to attract potential sponsors and advertisers’ (Buhler, A.,Nufer,G., 2009) 


This point may seem simple but it is an important view, if clubs are being shown in the media its increasingly likely that they will attract attention from other companies wanting to advertise their services and subsequently earning them more money. 
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When talking about the effects of advertising in football, it can be concluded that there are three main parties in which advertising can influence, the sports fans, players and clubs. Arguably the most significant element of the sport is the fans, so to gain a more detailed understanding of how fans feel about the subject and how they are affected by advertising I decided to undertake some research of my own by sending out a survey to a wide range of supporters who have followed the game for at least 30 years. The responses showed a wide range of different opinions, on question 10 I asked respondents if the money generated by advertising had a positive, negative or no effect overall on football and 60% of the votes were negative, while 40% was positive and 10% had felt no effect at all. (Surveymoney.com, 2017)

After looking more closely at the results I felt that there were a few responses that raised a really good debate about the consequences of advertising in the sport. Question 7 in the survey asked the respondents if advertising could affect a players personal life and Respondent 1 suggested that the amount of money was a lot smaller when he first started watching the game but because of the money generated from advertising and the subsequent increase in wages you see today the media will scrutinize players for any small mistake.
"Now they earn multiple times that amount every week. As a result the media attention is far greater and every tiny indiscretion is headline news." (Surveymoney.com, 2017)

Player's wages have become a hot topic for the general public to talk about, with many feeling its unfair that footballers get paid this amount. One might come to the conclusion that with the amount of money clubs are being paid in TV broadcasting rights it's only natural from a business perspective that players should expect to be highly paid, however with the subsequent pay rise comes great attention and today the media will pick on any discrepancy to make a news headline. One example of the media being over the top when it comes to covering news of a football player is this article headline published by the Daily Mail written by author Jonathan Spencer.
“Mario Balotelli misses opening two minutes of Nice's match with Nantes... for struggling to undo his laces” (SPENCER,J.,2017)

One could refute this by saying that this headline is not even newsworthy, this is yet another example of the media trying to shame a player for making a simple mistake. Tying or undoing laces is a simple job, however it could be suggested that this kind of behaviour isn't offensive or even interesting to the reader of the newspaper. It’s feasible that players have to deal with abnormal pressures from the media to act in exactly the right way otherwise they get penalised for it.

Question six in the survey asked respondents if they felt TV broadcasting, advertising and the media puts un-needed pressure on clubs to perform, one response from Respondent 5 highlighted that there is a need for clubs to do well as sponsors will often pull out of deals if the club is underperforming.
"If clubs don’t do well big sponsors are likely to pull out, tv broadcasting makes clubs and the football association change fixtures to satisfy the viewing public and demand for the big games is built up with huge hype which sometimes boils over" (Surveymoney.com, 2017)

The respondent also highlights that the advertising 'hype' can often mean games end in high tempers with players and fans wanting their team to win even more. One can assume that players and fans will always want to win, nonetheless it could be viewed that the amount of advertising before a big game can be excessive although with the fan expectation as high as it is and money involved it's only natural to expect that there will be more promotion around these types of games. Bigger amounts of publicity can make the game more enjoyable for fans and create a greater feeling of achievement when their club wins, while this can mean tempers flare up it could be considered that this is just a natural part of any sport.
Guy Mastermann argues that sponsorship is a two-way street and that there is a responsibility on both sides to fulfil the agreement set out in the first place.
“The responsibility lies with both sponsors and rights owners if sponsorship is to demonstrate that it can provide return on investment.” (Mastermann, G., 2007)

While Respondent 5 point illustrates the pressure on clubs and players to maintain a decent level of form, Guy’s point shows that this pressure is known to both parties before signing the agreement.

In question 7 out of 10 I asked respondents if they felt closer to their club and players now rather than when they first started supporting their club, the responses I received were a real mixed bag and this highlights the fact it’s a tough question to answer. One response that I thought summed this up was again from respondent 5 who has supported Chelsea Football Club for the majority of his life. 
"years ago players would mingle with the supporters on their way into the ground and stop and chat ,sign autographs and have pictures taken but now on social media you can follow any player almost hour by hour in their private life and professional life"

The respondent has emphasised the literal feeling of being close to a fan which could mean players stopping to talk to fans, this rarely happens today due to the amount of publicity on the players shoulders due to increased funding in advertising and the wide availability of TV broadcasts. One could suggest this is a negative point due to players seeming to be in a bubble protected by their respective clubs, but on the other hand the respondent identifies a reason for feeling closer to players today which is the influence of Social media, with this tool you can follow a big majority of the players in a club and it also gives players a chance to interact with fans in ways they wouldn't be able to when the respondent first started watching the game. With two contrasting reasons on how respondent 5 feels towards this subject its rather hard to identify if the changes in advertising over the past 40 years are beneficial or disadvantageous. 

When answering question 6 of 10 in the Advertising in Football survey respondent 1 suggested that clubs under pressure to stay in the top leagues.

'Because of the riches involved in being in the top divisions (not just in England, but also the rest of the world) there is a fear of relegation that adds a lot of pressure'

This point could be viewed that clubs are now not only under the competitive tension of wanting to contend in the top leagues but now they are also under a financial burden. A possible argument could be that this is a negative of which advertising has become too ingrained in the game, the whole aim of the sport is to win and to remain in a top league should be a natural pressure which comes from being competitive, however looking at the evidence from above the pressure is now evolving into a financial one too which can only be viewed as a negative point.
[bookmark: _Toc500773408]Conclusion

Advertising has now become an essential part of the way football operates, the arguments presented on whether it has a positive or negative effect on the sport look into the different areas, of which have been most influenced by this medium.  Chapter one focused on statistical side of advertising in football, looking at how much money is involved in the game now compared to the first kit sponsorship deal which was made in 1979 along with a case study into a famous football player's sponsorship with Nike. Figure 2 presented the clubs dependence on TV broadcasting, media, advertising and sponsorship money, the evidence suggested that on average 66% of the total turnover was down to these sources of income, with a huge reliance of these type of proceeds one must consider what arises when this kind of income is considerably less through a club being relegated into the leagues below the more lucrative Premier League. Each year the 3 teams who finish 18th,19th and 20th are all relegated to the Championship which has a much lesser following than the Premier League, which subsequently means that the TV broadcasting money the clubs receive in the Championship is much lower. Not only do the relegated clubs have to deal with the natural pressure of keeping their fans happy, now they face the pressure of managing their club as a business because of the amount of money involved. Secondly in the first chapter the case study into former Brazilian striker Ronaldo looked at if the corporation Nike had pressured the player into playing a match against his will, the evidence found suggested while Nike were cleared they had still had a power over which players played in certain games for Brazil's national team. A big organization like Nike was able to influence which players played and one could suggest this is a complete negative, with motivations for only making money and advertising their business in the most high-profile way possible Nike affected a sporting decision supposed to be made by the manager. 

Chapter two looked at gambling advertising in football, after looking at the research presented it was evident that this kind of advertising was on the up in the Premier League and is fast becoming a problem, the Labour party deputy leader called on tighter restrictions on the amount of gambling advertising allowed with it being so prominent in every aspect of the sport including shirt sponsorship, in game advertising boards and TV adverts themselves, furthermore one could question that the television watershed has become irrelevant with children still being exposed to the adverts in live sport. Despite the gross misuse of advertising, one could come to the conclusion that if used in the correct way, the global reach that football has could benefit good causes with charities and foundations. Additionally, in this chapter it incorporated the details of a project which has used the increased following of the sport to encourage fans to live a healthier lifestyle which can only be seen as a benefit of advertising. 

Finally, in this dissertation the issue of fan opinion was explored through primary research, there were lots of opinions that brought issues of the topic to the surface, giving a more balanced judgement, overall there are mixed reviews from supporters of the sport on this topic with some feeling that players are less connected with the fans, while others argued social media brings them closer than ever. The effects on fans aren’t just negative, with increased availability of projects like ‘Eurofit’ supporters are encouraged to be healthier while enjoying the sport they love and fans can now watch their favourite teams almost every game due to the widespread availability of television broadcasting today. 

In summary, I’d say the fan reaction is most important when making a decision on whether advertising has become too ingrained in football as they are the ones who hold the sport together, without any demand from the fans there wouldn’t be a sport. The evidence presented has shown that advertising can occasionally take away the element of fun from the sport, with the majority of the respondents in the questionnaire voting that overall advertising has had a negative effect on the game. The demand for the sport is only going to get bigger, as are the sums of money paid for television broadcasting rights and money that clubs earn from advertising therefore it is hard to see the sport changing to benefit the fans because the clubs and players are earning a lot more money through this medium. Advertising has had both a positive and negative effect on the sport, however the negative points out weigh the positives in the supporter’s eyes.
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Q1

What is your name? (Leave blank if you would like to remain anonymous)
lan Simmons

Q2

Where are you from? (Country & City)

Living in Swansea now, formerly from Bristol.

Q3

Approximately how long have you followed football?

40+ years

Q4

Which club(s) do you support and how did you begin supporting them?
Swansea City - started supporting them in the early 1980's.

Q5

How have you found advertising and tv broadcasting to have changed football over the years you have followed the
game?

Financially it has changed it beyond recognition - the teams in the top two English divisions in particular are now up there with some
of the richest companies in the UK. Players consistently top rich lists and the game has changed fundamentally.

Q6
Do you think TV broadcasting, advertising & the media puts un-needed pressure on clubs to perform? If so why?

I think indirectly yes. Because of the riches involved in being in the top divisions (not just in England, but also the rest of the world)
there is a fear of relegation that adds a lot of pressure.
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Q7
Do you think TV broadcasting, advertising & the media effects players’ personal lives, if so how and why?
It has turned them into very rich global superstars. When started supporting football the top players would earn, with win bonuses,

around £30,000 a year maximum. Now they earn multiple times that amount every week. As a result the media attention is far
greater and every tiny indiscretion is headline news.

Q8

Do you feel closer or more distanced to your club & players today than when you first started following them? Do
you think modern advertising techniques (e.g social media) has influenced this?

More distanced without a doubt (although in my case | do have access to players through some of the charity stuff | do, but this is
because of contacts | have made through the years and is not most fans situations).

Q9

Clubs today constantly try to market themselves to fans from other continents to generate more revenue and
increase their fan base, do you feel this is a positive or negative to local fans and the club in general?

Positive for the club as a business but it has led to a lot of grumbling from many diehard fans. | see it overall as a positive think -
football now more of an entertainment agency than a purely sporting one.

Q10

In general, would you say the money generated from advertising and tv broadcasting is a positive, negative or has
no effect on the game whatsoever?

Negative

Comment your reasons why - :

I think the effect on the game itself is negative, with a ‘win at all costs' mentality now the norm. And by ‘win at all costs' | mean
cheating (or simulation as the game calls it), trying to unfairly influence referees and all the psychological stunts pulled by managers
in press conferences. It has, however, made the game more of a spectacle but more of the money should be passed back to the fans
in lower ticket prices (http://www.bbc.co.uk/sport/football/37962214). There is a cap of £30 for away games in the Premier League,
but with all the travelling involved in getting to most grounds, food, etc, it is still a very expensive day out.
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Q1

What is your name? (Leave blank if you would like to remain anonymous)
Philip Richards

Q2

Where are you from? (Country & City)

Pontypool. Nearest city is Cardiff

Q3

Approximately how long have you followed football?

50yrs

Q4

Which club(s) do you support and how did you begin supporting them?

Manchester City. | have supported City since about 1974. All my mates supported the big clubs at this time ,| just wanted to be
different,as City were not the usual choice for a young supporter.

Q5

How have you found advertising and tv broadcasting to have changed football over the years you have followed the
game?

Advertising at football grounds years ago was confined to loacal businesses eg.building firms,car sales and the odd

restaurant,nowadays its global businesses and products. This | think is due to football becoming more accessible because of the
influence of tv.

Q6
Do you think TV broadcasting, advertising & the media puts un-needed pressure on clubs to perform? If so why?

Of course all the above put pressure on clubs. If your club under achieves sponsors get worried ,tv are more inclined to broadcast
clubs which are doing well
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Q7
Do you think TV broadcasting, advertising & the media effects players' personal lives, if so how and why?

Professioal players these days are trained to deal with the pressures of being in the limelight,so no i don’t there personal lives are
affected.

Q8
Do you feel closer or more distanced to your club & players today than when you first started following them? Do

you think modern advertising techniques (e.g social media) has influenced this?

Years ago i felt the players were more real and probably easier to approach. Nowadays the top players seem to be kept in a bubble
and are not as accessible to fans. Advertising is all about revenue so | think professional players are treated like a product for the
club,so | think some players are in it for the money and not a true player for the club.

Q9

Clubs today constantly try to market themselves to fans from other continents to generate more revenue and
increase their fan base, do you feel this is a positive or negative to local fans and the club in general?

In general positive.

Q10

In general, would you say the money generated from advertising and tv broadcasting is a positive, negative or has
no effect on the game whatsoever?

Positive

Comment your reasons why - :
| say positive but | think there should a limit that covers all top clubs to make a more level playing field so making for a more
competitive league.
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Q1

What is your name? (Leave blank if you would like to remain anonymous)
Sunderland

Q2

Where are you from? (Country & City)

Sunderland

Q3

Approximately how long have you followed football?

50 years

Q4

Which club(s) do you support and how did you begin supporting them?
Born in Sunderland, follow Sunderland.

Q5

How have you found advertising and tv broadcasting to have changed football over the years you have followed the
game?

Wasn't really aware of it before the PL it wasn't nearly so "industrialised" or globalised as it this now. Sky, etc, has taken it to another
level.

Q6
Do you think TV broadcasting, advertising & the media puts un-needed pressure on clubs to perform? If so why?

Yes. Both indirectly and directly.
Money is running the game now.
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Q7
Do you think TV broadcasting, advertising & the media effects players' personal lives, if so how and why?

I'm not in a position or qualified to comment.
There's no hiding from the press though these days.

Q8
Do you feel closer or more distanced to your club & players today than when you first started following them? Do
you think modern advertising techniques (e.g social media) has influenced this?

Neither closer or further away.

Q9
Clubs today constantly try to market themselves to fans from other continents to generate more revenue and
increase their fan base, do you feel this is a positive or negative to local fans and the club in general?

One negative is having to take the club on tour pre-season when the players should be resting.

Q10

In general, would you say the money generated from advertising and tv broadcasting is a positive, negative or has
no effect on the game whatsoever?

Negative

Comment your reasons why - :

The game has moved away from the public and is more dominated by tv scheduling these days. Making a team travel for an away
game midweek to fit into tv scheduling meaning many fans can't travel exrmplifies the point. Suggesting Christmas Eve scheduling a
few weeks ago was another although the t.v. companies did eventually back down.
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Q1

What is your name? (Leave blank if you would like to remain anonymous)
Respondent skipped this question

Q2

Where are you from? (Country & City)

U.K. Liverpool

Q3

Approximately how long have you followed football?

40 years

Q4

Which club(s) do you support and how did you begin supporting them?
Everton and all my life

Q5

How have you found advertising and tv broadcasting to have changed football over the years you have followed the
game?

It's intrusive now, especially the moving pitch boards. The betting ads are now relentless
Q6
Do you think TV broadcasting, advertising & the media puts un-needed pressure on clubs to perform? If so why?

Not really no
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Q7

Do you think TV broadcasting, advertising & the media effects players' personal lives, if so how and why?

Not at all

Q8

Do you feel closer or more distanced to your club & players today than when you first started following them? Do
you think modern advertising techniques (e.g social media) has influenced this?

The club the same, the players more distant

Q9

Clubs today constantly try to market themselves to fans from other continents to generate more revenue and
increase their fan base, do you feel this is a positive or negative to local fans and the club in general?

Irrelevant

Q10

In general, would you say the money generated from advertising and tv broadcasting is a positive, negative or has
no effect on the game whatsoever?

Negative

Comment your reasons why - :
Most of it has flowed straight into players and agents pockets and thus out of the game. The rules around wage caps are too weak.
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Q1

What is your name? (Leave blank if you would like to remain anonymous)
David plumpton

Q2

Where are you from? (Country & City)

Great Britain Guildford

Q3

Approximately how long have you followed football?

40 years

Q4

Which club(s) do you support and how did you begin supporting them?

Aldershot town the first club I could go to on my own and Chelsea F.C. my dad gave me that club because of the year | was born and
which team won the F.A CUP

Q5

How have you found advertising and tv broadcasting to have changed football over the years you have followed the
game?

There have been so many changes advertising wise the leagues themselves have sponsors the clubs stadiums are sponsored club

shirts and internationals and world cups are heavily advertised and is big business now. Tv broadcasting used to be match highlights
of certain games but now it is almost possible to see any game in the world.

Q6
Do you think TV broadcasting, advertising & the media puts un-needed pressure on clubs to perform? If so why?

Yes | do if clubs don’t do well big sponsors are likely to pull out, tv broadcasting makes clubs and the football association change
fixtures to satisfy the viewing public and demand for the big games is built up with huge hype which sometimes boils over
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Q7
Do you think TV broadcasting, advertising & the media effects players' personal lives, if so how and why?

There iis so much tv 24 hour sports news that if anything happens to a player you will now about it within minutes as with social
media and advertisers put pressure on players to be the perfect role models for their brands

Q8

Do you feel closer or more distanced to your club & players today than when you first started following them? Do
you think modern advertising techniques (e.g social media) has influenced this?

That’s a hard one really years ago players would mingle with the supporters on their way into the ground and stop and chat ,sign
autographs and have pictures taken but now on social media you can follow any player almost hour by hour in their private life and
professional life the same for clubs themselves anything they are doing for charities etc

Q9

Clubs today constantly try to market themselves to fans from other continents to generate more revenue and
increase their fan base, do you feel this is a positive or negative to local fans and the club in general?

Revenue wise it is a real big positive but negatively clubs playing abroad pre season really excludes local loyal supporters and club
wise with so much traveling it puts a strain on the players which could effect the clubs season

Q10

In general, would you say the money generated from advertising and tv broadcasting is a positive, negative or has
no effect on the game whatsoever?

Negative

Comment your reasons why - :

The money generated from advertising has helped clubs but has a big effect on loyal supporters from the pricing of club merchandise
to the allocation of tickets to the big games for example last years F.A CUP Wembley has a capacity of 78,000 and both finalists had
an allocation of 26,000 tickets each which leaves 26,000 tickets for advertising sponsors and so on. Tv broadcasting has an effect on
crowd sizes with some clubs having half filled grounds because of the game being shown on telly and season ticket holders not
bothering to turn up so the seats can’t be taken by anyone else.
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Q1

What is your name? (Leave blank if you would like to remain anonymous)
Evan Thornton

Q2

Where are you from? (Country & City)

Wales, Swansea

Q3

Approximately how long have you followed football?

60 Years

Q4

Which club(s) do you support and how did you begin supporting them?

Swansea because they are my local team.

Q5

How have you found advertising and tv broadcasting to have changed football over the years you have followed the

game?

Before there wasn't much advertising at all, nowadays it's really pushed down your throat so to speak.

Q6

Do you think TV broadcasting, advertising & the media puts un-needed pressure on clubs to perform? If so why?

Not so much clubs, there is a pressure for relegation for my local team Swansea, but | wouldn't say there is one from an advertising

point of view because they reap rewards for it.
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Q7

Do you think TV broadcasting, advertising & the media effects players' personal lives, if so how and why?

Players more so, because they are expected to act in the way the club expects which can mean anything from not going to parties to
dressing in a certain way.

Q8

Do you feel closer or more distanced to your club & players today than when you first started following them? Do
you think modern advertising techniques (e.g social media) has influenced this?

Back in the day you were more likely to speak to the players locally, now they are much more distanced it seems, maybe for security
reasons.

Q9

Clubs today constantly try to market themselves to fans from other continents to generate more revenue and
increase their fan base, do you feel this is a positive or negative to local fans and the club in general?

1'd much prefer the club give back to local fans, who have supported the club for years, its understandable they will make more
money in places like America as the game is growing out there, however the fans loyalties go unrewarded sometimes.

Q10

In general, would you say the money generated from advertising and tv broadcasting is a positive, negative or has
no effect on the game whatsoever?

Negative

Comment your reasons why - :
The money which clubs make nowadays is much more than it was before, however it has brought me less close to the club.
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Q1

What is your name? (Leave blank if you would like to remain anonymous)
Tracey Thornton

Q2

Where are you from? (Country & City)

Gloucester, England

Q3

Approximately how long have you followed football?

More interested in recent years but used to go to games when i was younger about 30-40 years
Q4

Which club(s) do you support and how did you begin supporting them?
Havent been loyal to one team just followed lots mainly man utd

Q5

How have you found advertising and tv broadcasting to have changed football over the years you have followed the
game?

before it seemed like football used to be a game which was enjoyed by a mostly male audience but now women are also following and
playing the sport more so and i would say this is down to the amount of advertising football has

Q6
Do you think TV broadcasting, advertising & the media puts un-needed pressure on clubs to perform? If so why?

there is a lot more expectation to do well especially with all the pundits on tv criticising clubs for decision making, but now football
is more focused on the business than the sport
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Q7

Do you think TV broadcasting, advertising & the media effects players' personal lives, if so how and why?

you see in the papers every little wrong thing they do which is just because of how much they earn its not even news

Q8

Do you feel closer or more distanced to your club & players today than when you first started following them? Do
you think modern advertising techniques (e.g social media) has influenced this?

i cant really answer this as i dont follow a specific team, however it does seem like footballers are more interactive with the fans due
to social media

Q9

Clubs today constantly try to market themselves to fans from other continents to generate more revenue and
increase their fan base, do you feel this is a positive or negative to local fans and the club in general?

no they should give back to the fans who have supported them for ages not try and get new ones but they never will because there is
more money to be made in other countries

Q10

In general, would you say the money generated from advertising and tv broadcasting is a positive, negative or has
no effect on the game whatsoever?
No Effect

Comment your reasons why - :
overall i'd say it cancels out the effect because advertising has a lot of benefits to clubs but drawbacks for the fans in some ways
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Q1

What is your name? (Leave blank if you would like to remain anonymous)
David Glover

Q2

Where are you from? (Country & City)

Swansea, Wales

Q3

Approximately how long have you followed football?

35 years

Q4

Which club(s) do you support and how did you begin supporting them?
Liverpool, Swansea

Q5

How have you found advertising and tv broadcasting to have changed football over the years you have followed the
game?

I've travelled to a lot of the games but one big change is the amount of in game advertisements around the ground and also that the
companies that are advertising are worldwide ones not local like before.

Q6
Do you think TV broadcasting, advertising & the media puts un-needed pressure on clubs to perform? If so why?

Because im from swansea i would say that the fear of relegation is really high because they will lose a lot of money from sponsors
and tv money




image19.png
Q7

Do you think TV broadcasting, advertising & the media effects players' personal lives, if so how and why?

in the same respect as the clubs, if they go on a run of poor form sponsors will drop them and the substantial amount of money isnt
there anymore so its unethical.

Q8

Do you feel closer or more distanced to your club & players today than when you first started following them? Do
you think modern advertising techniques (e.g social media) has influenced this?

Im an avid user of social media and it has definitely brought me closer to players because in a about a minute i can send them a
message

Q9

Clubs today constantly try to market themselves to fans from other continents to generate more revenue and
increase their fan base, do you feel this is a positive or negative to local fans and the club in general?

It will bring them more money so they should target the overseas

Q10

In general, would you say the money generated from advertising and tv broadcasting is a positive, negative or has
no effect on the game whatsoever?

Positive

Comment your reasons why - :
Advertising will bring more awareness to the sport and encourage kids to live healthy like their role models
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Q1

What is your name? (Leave blank if you would like to remain anonymous)
Lesley Davies

Q2

Where are you from? (Country & City)

Swansea, Wales

Q3

Approximately how long have you followed football?

60 Years

Q4

Which club(s) do you support and how did you begin supporting them?
Swansea because | live here

Q5

How have you found advertising and tv broadcasting to have changed football over the years you have followed the
game?

there is more money in football than there ever was before and the demand has gotten really big
Q6
Do you think TV broadcasting, advertising & the media puts un-needed pressure on clubs to perform? If so why?

not really because the only pressure they have is to play well
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Q7

Do you think TV broadcasting, advertising & the media effects players' personal lives, if so how and why?

same as the response before

Q8

Do you feel closer or more distanced to your club & players today than when you first started following them? Do
you think modern advertising techniques (e.g social media) has influenced this?

i would definitely say more distanced but i dont think this is down to modern advertising techniques but more down to the sum of
money which is payed every week to the player

Q9

Clubs today constantly try to market themselves to fans from other continents to generate more revenue and
increase their fan base, do you feel this is a positive or negative to local fans and the club in general?

yes it gives them more money and chances to expand their following and therefore become a bigger club

Q10

In general, would you say the money generated from advertising and tv broadcasting is a positive, negative or has
no effect on the game whatsoever?
Positive

Comment your reasons why - :
more money for a club means they can become bigger and grow
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Q1

What is your name? (Leave blank if you would like to remain anonymous)
Dave Cameron

Q2

Where are you from? (Country & City)

Respondent skipped this question

Q3

Approximately how long have you followed football?

30 years

Q4

Which club(s) do you support and how did you begin supporting them?
Liverpool

Q5

How have you found advertising and tv broadcasting to have changed football over the years you have followed the
game?

Many more brands in football to there was before, was just local brands before from companies everyone knew in the area
Q6
Do you think TV broadcasting, advertising & the media puts un-needed pressure on clubs to perform? If so why?

There are always a lot of articles in the media about clubs not doing well and it gives them unnecessary attention
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Q7

Do you think TV broadcasting, advertising & the media effects players' personal lives, if so how and why?

similar answer to before if players step out of line in their clubs view then they get punished for it

Q8

Do you feel closer or more distanced to your club & players today than when you first started following them? Do
you think modern advertising techniques (e.g social media) has influenced this?

i never went to many games but id say more distanced

Q9

Clubs today constantly try to market themselves to fans from other continents to generate more revenue and
increase their fan base, do you feel this is a positive or negative to local fans and the club in general?

good on a business front but bad as they lose a lot of fan loyalty

Q10

In general, would you say the money generated from advertising and tv broadcasting is a positive, negative or has
no effect on the game whatsoever?

Negative

Comment your reasons why - :
overall the money is ruining the game
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