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Abstract	
	
	
Since	 the	2011/2012	season	where	Chelsea	 lifted	 the	UEFA	Champions	League	

trophy,	no	English	teams	have	been	able	to	the	reach	the	final	of	the	prestigious	

tournament.	 Despite	 this	 negative	 development	 with	 poor	 European	 sporting	

results,	 the	 Premier	 League	 have	 in	 the	 same	 period	 been	 able	 to	 grow	 their	

revenue	 immensely	 compared	 to	 other	 major	 European	 Leagues,	 such	 as	 the	

Bundesliga,	 La	 Liga,	 Serie	 A	 and	 Ligue	 1.	 This	 paper	 aims	 to	 investigate	 the	

contemporary	 financial	 success	 of	 the	 English	 Premier	 League,	 and	 seeks	 to	

understand	how	the	league	has	been	able	to	create	financial	success	despite	poor	

European	sporting	results	in	the	UEFA	Champions	League.			

	

In	 the	 first	part	of	 this	 thesis,	we	 investigate	 the	key	 factors	 that	affect	 the	 fan	

preferences	 of	 a	 football	 league.	 Here	 we	 present	 three	 key	 factors	 that	

interconnected	 creates	 interest	 for	 a	 football	 league.	 The	 first	 factor	 is	 the	

league's	ability	to	create	valuable	events;	the	second	is	demographic	factors	and	

the	third	is	the	uncertainty	of	outcome.	

	

In	 the	second	part	of	 the	 thesis,	we	analyzed	the	 factors	using	a	comparison	of	

the	"big	 five"	European	Leagues	–	Premier	League,	Serie	A,	Bundesliga,	La	Liga	

and	 Ligue	 1.	 The	 analysis	 of	 demographic	 factors	 showed	 that	 the	 Premier	

League	has	a	high	cultural	 interest,	along	with	a	 low	cultural	discount	 towards	

foreign	markets	due	to	multinational	playing	squads,	historical	preferences,	etc.	

Furthermore,	 the	attractiveness	of	the	Premier	League	underlines	the	ability	to	

create	more	 valuable	 events	 than	 others	 league	 because	 of	 the	 number	 of	 Big	

market	 teams	 in	 the	 league.	 Lastly,	 we	 present	 that	 the	 Premier	 League	 have	

more	diversified	championship	race,	but	do	not	have	the	most	balanced	 league	

regarding	the	strength	of	the	teams.			

	

The	 thesis	 acts	 as	 a	 consultancy	 report	 and	 will	 be	 based	 on	 mixed	 methods	

approach	 that	 provide	 the	 reader	with	 an	 explanation	 of	 how	Premier	 League	

has	become	the	most	revenue	creating	football	league	in	the	world.	
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Introduction	
	

In	the	21st	century,	the	competition	for	attracting	fans	and	sponsors	has	gone	global.	

Fan	 communities	 today	 are	 no	 longer	 limited	 to	 the	 football	 clubs	 local	 area.	

Investors	 from	 all	 over	 the	 world	 are	 investing	 in	 foreign	 teams,	 and	 people	 are	

ordering	products	from	teams	from	around	the	globe.	

	

Especially	 the	 English	 Premier	 League	 is	 thriving	 financially	 more	 than	 ever,	

generating	higher	income	year	after	year.	The	Premier	League	has	become	popular	

not	 only	 domestically,	 but	 also	 abroad	 the	 league	has	 become	very	 attractive.	 The	

Premier	 League	 broadcasts	 to	 212	 countries	 around	 the	 world	 with	 cooperation	

with	more	than	80	different	TV-distributors.	The	potential	amount	of	people	for	the	

matches	 of	 Premier	 League	 is	 no	 less	 than	 4.7	 billion	 people,	 and	 the	 league	

broadcasts	 to	more	 than	643	million	homes	 (Premier	League,	2016).	Over	 the	 last	

decade,	Premier	League	has	outperformed	other	leagues	financially,	and	in	2017	the	

league	will	have	a	projected	income,	which	is	double	as	high	as	the	Bundesliga;	the	

second	most	profitable	league	in	Europe.	

	

In	 this	 master	 thesis,	 the	 author	 will	 try	 to	 discover	 the	 reasoning	 behind	 the	

popularity	gap	between	the	Premier	League	and	the	rest	of	the	"big	five"	European	

Leagues	 (The	 German	 Bundesliga,	 the	 Spanish	 La	 Liga,	 Italian	 Serie	 A	 and	 French	

Ligue	1).			

	

Through	 research,	 we	 investigated	 how	 individual	 value	 drivers	 such	 as	 media,	

sponsors,	 and	 leagues	 contribute	 to	 fan	preferences	 for	a	particular	 league.	Lastly,	

we	 will	 be	 analyzing	 the	 factors	 that	 create	 demand	 for	 individual	 leagues,	 and	

analyze	 the	 elements	 that	 together	 contribute	 to	 the	 financial	 domination	 of	 the	

English	Premier	League.			
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Relevance	and	Purpose	
	
The	interest	 in	this	subject	occurred	during	the	authors	spectating	of	the	knockout	

phase	of	the	UEFA	Champions	League	in	the	2016/2017	season.	While	the	Premier	

League	 may	 undeniably	 be	 the	 wealthiest	 and	 most	 watched	 domestic	 football	

league	 in	 the	world,	 these	numbers	aren't	 contributing	 to	European	success	 in	 the	

UEFA	Champions	League.		Looking	at	the	UEFA	Coefficient	Country	ranking,	England	

is	only	placed	 third	on	 the	ranking	 list,	behind	Spain	and	Germany,	despite	having	

financial	resources	that	surpasses	every	other	league	in	Europe (Deloitte, 2017).		

	

Over	 the	 course	 of	 the	 last	 five	 years	 (2012/2013-	 to	 the	 2016/2017	 season),	

English	 teams	have	performed	 far	worse	 than	previously,	with	very	 few	successes	

internationally.	In	the	Champions	League,	the	German	Bundesliga	has	produced	two	

finalists,	 Spain's	La	Liga	 six,	 the	 Italian	Serie	A	 two.	 Severely	 lagging	behind	 is	 the	

Premier	League	with	zero	finals	reached	in	the	same	period.			

	

The	following	table	shows	the	country	ranking	of	each	country	performances	based	

on	previous	success	in	the	European	Club	tournaments.	The	figure	shows	how	well	

teams	 from	 each	 country	 have	 performed.	 The	 better	 each	 team	 from	 a	 given	

country	performs,	the	higher	the	ranking	a	country	will	become.	

	

	
Figure	1	–UEFA	Coefficient	Country	Ranking	–	2012/2013	to	2016/2017	-	Source:	(UEFA, 2017)	

	
Reversing	 the	 calendar	 ten	 years	 back,	 the	 English	 League	 had	 far	 more	 success	

(based	 on	 sporting	 performances)	 and	 were	 ranked	 number	 one	 in	 the	 UEFA	

Coefficient	 ranking.	 Between	 2004-05	 and	 2008-09,	 no	 German	 clubs	 (currently	

second	on	the	ranking	list)	managed	to	reach	the	last	four.	Premier	League	however	

in	this	period	provided	60%	of	the	semi-finalists.	Taking	a	look	at	the	history,	we	can	

in	 the	 following	 table	 see	 the	 success	 of	 the	 English	 Teams	 in	 UEFA	 Champions	

League	over	the	course	of	the	last	15	years.	
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Figure	2	–	Premier	League	performance	in	the	Champions	League	-	Source:	(BBC, 2015)	

In	 2015/2016	 season,	 England	 had	 one	 semi	 finalist.	 In	 2016/2017	 they	 had	 one	

quarterfinalist.	 	 Interestingly	 the	 dominance	 of	 English	 teams	 has	 declined,	

producing	only	four	teams	in	the	last	eight	of	the	Champions	League	in	the	previous	

five	years	(2012/2013-	to	the	2016/2017	season).	Comparing	it	to	the	country	that	

has	performed	the	best	on	the	Coefficient	ranking	 list	–	Spain,	 they	have	produced	

15	teams	in	the	last	eight	in	the	same	five-year	period.	

	

The	rise	of	Spain's	super	powers	has	proved	a	particular	problem	for	English	clubs,	

with	Leicester	City	becoming	the	latest	addition	to	the	list	of	teams	that	have	been	

knocked	out	by	Spanish	teams	in	recent	years.		

	

The	last	team	to	manage	to	get	past	the	Spanish	giants	in	the	knockout	rounds	were	

Chelsea,	 beating	 Barcelona	 in	 the	 semi-finals	 on	 their	way	 to	 lifting	 the	 trophy	 in	

2012.	

	

The	poor	English	results	sparked	the	author's	interest	in	the	subject,	and	an	interest	

occurred	 in	 relations	 to	 acquiring	 an	 explanation	 to	 the	 problem	 about	 how	 the	

Premier	League	has	been	able	to	retain	its	popularity	despite	performing	poorly	in	

the	UEFA	Champions	League.			
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Problem	Statement	
	
Based	on	 the	previous	considerations	mentioned	previously,	 the	projects	aim	 is	 to	

analyze	 why	 the	 English	 Premier	 League	 has	 been	 able	 to	 retain	 its	 tremendous	

popularity	 despite	 the	 poor	 results	 in	UEFA	Champions	 League	 the	 last	 five	 years		

(2012/2013-	to	the	2016/2017	season).	The	focus	of	the	thesis	will	aim	to	analyze	

what	factors	that	have	contributed	to	the	financial	success	of	Premier	League.	Based	

on	these	reflections,	we	have	developed	the	following	problem	statement:		

	
	
Problem	statement:	
	

- How	 has	 the	 Premier	 League	 over	 the	 course	 of	 the	 last	 five	 years	
(2012/2013-	 to	 the	 2016/2017	 season),	 been	 able	 to	 outperform	other	
European	 leagues	 regarding	 financial	 performance,	 despite	 the	 lack	 of	
European	success	in	the	UEFA	Champions	League?	

	

Literature	review	
	
In	 the	 following	 section,	we	will	 depict	 our	 examination	 of	 the	 literature	 that	was	

chosen	for	this	research	paper.	The	following	literature	review	will	act	as	support	in	

the	 identification	 of	 the	 problem	 that	 we	 wish	 to	 examine.	 According	 to	 Caulley	

(1992),	 a	 literature	 reviews	 purpose	 is	 to	 define	 and	 limit	 the	 problem	 that	 is	

researched.	The	review	will,	therefore,	focus	and	include	previous	scientific	articles,	

theories,	 and	models	 to	 clarify	 the	 topic,	 and	 in	 the	 end,	 help	 us	 to	 form	 research	

questions.			

	

In	 the	process	of	 collecting	data,	 our	main	aim	was	 to	understand	how	demand	 is	

created	 for	 specific	 leagues.	 Going	 forward	 the	 request	 for	 a	 sports	 league	will	 be	

defined	as	"league	demand."	The	definition	of	league	demand	is	a	concept	that	is	not	

clearly	defined	in	the	literature.	Through	the	collection	of	data,	we	realized	that	it	is	

a	 complex	 concept	 that	 contains	 several	 intangible	 factors	 that	 interconnected	

contribute	 to	 the	perception	of	a	 football	 league.	Furthermore,	 league	demand	can	

be	measured	 in	different	ways	 and	 can	have	different	meanings	depending	on	 the	

individual	reader.	The	author	have	therefore	chosen	to	define	 league	demand	with	

the	 aim	 of	 determining	 the	 primary	 factors	 that	 contribute	 to	 the	 creation	 of	 the	

demand	 and	 determine	 how	 these	 individual	 factors	 contribute	 to	 the	 creation	 of	
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revenue.	Another	goal	of	our	study	 is	 to	compare	the	five	top	 leagues	 in	Europe	to	

analyze	 why	 some	 leagues	 can	 create	 more	 revenue	 than	 others.	 The	 study	 also	

wishes	 to	 test	 the	 individual	 factors	 for	 determining	 their	 contribution	 to	 the	

revenue	of	leagues.		

	

Most	scientific	research	in	this	field	focuses	on	the	individual	concepts	that	together	

contribute	to	a	league	being	attractive	to	the	consumers.	The	factors	that	co-create	

league	demand	is	therefore	well-researched	within	the	scientific	literature	of	Sports	

management.	 The	 focus	 of	 the	 study	will,	 therefore,	 be	 on	 the	 individual	 concepts	

that	co-create	league	demand.	These	concepts	will	be	the	subject	of	the	thesis	before	

reaching	a	connection	between	these	to	the	main	topic	of	league	demand			

Definition	of	attractiveness	and	competitiveness	of	a	Football	league	
	

In	 the	 following,	 we	wish	 to	 define	 the	 object	 of	 research:	 the	 attractiveness	 and	

competitiveness	 of	 a	 football	 league.	 By	 declaring	 these,	 we	 will	 reach	 an	

understanding	 of	 how	 these	 concepts	 are	 to	 be	 understood,	 and	 how	 they	will	 be	

used	in	this	research	paper.	

	

Attractiveness	 is	a	comprehensive	concept	and	can	refer	 to	many	different	aspects	

such	as	appearance,	attention,	popularity,	etc. (Oxford Learners Dictionaries, 2017).	In	

our	 review,	 however,	we	 are	 concerned	with	 attractiveness	 in	 relations	 to	 factors	

that	 contribute	 to	 demand	 of	 a	 particular	 football	 league.	 Being	 attracted	 toward	

something	 is	 defined	 in	 the	 Oxford	 Learners	 dictionary	 as	 "a	 feature,	 quality	 or	

person	 that	 makes	 something	 seem	 interesting	 and	 enjoyable,	 and	 worth	 having	 or	

doing."	

	

Applied	 to	 a	 football	 league	 this	 definition	 implies	 that	 a	 consumer	must	 find	 the	

league	enjoyable	or	interesting	to	engage	with	the	product.	When	wanting	to	engage	

with	 a	 football	 league,	 this	 involves	 engaging	 in	 the	 activity	 of	watching	 a	 football	

match.	An	activity	that	the	consumer	wishes	to	engage	in	can	be	defined	as	"a	thing	

that	you	do	for	 interest	or	pleasure,	or	to	achieve	a	particular	aim” (Oxford Learners 

Dictionaries, 2017).		
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Based	 on	 these	 definitions	 we	 can,	 therefore,	 derive	 that	 for	 the	 consumer	 to	 be	

attracted	to	an	activity,	it	has	to	have	traits	that	are	making	the	event	interesting	and	

enjoyable	for	the	particular	person.			

Approaching	League	attractiveness	from	a	financial	standpoint	
	
For	us	to	grasp	an	understanding	of	factors	that	contribute	to	the	revenue	creation	

we	 needed	 to	 understand	 the	 individual	 revenue	 drivers	 in	 modern	 football.	 To	

assess	the	revenue	drivers	we	decided	to	approach	our	research	with	a	fundamental	

understanding	 of	 the	 financial	 outlook	 of	 the	 big	 five	 European	 leagues.	 This	

approach	 was	 chosen	 to	 access	 the	 value	 drivers	 that	 together	 contribute	 to	 the	

financial	 revenue	 of	 the	 leagues	 and	 teams.	 The	 selection	 criteria	 for	 the	 sources	

used	 for	 the	 digestion	 of	 financial	 data	 should	 come	 from	 credible	 financial	

institutions.	 The	 financial	 information	 in	 this	 thesis	 should,	 therefore,	 come	 from	

institutions	under	which	a	huge	number	of	devoted	experts	in	autonomous	firms	all	

through	 the	 world	 who	 work	 together	 to	 give	 review,	 counselling	 and	 monetary	

advisory	 to	 clients	 within	 the	 sports	 world.	 In	 our	 research,	 we	 consulted	 three	

reports	from	the	companies:	PwC,	ATKeaney	and	Deloitte.		

	

According	to	(ATKeaney, 2014),	 football	creates	the	highest	revenue	of	all	sports	in	

Europe,	 depicted	 from	 financial	 statements	 from	 sports	 clubs	 around	Europe.	 The	

report	argues	that	 income	and	value	transfers	between	an	interconnected	network	

consisting	 of	 fans,	 brands,	 media,	 leagues,	 clubs,	 and	 players.	 This	 system	 is	

presented	 using	 a	model	 called	 the	 sports	 eco-system.	 It	 explains	 how	 each	 actor	

contributes	to	value	creation.	The	components	above	aims	with	the	sole	objective	of	

affecting	 the	 behavior	 of	 the	 fans,	 so	 the	 fans,	 in	 turn,	 decide	 to	 connect	with	 the	

specific	 value	 drivers.	 They	 define	 the	 value	 drivers	 as	 media,	 sponsors,	 leagues,	

fans,	and	clubs.	The	report	suggests	several	critical	parameters	of	each	actor	in	the	

network	with	the	primary	target	of	creating	valuable	events	that	create	the	highest	

potential	income.	By	applying	these	parameters,	the	leagues	and	clubs	that	succeed	

in	implementing	these	settings	will	be	the	most	attractive.	The	report	concludes	that	

media	 rights	 and	 sponsorships	 are	 the	 primary	 drivers	 in	 creating	 revenue.	 The	

report	makes	these	conclusions	based	on	a	purely	financial	approach,	and	hence	do	

not	 address	 the	 underlying	 intangible	 factors	 that	 contribute	 to	 league	
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attractiveness.	 The	 report	 furthermore	 does	 not	 reflect	 on	 how	 the	 parameters	

presented	can	be	influenced,	and	rely	solely	on	financial	facts.	

	

This	claim	is	supported	by	(Deloitte, 2017)	which	present	the	financial	data	of	the	big	

five	leagues	in	their	report	Annual	Review	of	Football	Finance	2016.		

Here	they	provide	the	key	financial	numbers	such	as	revenue	wages	and	profitability	

of	each	of	the	"Big	five"	European	leagues.	The	report	analyses	the	financial	situation	

of	 each	 of	 the	 leagues	 using	 financial	 data	 obtained	 through	 financial	 statements	

received	 from	 the	 clubs.	 Through	 analysis	 of	 the	 financial	 statements	 of	 each	 club	

the	report	states	as	 (ATKeaney, 2014)	did,	that	media	and	sponsorships	today	is	the	

primary	 revenue	drivers	 for	 football	 clubs,	while	 gate	 takings	no	 longer	 represent	

the	majority	revenue	driver	as	opposed	to	earlier.	The	report	does	not	suggest	any	

further	explanations	on	the	parameters	that	support	the	income	and	rely	strictly	on	

financial	data	to	reach	its	conclusions.			

	

The	report	(Pwc, 2011)	provides	an	approach	to	reflecting	on	the	emerging	trends	in	

the	 global	 sports	 market.	 The	 central	 theme	 of	 the	 report	 is	 to	 investigate	 how	

media,	 sponsorships,	 and	 revenue	 from	 gate	 takings	 will	 evolve	 in	 the	 upcoming	

years	and	the	challenges	that	connect	the	income	from	these	individual	actors.	The	

report	 argues	 that	 gate	 takings	 have	 less	 of	 an	 impact	 on	 the	 overall	 financial	

revenue.	Media	rights	is	a	rising	income	driver	but	face	the	challenges	of	technology	

evolving	 at	 a	 fast	 pace.	 Media	 has	 to	 change	 its	 way	 of	 engaging	 if	 the	 media	

attention	is	to	continue.	Furthermore,	the	report	finds	that	both	media	and	sponsors	

must	 gain	 a	 deeper	 and	 more	 emotional	 engagement	 with	 fans	 to	 activate	 their	

rights.	 The	 data	 from	 the	 report	 is	 derived	 from	 economic,	 demographic,	

technological,	 institutional,	 behavioral,	 competitive,	 and	 other	 drivers	 that	 may	

affect	the	sports	market.	The	analysis	is	based	on	forecasting,	where	after	expertise	

knowledge	is	applied	to	the	data.	As	prediction	is	used	to	determine	the	evolvement	

of	 the	global	sports	market,	 the	data	might	be	 lacking	 in	certain	areas.	The	report,	

however,	 contributes	 to	 the	 subject	 of	 value	 creation	 in	 football	 by	 providing	 an	

insight	into	the	challenges	that	each	of	the	income	drivers	faces	going	forward.			
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League	attractiveness	from	a	theoretical	approach	

	

The	foundation	for	the	sources	chosen	was	based	on	two	separate	reviews.	The	first	

was	 made	 by	 (Gratton & Solberg, 2007)	 in	 the	 book	 The	 Economics	 of	 Sports	

Broadcasting.	The	focus	of	the	book	is	to	understand	the	factors	that	drive	demand	

in	 sports	 and	 the	 factors	 contributing	 to	 fan	 preferences	 of	 individual	 leagues.	 By	

reviewing	several	different	authors	and	their	work	 (Gratton & Solberg, 2007)	argues	

that	demand	is	formed	by	a	combination	of	the	uncertainty	of	outcome	and	playing	

success	 of	 the	 individual	 team.	 Through	 an	 investigation	 of	 several	 researchers	

previous	 work,	 they	 compile	 through	 different	 theoretical	 views	 and	 arguments	

toward	 the	 three	 determiners	 of	 demand.	 The	 work	 finds	 that	 uncertainty	 of	

outcome	 is	 the	 key	 driver	 whereas	 cultural	 interest	 and	 playing	 is	 secondary	

processes	needed	for	a	league	to	be	successful.				

	

Another	 book	 that	 acted	 as	 a	 review	of	 the	 factors	 contributing	 to	 sports	 demand	

was	The	Business	of	 Sports	Management	by	 (Beech & Chadwick, 2013)	 which	were	

used	 to	 understand	 the	 theoretical	 creation	 of	 sports	 demand.	 The	 authors	 argue	

similarly	to	the	other	review	by	(Gratton & Solberg, 2007)	 that	demand	is	primarily	

formed	by	the	notion	of	the	uncertainty	of	outcome.	However,	it	adds	an	additional	

layer	 of	 demand	 including	 how	 the	 importance	 of	 demographic	 factors	 influences	

the	cultural	interest	for	sport	as	a	product.			

	

Based	on	the	reviews	we	digested	that	the	most	critical	areas	that	form	demand	of	

sports	are:	Uncertainty	of	outcome,	 the	quality	of	playing	strength	 in	a	 league	and	

demographic	 factors.	 Our	 focus,	 therefore,	 became	 limited	 to	 these	 three	 main	

factors.	 This	 limitation	 might	 have	 left	 other	 factors	 out,	 contributing	 to	 league	

demand.	

	

The	three	digested	concepts	that	co-create	the	term	of	"league	demand,"	we	had	to	

consider	relevant	literature	that	stretches	over	several	hundred	articles	and	books.	

The	 selection	 criteria	 for	 the	 sources	 used	 for	 the	 assessing	 the	 theoretical	

framework	were	therefore	primarily	based	on	articles	or	books	that	are	written	by	

some	 of	 the	 worlds	 most	 recognized	 and	most	 influential	 sports	 economists.	 The	
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literature	we	were	 to	use	 for	our	project,	 therefore,	had	 to	be	widely	published	 in	

the	 academic	 press	 on	 issues	 relating	 to	 the	 incentives	 in	 contests,	 competitive	

balance	 in	 sports	 leagues,	 the	 business	 strategy	 of	 football,	 the	 sale	 of	 broadcast	

rights,	 and	 the	 economic	 history	 of	 sport.	 By	 using	 the	 reviews,	 we	 came	 to	 the	

understanding	 that	 some	works	are	widely	 recognized	as	 academic	 resources	 that	

have	 impacted	 the	 field	 of	 sports	 management	 immensely.	 These	 works	 have	 a	

particular	 emphasis	 on	 the	mechanics	 that	 together	 create	 demand	 for	 sport	 as	 a	

product,	and	thus	also	creates	fan	preferences	for	individual	leagues.	Below	are	the	

sources	 that	 we	 have	 selected	 as	 our	 theoretical	 framework	 based	 on	 the	 above	

selection	criteria.	We	have	separated	them	into	a	section	concerning	Uncertainty	of	

Outcome	and	The	Role	of	Demographic	factors.		

Uncertainty	of	Outcome	
	

One	 of	 the	 first	 influential	 papers	 written	 about	 uncertainty	 of	 outcome	 were	

written	by	(Neale, 1964)	where	he	came	up	with	an	explanation	of	the	allure	of	live	

sporting	events.	The	article	presents	a	discussion	about	the	pair	of	battles	between	

heavyweights	Max	Schmeling	and	Joe	Louis	and.	Here	he	presents	his	model	called	

the	Louis-Schmeling	Paradox.	As	indicated	by	Neale,	the	boxers	splendidly	show	the	

“peculiar	 economics”	 of	 sports.	 Albeit	 typical	 business	 firms	 that	 search	 to	 gain	 a	

monopoly	–	by	limiting	rivalry	and	augmenting	profits	–	such	a	circumstance	would	

be	awful	for	a	heavyweight	contender.	If	Joe	Louis	had	a	boxing	monopoly,	then	he’d	

have	 “no	one	 to	 fight	and	 therefore	no	 income,”	 for	 “doubt	about	 the	 competition	 is	

what	arouses	interest.”	(Neale, 1964)	

	

The	 recent	 awakening	 of	 sports	 economics	 came	 when	  (Quirk & Fort, 1992)	

published	a	version	of	Quirk’s	early	model	in	their	book	called	Pay	Dirt:	The	Business	

of	 Professional	 Team	 Sports.	 Here	 they	 presented	 a	 model	 used	 for	 measuring	

competitive	 balance,	 which	 measures	 the	 variation	 in	 the	 number	 of	 points	 in	 a	

sports	league.	The	model	is	developed	in	two	separate	works	by	Roger	Noll	(1988)	

and	Gerald	Scully	(1989)	and	 later	 formed	to	a	particular	model	by	  (Quirk & Fort, 

1992)	that	is	called	the	Noll-Scully	Metric.	The	main	empirical	analysis	is	a	historical	

treatment	 of	 the	 standard	 deviation	 of	 the	 win	 percentage	 in	 each	 league	 and	 a	

comparison	to	the	theoretical	standard	deviation.	The	authors	find	that	while	there	

has	 been	 a	 historical	 decline	 in	 league	 imbalance,	 there	 remains	 a	 considerable	
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degree	of	competitive	imbalance	(roughly	twice	the	theoretical	standard	deviation).	

In	 our	 assignment,	 we	 have	 used	 this	 model	 to	 depict	 how	 balanced	 each	 of	 our	

researched	leagues	is	performing	concerning	competitive	balance.	The	advantage	of	

the	model	is	that	it	offers	the	opportunity	for	comparison	of	the	leagues.	It	delivers	

the	possibility	of	understanding	how	important	equality	in	playing	strength	matters	

regarding	 league	 demand.	 Critics	 have	 later	 argued	 that	 the	 model	 has	 certain	

weaknesses	among	that	the	model	used	a	theoretical	standard	deviation	that	 is	 far	

from	 the	 actual	 variation	 of	 points	 in	 a	 league,	 thus	 not	 being	 able	 to	 address	 the	

actual	demand	formed	by	the	imbalance	of	competitiveness.	The	authors,	however,	

defends	this	by	arguing	that	while	the	theoretical	variation	might	be	unrealistically	

low,	the	metric	still	can	be	used	to	compare	competitions	such	as	football	leagues	in	

the	same	continents	similarly.			

	

In	 another	 research	 about	 the	 impact	 of	 uncertainty	 of	 outcome	 by	 (Szymanski, 

2003),	 it	 is	 investigated	what	 the	optimal	economic	design	of	 a	 sporting	 contest	 is.	

The	author	claims	that	uncertainty	of	outcome	from	an	economic	standpoint	 is	the	

most	important	factor	to	boost	demand	for	sporting	competitions	and	that	equality	

of	resources	leads	to	more	uncertainty	of	outcome.	 (Szymanski, 2003)	presents	three	

key	factors	in	sport	that	is	connected	to	uncertainty	of	outcome:		

1. Inequality	of	resources	leads	to	unequal	competition.		

2. Fan	interest	declines	when	outcomes	become	less	uncertain.		

3. Specific	 revenue	 distribution	 mechanisms	 produce	 more	 outcome	

uncertainty.	

	

(Szymanski, 2003)	 present	 these	 claims	 based	 on	 18	 recent	 studies	 in	 the	 field	 of	

uncertainty	of	outcome,	and	derives	 from	these	three	types	of	uncertainty:	Match-,	

championship-	and	inter-seasonal	uncertainty.		

	

In	regards	 to	measuring	competitive	balance	 (Szymanski, 2003)	believes	 that	Quirk	

and	 Forts	 model	 offers	 a	 great	 method	 for	 meausring	 the	 variance	 of	 outcomes.	

However	he	argues	that	this	model	give	to	 little	weight	the	 identity	of	 the	winners	

over	 time.	 He	 therefore	 introduced	 the	 model	 called	 the	 Dynamic	 comeptitive	

balance	 in	 a	 separate	 work.	 The	 model	 he	 presents	 uses	 a	 five-year	 period	 to	

evaluate	 the	championship	uncertainty	of	a	 league.	The	 five	year	period	 is	used	 to	
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eliminate	seasonal	fluctuations	of	the	eventual	champions,	that	have	overperformed	

significantly	in	a	single	season.	The	model	offers	a	method	to	adress	championship	

uncertainty	 and	 offers	 an	 approach	 to	 compare	 leagues	 with	 eachother.	 In	 our	

assignement	 we	 have	 used	 this	 model	 to	 assess	 championship	 uncertainty.	 The	

justification	 for	 using	 this	 model	 is	 that	 it	 provides	 the	 researcher	 with	 the	

opportunity	 to	 easily	 approach	 championship	 uncertainty	 without	 using	 lengthy	

statistical	measures	 that	 is	 outside	 the	professional	 profile	 of	 the	programme	 that	

the	author	of	this	thesis	attends.	The	model	furthermore	offer	a	easily	communiable	

layout,	that	can	be	communicated	to	all	sorts	of	readers.	Empirically,	however,	some	

fundamental	 issues	 in	 his	 model	 remain	 unresolved.	 Given	 that	 many	 successful	

team	 sports	 are	 characterized	 by	 highly	 unbalanced	 competition,	 the	 research	

statement	implying	that	competitive	balance	creates	more	profit	can	be	questioned.	

Furthermore,	as	the	article	suggests,	there	is	no	single	way	to	measure	uncertainty,	

and	results	might,	therefore,	be	biased	based	on	the	approach	chosen.	

The	Role	of	Demographic	Factors	
	
(Vrooman, 1995)	argues	in	his	paper	A	General	Theory	of	Professional	Sports	Leagues	

that	 rather	 than	 solely	 focusing	 on	 uncertainty	 of	 outcome	 the	 notion	 of	 cultural	

interest	base	on	the	observation	that	"The	evidence	points	to	the	conclusion	that	the	

rules	 structure	 of	 professional	 sports	 is	 relatively	 ineffective	 in	 balancing	 playing	

strengths,	and	that	the	imbalance	is	due	to	the	differences	in	the	drawing	potentials	of	

franchises”.	Therefore	 despite	 making	 regulations,	 he	 believes	 that	 big	 city	 teams	

will	 always	 have	 an	 advantage	 compared	 to	 small	 city	 teams	 based	 on	 their	

demographic	differences.	The	purpose	of	the	article	is	to	reconsider	the	implications	

of	 conventional	 theory	 for	 the	 contemporary	 world	 of	 professional	 sports.	

Furthermore,	 it	wishes	 to	explore	 the	possibility	 that	 large	 team	dominance	might	

be	created	by	other	economic	factors	such	as	demographic	factors.	

	

To	target	a	broad	audience	by	using	the	media,	(Gausted, 2001)	argues	that	one	must	

understand	 the	 unique	 characteristics	 of	 selling	 sport	 as	 television	 content.	 He	

argues	that	an	understanding	of	the	core	offer	and	time	sensitivity	is	essential	when	

selling	 sport.	 The	 article	 finds	 that	 different	 leagues	 can	 develop	 different	 price	

strategies	 for	 different	 markets,	 based	 on	 traditional	 and	 demographic	 interest.	

When	 selling	 the	 rights	 leagues	 should	 be	 aware	 of	 several	 price	 discrimination	
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strategies	 such	 as	 cultural	 discount	 and	 windowing.	 Cultural	 discount	 and	

windowing	are	the	evaluation	of	the	worth	of	a	sporting	event	based	on	the	cultural	

interest.	It's	best	understood	as	a	strategy	to	sell	the	product	with	the	goal	to	make	

each	viewer,	or	each	consumer,	pay	the	highest	price	that	viewer	is	willing	to	pay	for	

the	product,	and	at	the	same	time,	sell	to	as	many	viewers	as	possible.	The	fact	that	

the	 article	 from	 Gausted	 is	 from	 2001	 challenges	 the	 relevance	 of	 the	 findings	 in	

comparison	 to	 the	 current	media	 landscape	 (in	 2017)	 that	 is	 constantly	 changing	

with	 new	 technologies.	 Furthermore,	 the	 article	 is	 focusing	 solely	 on	 cultural	

determiners	of	interest.	The	analysis	of	the	underlying	economics	of	televised	sports	

presented	in	this	article	contributes	to	creating	a	basis	for	empirical	research.	At	the	

same	time,	it	may	be	helpful	for	analysts	and	practitioners	in	the	market	for	sports	

rights	 to	 make	 a	 more	 reliable	 market	 analysis	 and	 forecasting	 further	

developments.	

Defining	league	demand	based	on	the	literature	reviewed	
	
By	combining	the	financial	reports	with	the	theoretical	framework,	we	compose	the	

different	elements	to	determine	the	focus	of	our	assignment	of	"league	demand."	

By	arranging	and	combining	the	various	works,	we	allow	ourselves	to	assert	the	use	

of	different	viewpoints	to	increase	the	interpretation	of	the	gathered	data.	Based	on	

the	 literature	 our	 investigation	 found	 that	 the	 literary	 field	 of	 sports	management	

claims	 that	 attraction	 towards	 individual	 sports	 events	 is	 created	 through	

interconnected	 factors	 that	each	contribute	 to	 the	attractiveness	of	 sports	 leagues.	

The	elements	of	 attraction	 can	be	different	depending	on	 the	demographic	 factors	

and	the	culture	of	the	consumer.	 (Szymanski, 2003)	argue	that	one	of	the	normative	

problems	in	sports,	as	in	many	activities,	is	often	made	more	difficult	by	the	role	of	

culture.	A	design	that	is	optimal	for	a	particular	group	of	consumers	may	not	be	to	

the	taste	of	another.		

	

The	 components	 that	 together	 create	 revenue	 is	 formed	 by	 a	 combination	 of	

different	 value	 drivers,	 that	 being	media,	 sponsors,	 leagues,	 fans	 and	 clubs.	 These	

value	drivers	have	the	sole	objective	of	affecting	the	behavior	of	the	fans,	so	they,	in	

turn,	 decide	 to	 connect	with	 the	 specific	 value	drivers.	 Especially	 the	 attraction	of	

TV-viewers	 are	 of	 a	 very	 high	 influence	 in	 the	 modern	 world	 of	 football,	 and	

financial	 data	 suggest	 that	 income	 from	 broadcasting	 deal	 today	 is	 the	 most	
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important	 revenue	 creator	 for	 football	 leagues	 and	 teams	 (ATKeaney, 2014) 

(Deloitte, 2017).	According	to	(ATKeaney, 2014)	 interest	 is	generated	through	a	key	

indicator	that	is	league	performance.	It	involves	that	when	a	league	strengthens	the	

overall	 playing	 strength,	 it	 creates	 interest.	 This	 is	 because	 acquiring	 the	 best	

players	provides	better	performances	in	the	league,	which	in	turn	generates	media	

interest	and	thereby	revenue.			

	

Several	 researchers	 claim	 that	 fan	motivation,	 attraction,	 and	 behavior	 go	 beyond	

the	 record	 of	 the	 leagues	 and	 seems	 unrelated	 to	 the	 performances	 of	 the	 teams.	

Neale	(1964)	argue	that	team	performance	is	not	a	determiner	of	financial	success,	

but	 rather	 the	 competition	 and	 uncertainty	 of	 outcome	 are	 the	 key	 factors	 of	

success.		He	believes	that	a	team	should	not	wish	to	become	too	dominant,	as	this	is	

turn	will	 reduce	 the	 interest	of	 the	 fans.	The	performance	of	 the	 team	 is	 therefore	

not	 the	 sole	 contributor	 of	 interest,	 but	 rather	 the	 competition	 itself.	  (Szymanski, 

2003)	 states	 that	 “If	 the	 same	 team	 dominates	 a	 sport	 and	 wins	 the	 league	

championship	for	some	years	there	is	a	danger	that	the	fans	that	club	and	other	clubs	

will	begin	to	lose	interest."	

	

Other	 researchers	 claim	 that	 while	 the	 uncertainty	 of	 outcome	might	 be	 of	 great	

importance,	 this	 is	not	enough	to	make	a	 league	attractive.	(Gausted, 2001)	 suggest	

that	the	individual	league's	value	perception	in	different	countries	is	of	the	essence	

as	 this	 impacts	 the	 attractiveness	 of	 a	 league	 immensely.	 Furthermore	  (Vrooman, 

1995)	 argues	 that	 big	 market	 teams	 will	 always	 make	 leagues	 unbalanced	 and	

therefore	 interest	 is	 created	 by	 a	 set	 of	 economic	 factors	 such	 as	 demographic	

factors	such	as	cultural	interest.		

	

Based	on	these	different	claims	we	have	compiled	the	views	of	several	researchers.	

Therefore	we	reach	the	suggestion	by	the	literature	investigated	that	attractiveness	

of	a	leagues	is	partly	created	the	playing	strength	of	teams	within	a	league	(Deloitte, 

2017) (ATKeaney, 2014),	 uncertainty	 of	 outcome	 (Szymanski, 2003) (Quirk & Fort, 

1992) (Neale, 1964)	and	partly	by	the	notion	of	cultural	interest	(Gausted, 2001)	and	

the	influence	of	the	demographic	setting	of	a	team	(Vrooman, 1995).	
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Research	questions:		
	
Based	on	our	literature	review	we	have	derived	the	following	research	questions:		
	

- What	is	the	current	financial	outlook	of	the	“Big	five”	European	leagues?	
	

- How	 do	 various	 value	 drivers	 contribute	 to	 fan	 preferences	 of	 a	 paticular	
league?	

	
- How	do	cultural	interest	and	uncertainty	of	outcome	influence	the	creation	of	

valuable	events	in	the	“Big	five”	European	leagues?		

Research	methodology	
	

In	 this	 section,	we	will	depict	how	 the	 research	 for	 this	 thesis	was	 carried	out.	To	

illustrate	 this,	 we	will	 use	 the	 “Research	 Onion”	 developed	 by (Saunders, 2009)	 to	

structure	 our	 methodology	 section.	 Using	 this	 model,	 we	 will	 create	 an	

understanding	 of	 the	 choices	 of	 data	 collection	 and	 analysis	 methods.	 In	 the	

following,	we	will	go	through	the	layers	of	the	research	onion	starting	from	outside	

going	 inward.	We	will	 first	 depict	 the	 research	 philosophy	 and	 approach	 used	 for	

this	thesis.	The	establishment	of	the	research	design	-	strategies,	the	methodological	

choices	 and	 time	horizon,	will	 then	 follow.	 Lastly,	we	will	 outline	 the	 chosen	data	

collection	methods.	

	
Figure	3	-	Research	Onion	-	Source:	(Saunders, 2009)	
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Philosophy:	Pragmatism	
	

In	 this	 thesis,	 we	 have	 chosen	 to	 review	 our	 research	 questions	 using	 the	

pragmatism	 philosophy.	 Pragmatism	 asserts	 the	 use	 of	 different	 viewpoints	 to	

increase	the	interpretation	of	the	gathered	data.	

Using	 Pragmatism	 allows	 the	 researcher	 to	 choose	 multiple	 methods,	 which	 will	

grant	us	the	possibility	to	use	a	mixture	of	research	methods	that	can	help	us	to	plan	

our	 research	 accordingly.	 When	 using	 this	 philosophy,	 the	 problem	 statement	

determines	the	most	fitting	methodological	choice.	

In	this	thesis	and	in	agreement	with	the	pragmatism	philosophy,	we	have	gathered	

qualitative	 and	 quantitative	 forms	 of	 data,	 to	 be	 able	 to,	 get	 a	 better	 view	 of	 the	

researched	 problem.	 By	 applying	 mixed	 methods	 we	 will	 likely	 avoid	 certain	

weaknesses	when	using	a	single	method,	and	hence	allow	us	to	widen	our	approach	

regarding	our	data	collection.	

	

Approach:	Inductive	reasoning	
	
An	 inductive	 approach,	 also	 known	 as	 inductive	 reasoning,	 starts	 with	 the	

observations.	Theories	are	 then	proposed	towards	the	end	of	 the	research	process	

as	 a	 result	 of	 the	 observations (Goddard & Melville, 2004).	 	 Inductive	 research	

"involves	 the	 search	 for	 a	 pattern	 from	 observation	 and	 the	 development	 of	

explanations	 –	 theories	 –	 for	 those	patterns	 through	 series	 of	 hypotheses"	  (Bernard, 

2011).		By	using	an	inductive	approach,	we	aim	to	understand	the	dynamics	that	are	

involved	 in	 regards	 to	 our	 chosen	 problem.	 By	 using	 an	 inductive	 reasoning,	 we	

started	with	observations	of	the	phenomenon	that	we	wanted	to	investigate,	which	

then,	 in	 turn,	 moved	 us	 towards	 more	 abstract	 generalizations	 and	 ideas.	 Our	

approach	 was	 therefore	 that	 we	 started	 with	 a	 general	 topic.	 Hereafter	 we	

developed	empirical	generalizations	and	identified	preliminary	relationships	as	we	

progressed	through	our	research.	This	approach	includes	that	"no	hypotheses	can	be	

found	at	the	initial	stages	of	the	research	and	the	researcher	is	not	sure	about	the	type	

and	nature	of	the	research	findings	until	the	study	is	completed"	 (Dudovskiy, 2016).		
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Strategies,	Choices	and	Time	Horizons	
	
According	 to	 (Gary, 2011),	 to	 define	 a	 strategy	 “one	 first	 have	 to	 make	 a	 clear	

distinction	that	is	drawn	between	two	parts:	(1)	the	subject	of	the	study,	which	is	the	

case	 itself,	and	 (2)	 the	object,	which	 is	 the	analytical	 frame	or	 theory	 through	which	

the	subject	is	viewed	and	which	the	subject	explicates”.	In	this	thesis,	the	subject	is	the	

English	Premier	League.	In	the	assignment,	we	wish	to	investigate	the	attractiveness	

and	competitiveness	(the	objects)	of	Premier	League	(the	subject).	

	

In	this	case,	we	will	 take	on	a	consultancy	role,	depicting	the	factors	that	co-create	

the	objects	investigated.	By	using	this	approach,	we	always	allow	ourselves	to	use	a	

set	 of	mixed	methods.	 The	 research	mainly	 consists	 of	 qualitative	 data.	 However,	

some	quantitative	methods	have	been	applied	during	the	research.	It	can	be	argued	

that	 by	 combining	 both	 types	 of	 research,	 the	 limitations	 of	 each	 method	 can	 be	

offset	 and	 gaps	 of	 data	 can	 be	 filled	 or	 predicted.	 By	 doing	 so	 the	 use,	 multiple	

sources	of	 evidence	 lead	 to	 the	 triangulation	of	methods	used	 to	 connect	different	

data	collection	techniques	in	one	study.	

	

The	 reasoning	 behind	 this	 approach	 was	 to	 investigate	 a	 contemporary	

phenomenon	within	 its	 real-life	 context.	 By	 studying	 the	 research	 problem	 in	 this	

fashion,	we	applied	a	more	rigorous	approach	of	where	we	tried	to	isolate	selected	

social	 factors	 or	 processes	 within	 the	 real-life	 context	 to	 provide	 a	 test	 of	 the	

existing	explanations.	

	

For	 this	 thesis,	a	 longitudinal	 time	horizon	was	used.	A	 longitudinal	design	studies	

events	 and	 behaviors	 using	 concentrated	 samples	 over	 a	 longer	 period.	 	 By	 using	

this	research	technique,	we	have	studied	the	same	sports	leagues	over	an	extended	

period.	 The	 data	 collection	 for	 this	 project	 lasted	 six	 months.	 By	 using	 the	

longitudinal	approach,	we	made	a	collection	of	data	that	were	observational	with	the	

aim	 of	 condemning	 correctional	 research	 to	 test	 relationships	 between	 certain	

parameters.	 (De Vaus, 2006)	 claims	 that	 the	 benefit	 of	 this	 type	 of	 investigation	 is	

that	 it	 allows	 the	 researcher	 to	 observe	 changes	 over	 time.	 Because	 of	 this,	

“longitudinal	 methods	 are	 particularly	 useful	 when	 studying	 development	 and	

phenomena	 that	 occur	 over	 an	 extended	 period” (De Vaus, 2006).	 The	 study	 is	

retrospective	as	 it	 involves	 looking	 to	 the	past	by	 looking	at	historical	 information	
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such	as	historical	league	standings.	

Data	collection	and	data	analysis	
	

After	defining	the	outer	layers	of	the	research	onion	with	the	philosophy,	approach	

and	design	stated,	we	will	 in	 the	 following	depict	our	 considerations	 in	 regards	 to	

the	 center	 of	 the	 research	 onion.	 This	 concerns	 the	 data	 collection	 process	 along	

with	the	reliability	and	validity	of	the	study.	

This	 research	 project	 is	 based	 solely	 on	 secondary	 data,	 with	 no	 primary	 data	

created	 to	 support	 the	 research	 question.	 Many	 considerations	 were	made	 in	 the	

decision	to	rely	exclusively	on	secondary	data.	The	previous	research	on	the	football	

economy	 in	 "big	 five"	 European	 Leagues	 (Serie	 A,	 Premier	 League,	 Bundesliga,	 La	

Liga	 and	 Ligue	 1)	 contains	 an	 abundance	 of	 financial	 resources	 from	 renowned	

companies	that	provide	audit,	consulting	and	financial	advisory	to	clients	within	the	

sports	world.		

	

The	 author	 of	 the	 thesis	 had	 many	 considerations	 in	 regards	 to	 the	 choice	 of	

excluding	 the	 use	 of	 primary	 data.	 However,	 based	 on	 the	 scale	 of	 the	 leagues	

assessed	in	this	thesis,	the	high	cost	involved	and	lack	of	access	to	personnel	within	

league	 federations	within	 the	 five	 leagues,	 the	 author	determined	 that	 he	was	not	

able	to	obtain	the	volume	of	data	needed	to	be	able	to	reach	a	reasonable	amount	of	

validity.	Moreover,	an	abundance	of	research	has	been	conducted	within	the	field	of	

sports	economy	relating	to	the	financial	domination	of	the	English	Premier	League.	

The	reason	for	the	vast	amount	of	secondary	sources	within	the	"big	five"	European	

leagues	rely	on	that	authors	within	sports	management	field	often	use	these	football	

leagues	as	their	research	area.	The	rise	in	the	commercialization	of	these	leagues	has	

also	made	it	attractive	for	sports	economists	to	research	within	this	field	of	study.			

	

The	secondary	data	are	primarily	collected	from	journals	and	periodicals	along	with	

books	within	the	field	of	sports	management.	The	data	from	journals	and	periodicals	

were	 vital	 for	 the	 research	 as	 these	 provided	 concrete	 information	 in	 regards	 to	

certain	clear-cut	topics.	Furthermore,	several	financial	reports	were	investigated	to	

substantiate	and	compare	our	findings	within	a	real-life	economic	setting.	

	

The	advantages	of	using	secondary	data	for	this	thesis	are	that	a	high	volume	of	data	
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could	 be	 processed.	 Furthermore,	 it	 provided	 an	 essential	 background	 for	 the	

clarification	 of	 the	 research	 problems.	Moreover,	 it	 depicted	 the	 potential	 lacks	 in	

the	 data	 that	 was	 processed,	 allowing	 the	 author	 of	 this	 thesis	 to	 consider	

limitations	 of	 individual	 published	models	 and	 articles.	 The	 disadvantage	 of	 using	

secondary	data	is	that	the	fit	of	the	data	might	not	exactly	pin	point	the	problem	that	

is	being	researched.	Therefore	it	required	a	vast	amount	of	research	before	we	were	

able	 to	 define	 our	 problem,	 sampling	 frame,	 method,	 and	 analysis.	 The	 use	 of	

secondary	 data	 also	 limits	 us,	 as	 the	 data	 researched	 might	 not	 be	 a	 fit	 for	 our	

particular	study,	along	with	the	risk	of	the	obtained	data	to	be	out-dated.		

Validity	and	reliability	
	

When	 conducting	 qualitative	 research,	 it	 is	 of	 importance	 to	 meet	 certain	

requirements	 regarding	validity	and	reliability.	This	 study	consists	 solely	of	use	of	

secondary	sources.	The	reasoning	behind	this	 is	 that	 the	secondary	sources	within	

the	 field	 of	 research	 of	 much	more	 reliable	 than	 the	 data	 that	 could	 be	 gathered	

through	primary	sources.	

	

The	 secondary	 sources	 in	 this	 research	 helped	 us	 to	 conduct	 our	 research	 more	

throughout.	However	several	problems	are	related	to	using	secondary	sources.	The	

most	essential	are	concerning	the	validity	and	reliability	of	the	sources	from	where	

the	data	is	taken.	

	

Secondary	 sources	 however	 still	 can	 be	 as	 reliable	 as	 primary	 data.	 We	 as	

researchers,	 therefore,	 had	 to	 assess	 each	 of	 the	 articles	 and	 books	 used	 for	 this	

research	to	judge	the	reliability	of	the	works	we	decided	to	use.	

	

As	 mentioned	 in	 the	 literature	 review,	 the	 majority	 of	 the	 data	 collected	 is	 from	

articles	or	books	that	are	written	by	some	of	the	worlds	most	recognized	and	most	

influential	 sports	 economists.	 The	 literature	 we	 utilized	 for	 our	 study	 has	 been	

broadly	 distributed	 in	 the	 academic	 press	 on	 issues	 relating	 to	 the	 uncertainty	 of	

outcome	 in	 sports	 leagues,	 incentives	 in	 contests,	 the	 sale	of	broadcast	 rights,	 and	

the	economic	history	of	 the	sport.	Based	on	this	assessment	we,	 therefore,	have	to	

trust	that	the	data	gathered	is	reliable.		
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Regarding	assessing	 the	validity,	 it	must	be	noted	 that	most	of	 the	secondary	data	

sources	are	not	valid	for	the	particular	problem	statement	in	this	thesis.	The	validity	

of	 our	 research	 and	 its	 conclusions	 are	 therefore	 dependent	 on	 the	 selection	 of	

sources	that	we	have	used.	The	validity	of	our	study	depends	on	several	factors	such	

as	the	quality	of	the	data	and	the	personal	bias	of	the	authors	chosen.	Furthermore,	

there	 is	a	 chance	 that	our	data	are	obsolete	as	most	of	 the	sources	of	 theories	are	

from	before	the	year	of	2010.	While	we	analyze	data	from	the	period	from	2012	to	

2017,	we	still	apply	theories	to	this	data	that	are	before	this	time.	Therefore	there	is	

a	 risk	 that	 some	 the	 models	 and	 theories	 used,	 in	 fact	 no	 longer	 apply	 to	 the	

developed	and	commercialized	modern	world	of	football.	

Delimitation	and	assumptions		
	
To	limit	our	scope	of	research,	we	have	limited	ourselves	to	the	investigation	of	the	

five	biggest	football	leagues	in	Europe	in	the	period	from	the	2011/2012	season	to	

the	 2016/2017	 season.	 The	 limitation	 to	 this	 period	 was	 made	 in	 order	 make	 a	

contemporary	analysis	focusing	on	current	economic	challenges	of	modern	football.	

In	our	research,	we	have	defined	the	five	biggest	European	leagues	like	the	English	

Premier	 League,	 The	German	Bundesliga,	 The	 Italian	 Serie	A,	 The	 Spanish	 La	 Liga	

and	the	French	Ligue	1.	The	reason	why	we	have	chosen	to	use	these	five	leagues	in	

this	master	thesis	is	that	the	cumulative	revenues	of	the	‘big	five’	European	leagues	

grew	to	represent	54%	(€12	billion)	in	2016	(Deloitte, 2017).	The	notable	revenues	

make	 these	 leagues	some	of	 the	most	popular	 sports	 leagues	 in	Europe.	Therefore	

these	 serve	 as	 great	 objects	 for	 the	 research	 of	 fan	 preferences	 for	 an	 individual	

league.	 The	 limitation	 includes	 an	 exclusion	 of	 other	 European	 leagues	 as	well	 as	

emerging	football	economies	such	as	China,	USA,	and	Qatar.		

	

Our	 focus	will	 be	 to	understand	how	 fan	preferences	are	 influenced	on	 the	 league	

level.	It	means	that	the	analysis	will	only	focus	on	factors	that	create	preferences	for	

certain	football	leagues.	The	analysis	will	therefore	not	be	executed	at	club	level,	and	

therefore	 excludes	 certain	 models	 and	 data	 concerning	 the	 attraction	 of	 fans	 for	

clubs.	By	league	level,	we	are	specifically	referring	to	elements	that	attract	viewers	

to	spectate	a	competition.	This	focus	excludes	the	analysis	of	factors	that	can	drive	

fan	preferences	for	specific	teams	such	as	players,	coaches,	and	clubs	as	determiners	

of	 success.	By	 researching	 at	 league	 level,	we	wish	 to	obtain	knowledge	about	 the	
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factors	 that	 contribute	 to	 the	 value	 creation	 in	 particular	 competitions.	

Understanding	 these	 value	 drivers	 on	 a	 league	 level	 provides	 us	 with	 an	

understanding	of	how	fan	preferences	 for	a	sports	 league	are	created,	and	thereby	

figure	out	why	some	leagues	can	create	more	revenue	than	others.	

	

To	 investigate	some	parameters	we	need	 to	determine	certain	assumptions.	These	

assumptions	 are	 required	 in	 our	 analysis	 to	 assess	 certain	 complex	 intangible	

concepts.	By	adding	the	following	assumptions	we	can	analyze	the	data	and	by	the	

use	of	certain	theoretical	models	be	able	to	conclude	on	our	problem	statement:	

		
	

A1:	The	more	money	a	league/team	attracts,	the	more	popular	it	is.		
	
	

Assumption	1	refers	 to	 the	assessment	 that	 the	highest	earning	 leagues	and	teams	

are	also	the	ones	that	are	the	most	popular.	It	means	that	if	league	X	is	earning	more	

than	league	Y,	then	we	assess	that	the	reason	behind	the	difference	in	revenue	is	due	

to	 a	 higher	 popularity	 of	 league	 X.	 The	 assumption	 was	 formed	 from	 the	 model	

presented	 by	  (ATKeaney, 2014)	 called	 the	 virtuous	 cycle	 of	 winning.	 This	 model	

explains	that	when	a	 league	or	a	club	gets	more	money,	 it	will	eventually	also	gain	

more	 popularity	 from	 the	 audience,	 due	 to	 a	 numerous	 of	 factors	 including	 the	

signing	of	star	players	and	improved	facilities.	By	using	this	assumption	this	present	

certain	 advantages	 because	 it	 excludes	 certain	 intangible	 variables	 such	 as	 the	

impact	 of	 revenue	 distribution	 and	 league	 placement	 benefits.	 This	 approach	 also	

makes	 us	 able	 to	 compare	 leagues	 and	 teams	 directly	 with	 each	 other.	 It	 also	

impacts	that	while	investors	might	have	an	impact	on	revenue	of	the	club,	we	have	

in	this	assignment	aligned	popularity	with	the	creation	of	revenue.			

	

These	assumptions	are	made	to	help	us	to	conduct	our	analysis.	It	will	be	presented	

later	in	the	assignment.		

	 	



	 28	

Theory	
	

What	is	the	current	financial	outlook	of	the	“Big	five”	European	leagues?	
	

	
In	 this	 section,	 we	 will	 examine	 the	 current	 financial	 state	 of	 the	 five	 biggest	

European	 top	 leagues.	 This	 section	 will	 enlighten	 the	 reader	 to	 understand	 the	

current	 financial	 situation	 in	 the	 biggest	 European	 football	 leagues	 along	 with	

projecting	future	revenue	streams.	

	

Despite	 the	 troubled	economic	 times	 that	Europe	 is	 facing	 in	 the	present	moment,	

the	success	of	Football	in	Europe	has	continued	to	thrive,	with	the	big	five	European	

leagues	producing	more	revenue	than	ever	seen	before (ATKeaney, 2014).	Especially	

major	 sports	 events	 have	 become	 more	 popular	 than	 ever.	 This	 development	 is	

supported	by	the	on	going	improvements	in	broadcasting	and	technology,	allowing	

higher-	quality	coverage.	

	
The	 data	 we	 are	 examining	 is	 conducted	 from	 various	 sources	 (ATKeaney, 2014) 

(Deloitte, 2017) (Pwc, 2011)	 with	 dedicated	 professionals	 in	 independent	 firms	

throughout	 the	 world	 that	 collaborates	 to	 provide	 audit,	 consulting,	 financial	

advisory,	 risk	 advisory,	 tax	 and	 related	 services	 to	 select	 clients	within	 the	 sports	

world.	The	digestion	of	financial	data	was	done	from	report	from	the	year	of	2017,	

with	historical	financial	data	included.	The	review	of	the	financial	data	is	conducted	

to	 gather	 an	 understanding	 of	 the	 current	 economic	 landscape	 in	 the	 "Big	 Five"	

European	leagues.			
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Revenues	
	
For	the	2014/2015	seasons	we	have	digested	the	following	data	for	the	revenues	of	

each	of	five	leagues:		

	
	

Figure	4	-	"Big	Five	European	League	Clubs	revenues	-	2015/2016	-	Source:	(Deloitte, 2017)	

England:		

Comparing	 the	average	revenue	of	a	Premier	League	club	 to	 the	same	seven	years	

ago	(€	112	million	in	2009/10),	the	average	revenue	has	increased	by	65%.	During	

this	 period	 commercial	 revenue	 has	 more	 than	 doubled.	 English	 Premier	 League	

succeeds	at	attracting	TV-viewers	that	in	turn	provides	the	league	with	the	highest	

broadcasting	 deal	 in	 European	 football.	 Over	 the	 same	 period,	 broadcast	 revenue	

has	 grown	 by	 71%	 with	 a	 consequent	 inflationary	 pressure	 on	 rights	 fees.	 The	

broadcasting	fees	developed	in	the	2014/2015	season	to	a	record	high	2.3	billion	€	

making	the	income	from	broadcasting	rights	almost	2.5	times	greater	than	any	of	the	

other	 four	European	 top	 leagues.	Despite	 the	 consistently	high	 capacity	utilization	

(96%)	achieved	across	the	division,	match	day	revenue,	however,	is	currently	at	its	

lowest	level	(18%)	as	a	proportion	of	overall	revenue	in	the	history	of	the	Premier	

League.	
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Germany:		

The	 clubs	 featured	 in	 the	 Bundesliga	 have	 experienced	 aggregate	 revenues	 in	 the	

range	of	€2.3	billion.	The	current	broadcasting	deal,	however,	 is	the	second	lowest	

amongst	 the	 "Big	 Five,"	 and	 is	 currently	 almost	 3,5	 times	 less	 than	 the	 English	

broadcasting	 deal.	 The	 primary	 income	 drivers	 in	 German	 football	 is	 driven	 by	

continued	high	demand	from	corporate	partners,	with	at	least	half	of	the	Bundesliga	

clubs	 having	 major	 sponsorships	 deals.	 The	 cumulative	 revenues	 was	

predominantly	 attributable	 to	 sponsorship	 and	 commercial	 partnerships,	 with	

revenue	from	this	source	representing	48%	of	total	Bundesliga	revenue	

	

Spain:		

The	 La	 Liga	 in	 Spain	 is	 experiencing	 growth	 and	 is	 in	 the	 next	 couple	 of	 years	

expected	 to	 surpass	 the	 Bundesliga	 to	 become	 the	 second	 highest	 revenue	

generating	 football	 league	 in	 the	world.	 Previously	 the	 clubs	 in	La	Liga	negotiated	

broadcasting	 deals	 separately,	 making	 it	 impossible	 for	 small	 market	 teams	 to	

growth	 financially.	 In	 the	 2014/2015	 season,	 La	 Liga	 moved	 to	 a	 collective	

broadcasting	 deal,	 with	 distribution	 system	 based	 on	 placement	 and	 amount	 of	

viewers.	The	move	to	collective	selling	of	broadcast	rights	is	expected	to	drive	45%	

growth	in	total	La	Liga	revenues	over	the	two	years	to	2016/17 (Global Banking & 

Finance Review, 2016).	From	2016/17	the	combined	rights	are	estimated	to	be	worth	

€1.56	billion	per	season,	double	their	value	in	2014/15.	It	is	hoped	that	the	move	to	

collective	 selling	 will	 improve	 the	 competitive	 balance	 within	 the	 league.	 The	

income	 collected	 from	 commercial	 partners	 is	 also	 insufficient	 compared	 to	

Germany	 and	 England.	 La	 Liga’s	 commercial	 revenue	 is	 generated	 by	 Atlético	 de	

Madrid,	 Barcelona	 and	 Real	Madrid	 that	 accounts	 for	 86%	 of	 Spanish	 clubs’	 total	

commercial	revenues	in	2016/17.	

	

Italy:		

Serie	A	clubs'	revenues	are	expected	to	increase	by	12%	(€218m)	by	2016/17.	All	of	

this	development	in	revenues	in	2015/16	can	be	addressed	to	the	new	domestic	and	

global	 media	 rights	 deals	 worth	 €180	 million	 more	 than	 under	 the	 previous	

agreement,	partially	offset	by	reduced	revenues	 from	15	fewer	games	 in	European	

competitions	 in	2015/16.	Broadcast	revenues	are	expected	to	represent	almost	66	

%	of	total	revenues (Deloitte, 2017).		
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France:		

A	 new	 three	 year	 deal	 for	 domestic	 broadcast	 rights	 starting	 in	 2016/17	 is	 the	

largest	 factor	 behind	 Ligue	 1	 clubs’	 projected	 15%	 revenue	 growth	 between	

2014/15	 and	2016/17,	with	 domestic	 rights	 being	worth	€120	million	more	 than	

under	the	present	deal.		

	

From	the	digestion	of	the	data	graph	shown	above,	it	must	be	noted	that	the	income	

in	each	of	the	five	leagues	is	heavily	influenced	by	a	small	collection	of	globally	pre-

eminent	 clubs.	 These	 clubs	 “benefit	 from	 additional	 revenues	 generated	 from	

participation	in	Europe's	highest-profile	club	competitions,	as	well	as	from	commercial	

partners	who	seek	access	to	their	global	profile”	(Deloitte, 2017).		
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Projected	revenues	
	

Comparing	 the	 leagues,	 it	 is	 clear	 that	 the	 French,	 German,	 Spanish	 and	 Italian	

league	are	facing	several	challenges	to	be	able	to	compete	with	the	English	Premier	

League	 financially	 in	 the	years	 to	come.	Particularly	 in	 two	areas	 (commercial	and	

broadcasting	 revenue),	 the	 other	 four	 leagues	 are	 lacking	 behind.	 This	will	 in	 the	

future	 add	 pressure	 on	 the	 leagues	 to	 attract	 even	 further	 broadcast	 revenue	 and	

extend	 their	 commercial	 activities	 to	 a	 broader	 audience.	 The	 following	 graph	

displays	the	projected	future	revenue	growth	in	the	“Big	Five”	European	leagues:		

	
Figure	4	-	Big	five’	European	league	clubs’	revenues	–	2013/14	to	2017/18	(€m)	-	Source:	(Deloitte, 
2017)	

Currently,	 the	Spanish	La	Liga	 is	producing	the	highest	growth	rates.	However,	 the	

other	 four	 leagues	 remain	 far	below	 the	 revenue	projected	 in	 the	English	Premier	

League.	 Based	 on	 the	 above	 data	 the	 German,	 Spanish,	 Italian	 and	 French	 leagues	

therefore	 also	 face	 critical	 challenges	 to	 be	 able	 to	 compete	 financially	 with	 the	

English	Premier	League	in	the	future.		
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Wage/Revenue	Ratio	
	

The	 high	 revenue	 increases,	 however,	 do	 not	 come	 without	 a	 price.	 With	 teams	

trying	 to	 be	 able	 to	 keep	 providing	 an	 entertaining	 and	 successful	 product	 on	 the	

pitch,	 the	 player	 costs	 have	 become	 severely	 inflated	 due	 to	 the	 revenue	 that	 has	

grown	 to	 a	 higher	 level	 each	 year	  (Pwc, 2011).	 The	 escalation	 in	 player	wages	 is	

causing	 tensions	 financially	 around	 Europe.	 While	 the	 revenue	 might	 have	 been	

expanded	 the	profits	of	 the	 clubs	have	declined.	Looking	at	 the	 two	 latest	 seasons	

below	 we	 can	 see	 the	 revenue/wage	 ratio.	 Here	 we	 can	 see	 how	 much	 of	 the	

revenue	that	is	directly	linked	to	player	wages.	

	
Figure	 5	 -	 Big	 five’	 European	 league	 clubs’	 revenues	 and	 wage	 costs	 14/15	 to	 15/16	 –	 Source:	
(Deloitte, 2017)	

	

The	cumulative	salary	budgets	of	the	‘big	five'	European	leagues	expanded	by	10%	

to	 exceed	 €8.2	 billion	 in	 2015/16.	 The	 wage	 expansion	 however	 still	 made	 the	

average	 wage/revenue	 ratio	 slightly	 decrease	 from	 62%	 to	 61%.	 Currently,	 the	

UEFA	monitor	clubs	financial	sustainability	at	a	70%	benchmark.	

	

Most	 noticeable	 is	 the	 Italian	 Serie	 A,	 from	where	 the	 clubs	 spend	 70	%	 of	 their	

earnings	directly	on	wages.	Of	the	€127	million	increase	in	revenue	in	Serie	A	clubs'	

spent	€43	million	 towards	 increased	wage	costs.	Four	clubs	drove	 this	growth;	AS	
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Roma,	 Fiorentina	 and	 Juventus,	 who	 all	 significantly	 increased	 their	 wage	

expenditure	in	line	with	their	participation	in	European	competition,	and	Sassuolo,	

who	 invested	 heavily	 having	 narrowly	 avoided	 relegation	 in	 2013/14.	 Of	 greater	

concern,	ten	clubs	recorded	a	wages/revenue	ratio	of	75% (Deloitte, 2017).	

	

In	 the	 Premier	 League,	 the	 wages	 increased	 to	 €3,047	 million.	 The	 total	 amount	

spent	on	wages	 in	the	English	top	flight	therefore	now	account	more	than	the	sum	

paid	by	Bundesliga	and	La	Liga	clubs	combined.	The	Premier	League	however	still	

presents	the	third	lowest	wage/revenue	at	63	%,	and	the	high	wages	are	levelled	out	

because	of	the	significant	revenue	advantage	that	Premier	League	clubs	enjoy	over	

their	European	competitors.	

	

It	is	noticeable	that	in	the	Spanish	La	Liga	the	wage	from	the	three	clubs	Barcelona,	

Real	 Madrid	 and	 Atlético	 de	 Madrid	 drives	 the	 expenditures.	 These	 three	 clubs	

represent	61%	of	total	wage	spending	in	Spain.			

	

The	 Bundesliga	 is	 presenting	 the	 lowest	wage/revenue	 ratio	with	 only	 49	%.	 The	

German	clubs	are	very	aware	of	economic	sustainability	and	therefore	spend	far	less	

of	 their	 income	 on	 wages.	 One	 of	 the	 reasons	 of	 this	 is	 the	 increased	 focus	 on	

educating	their	youth	players,	which	in	turn	have	provided	lower	wages.			

	

In	France,	the	cumulative	wage	budget	across	the	Ligue	1	clubs	has	raised	slightly	to	

69	%.	The	salary	outlay	in	Paris	SG	alone	was	responsible	for	over	30%	of	the	total	

wage	expenditure.		
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Profitability	
	

Another	 important	measurement	of	 the	 financial	health	of	 the	 football	 clubs	 is	 the	

profitability	of	the	clubs	around	Europe.	The	added	pressure	from	wages	can	make	

it	difficult	for	some	clubs	to	present	a	profit	to	its	stakeholders.	However,	after	the	

introduction	of	 the	 financial	 fair	play	 regulations	 introduced	by	UEFA	 in	2011,	 the	

profitability	of	clubs	 in	Europe	has	 improved	immensely,	as	overspending	of	 funds	

has	been	limited.	In	the	following	graph	we	can	see	the	progression	of	profitability	

across	the	"Big	Five"	over	the	course	of	the	last	five	years:	

	
Figure	 6	 -	 ‘Big	 five’	 European	 league	 clubs’	 profitability	 –	 2011/12	 to	 2015/16	 –	 Source:	 (Deloitte, 
2017)	

While	there	is	evidence	that	the	financial	fair	play	regulations	are	beginning	to	show	

it	affects,	two	of	the	‘big	five'	European	leagues	still	recorded	an	aggregate	operating	

loss (Deloitte, 2017).	

	

In	Premier	League	currently,	17	of	20	clubs	manages	to	record	operating	profit	for	

the	2015/2016	season.	The	clubs’	combined	operating	profits	have	in	the	last	three	

seasons	exceeded	€680	million,	exceeding	the	profitability	recorded	in	both	the	La	

Liga	 and	 Bundesliga.	 Interestingly	 the	 largest	 contributor	 to	 the	 profits	 in	

2015/2016	was	Manchester	United	(€119	million)	that	despite	lacking	results	have	

managed	to	generate	noticeable	profits.	
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In	 Spain,	 we	 are	 only	 able	 to	 digest	 the	 profits	 from	 three	 seasons	 back	 as	 the	

financial	transparency	were	very	low	before	2013.	The	operating	profits	 in	La	Liga	

are	 driven	 by	 Real	Madrid	 and	 Barcelona	who	 together	 is	 accountable	 for	 almost	

80%	of	the	profit	in	the	Spanish	league.			

	

In	the	Bundesliga,	 the	profitability	declined	to	€284	million	in	2015/2016.	Despite	

the	decrease	 in	profitability	16	of	18	Bundesliga	 clubs	did	 succeed	 to	 create	 a	net	

profit.	 As	 seen	 in	 recent	 years	 Bundesliga	 clubs'	 financial	 sustainable	 behavior	 is	

evident.	

	

Both	the	French	and	the	top	Italian	league	are	the	only	leagues	among	the	"Big	Five"	

that	in	the	recent	five	year	period	have	achieved	to	show	an	operating	loss.	

Despite	 an	 improved	 broadcasting	 deal,	 giving	 Italy	 the	 second	 highest	 earnings	

related	to	media,	only	six	Serie	A	clubs	succeeded	at	getting	a	profit	in	2015/2016,	

while	one	club	alone	(Inter)	 lost	€82.7m.	While	only	six	of	 twenty	clubs	avoided	a	

deficit,	there	are	still	massive	debts	all	around	the	league.	Udinese	are	the	best-run	

club	in	Italy,	making	a	profit	of	€32.3m	last	year,	followed	by	Napoli	with	€8.1m.		

	

The	French	Ligue	1	clubs,	however,	have	in	a	collective	effort	to	control	expenditure	

managed	to	significantly	reduce	operating	losses	from	2014/15	to	2015/16,	which	

fell	by	75%	(€105m).	The	remaining	deficit	is	mainly	due	to	four	clubs,	all	of	whom	

had	losses	exceeding	€10m	 (Deloitte, 2017).	

	

Recent	research	conducted	by	(Deloitte, 2017)	however	suggests	that	the	application	

of	the	UEFA	Financial	Fair	Play	is	having	an	impact.	The	latest	benchmarking	report	

disclosed	that	the	combined	net	losses	of	European	clubs	had	been	reduced	by	70%	

since	2011.	Furthermore,	the	improved	media	rights	deals	in	the	‘big	five'	European	

leagues	will	in	the	future	provide	the	opportunity	for	profitability	in	each	of	the	‘big	

five'	European	leagues.		
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Partial	conclusion	
	
Key	points	from	the	section:	

- Premier	League	is	the	most	successful	league	financially	in	terms	generating	

revenue	of	the	"Big	Five."	

- Sponsorships	and	media	rights	are	the	primary	revenue	drivers.	

- Gate	takings	only	account	for	a	small	proportion	of	the	total	revenue.	

	

Based	on	the	three	reports	that	were	the	basis	for	the	section,	we	became	aware	of	

the	 fact	 that	 the	 English	 Premier	 League	 has	 a	 significant	 advantage	 in	 regards	 to	

revenue.	 The	 predominant	 reason	 for	 the	 financial	 domination	 of	 the	 Premier	

League	is	the	increase	in	broadcasting	media	rights	fees	and	increased	sponsorships	

and	 commercial	 activities.	 While	 gate	 takings	 previously	 were	 the	 predominant	

income	drivers	for	clubs,	these	nowadays	only	accounts	for	small	proportion	of	the	

total	 revenue.	 From	 this	 section,	we,	 therefore,	 come	 the	 conclusion,	 based	on	 the	

financial	 data	 that	 we	 have	 investigated,	 that	 the	 primary	 revenue	 drivers	 in	 the	

modern	football	scene	are	media-	and	sponsor	interest.		
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How	do	various	value	drivers	contribute	to	fan	preferences	of	
a	paticular	league?	
	
In	the	following	sections,	we	will	focus	on	how	value	is	created.	More	specific	we	will	

concentrate	 on	 the	 individual	 value	 drivers	 in	 sports.	 This	 is	 done	 to	 obtain	 an	

understanding	of	how	individual	leagues	can	retrieve	more	revenue	than	others.	

	

The	term	"value"	is	a	comprehensive	term.	Forth	going	we	must,	therefore,	limit	the	

term	to	get	a	clear	focus.	In	the	world	of	sport,	value	is	consisting	of	several	different	

factors	that	represent	an	interconnected	web.	These	factors	together	co-create	value	

that	 in	 turn	 drive	 revenue	 towards	 individual	 leagues	 and	 thereby	 clubs.	 In	 the	

following	graph,	we	have	listed	some	of	the	value	drivers	that	interconnected	create	

revenue.	The	value	drivers	are	digested	from	the	literature	reviewed	at	the	start	of	

this	thesis.	The	factors	below	on	represent	some	of	the	most	important	value	drivers	

in	the	world	of	sports.	Factors	including	particular	actors	have	been	left	out,	to	limit	

the	focus.	The	list	of	value	drivers	is	therefore	not	exhaustive:	

	

- Players	and	coaches	
- Uncertainty	of	outcome	
- Leagues	
- International	performance	
- Experience		
- Media	
- Sponsorships	

	

The	 factors	 co-create	 in	 combination	 with	 each	 other	 the	 value	 creation	 that	 is	

fundamental	to	reach	the	end	consumer	–	the	fan (Deloitte, 2017).	The	aim	is	always	

to	gain	access	to	the	fans	watching	the	spectacle.	The	support	of	the	sports	fan	is	

what	 creates	 the	market	 for	 the	 sports	 industry,	 and	without	 this,	 the	 game	

would	have	no	value.	This	is	explained	by	(Cronin & Taylor, 1992)	”the	crowd	is	the	

supreme	authority	without	which	the	golden	core	of	the	game	has	no	currency."	

	

The	 factors	 above	 are	 some	of	 the	 key	 components	 of	 the	 success	 of	 both	 leagues	

and	clubs	in	regards	of	affecting	the	fan	behavior	(Szymanski, 2003) (Deloitte, 2017) 

(ATKeaney, 2014) (Gratton & Solberg, 2007) (Mason, 1999) (Beech & Chadwick, 2013).	
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The	components	above	aims	with	the	sole	objective	of	affecting	the	behavior	of	the	

fans,	 so	 they,	 in	 turn,	decide	 to	connect	with	 the	specific	value	drivers (ATKeaney, 

2014).	 The	 value	 drivers	 we	 have	 in	 this	 thesis	 defined	 as	 the	 participants	 that	

together	interconnected	create	value	to	a	league.	We	identify	 the	value	drivers	as	

media,	 sponsors,	 leagues,	 fans,	 and	 clubs.	Affecting	the	fan	behavior	is	essential	

for	 the	 above-mentioned	 value	 drivers	 as	 they	 are	 not	 able	 to	 produce	 revenue	

without	 engaging	 the	 end-consumer	 in	 the	 process.	 Impacting	 the	 fan	 behavior,	

therefore,	 represents	 the	 vital	 component	 that	 is	 required	 to	 become	 financially	

successful (Szymanski, 2003) (Deloitte, 2017) (ATKeaney, 2014) (Gratton & Solberg, 

2007) (Cronin & Taylor, 1992).	 In	the	forthcoming	sections,	we	will,	therefore,	focus	

on	how	the	value	drivers	gain	revenue	from	affecting	the	fan	behavior.	

	

Based	 on	 the	 considerations	mentioned	 above	we	 have	 chosen	 to	 define	 value	 as	

"Factors	 that	 directly	 or	 indirectly	 affect	 the	 fan	 behavior	 to	 engage	 with	 a	

sports	league."	
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The	Sports	Eco	System		
	

To	 understand	 how	 value	 is	 created	we	 have	 decided	 to	 examine	 how	 each	 value	

creator	is	participating	in	the	cycle	of	creating	revenue.	

	

As	we	mentioned	above	the	value	drivers	is	in	this	thesis	defined	as	the	participants	

that	 together	 interconnected	 create	 value	 to	 a	 league.	 We	 identify	 the	 value	

drivers	 as	media,	 sponsors,	 leagues,	 fans,	 clubs,	 and	 players.	The	definition	 is	

derived	 from	a	model	made	by	 (ATKeaney, 2014)	 called	 the	sports	ecosystem.	The	

model	 presents	 how	 the	 complex	 system	of	 revenue	 functions,	 and	 show	how	 the	

flow	of	money	is	distributed	to	the	different	participants.	The	model	illustrates	how	

each	 of	 the	 participants	 is	 interconnected	 contributors	 and	 how	 they	 individually	

add	to	the	flow	of	revenue	in	an	individual	sports	league.		

	

	
Figure	7	-	The	Sports	Eco-System	-	Source:	(ATKeaney, 2014)	

	As	we	 have	 digested	 from	 the	 financial	 data	 in	 the	 previous	 section,	 the	 primary	

revenue	drivers	 in	 the	modern	 football	scene	are	media-	and	sponsorship	 interest.	

These	 have	 along	 with	 the	 other	 value	 drivers	 (Clubs	 and	 leagues)	 the	 aim	 of	

affecting	the	fan	behavior.	The	media	will	lose	its	value	if	the	fans	are	not	watching	

the	broadcasted	matches.	The	sponsors	will	not	gain	value	from	their	sponsorship	if	

the	audience	 is	not	 interested	 in	 the	 leagues	 they	are	sponsoring.	And	 leagues	will	

not	 get	 commercial	 and	 broadcasting	 revenue	 if	 the	 audience	 does	 not	 value	 the	

competition	in	the	league.	We	will	therefore	in	the	next	section	focus	on	providing	

the	 reader	 with	an	 understanding	 of	 the	 necessary	 components/factors	 that	

are	needed	for	the	main	participants	for	a	league	to	affect	the	behavior	of	the	

fans.	This	includes	the	description	of	how	each	of	the	participants	must	engage	with	
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the	audience	to	gain	value	from	their	obligation.	As	we	presented	in	the	limitations,	

our	focus	will	be	to	understand	how	fan	preferences	are	influenced	on	league	level.	

This	means	 that	 the	 analysis	will	 only	 focus	on	 factors	 that	 create	preferences	 for	

certain	football	leagues.	The	analysis	will	therefore	not	be	executed	at	club	level,	and	

therefore	excludes	the	investigation	of	the	value	that	gains	from	the	interaction	with	

the	particular	 clubs.	 By	 league	 level,	we	 are	 specifically	 referring	 to	 elements	 that	

attract	viewers	to	spectate	a	competition.	This	focus	excludes	the	analysis	of	factors	

that	can	drive	fan	preferences	for	specific	teams	such	as	players,	coaches,	and	clubs	

as	determiners	of	success.	

Fan	behaviour	
	
Understanding	 the	 unique	 characteristics	 of	 sport	 is	 an	 essential	 part	 of	making	 a	

league	 attractive	 to	 the	 audience.	 In	 the	 end,	 no	 matter	 where	 the	 money	 comes	

from,	 the	 product	 is	 always	 targeted	 towards	 the	 fans	 that	 follow	 the	 matches.	

Therefore	 we	 will	 in	 this	 section	 focus	 on	 an	 understanding	 of	 the	 football	

consumers,	as	they	play	a	huge	part	of	the	value	chain	in	concern	of	selling	football.	

Selling	sports	a	product	
	

Sport	as	a	whole	is	a	unique	product	for	marketers	to	sell.	When	trying	to	marketing	

sport	 as	 a	 products	 sports	 managers	 around	 the	 globe	 face	 several	 challenges.	

Managers	 must	 understand	 the	 following	 characteristics	 that	 are	 involved	 when	

selling	a	sports	product.	The	sports	product	is	the	following:	

	

- Intangible	

- Heterogeneous	

- Perishable	

- Simultaneous	

	

The	 intangibility	 of	 sports	 products	 essentially	means	 that	 sports	 consumer	

cannot	 judge	 the	 quality	 of	 the	 product	 until	 the	 product	 is	 purchased 

(Pedersen, Miloch, & Laucella, 2007).	 The	 intangibility	 is	 directly	 linked	 to	 the	

simultaneous	 consumption	 of	 sport,	 meaning	 that	 sport	 is	 consumed	 at	 the	 same	

time	that	it	is	distributed.	The	consumer	can	before	the	purchase	not	know	what	the	

quality	 of	 the	 event	will	 be	 like,	 and	 the	 consumer,	 therefore,	 attend	 the	 event	 to	
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judge	 the	 quality	 of	 the	 product.	 This	 is	 very	 different	 from	 traditional	 industries	

where	 products	 are	 not	 consumed	 simultaneously	 as	 it	 is	 distributed.	 Since	 the	

products	in	sports	are	consumed	simultaneously,	it	places	a	significant	emphasis	on	

the	 interaction	 between	 the	 consumer	 and	 the	 service	 provider.	 However	 as	 the	

service	experience	is	within	the	marketers'	control,	the	heterogeneity	of	sports	can	

impact	the	product	that	is	sold.			

	

Heterogeneity	of	sports	refers	to	the	ever-changing	nature	of	a	sports	product,	

meaning	that	the	consumers'	perception	of	the	product	can	change	over	time	

(Pedersen, Miloch, & Laucella, 2007).	The	perception	change	can	happen	due	to	some	

different	 reasons,	 which	 can	 make	 the	 product	 heterogeneous	 including	 but	 not	

limited	 to	 the	 following	 factors	 such	 as	 player	 injuries,	weather,	 facility	 amenities	

and	team	performance.	

	

Perishability	is	the	understanding	that	a	sports	product	cannot	be	stored	on	a	

shelf	or	as	an	inventory.	As	we	have	mentioned	earlier,	this	is	directly	linked	with	

both	 the	 intangibility	 and	 the	 simultaneous	 nature	 of	 sports	 consumption	 as	 the	

product	is	consumed	at	the	same	time	as	it's	produced,	thereby	making	it	perishable.	

Perishability	also	forces	sports	marketers	to	place	lots	of	emphasis	on	the	quality	of	

the	 experience,	 as	 this	 might	 be	 a	 one-time	 interaction.	 The	 quality	 of	 this	

interaction	will	affect	the	consumer's	experience,	and	the	perception	will	be	largely	

shaped	 by	 this	 experience	 (Pedersen, Miloch, & Laucella, 2007).	 	 Therefore	 it	 is	 of	

immense	 importance	 that	 sports	 facilitator’s	 focus	 on	 the	 development	 and	

maintenance	of	a	high-quality	experience	for	the	sports	consumer.			
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Core	offer	and	different	consumer	groups	
	

The	football	consumer	market	does	not	only	consist	of	one	homogeneous	mass	

displaying	 identical	 consumer	 behavior	 but	 rather	 a	 heterogeneous	 market	

where	 segmentation	 and	 classification	 of	 consumers	 are	 important	 (Mullin, 

Hardy, & Sutton, 2000).	 Fans	 today	 might	 be	 watching	 a	 game	 for	 very	 different	

reasons	depending	on	numerous	of	facets,	and	the	core	offer	might	differ	depending	

on	the	individual	customer	needs.		

	

For	us	to	gain	an	understanding	of	various	consumer	groups,	we	must	gather	an	

interpretation	of	the	core	offer	that	the	leagues	provide	to	the	customers,	and	

how	this	might	differ	depending	on	the	 individual	consumer	groups.	Providing	 the	

reader	with	this	insight,	we	will	be	able	to	illustrate	the	product	that	is	sold.		

	

The	core	offer	of	any	football	league	is	football	matches.	Selling	football	matches	

have	however	changed	dramatically	over	the	years	going	from	simply	being	a	casual	

free	 time	 experience	 to	 being	 a	 big	 business	 spectator	 entertainment	 industry.	

Looking	 at	 the	 GICS	 classification	 list	 (Global	 Industry	 Classification	 Standard)	

sports	 clubs	 and	 sports	 leagues	 are	 classified	 as	 "Companies	 that	 engage	 in	

producing	and	selling	entertainment	products	and	services”	 (Sabic, 2015).	 	 This	 also	

implicates	 that	 the	 football	 business	 is	 competing	 against	 other	 entertainment	

offerings	such	as	movie	theatres,	concerts,	etc.	Being	in	the	entertainment	business	

the	 football	 leagues	must	provide	 the	end	user	with	an	attractive	product	 that	can	

compete	with	 the	other	entertainment	offers,	providing	 the	user	with	value	 that	 is	

higher	than	gained	through	other	experiences.	Despite	the	dramatic	changes	in	the	

recent	years	 in	 the	 representation	of	 football,	 the	 single	matches	 still	presents	 the	

core	offer	made	by	a	football	league (Sabic, 2015)		

	

In	 broad	 terms,	 football	 teams	 are	 service	 companies	 that	 provide	 core	 and	

peripheral	services.	The	core	offer	–	The	football	matches	–	satisfy	the	customer's	

primary	 needs,	 while	 other	 services	 are	 also	 available	 which	 are	 of	 lesser	

importance	to	the	core	product,	but	are	present	due	to	their	function	in	which	they	

are	widening	the	core	service.	
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	While	some	services	are	necessary	or	even	compulsory	 to	gain	access	 to	 the	

core	 services,	 others	 preserve	 as	 discretional,	 meaning	 the	 customer	 can	

decide	himself	if	he	wishes	to	use	the	service	or	not.	An	example	of	a	compulsory	

service	connecting	to	attending	a	football	match	could	be	the	security	check	made	at	

the	entrance.	It’s	a	service	that	is	giving	to	the	consumer	by	the	security	so	that	he	

can	be	safe	inside	the	stadium.	It's	compulsory	in	the	sense	that	the	consumer	must	

use	this	service	to	gain	access	to	the	stadium	and	to	experience	the	core	offer	–	the	

football	 match.	 A	 directional	 service	 could	 be	 the	 food	 and	 drinks	 sold	 at	 the	

stadium.	This	service	can	be	used	by	the	consumer	if	he	wishes	to	do	so,	but	it	is	not	

necessary	for	the	consumer	to	experience	the	core	service.	Therefore	these	services	

serve	as	an	"extra"	 to	 the	core	service	but	can	provide	as	an	extended	service	that	

produces	 value	 to	 the	 core	 service.	 Each	 elementary	 service,	 both	 core	 and	

peripheral,	 is	the	output	of	a	relative	service	production	system.	The	main	traits	of	

each	 element	 are	 connected	 with	 the	 others,	 and	 the	 connections	 between	 the	

services	 are	put	 into	 effect	 by	 the	 single	 element	 common	 to	 all	 service	 suppliers,	

which	is	the	customer.		

	

Selling	services	there	will	always	be	no	less	than	one	peripheral	service,	which	

will	 represent	 for	 some	 clients,	 the	 primary	 reason	 for	 their	 choice,	 thus	

becoming	a	core	service.	Such	a	new	core	service	is	often	referred	to	as	a	"derived"	

core	 service,	 which	 can	 act	 a	 way	 to	 target	 different	 customer	 segments (Sabic, 

2015).	 Therefore	 it's	 important	 to	 distinguish	 between	 primary	 core	 services	 and	

derived	ones.	The	food	and	beverages	sold	at	the	stadium	might	serve	as	a	derived	

core	service	for	some	customers	if	they	go	to	the	match	primarily	to	enjoy	the	food	

and	drinks.	This	can	also	be	the	case	when	viewers	are	spectating	the	competition	

on	TV.	Therefore	 there	can	be	customers	who	choose	a	peripheral	 service	as	 their	

core	service.	Usually,	when	attending	a	match	at	a	stadium,	most	customers	have	the	

actual	 competition	 as	 their	 main	 reason	 for	 attending	 the	 event.	 However	

understanding	the	differences	in	customer	needs	provide	the	league	organizers	and	

clubs	 with	 a	 way	 to	 recognize	 the	 different	 customer	 segments	 and	 their	 way	 of	

acting.	 This	 will	 create	 an	 opportunity	 for	 the	 league	 and	 club	 to	 target	 different	

sports	consumers.					
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Making	a	classification	of	the	various	football	customers	can,	however,	be	a	difficult	

job	 for	 any	 marketers.	 Researches	 resolving	 around	 the	 subject	 have	 many	

different	definitions	of	the	consumer	segments.	For	example,	Smith	(1988)	made	

the	distinction	between	``serious''	and	``normal''	sports	fans.	The	primary	difference	

proposed	is	that	the	serious	fan	believes	that	the	result	of	the	sports	contest	matters.	

Similarly,	Real	and	Mechikoff	(1992)	suggested	the	notion	of	a	``deep	fan''.	Deep	fans	

“have	 a	 ritual	 identification	 with	 mass-media	 sports	 productions,	 portrayals	 of	

athletes,	and	related	commercial	advertising.	For	the	deep	fan,	sport	provides	a	means	

of	 identification,	 celebration,	 expression,	 and	 interpretation	 of	 social	 life”. (Hunt, 

Bristol, & Edward Bashaw, 1999)	 however,	 claims	 that	 these	 notions	 of	 football	

consumer	groups	must	be	more	related	to	the	behavior	and	motives	that	drive	each	

of	 the	 consumer	 groups.	 They	 suggest	 a	 classification	 of	 fans	 that	 classifies	 the	

football	 consumer	 groups	 based	 on	 the	 critical	 behavioral	 and	 motivational	

distinctions.	 Their	 proposition	 consists	 of	 five	 different	 consumer	 fan	 groups:	 The	

temporary	fan,	the	local	fan,	the	devoted	fan,	the	fanatical	fan,	and	the	dysfunctional	

fan.	

	

The	 sections	 above	 were	 aimed	 with	 the	 focus	 of	 describing	 the	 complexity	 of	

targeting	 a	 single	 consumer	 group	 within	 sport.	 We,	 therefore,	 come	 to	 the	

understanding	that	several	different	 factors	are	 included	to	 influence	fan	behavior.	

Rather	 than	 focusing	 on	 specific	 fan	 behaviors	 from	 each	 segment,	 the	 key	

takings	 from	this	section	were	 to	provide	 the	reader	with	 the	understanding	

that	 several	 factors	 are	 included	 when	 persuading	 fan	 preferences.	 The	

primary	objective	going	forward	will	be	to	identify	the	factors	that	influence	the	fan	

behavior,	making	the	preference	for	specific	leagues	possible.			

The	influence	of	the	value	drivers	
	
In	 the	 following	 section,	we	 aim	 to	 describe	 the	 connection	 between	 the	 different	

value	drivers	(Media,	Leagues,	and	Brands).	This	section	will	depict	how	of	each	of	

them	creates	value	for	themselves	and	understand	why	each	of	the	value	drivers	is	

important	for	a	sport	to	become	successful	financially.		The	

	

For	each	of	the	value	drivers,	we	will	finish	the	subsection	with	a	small	section	called	

"value	 for	 the	 fans"	 where	 we	 aim	 to	 describe	 the	 factors	 that	 each	 of	 the	 value	
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drivers	 needs	 in	 order	 deliver	 value	 to	 the	 end	 consumer.	 By	 understanding	 the	

value	that	each	participant	creates	for	the	fans,	we	can	digest	the	factors	needed	for	

leagues	to	affect	the	fan	behavior	and	thus	conveying	fan	preferences	for	individual	

leagues.	

Media	
	

Today	media	has	overtaken	the	position	as	the	main	income	driver	for	football	

clubs	 around	 the	 globe (Gratton & Solberg, 2007).	 Whereas	 gate	 takings	 earlier	

were	 the	primary	 value	 for	 football	 clubs	when	 selling	 their	product	 today,	media	

broadcasting	has	overtaken	the	driver	seat,	and	for	most	team,	the	income	from	TV	

is	at	least	the	double	of	their	gate	takings	 (Pwc, 2011).			

	

The	 objective	 of	 networks	 when	 broadcasting	 sport	 is	 to	 attract	 as	 many	

viewers	as	possible,	so	they	can	sell	advertising	slots	that	can	earn	money	for	

the	 network.	The	more	viewers	a	program	has,	 the	more	money	the	network	will	

receive	from	their	advertisers.	Football	can	therefore	in	many	ways,	as	we	discussed	

previously,	be	viewed	as	an	entertainment	product.	Football	and	sports,	in	general,	

“are	increasingly	competing	with	other	forms	of	content	taking	similar	approaches,	as	

well	 as	 with	 other	 immersive	 experiences	 such	 as	 cinema	 and	 live	 music.	 Yet	 the	

audiences	will	often	vary” (Pwc, 2011).		

	

The	 role	 of	 culture	 is	 a	 parameter	 that	 heavily	 influences	 the	 interest	 for	 a	

particular	league (Gausted, 2001).	Depending	on	the	cultural	interest	in	the	market	

that	 the	 broadcaster	 sells	 to,	 the	 popularity	 of	 the	 football	 match	 will	 vary	

immensely.	 The	 cultural	 interest	 is	 based	 on	 a	 mix	 of	 local	 and	 traditional	

compositions	 of	 interest	 for	 Football.	 These	 elements	 determine	 the	 cultural	

discount	 for	 the	product	 that	 is	sold	 to	 foreign	markets.	Some	of	 the	 items	 include	

the	 viewer's	 awareness	 and	 knowledge	 about	 the	 sport	 sold.	 One	 of	 the	 major	

determinants	 for	cultural	 interest	 is	 the	size	and	prosperity	of	 the	community,	 the	

historic	 enthusiasm	 amongst	 the	 regional	 community	 and	 the	 level	 of	 "loyalty"	

amongst	 the	 fans.	 In	 other	 words	 how	 high	 is	 the	 traditional	 interest	 in	 the	 area	

where	the	team	is	located.		
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One	 of	 the	critical	 reasons	why	 live	 broadcasting	 has	 become	one	 of	 the	most	

significant	 additions	 to	 the	existing	media	 landscape	 is	 that	 the	 networks	 have	

the	ability	to	engage	with	the	audience	in	real	time	through	social	media.	The	

use	of	online	social	medias	is	increasingly	a	thing	that	the	broadcasters	use	to	build	

hype	and	interest	for	an	event.	Whereas	viewers	previous	were	informed	of	an	event	

using	 a	 TV-teaser	 or	 via	 newspapers,	 today	 social	 media	 functions	 as	 a	 way	 to	

market	the	media	product	and	to	get	the	audience	engaged	about	a	particular	sports	

events.	 This	 interaction	 with	 the	 audience	 help	 the	 networks	 to	 expand	 the	

experience	of	the	match,	both	creating	value	for	them	as	well	 for	the	end-user.	TV-

broadcasters	are	embracing	the	use	of	social	media	to	engage	the	fans	on	a	deeper	

level.	 They	 also	 provide	 the	 viewers	with	 a	 greater	 intensity	 of	 experience,	 as	 the	

TV-viewers	suddenly	become	an	active	part	of	the	games	(Pwc, 2011).	 Interestingly	

while	 many	 entertainment	 offers	 have	 moved	 to	 online	 services	 (f.x.	 Movies	 on	

Netflix),	football	matches	are	still	shown	on	the	regular	TV-channels.	Social	media	is,	

therefore,	 working	 as	 a	 complementary	 service	 for	 the	 users,	 rather	 than	 a	

substitutional	 service.	With	 technology	 evolving	 with	 innovations	 and	 expansions	

seen	 every	 day,	 the	 interaction	 between	 networks	 “across	 multiple	 platforms	 will	

continue	 to	 be	 used	 to	maximise	 engagement	 and	 put	 the	 viewer	 ‘inside'	 the	 sport”	

(Pwc, 2011).	

Time	sensitivity	
	
One	of	the	biggest	challenges	of	live	broadcasting	is	to	understand	that	interest	

for	a	sports	competition	is	very	time	sensitive	and	that	matches	will	lose	their	

commercial	 value	as	 soon	as	 they	have	been	broadcasted.	As	we	already	have	

discussed	previously	selling	sport	is	a	very	perishable	product	that	is	not	possible	to	

stock	up.	This	means	 that	 the	 interest	 for	match	or	event	drops	substantially	once	

the	contest	is	over	and	the	result	is	known	 (Gratton & Solberg, 2007).		

	

While	 it	might	be	possible	 to	 rebroadcast	 a	match,	 the	match	will	 lose	 its	 value	

because	 the	 excitement	 of	 the	 game	 is	 heavily	 linked	 to	 the	 uncertainty	 of	

outcome.	Without	the	uncertainty	of	the	outcome,	the	game	is	not	worth	anything,	

as	 the	 consumers	already	know	how	 the	match	will	 end (Gratton & Solberg, 2007).	

This	 unique	 characteristic	 represents	 the	 significant	 difference	 between	 sport	 and	

regular	 entertainment	 products	 such	 as	 film,	 documentary	 or	 drama	 series.	While	
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it's	not	crucial	for	the	viewers'	interest	for	regular	TV-programmes	whether	they	are	

shown	in	a	week	or	even	a	year	from	its	production,	the	time	aspect	is	critical	when	

evaluating	the	sports	program.	Even	when	a	match	is	showed	just	an	hour	delayed	

the	valuation	has	 fallen	 immensely,	due	 to	 the	enormous	 information	provided	on	

the	internet	today,	where	everyone	can	follow	the	results	live,	while	the	matches	are	

happening.	The	value	of	 live	sports	presents	 itself	only	 to	have	significant	value	 in	

"real	time"	while	the	actual	event	is	taking	place	 (Gausted, 2001).		

	

While	the	time	sensitivity	of	football	matches	can	be	a	disadvantage	when	selling	a	

product,	however,	it	also	has	some	traits	that	make	it	unique.	When	broadcasting	

football,	the	match	coverage	is	tough	to	copy	or	substitute,	compared	to	movies,	

where	 several	 action	 movies	 tend	 to	 offer	 the	 same	 kind	 of	 action.	 News	

broadcasting	 can	 also	 be	 easily	 replaced	 because	most	 news	 agencies	 deliver	 the	

same	news.	However	broadcasting	a	football	match	is	a	unique	product	that	cannot	

be	copied.	When	broadcasting	the	Champions	League	final,	 the	viewers	will	have	a	

hard	 time	 finding	 a	 game	 which	 is	 more	 attractive,	 thus	 leaning	 all	 the	 attention	

toward	 the	 particular	 match.	 Therefore	 individual	 leagues	 will	 have	 a	 significant	

advantage	because	they	are	already	known	for	their	quality.	Hence	the	audience	will	

have	a	hard	time	finding	a	short-term	substitute	 (Gausted, 2001).	

Value	for	the	fans	-	Media	
	

For	 TV	 sports	 such	 as	 televised	 soccer	 matches,	 the	 value	 to	 the	 viewer	 is	

dependent	 on	 elements	 such	 as	 the	 playing	 strength	 of	 the	 teams,	 the	

uncertainty	of	outcome	and	the	importance	of	the	competition (Gausted, 2001) 

(Beech & Chadwick, 2013).			

	

The	playing	strength	 is	referring	 to	 the	quality	of	 the	players	 that	 is	 fielded	by	 the	

team.	The	playing	strength	of	 the	teams	is	of	 importance	as	the	audience	will	

tend	to	seek	events	that	are	considered	as	valuable	to	watch (ATKeaney, 2014).	

Like	 selling	 any	other	product,	 football	 has	 a	perceived	value	 that	 the	 leagues	 can	

boost.	To	do	so	the	leagues	must	try	to	create	valuable	events,	that	can	drive	ratings	

upwards	and	thereby	produce	more	media	revenue.	An	event	is	considered	valuable	

when	 it	 consists	 of	 teams	 that	 play	 at	 the	 highest	 level.	 Furthermore,	 players	 on	

these	teams	are	often	considered	as	some	of	the	most	talented.	A	match	deemed	to	
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be	valuable	worldwide	is	the	match	between	Real	Madrid	and	Barcelona.	It	consists	

of	two	well-branded	teams	that	have	a	history	of	rivalry,	and	at	the	same	time	have	

some	of	the	best	players	in	world.	These	elements	are	some	of	the	factors	that	make	

watching	 Real	 Madrid	 against	 Barcelona	 a	 valuable	 event.	 On	 the	 other	 hand	 a	

league	 game	 in	 the	 Croatia	 1.	 Division	 seems	 of	 little	 value	 to	 the	 international	

audience.	Some	matches	will,	therefore,	be	considered	of	higher	importance,	as	they	

have	more	perceived	importance	and	consist	of	some	of	the	most	talented	players.			

	

As	we	touched	upon	briefly	earlier	in	this	section	uncertainty	of	outcome	is	of	high	

importance	 for	TV-broadcasting.	Not	only	 in	 the	sense	 that	matches	will	 lose	 their	

commercial	value	as	soon	as	they	have	been	broadcasted,	but	also	competition	wise.	

When	 the	 competition	 in	 an	 individual	 league	 is	 feeble,	 a	 particular	 league	

becomes	very	predictable;	causing	the	interest	of	the	league	to	lose	its	interest	

with	 the	 spectators	 gradually.	 In	a	classic	paper	by	(Neale, 1964)	a	 theory	called	

the	"League	Standing	Effect"	was	presented.	Here	he	described	that	regular	changes	

or	 the	 possibility	 of	 variations	 in	 the	 standings	 of	 a	 league	 would	 make	 the	

competition	more	interesting	for	the	audience	to	spectate.	The	closer	the	standings	

and	 the	 more	 frequently	 the	 standings	 will	 change,	 the	 larger	 the	 audience	 will	

become.		

Brands	and	Sponsorships	
	

The	 world	 of	 sport	 represents	 a	 unique	 advertising	 platform	 that	 allows	

businesses	 to	showcase	 themselves	 to	specific	segments.	Today	the	consumers	

do	 not	 necessarily	 have	 to	 consume	 the	 sports	 products	 by	 psychically	 attending	

matches.	Instead,	television	has	become	a	higher	priority	for	both	networks,	but	also	

corporations	that	seek	to	showcase	their	brand	 (Mason, 1999).		

	

By	 using	 the	 platform	 of	 sports,	 the	 businesses	 can	 combine	 the	 values	 of	 a	

particular	club	or	league	and	blend	it	with	their	image,	which	then	can	become	

“associated	with	a	level	of	credibility,	quality,	and	satisfaction	in	the	consumer's	

mind”	(BusinessDictionary, 2017).	By	doing	so	companies	can	market	their	brand,	so	

it	 differentiates	 from	 its	 competitors.	 Corporations	 are	 therefore	 looking	 for	

opportunities	 that	 can	 be	 used	 to	 create	 an	 image.	 The	 latter	 aspect	 of	 corporate	

affiliation	 is	 the	most	 common,	 dominated	 by	 global	 corporations	which	 can	 both	
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afford	to	pay	for	the	rights	to	be	affiliated	with	a	given	league	or	team,	and	also	reap	

the	benefits	of	such	an	association	 (Mason, 1999).	Selling	the	rights	to	corporations	

and	 in	 turn	being	associated	with	a	 league	or	club	 is	 the	most	common	practice	 in	

European	football.	

	

With	a	 few	exceptions	sponsorships	occur	 for	purely	commercial	reasons.	As	

described	 by	 (McCarville & Copeland, 1994),	 ``sponsorship	 involves	 an	 exchange	 of	

resources	with	an	independent	partner	in	hopes	of	gaining	a	corresponding	return	for	

the	 sponsor''.	 In	 affiliating	 with	 the	 league,	 corporations	 are	 not	 purchasing	 the	

uncertainty	 of	 game	 outcomes;	 instead,	 they	 are	 aligning	 their	 business	 interests	

with	 the	 reputation	 of	 the	 league	 and	 its	 product,	 to	 increase	 their	 financial	well-

being.			

	

Mason	(1999)	gives	three	interrelated	drivers	that	attract	potential	sponsors	

to	an	individual	league,	club	or	athlete:	

- The	ability	to	attract	media	coverage	

- The	link	between	the	sponsor	and	the	sponsored	

- The	demographic	profiles	of	participants	and	spectators		

	

Leagues	with	 a	 high	 amount	 of	 TV-viewers	will	 be	 of	 interest	 for	 corporations,	 as	

they	present	 the	biggest	 geographical	 and	demographic	 reach.	The	more	attention	

an	individual	league	can	attract,	the	more	interested	organizations	will	be	to	invest.	

For	 example,	 the	 Premier	 League	 is	 considered	 to	 be	 very	 interesting	 for	 global	

sponsors	to	 invest	 in.	The	reasons	 for	 this	 is	 the	truly	global	profile	of	 the	viewers	

that	 gives	 sponsors	 a	 broad	 geographical	 reach	 as	 Premier	 League	 matches	

broadcasts	to	more	than	643	million	homes	world	wide	 (Premier League, 2017).	This	

also	allows	the	Premier	League	to	attract	sponsors	that	are	not	directly	involved	on	

a	domestic	level	in	Great	Britain.	While	geographical	reach,	price,	and	popularity	are	

essential	 components	when	 sponsoring,	 individual	 values	 of	 a	 league	 or	 team	 can	

also	 carry	 immense	 value.	 For	 example,	 some	 clubs	 like	 Liverpool	 or	 Manchester	

United	might	be	able	to	attract	more	lucrative	partnerships,	due	to	their	history	and	

values.	 By	 embracing	 these	 qualities,	 corporations	 might	 want	 to	 seek	 to	 be	

associated	with	teams	with	these	values,	to	embody	these	attributes	to	their	brand.	
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Another	 sponsorship	 variation	 is	 where	 the	 sponsor	 and	 a	 team	 have	 a	 link	 that	

connects	them.	Several	clubs	around	the	world	have	sponsorships	from	brands	that	

are	 heavily	 related	 to	 the	 city	 they	 represent.	 For	 example,	 the	 German	 team	 VfL	

Wolfsburg's	 main	 sponsor	 is	 Volkswagen.	 Volkswagens	 headquarters	 is	 placed	 in	

Wolfsburg.	 	 Because	 of	 the	 reciprocal	 link	 to	 the	 city,	 Volkswagen	 has	 chosen	 to	

sponsor	the	team.	

	

The	most	 important	 part	 of	 a	 successful	 corporation	 is	 that	 the	 brands	 can	

activate	 their	 sponsorship	–	not	only	by	using	traditional	means	such	as	banners	

and	ads	on	the	stadium	and	on	the	team	shirts	but	only	by	using	digital	and	social	

media.	 The	 activation	 of	 their	 sponsorship	 involves	 the	 creation	 of	 an	

emotional	 link	 between	 fans	 and	 their	 favourite	 leagues,	 teams	 and	 players	

while	communicating	its	value	and	product	offerings	(ATKeaney, 2014).	

Value	to	the	fans	
	

Sponsors	do	not	directly	offer	value	to	the	fans	concerning	entertainment	value,	but	

more	 so	 functions	 as	 a	 value	 driver	 for	 the	 other	 participants	 in	 the	 sports	 eco	

system.	The	 sponsors	however	 instead	use	 the	platform	of	 sports	 as	 a	pathway	 to	

get	 in	 contact	 and	 engage	with	 fans,	 in	 a	 setting	 that	most	 of	 the	 fans	 consider	 as	

positive.	Therefore	the	sponsors	can	create	an	emotional	link	between	the	fans	and	

the	 brand,	 providing	 value	 for	 the	 corporation.	 	 An	 example	 of	 this	 is	 the	

involvement	 of	Unicredit	with	Bayern	München.	While	Unicredit	 does	not	 provide	

direct	value	to	the	fans	regarding	entertainment	value,	the	corporation	uses	Bayern	

München	as	a	platform	to	reach	the	followers	of	the	club.	

	

In	return,	the	companies	contribute	to	the	sport	by	paying	money	for	the	affiliation	

to	the	team	league	or	player.	

Leagues	
	
The	leagues	are	organized	by	the	federations	to	create	competitions	between	a	set	of	

clubs.	 The	 organizations	 are	 either	 formed	 by	 national	 federations	 or	 by	

international	 federations	 such	 as	 FIFA	 or	 UEFA.	 The	 leagues	 also	 play	 an	

intermediary	role	 in	distributing	revenues	 to	 the	clubs	 from	various	sponsorships,	

but	main	aim	is	to	distribute	media	rights	money.		
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Organizing	 competitions	 are	 the	 primary	 objective	 for	 league	 organizers.	To	

sell	 football	 experiences,	 marketers	 are	 heavily	 relying	 on	 the	 contest	 itself.	 The	

organizers	 of	 leagues	 must	 be	 able	 to	 create	 and	 engage	 with	 a	 competition	 that	

itself	is	interesting	to	follow.	If	this	is	not	the	case,	the	audience	will	lose	the	interest	

in	the	events.		

	

Several	challenges	remain	essential	for	organizers	to	achieve	to	be	successful.		When	

organizing	 an	 exciting	 competition	 for	 the	 viewers,	 the	 league	 must	 be	 able	 to	

create	valuable	events	throughout	the	year,	which	continuously	can	draw	the	

attention	 from	 the	 potential	 viewers.	 If	a	 league	 is	not	able	 to	create	events	 for	

the	fans	to	attend,	the	league	will	lose	its	vitality	for	the	viewers.	This	can	happen	if	

the	 championship	 is	 decided	 too	 quickly,	 by	 having	 a	 lack	 of	more	 than	 a	 few	big	

market	teams	and	a	lack	of	quality	of	play (Szymanski, 2003).	If	these	factors	are	not	

present	the	league	will	quickly	become	unattractive	for	the	audience	to	follow.	The	

organizer's	ability	to	create	valuable	events	for	the	viewers	to	engage	in	is	therefore	

of	absolute	necessity.	

	

One	 of	 the	 leagues	 major	 functions	 is,	 therefore,	 to	 ensure	 that	 no	 team	

achieves	 too	 much	 market	 power	 or	 excessive	 dominance.	 The	 league	 must,	

therefore,	 aim	 to	 restrict	 competition	 to	 secure	 that	 a	 league	 does	 not	 become	

competitively	 unbalanced (Gratton & Solberg, 2007).	 Today	 professional	 sports	

leagues,	 especially	 in	 America,	 have	 constructed	 structures	 to	 smooth	 out	 the	

differences	 between	 teams,	 instituting	 salary	 caps,	 revenue	 sharing,	 and	 drafts.	 In	

European	football,	the	structures	are	more	lenient,	with	fewer	restrictions	on	wages	

and	with	an	open	transfer	system.	However	more	and	more	restrictions	have	been	

applied,	 such	 as	 the	 "Financial	 Fair	 play"	 regulations	 that	 wish	 to	 ensure	 fair	

competition	among	teams	when	buying	players.	

	

One	way	of	creating	a	valuable	contest	is	by	increasing	the	volume	of	teams	in	

a	 league.	Having	more	teams	in	a	league	opens	up	for	new	potential	segments	that	

were	not	targeted	earlier,	both	commercially	and	via	the	media (ATKeaney, 2014).	In	

American	 sports	 leagues,	 the	 teams	 are	 carefully	 chosen	 according	 to	 their	

geographical	 reach	 and	 potential	 market	 value.	 In	 Europe,	 however,	 league	
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organizers	 do	 not	 decide	 what	 areas	 of	 the	 country	 that	 is	 represented	 in	 the	

competition	due	to	relegation	and	promotion.	The	Premier	League	has	in	the	recent	

season	experienced	 this	problem,	as	 they	had	a	drop	of	domestic	viewers	of	14	% 

(ATKeaney, 2014).	This	was	due	to	the	relegation	of	big	market	teams	like	Newcastle	

United	and	Aston	Villa.			

	

As	 leagues	will	 try	to	create	as	many	valuable	events	as	possible,	 it	 is	also	of	

importance	 that	 these	 premium	 events	 are	 given	 various	 allotments.	 The	

different	 playing	 allotments	 are	 necessary	 to	 maximise	 the	 potential	 viewing	

numbers	 for	 an	 individual	 match.	 In	 practice	 this	 means	 managing	 the	 premium	

events,	so	they	are	spread	out	over	the	course	of	the	season,	for	the	league	to	be	as	

attractive	as	possible	and	to	retain	the	audience	for	the	season.			

Value	to	the	fans	-	Leagues	
	
Uncertainty	 is	 the	key	 for	organizers	 to	 creating	an	 interesting	and	valuable	

competition	 (Neale, 1964).	 In	 the	world	 of	 sports,	 the	 need	 for	 competition	 from	

fellow	sports	clubs	is	unique.	In	the	"regular"	business	world,	companies	are	trying	

to	 get	 as	 big	 as	 possible,	 conquering	 market	 shares	 and	 customers	 from	 their	

competitors.	 It	 is	 clear	 that	 the	 ideal	 market	 position	 of	 a	 firm	 is	 becoming	 a	

monopoly	to	maximize	profits.	This	means	that	companies	will	be	better	off	without	

other	competitors	and	would	always	try	to	stay	in	a	situation	where	the	corporation	

will	 be	 the	 sole	 supplier	 of	 a	 product.	 However	 whereas	 this	 might	 be	 true	 for	

regular	 companies,	 football	 clubs	 are	 in	 an	 entirely	 different	 situation.	 Whereas	

football	clubs	might	wish	to	maximize	their	profits,	the	best	way	of	doing	so	is	not	to	

eliminate	the	competition,	but	rather	to	embrace	it (Neale, 1964).		

	

The	retention	of	 the	audiences	over	 the	season	 is	 therefore	closely	 linked	 to	

seasonal	uncertainty (Szymanski, 2003).	Greater	uncertainty	of	the	outcome	of	the	

championship	and	the	relegation	battle	may	not	 just	get	attention	 from	the	 fans	of	

the	clubs	 involved.	This	may	also	generate	 interest	 from	fans	from	other	clubs	and	

audiences	that	do	not	support	a	particular	club	but	enjoy	the	excitement.	The	longer	

several	 teams	are	 in	 contention	 for	 the	 title	 the	more	 interesting	 it	will	 be	 for	 the	

fans	to	 follow	–	thus	creating	more	valuable	events.	Some	fans	that	support	one	of	

the	stronger	teams	might	be	more	interested	in	supporting	the	team	if	the	team	has	
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a	chance	of	winning	 the	championship.	 If	 the	 team	drops	out	of	contention	 for	 the	

title	 or	 European	 places	 as	 the	 season	 starts	 to	 progress	 then	 the	 interest	 for	 the	

games	of	the	team	will	likely	decline	 (Beech & Chadwick, 2013)	

Partial	conclusion	
	
Key	points	from	the	section:	

	

- The	football	consumer	market	is	a	heterogeneous	market	where	

segmentation	and	classification	of	customers	is	important	

- The	playing	strength	and	the	number	of	big	market	teams	is	of	importance	as	

the	audience	will	tend	to	seek	events	that	are	considered	as	valuable	to	

watch	

- The	role	of	culture	is	a	parameter	that	heavily	influences	the	interest	for	a	

particular	league	

- Uncertainty	is	the	key	for	organizers	when	creating	an	interesting	and	

valuable	competition		

	

In	the	section	above	we	discussed	several	approaches	to	convey	fan	preferences.	A	

key	 factor	 is	 the	 understanding	 that	 fans	 as	 such	 is	 split	 into	 several	 different	

segments,	that	each	have	different	preferences	for	the	services	that	football	matches	

offer.		

	

Therefore,	to	create	fan	preferences	for	a	paticular	league,	the	various	value	drivers	

media,	brands	and	leagues	must	provide	the	consumer	with	a	set	of	different	factors	

to	 make	 the	 fans	 committed	 to	 watching	 sports	 instead	 of	 other	 entertainment	

offers.		

	

For	 TV	 sports	 such	 as	 televised	 football	 matches,	 the	 value	 to	 the	 viewer	 is	

dependent	on	elements	such	as	the	playing	strength	of	the	teams,	the	uncertainty	of	

outcome	 and	 the	 importance	 of	 the	 competition.	 Fan	 preferences	 for	 a	 league	 is	

created	when	the	networks	broadcast	valuable	events,	as	audiences	will	tend	to	seek	

events	 that	 are	 considered	 as	 valuable	 to	 watch.	 The	 uncertainty	 of	 outcome	 is	 a	

parameter	of	significant	importance	for	TV-broadcasting	aswell,	as	matches	will	lose	

their	commercial	value	as	soon	as	they	have	been	broadcasted.	Furthermore,	when	
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the	competition	in	an	individual	league	is	feeble,	then	the	following	league	becomes	

very	 predictable;	 causing	 the	 interest	 of	 the	 spectators	 to	 decline	 gradually.	 By	

broadcasting	 the	 football	 matches	 networks	 hope	 to	 receive	 subscription-	 and	

advertising.	The	networks	 therefore	will	 seek	 to	broadcast	 the	events	 that	attracts	

the	 most	 viewers.	 The	 interest	 for	 an	 event	 is	 formed	 by	 several	 demogrpahic	

factors	 such	 as	 the	 cultural	 interest	 in	 the	 market	 that	 the	 broadcaster	 sells	 to.	

Cultural	 interest	 is	based	on	a	mix	of	 local	and	traditional	compositions	of	 interest	

for	football.	These	elements	determine	the	cultural	discount	for	the	product	that	 is	

sold.	 Some	 of	 the	 items	 include	 the	 viewer's	 awareness	 and	 knowledge	 about	 the	

sport	sold.	

	

Brands	do	not	directly	contribute	to	fan	preferences	for	a	particular,	however	these	

provide	the	clubs	and	leagues	with	a	monetary	gain,	that	in	turn	makes	the		sports	

league	more	 attractive.	 The	brands	 then	 in	 return	 recieves	 a	 advertising	platform,	

where	 they	 can	 be	 associated	with	 the	 league	 or	 team	 sponsored.	 The	 value	 of	 a	

sponsorship	is	determined	by	the	brands	ability	to	activate	their	sponsorship.		

	

The	 retention	 of	 the	 audiences	 over	 the	 season	 is	 closely	 linked	 to	 seasonal	

uncertainty.	For	league	organizers	 these	must	therefore	create	an	interesting	and	

valuable	 competition	 that	 provide	 value	 to	 the	 fans.	 Greater	 uncertainty	 over	 the	

outcome	 of	 the	 championship	 and	 the	 relegation	 battle	may	 not	 just	 get	 attention	

from	 the	 fans	 of	 the	 clubs	 involved	 it	 may	 also	 generate	 interest	 from	 fans	 from	

other	 clubs	 and	 audiences	 that	 do	 not	 support	 a	 particular	 club	 but	 enjoy	 the	

excitement.	 The	 better	 the	 league	 organizers	 are	 at	 creating	 valuable	 events,	 the	

more	media	attention	the	league	will	get,	producing	higher	media	rights	fees	for	the	

clubs	and	the	league	in	return.		
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Analysis	

How	 do	 cultural	 interest	 and	 the	 uncertainty	 of	 outcome	
influence	 the	 creation	 of	 valuable	 events	 in	 the	 “Big	 five”	
European	leagues?		
	

In	the	following	section,	we	will	analyze	the	three	factors	that	were	conducted	from	

the	 researched	 literature.	 From	 the	 theory,	 we	 found	 that	 fan	 behavior	 and	 the	

preferences	for	sports	leagues	is	created	by	three	key	elements:			

1. Valuable	events	

2. Demographic	factors,	such	as	cultural	interest	

3. Uncertainty	of	Outcome		

	

In	 the	 following	 sections,	 we	 will	 investigate	 the	 connection	 between	 the	 three	

factors	 and	 the	 financial	 success	 of	 the	 Premier	 League,	 by	 measuring	 and	

comparing	 the	 "Big	 five"	 European	 Leagues.	 It	 is	 applied	 by	 the	 use	 of	 different	

models	and	 theories	 so	we	can	analyze	 the	differences	between	 the	 leagues	under	

review	in	this	thesis.			

	

To	do	so,	we	have	to	apply	the	assumption	presented	at	the	start	of	the	thesis,	to	get	

an	 understanding	 of	 the	 parameters	 that	 have	 benefitted	 the	 Premier	 League,	 to	

become	the	most	financially	successful	football	league	in	the	world.	It	is	as	following:	

	
A1:	The	more	money	a	league/team	attracts,	the	more	popular	it	is.		

	

By	 applying	 this	 assumption,	 we	 assume	 that	 popularity	 is	 equal	 to	 creating	 the	

highest	revenue.	When	drawing	this	parallel,	we	assume	that	Premier	League	is	the	

most	 popular	 football	 league	 in	 Europe.	Making	 this	 assumption,	we	 can	 compare	

different	factors	and	align	whether	or	not	they	influence	the	popularity	of	a	league.	

In	other	words,	if	an	element	is	predominantly	featured	in	Premier	league,	then	we	

assume	 that	 these	 factors	 are	 contributing	 to	 fan	 preferences.	 The	 weakness,	

however,	 is	 that	 this	 approach	 assumes	 that	 Premier	 League	 is	 the	most	 popular	

league	 in	 European	 football,	 and	 therefore	 our	 focus	 is	 already	 predetermined.	

Furthermore,	 it	 eliminates	 the	 possibility	 of	 other	 leagues	 actually	 to	 be	 the	most	

popular	league.	
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Our	analysis	will	be	conducted	so	that	we	focus	on	the	above	mentioned	individual	

factors	 separately.	We	will	 here	 examine	 the	 factors	 in	 relations	 to	 the	 "Big	 five"	

European	Leagues,	and	present	our	analysis	in	two	separate	sections.	The	first	part	

is	 combining	 factor	 1+2:	 Valuable	 events	 and	 the	 importance	 of	 cultural	 interest,	

followed	by	a	 separate	 section	 regarding	 factor	3:	Uncertainty	of	outcome.	To	end	

our	analysis,	we	will	conduct	a	discussion,	tying	the	results	together,	with	the	aim	of	

answering	our	problem	statement.			

Valuable	events	and	the	importance	of	cultural	interest	
	
As	we	previously	discussed	the	media	and	sponsorships	are	the	key	value	drivers	in	

sports	clubs	and	leagues	today.	Premium	matches	and	creating	valuable	events	is	an	

important	 part	 of	 creating	 an	 attractive	 product.	However,	 the	 role	 of	 culture	 is	 a	

parameter	that	influences	the	popularity	of	a	league	as	well.	The	cultural	interest	of	

the	market	will	often	affect	the	popularity	of	the	football	match	that	is	sold.	

	

In	the	following	analysis,	we	will	examine	the	characteristics	of	the	big	market	teams	

that	 are	 present	 in	 each	 of	 the	 "Big	 Five"	 European	 Leagues.	 The	 purpose	 of	 this	

examination	 is	 to	 research	 how	 many	 premium	matches	 each	 of	 the	 leagues	 can	

offer	to	the	broadcasters.	By	identifying	the	premium	teams	of	each	league	we	able	

to	 conduct	 an	 explanation	 to	why	 some	 leagues	 can	 convey	more	 audiences	 than	

others.			

	

…audience	will	 tend	 to	 seek	events	 that	are	 considered	as	valuable	 to	watch	

(ATKeaney, 2014).	Like	selling	any	other	product,	football	has	a	perceived	value	that	

the	 leagues	 can	 boost.	 The	 leagues	 can	 use	 different	 strategies	 to	 increase	 the	

maximization	 of	 revenue.	 One	 of	 the	 key	 factors	 that	 contribute	 to	 the	 massive	

popularity	difference	between	leagues	can	be	addressed	to	the	fact	of	the	ability	of	

the	league	to	create	valuable	events.	

	

So	how	is	 interest	build	 for	 individual	 teams,	and	why	do	some	teams	and	 leagues	

gather	more	attention	and	interest	than	others?	
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While	 all	 of	 the	 "big	 five"	 European	 football	 leagues	 have	 gone	 global	

regarding	 audiences,	 the	 local	 fans	 are	 important	 in	building	 the	 foundation	

for	an	attractive	team.	This	phenomenon	can	be	observed	in	America,	where	many	

teams	are	paying	famous	players	to	play	for	their	team.	Despite	the	acquaintances	of	

high	profile	players	such	as	Andrea	Pirlo,	Frank	Lampard,	etc.	the	attendances	in	the	

stadiums	 are	 not	 impressing.	 An	 important	 determinant	 for	 cultural	 interest,	

therefore,	 is	 the	 size	 and	 prosperity	 of	 the	 community,	 the	 historic	 enthusiasm	

amongst	the	regional	community	and	the	level	of	"loyalty"	amongst	the	fans.	In	other	

words;	 how	high	 is	 the	 traditional	 interest	 in	 the	 area	where	 the	 team	 is	 located?	

Cities	 who	 have	 a	 large	 population	 will	 naturally	 be	 able	 to	 obtain	 a	 higher	

attendance	 to	 their	 home	 games.	 In	 England,	 there	 are	 some	 big	 cities	 such	 as	

London,	 Liverpool,	 Newcastle,	 and	 Manchester.	 If	 a	 football	 team	 is	 located	 in	

London,	which	has	around	12-14	million	citizens,	then	it	will	naturally	have	a	much	

higher	 potential	 to	 attract	 an	 audience,	 compared	 to	 small	 city	 teams	 like	

Cheltenham	 that	only	has	around	100.000	 citizens.	The	 local	 interest	 is	 significant	

for	teams,	and	this	serves	as	the	base	of	support	for	any	team (Vrooman, 1995).		

	

The	more	potential	audiences	the	teams	can	create	in	the	local	areas	the	more	

interest	a	team	can	create (Vrooman, 1995).	A	plausible	explanation	to	why	teams	

that	 do	 not	 necessarily	 perform	 well	 on	 the	 pitch	 is	 still	 vastly	 popular	 can	 be	

contributed	 to	 the	 fact	 that	 some	 fan	groups	 tend	 to	have	 less	winning	 responsive	

teams	 than	 others.	 This	 phenomenon	 is	 also	 referred	 to	 as	 the	 win	 elasticity	 of	

demand (Vrooman, 1995).	 This	 theory	 refers	 to	 the	 fact	 that	 the	 responsiveness	 of	

fans	 of	 different	 teams	might	 be	 different	 depending	 on	 the	 results	 that	 the	 team	

produces.	Fans	that	are	very	loyal	to	their	teams	are	referred	to	as	win	inelastic.	The	

demand	of	the	team	is	therefore	very	aligned	with	how	winning	responsive	the	fans	

of	the	club	is.	

	

Being	 an	 attractive	 team	 that	 has	 a	 global	 appeal	 hence	 is	 not	 only	 connected	 to	

performance	 but	 also	 linked	 to	 a	 complex	 set	 of	 cultural	 and	 demographic	

parameters.	
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Stadium	utilization	
	

While	the	gate	takings	are	no	longer	the	primary	source	of	income	for	teams,	

maximising	 the	 utilization	 of	 stadium	 capacity	 still	 reveals	 how	 strong	 the	

local	 interest	 is	 for	a	 league.	The	overall	supply	and	demand	elements	of	leading	

European	 stadia	 provide	 an	 insight	 into	 which	 leagues	 are	 better	 at	 addressing	

specific	 areas	 of	 demand	 and	 capable	 of	 maximising	 revenue	 potential	 of	 their	

venues (KMPG, 2016).		

	

Regarding	crowd	appeal	 in	 the	stadiums,	 the	Bundesliga	 the	 is	most	popular	

football	 league	 in	 the	world	 and	 is	 the	 only	 football	 league	with	 an	 average	

attendance	above	40,000.	When	closely	analyzed,	the	biggest	crowds	in	Germany	

are	found	at	Borussia	Dortmund,	FC	Bayern	Munich	and	FC	Schalke	04.	Interestingly	

the	Bundesliga	has	a	very	evenly	distribution	of	spectators	than	in	other	leagues.	As	

an	 example,	 the	 Bundesliga	 had	 23,412	 average	 attendances	 in	 the	 2014/2015	

season	among	the	five	poorest	supported	Bundesliga	clubs.	However,	the	number	is	

still	higher	than	the	overall	league	average	attendance	of	Serie	A	(22,644)	or	Ligue	1	

(20,894) (KMPG, 2016).	

The	capacity	utilization	of	German	stadia	was	in	2014/2015	season	at	92%.	

	

English	Premier	Leagues'	average	attendance	figure	of	36,452	is	the	second	highest	

in	Europe.	However,	 the	 low	average	attendance	 is	mainly	due	 to	 the	 low	average	

capacity	 of	 English	 stadia	 (38,000),	which	 are	 approximately	 20%	 lower	 than	 the	

average	Bundesliga	stadium	(46,924).	In	the	2014/2015	season,	the	Premier	League	

had	 a	 capacity	 utilization	 of	 96%	  (KMPG, 2016).	 Stadia	 utilization	 in	 English	

football,	 is	 the	 highest	 among	 the	 “big	 five”.	 Considering	 this	 context	 of	 ticket	

prices	is	even	more	extraordinary,	which	are	noticeably	above	the	prices	than	in	any	

of	the	other	four	European	football	leagues.	

	

The	 Italian	 Serie	 A,	 equivalently	 to	 the	 Spanish	 La	 Liga	 and	 French	 Ligue	 1,	

notably	lag	behind	the	English	and	German	capacity	utilization.	When	analyzing	

this	in	detail,	Spanish	teams	differ	immensely	regarding	average	attendance,	which	

highlights	 the	 significant	 gap	 between	 the	 teams	 regarding	 competitiveness.	 The	

three	 most	 prominent	 Spanish	 clubs'	 -	 FC	 Barcelona,	 Real	 Madrid	 CF,	 and	 Club	
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Atlético	de	Madrid	-	average	spectator	crowds	account	for	about	35%	of	the	league's	

total.				

	

Italy’s	Serie	A	has,	with	the	second	lowest	average	attendance	figure	(22,644)	out	of	

the	 ‘big	five’	 leagues,	has	encountered	a	consistent	decrease	in	the	previous	couple	

of	years.	While	Italian	stadia	are	the	second	largest	by	capacity	in	Europe,	just	

behind	Germany,	with	an	utilization	rate	scarcely	surpassing	half	of	 their	available	

capacity,	they	remain	the	most	underutilized	of	the	‘big	five’	European	Leagues 

(KMPG, 2016).		

	

The	patterns	 that	 appear	 in	 respect	 to	average	attendance	and	capacity	utilization	

explains	the	different	variations	across	the	"big	five"	leagues.	While	the	Bundesliga	

and	 Premier	 League	 have	 efficiently	 structured	 stadiums,	 clubs	 in	 France,	

Spain,	 and	 Italy,	 need	 to	 build	 stadiums	 that	 reflect	 the	 attributes	 of	 their	

markets.			

Maximization	of	television	audiences	
	

From	 the	 perspective	 of	 broadcasters,	 however,	 cultural	 interest	 is	 not	 limited	 to	

local	areas	around	the	club.	Networks	therefore	has	a	different	role	when	trying	to	

maximize	their	audiences.	 	Here	cultural	interest	plays	a	significant	role	in	relation	

to	 maximising	 the	 profits.	When	 league	 organizers	 sell	 media	 rights	 to	 the	

matches	 in	 their	 league,	 the	 goal	 of	 selling	 is	 to	make	 each	 viewer,	 or	 each	

consumer,	pay	the	highest	price	that	particular	viewer	is	willing	to	pay	for	the	

product,	 and	 at	 the	 same	 time,	 sell	 to	 as	many	 viewers	 as	 possible (Gausted, 

2001).	When	selling	a	television	production	as	a	public	good,	a	broadcaster	will	not	

refrain	 from	selling	 their	program	 to	extra	viewers,	 even	 if	 some	viewers	pay	 less	

than	 the	 average	 production	 and	 distribution	 cost	 per	 viewer.	 The	 products	 non-

rival	 characteristics	 the	 revenue	per	viewer	 is	an	addition	 to	 the	overall	profits	as	

long	as	distribution	costs	are	covered.		

	

Regarding	accessing	how	much	each	viewer	is	willing	to	pay,	we	have	to	assume	that	

a	 media	 product	 will	 have	 a	 different	 price	 in	 the	 home	 market	 than	 when	 sold	

abroad.	 Therefore	 a	 product	 that	 is	 sold	 both	 within	 the	 home	 market	 and	

internationally	will	naturally	achieve	a	lower	interest	from	viewers	outside	of	
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the	 home	 market	 due	 to	 cultural	 differences.	 The	 loss	 in	 demand	 and	

popularity	is	known	as	cultural	discount	 (Gausted, 2001).		

	

In	 the	 home	market	 (England)	 the	 broadcasters	might	 be	paying	€200	million	 for	

the	 rights.	Even	 if	 the	Danish	broadcasters	pay	a	 fifth	of	 the	English	home	market	

price,	 the	 total	 value	 of	 selling	 the	 rights	 to	 Denmark	 will	 still	 be	 a	 net	 gain	 for	

English	 football	 (if	we	assume	that	 the	satellite	 transmission	costs	 to	Denmark	are	

marginal	 compared	 to	 the	 value	 of	 the	 contract).	 Hence	 based	 on	 the	 cultural	

interest	 in	 the	 country	 for	 the	 product	 offered,	 variations	 from	 market	 to	

market	in	the	price	for	a	television	program	primarily	reflects	the	value	viewers	

and	broadcasters	in	different	markets	place	on	the	program (Gausted, 2001).	

	

One	of	the	facets	that	have	reduced	the	cultural	discount	for	English	football	in	

the	 recent	 years	 is	 the	 increasing	 multinational	 nature	 of	 clubs'	 playing	

squads (Football Observatory, 2017).	The	Premier	League	has	now,	more	than	ever,	

embraced	globalization	with	open	arms,	hand-picking	the	finest	talents	from	around	

the	 world.	 In	 the	 2016/2017	 season,	 close	 to	 300	 foreign	 footballers	 from	 68	

different	 countries	 played	 for	 one	 of	 the	 20	 top-flight	 teams.	 The	 English	 Premier	

League	had	the	highest	percentage	of	foreign	players	(57%)	in	their	clubs,	out	of	the	

“big	five”	European	leagues.		

	

Figure	8	-	Percentage	of	foreign	players	in	the	"big	five"	European	Leagues	-	2016/2017	–	Source:	(Football	
Observatory,	2017)	

The	 cultural	 interest	 for	 a	 league	 is	 based	 on	 a	 mix	 of	 local	 and	 traditional	

compositions	 of	 interest	 for	 football.	 However,	 by	 increasing	 the	 number	 of	

foreign	 players	 in	 a	 league,	 this	will	 naturally	contribute	 to	a	 higher	 cultural	

interest	 among	 international	markets,	as	 each	 country	 involved	 likely	will	 be	
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more	 interested	 in	 matches	 involving	 players	 from	 their	 own	 countries 

(Football Observatory, 2017).	By	having	a	large	part	of	the	playing	squads	filled	with	

international	 players,	 the	 English	 Premier	 League	 offers	 content	 that	 is	 of	 higher	

perceived	value	to	foreign	markets	if	a	player	from	their	country	is	represented.		

	

Another	 facet	 is	 the	 accessibility	 of	 the	 English	 league	 regarding	 language.	

English	 is	 spoken	 in	 many	 parts	 of	 the	 world,	 and	 by	 communicating	 strictly	 in	

English,	 Premier	 League	 have	 a	 lower	 cultural	 language	 barrier	 to	 several	 foreign	

markets	 compared	 to	 the	 Bundesliga,	 and	 Serie	 A.	 England	 furthermore	 has	 had	

several	 former	 colonies	 around	 the	 world,	 which	 might	 also	 lower	 the	 cultural	

distant	to	several	foreign	markets.	The	Spanish	La	Liga,	also	benefits	from	this,	with	

high	viewing	figures	recorded	from	the	Latin	American	areas	(Deloitte, 2017).		

	

The	 difference	 in	 the	 value	 perception	 and	 degree	 of	 cultural	 discount	

depends	 on	 the	 cultural	 distance	 between	 the	 home	market	 and	 the	 export	

market.	 As	 an	 example	 let’s	 assume	 that	 Premier	 League	matches	 are	 sold	 to	 the	

Danish	 broadcasters	 to	 transmit	 the	 matches,	 and	 let's	 assume	 the	 Norwegian	

league	 also	 wants	 to	 sell	 their	 rights	 to	 the	 Danish	 market.	 In	 this	 case,	 it	 is	 of	

importance	 to	 know	 the	 historical	 knowledge	 and	 interest	 of	 the	 viewers	 in	 the	

athletes	country	in	each	sport	because	it	is	important	for	the	cultural	discount.	One	

would,	 therefore,	 expect	 that	 English	 football,	 which	 has	 been	 broadcasted	 in	 the	

Danish	 market	 for	 years,	 suffer	 less	 from	 cultural	 discount	 in	 Denmark	 than	

Norwegian	 football.	 The	 fact	 that	 some	 high	 profile	 Danish	 football	 players	 have	

been	exported	to	English	 teams	probably	 further	diminishes	 the	degree	of	cultural	

discount.	Even	 if	Norway	 is	 culturally	and	geographically	much	closer	 to	Denmark	

than	England	is,	the	impact	of	the	historical	interest	gives	the	audiences	a	different	

value	assessment	of	the	two	products.	Norwegian	football	has	had	too	little	presence	

on	 Danish	 television	 and	 therefore	 suffers	 from	 a	 high	 cultural	 discount.	 Danish	

viewers,	 however,	 have	 a	 deep	 knowledge	 the	 English	 teams	 and	 players	 but	 lack	

such	knowledge	about	the	sport	in	their	neighbor	country.			

	

The	 international	 interest	 from	 audiences	 that	 follow	 the	 Premier	 League	

matches	 is	 a	natural	key	 component	 that	puts	 the	 league	above	anyone	else,	

with	revenues	 from	TV-rights	 from	non-domestic	markets	at	€1,1	billion	per	



	 63	

season	from	media	rights (Deloitte, 2017).	The	contribution	is	well	over	double	the	

revenues	 created	 from	 non-domestic	 broadcasters	 in	 the	 Spanish	 La	 Liga	 and	 the	

German	Bundesliga.	The	high	earnings	of	the	Premier	League	make	it	the	league	that	

is	 comfortably	 the	 world	 highest	 earning	 sports	 league	 based	 on	 media	 rights	

contributed	 from	 non-domestic	 markets.	 Not	 even	 the	 highly	 popular	 American	

sports	 leagues	 come	 close	 of	 The	English	Premier	 League	 regarding	 revenue	 from	

non-domestic	markets	 (Deloitte, 2017).			

Premium	matches	
	

Established	Pay-TV	platforms	in	many	markets	remain	aggressive	in	competing	for,	

what	 is	 possible	 exclusive,	 premium	 audience	 driving	 content.	 The	 reason	 for	 the	

steep	 competition	 for	 the	 media	 rights	 for	 individual	 leagues	 relies	 on	 recent	

research	that	has	shown	that	the	value	of	a	TV-broadcast	is	closely	correlated	to	

the	number	of	premium	matches	that	a	league	can	produce (ATKeaney, 2014).			

	

Broadcasting	premium	matches	offer	the	networks	most	revenue	per	game,	as	

viewers	 are	driven	 to	watch	 these	 events.	Networks	are	therefore	 interested	 in	

seeking	the	events	and	matches	that	together	can	get	the	highest	ratings,	as	this	 in	

turn	will	create	more	subscriber	and	advertising	revenue	for	the	network.	

	

A	 premium	 match	 is	 defined	 as	 an	 event	 where	 two	 big	 market	 teams	 play	

against	 each	 other.	 A	 big	 market	 team	 is	 a	 team	 that	 either	 has	 a	 high	 local	

popularity	with	a	strong	sense	of	traditional	interest	combined	with	a	large	fan	base	

internationally.	Often	these	teams	will	naturally	be	placed	at	the	top	of	the	league.		

These	big	market	teams	have	high	audience	attention	and	tend	to	drive	up	the	

TV-ratings	every	time	they	play.	In	France	for	example,	games	involving	Paris	Saint	

Germain	provide	on	average,	almost	two	times	the	audience	than	matches	involving	

other	 Ligue	 1	 teams	  (ATKeaney, 2014).	 An	 example	 of	 a	 premium	match	 is	 Real	

Madrid	vs.	Barcelona	in	the	Spanish	league	or	Tottenham	vs.	Arsenal	in	the	Premier	

League.	 These	 premium	 matches	 involving	 two	 big	 market	 teams	 have	 through	

research	 shown	 to	be	able	 to	 raise	 the	 ratings	 significantly,	 compared	 to	 “regular”	

games (Pwc, 2011).		
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So	 what	 teams	 are	 considered	 to	 be	 big	 market	 teams?	 The	 approach	 we	 have	

chosen	to	define	this	is	by	applying	the	assumption	we	presented	earlier:	"The	more	

money	a	league/team	attracts,	the	more	popular	it	is."	Based	on	this	assumption	we	

choose	to	define	big	market	teams	as	those	that	produce	the	highest	revenue.	

This	approach	has	certain	advantages	in	that	it	excludes	certain	intangible	variables	

such	 as	 the	 impact	 of	 revenue	 distribution	 and	 league	 placement	 benefits.	 This	

method	also	makes	us	able	to	compare	 leagues	and	teams	directly	with	each	other	

without	making	a	throughout	analysis	of	the	fan	preferences	for	the	particular	clubs.	

These	teams	have	due	to	their	high	popularity	been	able	to	earn	the	highest	revenue	

in	Europe	based	on	commercial-,	broadcasting-	and	gate	earnings.	Hence	these	can	

be	defined	as	big	market	teams	as	we	assume	that	the	teams	that	can	produce	more	

money	 are	 also	 the	 teams	 that	 generate	 the	 highest	 interest.	While	 this	 approach	

enables	us	to	depict	the	most	popular	team's	revenue	wise,	however,	this	approach	

also	excludes	certain	derbies	that	do	not	contain	the	highest	earning	teams.	It	could	

include	 matches	 like	 the	 derby	 between	 Schalke	 and	 Leverkusen,	 which	 might	

produce	 high	 viewing	 numbers	 due	 to	 the	 history	 of	 the	 rivalry.	 Leverkusen,	

however,	 does	 not	 generate	 enough	 revenue	 to	 be	 considered	 a	 big	market	 team	

(using	our	approach),	and	the	derby	is	therefore	not	considered	in	our	investigation	

as	a	premium	match.		

	

To	 address	 the	 highest	 earnings	 teams	 we	 have	 gained	 this	 knowledge	 from	 the	

report	 made	 by	  (Deloitte, 2017)	 called	 the	 "Football	 Money	 League."	 This	 report	

conducts	research	upon	which	teams	in	European	Football	that	produces	the	highest	

earnings.	The	data	can	be	found	in	Appendix	1.	Our	approach	to	defining	big	market	

teams	is	that	we	consider	 teams	that	have	consistently	been	present	 in	 the	 top	

20	in	the	researched	period	from	2011/2012	to	the	2015/2016	as	big	market	

teams.	 In	 this	 fashion,	 we	 will	 eliminate	 certain	 teams,	 which	 revenue	 is	 heavily	

influenced	 by	 spectacular	 single	 season	 performances.	 By	 using	 this	 approach,	we	

assess	 that	 the	highest	performing	 teams	 regarding	 financial	 revenue	over	 a	 long-

term	 period	 are	 assumable	 the	 teams	 that	 consistently	 can	 produce	 the	 greatest	

interest	 and	 attention.	 The	 disadvantages	 of	 this	 approach	 are	 that	 due	 to	 limited	

resources	and	accessibility	of	data,	we	have	not	been	able	to	conduct	a	throughout	

research	 of	 each	 of	 the	 individual	 teams	 TV-ratings.	 Our	 approach	 is,	 therefore,	

providing	 us	 with	 limited	 insights	 to	 the	 teams	 attracting	 the	 most	 viewers.	
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Therefore	we	are	relying	on	our	assumption	presented	earlier,	aligning	high	revenue	

with	popularity.		

	

Based	on	our	defined	big	market	 teams,	we	have	compiled	our	data;	 to	 show	how	

many	 teams	each	 league	consists	of.	 In	 the	 following	 table	we	 have	 listed	 each	

country	and	the	number	of	big	market	teams	that	each	league	consists	of:	

	
Figure	9	-	Number	of	big	market	teams	among	the	"big	five"	European	leagues	

Looking	at	the	table,	we	notice	a	remarkable	difference	between	the	Premier	

League	 and	 the	 rest	 of	 the	 countries.	As	presented	 in	 the	 table	Premier	League	

has	no	less	than	six	big	market	teams	(Manchester	United,	Chelsea,	Manchester	City,	

Tottenham,	 Liverpool,	 and	 Arsenal).	 The	 closest	 competitor	 is	 Serie	 A	 with	 four	

teams.	Returning	 to	 our	 opening	point	 of	 this	 section	we	 know	 the	 value	 of	 a	 TV-

broadcast	is	closely	correlated	to	the	number	of	premium	matches	that	a	league	can	

produce (ATKeaney, 2014).		As	we	have	gained	the	knowledge	about	which	teams	in	

Europe	that	are	to	be	considered	as	big	market	teams,	we	can,	therefore,	assess	how	

many	premium	matches	that	each	league	can	offer	to	the	networks.	

	
Figure	10	–	Number	of	premium	matches	per	season	in	the	"big	five"	European	Leagues	

In	 the	 English	 Premier	 League	 where	 there	 is	 six	 big	 market	 teams	 these	

combined	produce	a	total	of	42	premium	matches	per	season.	Comparing	it	to	

the	 other	 "big"	 leagues	 we	 see	 that	 the	 Spanish	 La	 Liga	 have	 three	 teams,	 the	

German	 Bundesliga	 has	 three	 teams;	 the	 Italian	 Serie	 A	 has	 four	 teams	while	 the	

French	Ligue	1	only	has	one.	The	La	Liga	and	Bundesliga	therefore	only	produces	six	

premium	matches	a	year,	while	 the	Serie	provides	20	games	and	Ligue	1	does	not	
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give	 any	 premium	 matches	 based	 on	 the	 data	 from	 the	 2015/2016	 season.	 A	

paradox	 to	 notice	 is	 that	 despite	 Italy	 having	 four	 big	 market	 teams,	 the	 local	

audiences	 have	 abandoned	 attending	 the	 matches	 at	 the	 stadium,	 providing	 the	

lowest	stadium	utilization	percentage	among	the	"big	five"	European	leagues.			

	

As	 the	Premier	 League	 can	 offer	more	 premium	events	 to	 the	 networks,	 the	

league	naturally	has	a	competitive	advantage	compared	to	its	competitors.	As	

Premier	 League	 consists	 of	 38	match-days	 per	 year,	 the	 Premier	 League	 can	 offer	

the	 viewers	 approximately	 one	 premium	match	 per	match	 day.	 In	 the	 Spanish	 La	

Liga	 however	 in	 comparison	 can	 only	 offer	 six	 match-days	 with	 premium	 games,	

underlining	the	competitive	advantage	of	the	English	competition,	and	its	ability	to	

generate	premium	content.	

Partial	conclusion	
	

Key	points	from	this	section:		

• Premier	League	has	the	highest	stadium	utilization	among	the	"big	five."	

• The	 English	 Premier	 League	 consists	 primarily	 of	 multinational	 playing	

squads,	making	the	cultural	discount	lower	to	foreign	markets.	

• Premier	League	consists	of	the	most	big	market	teams	among	the	"big	five."	

• The	Premier	League	offers	42	more	premium	matches	per	season,	that	is	22	

matches	more	than	its	closest	competitor	Serie	A.	

	

The	Premier	League	has	a	strong	local	cultural	interest,	and	has	the	highest	stadium	

utilization	among	the	“big	five”.	However	the	interest	is	not	only	based	domestically,	

but	also	 internationally,	with	revenues	 from	TV-rights	 from	non-domestic	markets	

at	€1,1	billion	per	season.	The	contribution	is	well	over	double	the	revenues	created	

from	non-domestic	broadcasters	in	the	Spanish	La	Liga	and	the	German	Bundesliga.	

The	high	earnings	of	the	Premier	League	make	it	the	league	that	is	comfortably	the	

world	highest	 earning	 sports	 league	based	on	media	 rights	 contributed	 from	non-

domestic	markets.	

	

One	of	the	main	facets	that	make	the	The	Premier	League	popular	in	foreign	markets	

is	that	the	league	has	embraced	the	globalization	with	open	arms,	hand-picking	the	
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finest	talents	from	around	the	world.	In	the	2016/2017	season,	close	to	300	foreign	

footballers	from	68	different	countries	played	for	one	of	the	20	top-flight	teams.	

	

The	 league	 furthermore	 has	 due	 to	 the	 arrival	 of	 capital	 been	 granted	 the	

opportunity,	 to	 advance	 many	 facets	 of	 the	 game	 including	 improvements	 of	 the	

stadia	and	along	with	the	professionalism	in	performance	and	staging	of	events	

	

The	Premier	League	also	has	more	big	market	 teams	 than	 it’s	 competitors	making	

the	 league	organizers	 able	 to	 create	42	more	premium	matches	 a	 year.	 This	 is	 far	

more	premium	matches	 than	 the	 rest	of	major	European	 leagues	can	provide.	The	

Premier	 League	 can	 due	 to	 it’s	 premium	 content	 provide	 the	 networks	with	 high	

ratings	along	with	their	big	set	of	star	players,	top	stadia	facilities	and	low	cultural	

discount	in	relation	to	foreign	markets.		

	

The	other	major	four	European	leagues	objective	going	forward	will,	therefore,	be	to	

create	as	many	high	performing	teams	as	possible,	rather	than	having	a	single	team	

that	is	dominating	the	league	–	because	of	the	simple	fact	that	the	presence	of	more	

big	 market	 teams	 creates	 more	 premium	 content	 for	 the	 broadcasters	 to	 give	 to	

their	end	users.			
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Uncertainty	of	Outcome	
	
In	 the	 following	 section,	 we	 will	 investigate	 the	 importance	 of	 uncertainty	 of	

outcome	to	the	financial	success	of	Premier	League.	We,	therefore,	aim	to	investigate	

the	"big	 five"	 leagues	to	understand	 in	what	sense	uncertainty	of	outcome	impacts	

the	success	of	Premier	League.	

	

The	 uncertainty	 of	 outcome	 hypothesis	 claims	 that	 sports	 fans	 value	

competitive	contests,	implying	that	competitive	imbalance	within	a	league	will	

make	 the	 league	 less	 enjoyable	 for	 audiences	 to	 follow.	 The	 individual	 teams,	

however,	have	very	 little	 influence	 in	regards	to	directly	amending	the	uncertainty	

of	a	league,	as	they	only	have	the	power	to	control	their	clubs.	When	marketers	are	

trying	 to	 brand	 the	 teams,	 they	 can	 manage	 what	 happens	 inside	 the	 clubs,	 and	

nurture	their	stakeholders.	However,	the	interest	surrounding	a	league	is	driven	by	

very	different	parameters	that	are	not	under	the	control	of	the	individual	team.	One	

of	these	is	the	concept	of	the	uncertainty	of	outcome.	

	

Economists	 have	 highlighted	 uncertainty	 of	 outcome	 as	 the	 crucial	 feature	 of	 the	

sports	industry	that	distinguishes	it	from	all	other	industries.	Unlike	other	sectors,	

sports	teams	are	unable	to	supply	their	product	to	the	entire	market,	and	as	a	

product,	a	football	team	is	not	worth	anything	without	any	competitors	to	play	

against (Beech & Chadwick, 2013).	 As	 we	 have	 briefly	 touched	 upon	 earlier	 the	

business	 of	 sports	 is	 very	 different	 from	 the	 regular	 business	world.	 The	 same	 is	

very	true	when	the	competition	in	an	individual	league	is	feeble (Szymanski, 2003).	If	

a	 league	 has	 a	 single	 team,	which	 is	 far	 better	 than	 everyone	 else,	 the	 league	will	

become	very	predictable.	When	 the	uncertainty	of	 the	 eventual	 champions	 is	 very	

small,	 the	 interest	of	 the	 league	will	 therefore	gradually	be	 lost,	which	 in	 turn	will	

reduce	 the	 income	 of	 the	 teams.	  (Szymanski, 2003)	 depicts	 “If	 the	 same	 team	

dominates	a	sport	and	wins	the	league	championship	for	a	number	of	years	is	there	a	

danger	that	the	fans	that	club	and	other	clubs	will	begin	to	lose	interest”		

	

Many	 economists	 claim	 that	 to	 create	 uncertainty	 in	 a	 league,	 individual	

elements	 such	 as	 competitive	 balance	 must	 be	 in	 place.	 It	 includes	 the	

distribution	of	the	most	talented	players.	Are	these	concentrated	amongst	just	a	few	

of	the	teams	or	are	they	equally	amongst	all	 the	teams	in	a	 league.	The	greater	the	
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distribution	 across	 all	 teams	 the	 competitively	 balanced	 is	 the	 league (Beech & 

Chadwick, 2013).		

	

When	 researching	the	concept	and	trying	 to	 comprehent	what	 the	 appropriate	

distribution	 of	 competitive	 balance	 is,	economic	 theory	 tells	 us	 that	 the	 ideal	

level	of	competitive	balance	in	a	sports	league	is	a	function	of	fan	preferences,	

fan	 population	 base	 and	 cultural	 interest	 (Zimbalist,	 2002).	 The	 optimal	

competitive	 balance,	 therefore,	 is	 dependent	 on	 the	 individual	 sports (Zimbalist, 

2002).		

	

From	 the	 litterature	 researched	 we	 have	 compiled	 three	 definitions	

uncertainty:	

1. Match	uncertainty	

2. Seasonal	uncertainty		

3. Championship	uncertainty		

	

Whereas	 football	 is	 played	 game	 by	 game,	 fans	 are	 attracted	 to	 a	 league	 by	more	

than	 by	 the	 individual	matches	 and	 choose	 to	 follow	 certain	 leagues	 for	 both	 the	

championship-	and	the	relegation	battle	and	everything	between	these	two.	Based	

on	 the	 previous	 literature	 reviewed	 and	 the	 five-year	 period	 that	 we	 are	

researching,	we	 wish	 to	 analyze	 the	 championship	 uncertainty	 along	 with	 a	

focus	on	the	overall	competitiveness	of	the	league.		It	is	done	to	understand	how	

competitively	balanced	each	of	 the	 individuals	 the	 "Big	 five"	 leagues	are.	By	doing	

so,	 we	 aim	 to	 get	 an	 understanding	 of	 the	 contribution	 of	 the	 uncertainty	 of	

outcome,	and	the	impact	on	the	financial	success	of	Premier	League.	
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Calculation	of	Dynamic	Competitive	Balance	
	
In	 the	 following	 section,	we	will	 analyze	 the	 championship	uncertainty	 of	 the	 “big	

five”	 leagues	 in	 the	 researched	 5-year	 period	 from	 2012/13	 to	 2016/17.	

Championship	 uncertainty	 focuses	 on	 outcomes	 over	 several	 seasons.	While	

there	might	 happen	 fluctuations	 now	 and	 then	 in	 some	 leagues	 over	 the	 eventual	

champions,	 championship	 uncertainty	 focuses	 on	 how	 often	 different	 clubs	 are	 in	

contention	 for	 the	 championship.	 Is	 it	 the	 same	 teams	 that	 are	 competing	 for	 the	

title	every	year,	or	are	more	 teams	winning	 the	championship.	The	more	different	

teams	 that	 are	winning	 the	 title	 over	 some	 years	 the	more	 interest	 are	 generated	 

(Beech & Chadwick, 2013).		On	the	other	hand,	if	the	same	team	wins	a	league	every	

year,	 then	 there	 will	 be	 the	 danger	 that	 the	 fans	 will	 start	 to	 lose	 the	 interest	 in	

following	the	competition.	

	
To	 investigate	 the	 championship	 competitiveness	 of	 each	 league,	 we	 have	

chosen	 to	 use	 an	 model	 developed	 by	  (Smith & Szymanski, 2003)	 called	 the	

"Dynamic	 Competitive	 Balance."	 The	 goal	 of	 the	 model	 is	 to	 understand	 if	 the	

competitive	 balance	 concerning	 the	 championship	 is	 balanced	 or	 the	 league	 has	 a	

tendency	 to	 be	unbalanced.	 In	 detail	 the	model	 analyses	whether	 or	 not	 the	 same	

teams	 have	 been	 dominating	 a	 league	 in	 long-term	 periods.	 By	 using	 long-term	

periods	 to	 calculate	 the	 competitive	 balance,	 the	 model	 removes	 seasonal	

fluctuations	that	might	influence	the	overall	competitive	balance.	

	

The	dynamic	 competitive	balance	 is	 computed	based	on	a	5-year	period	and	

resolves	around	the	top	two	finishers	in	a	league	or	competition.	The	team	that	

finished	as	number	one	in	a	given	season	gains	2	points	and	the	team	that	ended	up	

second	in	the	contest	receive	1	point.	The	5-year	period	 is	 then	sorted	 into	a	table	

with	the	winners	and	the	runner-ups	in	the	years	that	we	are	investigating.	Then	we	

will	 focus	on	 the	 two	 teams	 that	have	had	 the	most	 success,	 by	 claiming	 the	most	

points	(2	for	a	championship	and	1	for	a	second	place).		

	

When	we	have	added	the	points,	we	will	afterward	combine	the	two	teams	points	of	

a	league,	whereafter	the	model	will	provide	us	with	a	score	between	3	and	15.		

The	number	we	are	getting	will	give	us	an	overview	of	how	competitively	balanced	a	
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respective	 league	 is.	 If	 the	 points	 add	 up	 to	 a	 score	 between	 13-15	 the	 league	 is	

unbalanced	 with	 a	 low	 dynamic	 competitive	 balance.	 It	 means	 that	 the	 league	 is	

dominated	 by	 the	 same	 two	 teams	 in	 the	 top,	 and	most	 likely	will	 it	 be	 the	 same	

team	 that	wins	most	 seasons.	 If	 the	 score	 is	 9-12,	 the	 league	 is	 between	balanced	

and	an	unbalanced	league.	If	the	score	is	close	to	12,	it	means	that	the	league	most	of	

the	time	has	the	same	teams	competing	for	the	title.	Last	but	not	least	if	the	score	is	

between	4-8	then	this	will	indicate	a	balanced	league.		

	

A	 low	 dynamic	 competitive	 balance	 score	 is	 often	 associated	 with	 the	 American	

sports	 leagues,	which	have	a	variety	of	 restrictions,	 such	as	 salary	 caps	and	drafts	

that	 contribute	 to	 the	 uncertainty	 and	 competitive	 balance	 of	 a	 league.	 European	

football,	 however,	 has	 a	much	more	 open	market,	which	 in	 turn	will	 decrease	 the	

competitive	balance	(Smith & Szymanski, 2003).	In	 the	European	 football	 leagues	

there	will,	therefore,	naturally	be	a	tendency	that	leagues	become	competitively	

unbalanced,	 as	 clubs	 with	 the	 highest	 revenues	 will	 be	 able	 to	 attract	 the	 best	

players.	 A	 score	 of	 9	 or	 lower	 is	 therefore	 a	 highly	 competitive	 score	 in	

European	 football,	as	 the	market	has	very	 few	restrictions	on	wages	and	transfer	

policies	compared	to	the	American	sports	leagues.		

	

Below	we	have	analyzed	the	dynamic	competitive	balance	in	the	5-year	period	

from	 2013-2017.	 The	 analysis	will	 allow	us	 to	 compare	 the	 leagues	 against	 each	

other	to	gain	a	more	in	depth	understanding	of	the	competitiveness	of	the	individual	

league.	The	results	are	the	following	(please	consult	the	next	pages)	
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Figure	11	-	Dynamic	Competitive	Balance	-	"Big	Five"	European	Leagues	-	2012/2013	to	2016/2017		

In	the	German	Bundesliga	has	been	won	by	the	same	team	(Bayern	München)	

the	 last	 five	years.	The	runner-up	spot	differs	a	bit	but	is	predominantly	occupied	

by	Dortmund.	The	domination	tendency	of	Bayern	München	is	based	on	predictions	

by	bookmaker	offerings	that	currently	favor	Bayern	as	the	winner	of	the	Bundesliga	

of	the	2017/2018	at	odds	of	only	1,20	(80	%	chance	of	winning).		

	

In	the	Serie	A,	the	same	tendency	is	depicted	where	Juventus	have	dominated	

and	won	5	titles	in	a	row,	sweeping	any	opposition	aside.		

	

For	the	Spanish	La	Liga,	the	results	suggest	a	bigger	variation	of	the	champions	

of	the	league.	However,	the	battle	for	the	championship	is	carried	out	by	two	teams	

(Real	Madrid	and	Barcelona).	The	 reasoning	 for	 the	high	dominance	 in	Spain	 is	 as	

we	 mentioned	 in	 the	 previous	 section	 is	 due	 to	 uneven	 distribution	 of	 earnings	

across	the	league,	mainly	caused	by	the	previous	broadcasting	deal	that	favored	the	

Real	Madrid	and	Barcelona	 (ATKeaney, 2014).		
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In	 the	 Ligue	 1	 the	 score	 is	 a	 bit	 lower,	 however,	 there	 is	 still	 a	 strong	

domination	of	one	team	–	Paris	Saint	Germain	–	which	has	got	four	titles	and	a	

single	 second	 place	 finish	 in	 the	 last	 five	 years.	The	 team	from	Paris	 thrive	on	

sporting	success	primarily	due	to	the	investment	from	the	Qatar	Sports	Investment	

group	 that	purchased	 the	club	 in	2011,	providing	 the	club	administration	with	 the	

opportunity	 to	 attract	 world-class	 players.	 In	 recent	 years	 AS	 Monaco	 have	 also	

gained	 an	 international	 investor	 called	 Dmitry	 Rybolovlev,	 which	 have	 inflicted	

capital	 into	 the	 club.	 Therefore	Monaco	 has	 been	 able	 to	 invest	 in	 young	 talented	

players	that	have	led	to	a	two-team	domination	at	the	top	of	the	Ligue	1.		

	

The	Bundesliga,	 Serie	A,	and	La	Liga	gets	a	dynamic	competitive	balance		score	

identical	at	13.	Based	on	this	score	there	is	an	indication	from	the	findings	that	

these	 leagues	 are	 competitively	 unbalanced	 with	 a	 low	 competitiveness	

spread	across	 the	 league.	The	scores	furthermore	indicate	that	the	championship	

and	inter-seasonal	uncertainty	are	very	low,	and	the	competition	at	the	top	of	these	

leagues	has	a	tendency	to	be	dominated	by	the	same	teams	every	year.	

	

While	four	out	of	five	leagues	have	an	almost	identical	dynamic	competitive	balance,	

The	English	Premier	League	shows	a	noticeable	difference	from	the	rest.	With	

DCB	score	of	8,	the	league	scores	5	points	lower	than	the	Bundesliga,	Serie	A,	and	La	

Liga.		

	

This	difference	indicates	that	the	uncertainty	of	the	eventual	champions	of	the	

league	 is	much	 higher	 in	 the	 English	 league	 compared	 to	 the	 other	 four	 top	

European	 leagues.	 The	Premier	League	has	over	 the	 course	of	 the	 last	 five	 years	

had	 four	different	winners,	 illustrating	a	championship	contention,	which	 is	highly	

uncertain.	In	the	Premier	League,	there	are	six	teams	that	have	been	in	the	top	2	in	

the	researched	period.	Compared	to	the	four	other	leagues,	these	leagues	only	have	

a	representation	of	3	teams	in	top	2	in	the	examined	5-year	period.		

	

The	immediate	difference	between	the	leagues	is	that	the	competition	is	more	

evenly	 spread	 across	 several	 teams	 in	 the	 Premier	 League,	 compared	 to	 the	

other	four	leagues.		
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The	 Bundesliga,	 La	 Liga,	 Serie	 A	 and	 Ligue	 1	 have	 the	 disadvantage	 that	 they	

consist	of	a	few	financially	superior	teams.	The	findings	thus	indicate	that	a	lack	of	

big	market	teams	leads	to	unequal	competition	in	the	top	of	these	leagues.		

Noll-Scully	Competitive	Balance	
	

The	 focus	 in	 the	 following	 section	 will	 be	 on	 measuring	 the	 competitive	

balance	for	the	entire	league	with	the	emphasis	put	on	the	equality	of	the	teams.	

This	 investigation	is	required	due	to	the	understanding	that	competitive	balance	is	

concerned	 with	 not	 only	 championship	 uncertainty,	 but	 also	 with	 the	 relegation	

battle	and	the	fight	for	European	places.			

	

For	this	purpose	we	need	evaluate	the	league	as	a	whole.	To	do	this	we	will	use	a	

model	that	measures	the	variance	of	outcomes,	such	as	the	standard	deviation	

of	the	number	of	points	collected	in	a	league.		

	

To	 measure	 the	 variation	 in	 the	 number	 of	 points	 we	 turn	 to	 a	 metric	

developed	 in	 two	 separate	 works	 by	 Roger	 Noll	 (1988)	 and	 Gerald	 Scully	

(1989),	later	formed	to	a	particular	model	by	(Quirk & Fort, 1992)	that	is	called	

the	 Noll-Scully	 Metric.	 The	 metric	 is	 used	 to	 measure	 the	 overall	 equality	 of	 a	

league	based	on	either	win	(for	American	sports	leagues	with	only	wins	and	losses)	

or	points	(for	European	sports	leagues	with	a	win-draw-loss	possibility	of	outcome).		

	

Using	the	Noll-Scully	metric,	we	will	calculate	the	standard	deviation	of	points	

and	divide	it	by	the	idealized	standard	deviation.	To	understand	this	a	further,	we	

will	explain	a	bit	more	about	these	two	measures	(standard	deviation	and	idealized	

standard	deviation).			

	

The	first	parameter	in	the	Noll-Scully	Metric	is	the	standard	deviation,	that	will	tell	

us	 how	 close	 the	 observations	 we	 have	 are	 to	 the	 mean.	 By	 using	 this	 in	 the	

context	of	the	analysis	of	the	major	European	football	 leagues	we	will	be	able	

to	see	how	closely	aligned	the	teams	are	around	the	mean	or	average	of	points.	

In	the	leagues,	the	average	amount	of	points	collected	can	differ	a	bit	from	season	to	

season	as	some	points	are	 lost	when	a	draw	 is	 the	result	of	a	match.	Over	 the	 last	

five	 seasons,	 the	 average	 amount	 of	 points	 have	 been	 around	 51-52	 points	 in	 the	
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four	 out	 of	 five	major	 European	 Leagues	 (see	Appendix	 2).	 By	 using	 the	 standard	

deviation,	this	will	allow	us	to	see	how	close	the	teams	are	in	general	to	the	51-52	

point	average.	The	more	equal	the	strength	of	teams	are,	the	closer	will	the	teams	be	

to	 the	51-52	point	average,	and	the	more	unequal	a	 league	 is,	 the	more	 teams	will	

differ	 from	 the	 average.	 The	 first	 parameter	 we	 have	 to	 assess	 is	 the	 standard	

deviation.	 The	more	 unequal	 the	 number	 of	 points	 collected	 by	 each	 team	 is,	 the	

higher	the	standard	deviation	will	be.	The	opposite	happens	when	teams	are	tightly	

gathered	around	the	point	average.	Then	the	standard	deviation	will	be	lower (Berri, 

Schmidt, & Brook, 2007).		

	

The	 second	 parameter	 needed	 to	 access	 the	 Noll-Scully	 Metric	 is	 the	 idealized	

standard	deviation.	This	parameter	is	used	to	compare	different	leagues	against	

each	 other.	 When	 trying	 to	 compare	 the	 big	 five	 European	 leagues,	 we	 need	 to	

access	 the	 difference	 in	 the	 playing	 schedule	 and	 length	 that	 ultimately	 (if	 not	

assessed)	will	make	 it	 impossible	 to	 compare	 the	 leagues	 fully	 against	 each	 other.	

Fortunately,	 this	 issue	 can	 be	 overcome	 by	 the	 use	 of	 the	 idealized	 standard	

deviation.		

	

By	using	 the	 idealized	 standard	 deviation,	 we	 can	measure	 the	 distribution	 of	

points	if	each	team	were	equal	in	ability.	However,	it	 is	 important	 to	understand	

that	 an	 ideal	 league	 is	 not	 one	where	 every	 team	wins	 the	 same	 number	 of	

games	 (Berri, Schmidt, & Brook, 2007).		All	teams	in	the	league	will	never	be	able	to	

get	the	same	amount	of	points	over	a	full	season,	no	matter	how	equally	matched	the	

teams	are.	It	is	also	why	an	idealized	standard	deviation	can	never	be	equal	to	zero.	

		

The	idealized	standard	deviation	is	calculated	as	follows:			

	

𝐼𝑑𝑒𝑎𝑙𝑖𝑧𝑒𝑑 𝑆𝑡𝑎𝑛𝑑𝑎𝑟𝑑 𝐷𝑒𝑣𝑖𝑎𝑡𝑖𝑜𝑛 =
𝐴𝑣𝑒𝑟𝑎𝑔𝑒 𝑛𝑢𝑚𝑏𝑒𝑟 𝑜𝑓 𝑝𝑜𝑖𝑛𝑡𝑠

𝑆𝑐ℎ𝑒𝑑𝑢𝑙𝑒 𝑙𝑒𝑛𝑔𝑡ℎ
	

	

When	both	the	standard	deviation	and	idealized	standard	deviation	has	been	

found,	 the	Noll-Scully	Metric	 can	 then	be	calculated.	The	Noll-Scully	metric	then	

compares	 the	 result	 of	 the	 standings	 (actual	 league	 result)	 with	 how	 the	
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league	 would	 ideally	 look	 like	 by.	 Dividing	 the	 standard	 deviation	 with	 the	

idealized	standard	deviation:	

	

𝑁𝑜𝑙𝑙 − 𝑆𝑐𝑢𝑙𝑙𝑦 𝑚𝑒𝑡𝑟𝑖𝑐 =
𝑆𝑡𝑎𝑛𝑑𝑎𝑟𝑑 𝐷𝑒𝑣𝑖𝑎𝑡𝑖𝑜𝑛

𝐼𝑑𝑒𝑎𝑙𝑖𝑧𝑒𝑑 𝑆𝑡𝑎𝑛𝑑𝑎𝑟𝑑 𝐷𝑒𝑣𝑖𝑎𝑡𝑖𝑜𝑛
	

	

The	point	where	those	two	are	equal,	thus	in	a	competitive	balance,	is	at	a	score	

of	 1.0.	 Every	 measure	 above	 1.0	 means	 that	 there	 were	 more	 differences	 in	 the	

amount	 of	 points	 obtained	 than	we	would	 ideally	 expect.	 A	 result	 lower	 than	 1.0	

means	the	teams	were	closer	than	we	would	expect.	This	situation	hardly	happens.	

Realistically	in	the	European	football	leagues,	however,	the	scores	will	always	be	

above	1.0	due	to	the	natural	tendency	to	football	leagues	to	become	unbalanced.	

	

The	 metric	 score	 lies	 far	 from	 the	 idealized	 standard	 deviation	 as	 the	

European	 leagues	 are	 still	 very	 unregulated.	 The	 teams	 in	 leagues	will	 almost	

never	have	equal	 financial	opportunities.	Therefore	European	 football	 leagues	will	

in	reality	never	be	able	to	match	the	 idealized	standard	deviation.	This	situation	 is	

very	different	in	the	American	sports	leagues	such	as	the	NFL,	NBA,	and	NHL.	Here	

there	 are	 made	 several	 regulations	 that	 are	 made	 entirely	 to	 ensure	 that	 the	

competitive	balance	is	upheld.	These	regulations	include	certain	restrictions	such	as	

salary	caps,	drafts,	and	trading	limitations.	The	restrictions	make	it	impossible	for	a	

single	team	to	obtain	all	of	the	most	talented	players,	which	in	turn	ensures	that	the	

uncertainty	of	the	game	is	higher.	European	football	has	few	restrictions.	However,	

teams	will	 never	 be	 truly	 equal,	 as	 teams	 are	not	 restricted	 on	 salaries	 and	 talent	

recruiting	 in	 the	 same	 fashion.	 A	 higher	 standard	 deviation	 compared	 to	 the	

idealized	 standard	will,	 therefore,	most	 of	 the	 times	happen.	 In	European	 football,	

we	will,	 therefore,	see	a	higher	Noll-Scully	metric	score	than	one	due	to	the	lack	of	

restrictions.	It	is	however	not	a	problem	as	long	as	other	competing	leagues	within	

the	same	sport	lie	within	the	same	metric	score	range.			

	

With	 the	 theoretical	 foundation	 in	 place,	 we	 can	 proceed	 with	 an	 analysis	 of	 the	

Noll-Scully	Competitive	Balance	metric	with	focus	on	the	"Big	five"	leagues.		

To	 calculate	 the	Metric	 scores,	we	 have	 accessed	 the	 league	 table	 data	 from	

each	 league	 for	 the	 investigated	 period	 2012/2013	 until	 the	 2016/2017	

season	 (Appendix	3).	The	data	needed	from	the	league	tables	only	consists	of	the	
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points	 that	 each	 individual	 team	 has	 collected	 over	 the	 course	 of	 the	 season.	 The	

points	are	 then	added	 together	and	divided	by	 the	number	of	 teams	 in	 the	 league.	

For	the	Premier	League,	Serie	A,	La	Liga	and	Ligue	1	the	number	of	points	is	divided	

by	20	teams,	while	the	number	of	points	is	divided	by	18	teams	in	the	Bundesliga.		

	

For	the	investigated	seasons	we	get	the	following	average	amount	of	points:	

	
Figure	12	-	Average	number	of	points	-	"Big	Five"	European	Leagues	-	2012/2013	to	2016/2017	

As	we	can	see	the	point	average	for	each	season	is	more	or	 less	the	same	for	

Premier	League,	Serie	A,	La	Liga	and	Ligue	1.	The	reason	for	the	unsteadiness	in	

the	point	averages	is	the	variation	caused	by	draws.	When	two	teams	draw	a	match,	

this	 contributes	 with	 only	 2	 points	 (1	 point	 for	 each	 team)	 to	 the	 league	 table,	

whereas	a	win	contributes	with	3	points.	However,	by	examining	the	data,	we	notice	

the	 difference	 in	 point	 average	 for	 each	 league	 is	 almost	 none	 existent.	 The	

Bundesliga,	 the	only	 leagues	with	a	 lower	point	average,	only	score	 lower	because	

the	 German	 league	 only	 consists	 of	 a	 schedule	 length	 of	 34	 games.	 Therefore	 the	

point	average	will	naturally	be	lower.	It,	however,	will	adjust	later	when	we	analyze	

the	data	using	the	Noll-Scully	metric.	

	

With	 the	point	average	 in	place,	we	can	get	 the	 idealized	standard	deviation	along	

with	the	standard	deviation	for	each	of	the	leagues.	By	taking	the	standard	deviation	

and	subtracting	it	from	the	point	average	of	the	given	league,	and	then	also	take	the	

standard	 deviation	 and	 add	 to	 the	 point	 average,	 then	we	will	 get	 the	 range	 that	

most	teams	should	fall	in	between.	Based	on	the	nearly	identical	point	average	in	

four	 of	 the	 investigated	 leagues,	 we	 will	 naturally	 expect	 the	 idealized	

standard	deviation	to	be	identical	for	all	seasons	in	the	four	leagues.		
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The	data	calculations,	along	with	the	idealized	standard	deviations	for	each	league	

for	 each	 season	 can	 be	 found	 in	 Appendix	 4.	 To	 illustrate	 our	 findings,	 the	

results	are	presented	in	a	line	diagram	to	compare	the	data	from	each	of	the	"big	

five"	European	Leagues:		

In	 the	2012/2013	 season	 interestingly	the	Premier	 League	 scores	 the	highest	

Noll-Scully	score.	It	shows	us	that	the	Premier	League	in	2012/2013	season	had	

the	biggest	spread	between	the	of	top	and	bottom	of	the	league	of	all	of	the	"Big	

five"	leagues.	The	Premier	League	was	in	this	season	the	most	unbalanced	league	of	

the	five	leagues.	Proceeding	to	the	2013/2014	season,	the	Premier	League	has	

the	 second	highest	Noll-Scully	 score	only	surpassed	by	the	 Italian	Serie	A.	Over	

these	 two	 seasons	 the	 Ligue	 1	 was	 the	 most	 competitively	 balanced	 league	

regarding	equal	playing	strength.	Interestingly	these	two	seasons	the	French	Ligue	1	

had	the	lowest	revenue	of	the	"big	five"	leagues.	

	

In	 the	 following	 three	 seasons	 we	 recognize	 the	 Premier	 League	 lowers	 its	

score,	 hence	having	a	 lower	 spread	between	 the	 teams	 in	 the	 league	 coming	 in	at	

third,	second	and	third	place	from	2014/2015	to	2016/2017.	Over	the	same	year,	

Figure	13	-	Noll-Scully	Competitive	Balance	Metric	-	"Big	five"	European	Leagues	-	2012/2013	to	2016/2017	
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the	range	in	the	French	Ligue	1	continues	to	widen,	primarily	due	to	the	domination	

of	AS	Monaco,	Paris	SG,	and	Lyon.		

	

The	 Bundesliga,	 however,	 is	 noticeable	 lowering	 its	 score	 and	 is	 in	 all	 of	 the	

three	seasons	below	a	score	of	2.00.	These	results	might	 seem	surprising,	as	

Bayern	München	in	these	three	seasons	has	became	more	and	more	dominant	

with	 wide	 gaps	 to	 their	 pursuers.	 However,	 the	 rest	 of	 the	 teams	 in	 the	

Bundesliga	are	very	equally	balanced	in	regards	to	playing	strength.	The	Noll-

Scully	 score	 will,	 therefore,	 be	 meager	 when	 there	 is	 a	 single	 team	 that	 is	 much	

better	than	the	rest.	This	same	applies	for	both	the	Ligue	1	and	the	Serie	A,	where	a	

single	 team	 over	 the	 course	 of	 the	 5-year	 period	 has	 dominated	 the	 league	

immensely.	 Looking	 at	 the	 league	 table	 data	 from	 the	 Bundesliga	 for	 these	 three	

seasons	2014/2015	to	2016/2017	in	Appendix	3,	we	notice	that	if	Bayern	München	

were	 removed	 from	 the	 standings,	 then	 the	 spread	 would	 be	 very	 close	 to	 the	

idealized	 standard	 deviation	 in	 all	 three	 seasons.	 This	 data	 also	 lead	 us	 to	 the	

knowledge	 that	 the	 Bundesliga	 was	 highly	 equal	 in	 playing	 strength	 in	 these	

seasons,	apart	from	a	single	team	(Bayern	München).		

	

The	Premier	 League	 is	 in	 this	 sense	punished	 as	 the	 league	has	more	 teams	

competing	 at	 the	 top,	 thereby	 expanding	 the	 point	 range	 of	 the	 teams.	 The	

results	however	still	reveal	that	despite	a	close	range	in	the	upper	part	of	the	table	

the	Premier	League	still	has	a	wide	gap	between	top	and	bottom.		

	

The	equality	in	playing	strength	hence	is	more	equal	in	the	investigated	period	

in	 both	 the	 Bundesliga	 and	 the	 French	 Ligue	 1,	 suggesting	 that	 the	 Premier	

League	is	more	divided	in	playing	strength	than	these	leagues	

Partial	Conclusion	
	

Key	points	from	the	sections:	

	

• The	championship	uncertainty	is	highest	in	the	English	Premier	League	

• The	Premier	League	is	regarding	equality	of	playing	strength	of	the	teams	in	

the	league,	not	at	any	time	the	most	balanced	league.	

• The	 Ligue	 1	 and	 the	 Bundesliga	 are	 the	 most	 balanced	 leagues	 regarding	
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equal	playing	strength	of	the	teams.	

• There	is	a	link	between	championship	uncertainty	and	popularity	of	a	league.	

Equality	of	teams	across	the	league	is	however	not	as	important.		

	

By	 using	 the	 model	 of	 Dynamic	 competitive	 balance,	 we	 found	 that	 the	 Premier	

League	by	far	the	most	uncertain	regarding	championship	uncertainty:	

	
Figure	 14	 -	 Dynamic	 Competitive	 Balance	 -	 Recap	 -	 "Big	 Five"	 European	 Leagues	 -	 2012/2013	 to	
2016/2017	

The	Premier	League	has	 from	the	2012/2013	season	to	2016/2017	season	had	no	

less	 than	 seven	 different	 teams	 in	 the	 top	 2.	 Compared	 to	 the	 other	 "big"	 leagues	

these	had	on	average	2-4	teams	in	the	top.	The	Premier	League	thereby	has	a	very	

competitive	 top,	 making	 the	 uncertainty	 of	 the	 eventual	 champions	 much	 higher	

compared	 to	 the	 other	 four	 leagues.	 The	 diversified	 top	 of	 the	 English	 league	

consists	 of	 5-6	 teams	 that	 all	 are	 in	 contention	 for	 the	 title,	 whereas	 the	 other	

leagues	in	average	have	1-3	teams.		

	

Looking	at	the	equality	of	the	teams	within	the	Premier	League,	however,	the	league	

is	 not	 the	most	 competitively	 balanced	 in	 among	 the	 “big	 five”.	 By	 using	 the	Noll-

Scully	Competitive	balance,	we	found	that	the	Premier	League	regarding	equality	of	

playing	strength	of	 the	 teams	 is	not	at	any	 time	 in	 the	researched	period	 the	most	

competitively	balanced	league.	Here	the	Bundesliga	and	Ligue	1	are	far	more	equal	

with	 lower	 Noll-Scully	 metric	 scores	 than	 the	 Premier	 League	 in	 all	 years	 in	 the	

period	from	the	2012/2013-	to	2016/2017	season.	It	means	that	the	matches	in	the	

Premier	League	are	less	uncertain	on	average	than	those	in	the	Bundesliga	and	the	

Ligue	1.	

	

There	is	evidence	of	competitive	imbalance	in	all	of	the	five	leagues,	despite	recent	

regulations	 caused	 by	 the	 implementation	 of	 the	 financial	 fair	 play	 system.	 By	

looking	 at	 our	 results,	we,	 however,	 discover	 a	 link	 between	 a	 high	 championship	
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uncertainty	 and	 the	 financial	 performance	 of	 a	 sports	 league.	 The	 results	 indicate	

that	the	financial	performance	is	correlated	with	the	championship	uncertainty.	This	

hypothesis,	 however,	 has	 to	 be	 tested	 further,	 and	 based	 on	 our	 findings;	 further	

research	has	to	be	conducted	to	confirm	the	link.		

	

By	using	the	Noll-Scully	competitive	balance	however	we	see	an	indication	that	the	

equality	 of	 the	 playing	 strength	 in	 a	 league,	 is	 not	 as	 strong	 a	 value	 driver	 as	 the	

championship	 uncertainty.	 It	 demonstrates	 that	 the	 fan	 behavior	 is	 affected	 by	

championship	uncertainty	rather	than	the	equality	of	teams	in	a	league.	The	Premier	

Leagues	 competitive	 advantage	 over	 the	 four	 leagues	 is	 maintained	 by	 the	

diversified	title	contention,	rather	than	the	equality	of	the	teams	in	the	league.		
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Discussion	–	Virtuous	Cycle	of	Winning	
	
In	 the	 following	 section,	 we	 want	 to	 finalize	 our	 analysis	 by	 digesting	 an	

understanding	 of	 why	 Premier	 League	 continues	 to	 be	 financially	 superior	 and	

understanding	how	the	Premier	League	has	gained	it’s	competitive	advantage	over	

the	other	four	leagues.	

	

The	momentum	of	the	Premier	League	was	founded	back	when	the	league	was	

established	in	1992.	The	league	was	transformed	"to	prevent	the	top	clubs	from	

losing	income	to	other	European	leagues,"	with	the	purpose	of	maximising	the	

clubs'	 bargaining	 position (Crawford, 2002).	The	Premier	League	 intended	 to	sell	

its	television	rights,	with	the	proceeds	going	directly	to	the	member	clubs.	Through	

a	 record-breaking	 deal	 with	 BSkyB	 in	 1992,	 the	 English	 Premier	 League	 gained	

themselves	a	deal	worth	£300	million.		

	

The	broadcasting	deals	have	improved	ever	since.	Televising	rights	for	the	English	

Premier	 League	 has	 developed	 large	 capital	 for	 English	 football,	 that	 is	 not	

only	limited	to	media	rights	fees,	but	also	from	the	addition	of	the	commercial	

opportunities	 that	 the	 media	 attention	 has	 contributed	 with.	 As	 the	 Premier	

League	gained	more	lucrative	broadcasting	deals	the	clubs	automatically	were	able	

to	provide	a	better	product.		

	

A	contributing	factor	to	the	Premier	Leagues	premium	nature	is	arguably	the	

arrival	of	capital	that	has	granted	English	football	the	opportunity,	to	advance	

many	facets	of	the	game	including	improvements	of	the	stadia	combined	with	

an	 increase	 in	 the	 professionalism	 of	 staging	 events.	 Furthermore,	 the	

development	 has	 granted	 the	English	 clubs	 the	 ability	 to	 attract	 star	 players	 from	

abroad	more	 efficiently,	 which	 in	 turn	 helps	 to	 retain	 spectators'	 devotion	 to	 the	

game.		
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This	 phenomenon	 is	 in	 the	 literature	 described	 as	 the	 virtuous	 cycle	 of	

winning:		

	
Figure	15	-	Virtuous	cycle	of	winning	-	Source:	(ATKeaney, 2014)	

As	more	money	is	entered	into	the	Premier	League,	the	clubs	in	the	league	can	

invest	 the	 money	 in	 different	 areas	 that	 together	makes	 their	 product	 more	

attractive.	This	 is	caused	by	 that,	 increased	revenue	equals	 that	 the	clubs	can	buy	

more	talented	players.	As	better	players'	starts	to	play	in	the	Premier	League	clubs,	

these	 will	 then	 attract	 more	 people	 to	 the	 stadiums,	 sell	 more	 merchandise	 and	

produce	an	increased	interest	for	sponsors	to	invest	in	the	club	as	the	club	is	getting	

more	attention	from	the	media.	These	players	will	affect	the	team	performance	that	

in	 turn	will	contribute	 to	 increased	 interest	 from	the	press	and	the	 fans.	Using	 the	

premise	 of	 (Szymanski, 2003),	 which	 states,	 "…	 the	 level	 of	 a	 team	 or	 a	 contests	

success	is	closely	related	to	the	player's	salaries".		

	

In	 other	 words,	 we	 come	 to	 the	 understanding	 that	 with	 the	 feed	 of	 more	

money,	 the	 ability	 to	 generate	 more	 money	 occurs	 as	 the	 improvement	 of	 a	

teams	 produces	 a	 more	 exciting	 sporting	 contest.	 This	 virtuous	 cycle	 functions	

infinitely	and	behaves	like	the	effects	of	a	rolling	snowball.	The	continuous	stay	in	

the	 virtous	 cycle	 therefore	 only	 grows	 a	 league	 stronger	 and	 stronger	 with	

time.	The	performance	of	a	league	financially	is	therefore	deeply	connected	to	how	

popular	a	paticular	league	is.	

	

Due	 to	 the	 virtuous	 cycle	 of	 winning	 the	 average	 revenue	 of	 a	 Premier	 League	

club	 has	 increased	 by	 65%	 compared	 to	 just	 seven	 years	 ago	 (€112	 million	 in	

2009/10),	during	which	time	commercial	revenue	has	more	than	doubled.	Over	the	
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same	period,	broadcast	revenue	has	grown	by	71%.	With	the	financial	expansion	of	

the	Premier	League	each	year,	the	 league	will	 be	 able	 to	 attract	 better	 talents,	

build	better	stadia	and	invest	in	better	investment	opportunities	in	the	future.	
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Conclusion	
	

Certain	 fundamentals	 remain	 key	 to	 the	 Premier	 League’s	 financial	 success.	 The	

predominant	 reason	 for	 the	 economic	 domination	 of	 the	 Premier	 League	 is	 the	

increase	 in	 broadcasting	 media	 rights	 fees	 and	 increased	 sponsorships	 and	

commercial	activities.	

	

A	contributing	factor	to	the	financial	increase	in	media	rights	fees	and	sponsorships	

is	arguably	the	arrival	of	capital	that	has	granted	English	football	the	opportunity,	to	

advance	many	 facets	 of	 the	 game	 including	 improvements	 of	 the	 stadia	 and	 along	

with	 the	 professionalism	 in	 performance	 and	 staging	 of	 events.	 Furthermore,	 the	

development	has	granted	 the	English	 clubs	 the	ability	 to	attract	 star	players	more	

effectively,	which	in	turn	helps	to	retain	spectators'	devotion	to	the	game.	

	

One	 of	 the	 competitive	 edges	 that	 Premier	 League	 enjoys	 compared	 to	 rest	 of	 the	

“big	 five”	European	 leagues	 is	 the	presence	of	six	big	market	 teams	that	combined	

produce	a	total	of	42	premium	matches	per	season.	It	allows	the	Premier	League	to	

offer	approximately	one	premium	match	to	the	broadcasters	per	match	day.	It	is	far	

more	than	any	other	of	the	four	major	European	leagues.	

	

The	multinational	nature	of	clubs'	playing	squads	and	the	diversity	of	international	

star	players	 and	 coaches	 also	help	 to	burst	 the	global	 interest	 for	 the	League.	The	

difference	in	the	value	perception	and	degree	of	cultural	discount,	therefore,	remain	

lower	between	the	English	Premier	League	and	foreign	markets,	than	the	other	four	

major	football	leagues	in	Europe.		

	

The	English	Premier	League	do	not	in	the	researched	period	have	the	most	equally	

balanced	league	regarding	playing	strength	among	the	teams	at	any	time.	However,	

the	 competition	 offers	 a	 diversified	 championship	 race,	which	 in	 return	 offers	 the	

viewers	more	championship	uncertainty.	The	highly	diversified	championship	fight	

remains	 one	 of	 Premier	 Leagues	 primary	 strengths,	 while	 the	 other	 four	 major	

European	struggle	with	the	domination	of	a	few	teams	in	their	leagues.		
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The	Premier	League,	however,	does	not	enjoy	success	in	all	areas.	In	the	period	from	

2012/2013	 to	 2016/2017,	 the	 English	 clubs	 have	 not	 experienced	 success	 in	 the	

UEFA	 Champions	 League.	 The	 Premier	 League	 teams	 struggle	 to	 compete	 with	 a	

small	proportion	of	big	market	teams	from	the	other	four	major	European	Leagues.	

	

However,	 the	English	Premier	League	still	benefits	greatly	 from	the	virtuous	cycle,	

with	 the	 monetary	 expansion	 of	 the	 Premier	 League	 each	 year.	 The	 league	 will,	

therefore,	 be	 able	 to	 attract	 better	 talents,	 build	 better	 stadia	 and	 invest	 in	 better	

investment	opportunities	going	forward,	making	it	even	harder	for	other	leagues	to	

outperform	the	English	Premier	League	financially.	

	

With	 the	 foundation	 of	 certain	 crucial	 pillars	 such	 as	 a	 high	 championship	

uncertainty,	 a	 low	 cultural	 discount	 to	 foreign	 market	 and	 the	 process	 of	 the	

virtuous	cycle	working	for	the	Premier	League,	from	various	perspectives,	one	could	

be	enticed	to	state	that	the	league	could	sell	itself.		

	
	

	 	



	 88	

	
	

Bibliography	
	
ATKeaney.	(2014).	Winning	in	the	Business	of	Sports.	ATKeaney.	
	
BBC.	(2015,	September	15).	Champions	League:	Why	are	English	teams	
struggling?	Retrieved	August	25,	2017	from	BBC.com:	
http://www.bbc.com/sport/football/34396301	
	
Beech,	J.,	&	Chadwick,	S.	(2013).	The	Business	of	Sport	Management.		
	
Bernard.	(2011).	Research	Methods	in	Anthropology.	AltaMira	Press.	
	
Berri,	D.,	Schmidt,	M.,	&	Brook,	S.	(2007).	The	Wages	of	Wins:	Taking	Measure	of	
the	Many	Myths	in	Modern	Sport.	Stanford	University	Press.	
	
BusinessDictionary.	(2017).	Brand.	Retrieved	June	30,	2017	from	
Businessductionary:	http://www.businessdictionary.com/definition/brand.html	
	
Crawford,	G.	(2002).	British	Football	on	Television.	Sports	Resources	.	
Cronin,	&	Taylor.	(1992).	Measuring	service	quality:	A	re-examination	and	
extension.	Journal	of	Marketing	,	56-68.	
	
De	Vaus,	D.	A.	(2006).	Research	Design	in	Social	Research.	London:	SAGE.	
Deloitte.	(2017).	Annual	Review	of	Football	Finance	2017.	Sports	Business	Group:	
Deloitte.	
	
Dudovskiy,	J.	(2016).	The	Ultimate	Guide	to	Writing	a	Dissertation	in	Business	
Studies:	a	step	by	step	assistance.		
	
Football	Observatory.	(2017,	March	25).	World	expatriate	footballers.	Retrieved	
September	5,	2017	from	Footballobservatory.com:	http://www.football-
observatory.com/-Reports-	
	
Gary,	T.	(2011).	A	typology	for	the	Case	Study	in	Social	Science	following	a	
Review	of	Definition,	Discourse,	and	Structure.	Qualitative	Inquiry	,	17,	511-521.	
Gausted,	T.	(2001).	The	Economics	of	Sports	Programming.		
	
Global	Banking	&	Finance	Review.	(2016,	June	3).	Broadcast	and	commercial	
revenue	grotwh	drove	cumulative	revenues	of	"Big	Five"	European	Leagues	to	over	
14	billion	in	2014/15.	Retrieved	September	12,	2017	from	Global	banking	&	
finance	review:	https://www.globalbankingandfinance.com/broadcast-and-
commercial-revenue-growth-drove-cumulative-revenues-of-big-five-european-
leagues-to-over-14-billion-in-201415/	
	



	 89	

Goddard,	&	Melville.	(2004).	Research	Methodology:	An	Introduction.	Research	
Methodology:	An	Introduction.	
	
Gratton,	C.,	&	Solberg,	H.	(2007).	The	Economics	of	Sports	Broadcasting.	London	&	
New	York:	Routledge.	
	
Hunt,	K.,	Bristol,	T.,	&	Edward	Bashaw,	R.	(1999).	A	conceptual	approach	to	
classifying	sports	fans.	JOURNAL	OF	SERVICES	MARKETING	,	13,	439-452.	
	
KMPG.	(2016).	THE	‘BIG	FIVE’	STADIA	LANDSCAPE	AHEAD	OF	THE	2016/2017	
SEASON.	Retrieved	July	17,	2017	from	KPMG:	
https://www.footballbenchmark.com/stadia_landscape_demand_focus_2016_20
17	
	
Mason,	D.	S.	(1999).	What	is	the	sports	product	and	who	buys	it?	The	marketing	
of	professional	sports	leagues.	European	Journal	of	Marketing,	,	402-419.	
	
McCarville,	R.,	&	Copeland,	B.	(1994).	Understanding	sport	sponsorship	through	
exchange	theory.	Journal	of	Sport	Management	,	8,	102-114.	
	
Mullin,	B.,	Hardy,	S.,	&	Sutton,	W.	(2000).	Sport	Marketing	(Vol.	2).	Leeds:	Human	
Kinetics	Europe.	
	
Neale,	W.	C.	(1964).	The	Peculiar	Economics	of	Professional	Sports:	A	
Contribution	to	the	Theory	of	the	Firm	in	Sporting	Competition	and	in	Market	
Competition.	The	Quarterly	Journal	of	Economics	,	78,	1-14.	
	
Neuman.	(2003).	Social	Research	Methods:	Qualitative	and	Quantitative	
Approaches.	Allyn	and	Bacon.	
	
Oxford	Learners	Dictionaries.	(2017,	August	25).	Activity.	From	Oxford	Learners	
Dictionaries:	
http://www.oxfordlearnersdictionaries.com/definition/english/activity?q=activ
ity	
	
Pedersen,	P.,	Miloch,	K.,	&	Laucella,	P.	(2007).	Strategic	Sport	Communication	
(Vol.	10).	Human	Kinetics.	
	
Premier	League.	(2017).	The	most	watched	league	in	the	world.	Retrieved	
February	7,	2017	from	Premierleague.com:	http://www.premierleague.com/en-
gb/about/the-worlds-most-watched-league.html	
	
Pwc.	(2011).	Changing	the	game	-	Outlook	for	the	global	sports	market	to	2015.	
pwc.	
	
Quirk,	J.,	&	Fort,	R.	D.	(1992).	Pay	Dirt:	The	Business	of	Professional	Team	Sports.	
Princeton	books.	
	



	 90	

Sabic,	P.	(2015,	April	15).	Football:	A	Risky	Movies	&	Entertainment	Business?	
Retrieved	April	21,	2017	from	S	&	P	Global	Market	Intelligence	:	
http://marketintelligence.spglobal.com/blog/football-a-risky-movies-
entertainment-business	
	
Saunders.	(2009).	Research	Onion	Diagram.	University	of	Derby.	
Schell,	C.	(1992).	The	Value	of	the	Case	Study	as	a	Research	Strategy.	Manchester	
Business	School.	
	
Smith,	R.,	&	Szymanski,	S.	(2003).	Equality	of	opportunity	and	equality	of	
outcome:	static	and	dynmaic	competitive	balance	in	European	and	North	American	
sports	leagues.	Edward	Elgar	Publishing.	
	
Szymanski,	S.	(2003).	The	Economic	Design	of	Sporting	Contests.	Economic	
Litterature	,	51.	
	
UEFA.	(2017).	UEFA	Country	Ranking	2017.	Retrieved	August	25,	2017	from	
UEFA	European	Cup	Football:	
https://kassiesa.home.xs4all.nl/bert/uefa/data/method4/crank2017.html	
	
Vrooman,	J.	(1995).	A	General	Theory	of	Professional	Sports	Leagues.	Southern	
Economic	Journal	,	971-990.	
	
Zimbalist,	A.	(2002).	Competitive	Balance	in	Sports	Leagues.	Journal	of	Sports	
Economics	,	3	(2),	111-121.	
	
	 	



	 91	

Appendixes		

Appendix	 1	 –	 Deloitte	 Football	 Money	 League	 –	 Top	 20	 –	
2011/2012	to	2015/2016	
	

	
Table	1	-	Source:	(Deloitte,	2017)	
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Table	2	-	Source:	(Deloitte,	2017)	
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Table	3	-	Source:	(Deloitte,	2017)	
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Appendix	 2	 –	 League	 Point	 averages	 –	 Big	 Five	 Leagues	 –	
2012/2013	to	2016/2017	
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Appendix	3	-	League	Standings	–	”Big	Five”	European	Leagues	
–	2012/2013	to	2016/2017	

Spain’s	La	Liga:	
	

	
Table	4	-	Source:	OddsPortal.com	
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English	Premier	League	
	
	

	
	
Table	5	-	Source:	OddsPortal.com	
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German	Bundesliga	
	

	
	
Table	6	-	Source:	OddsPortal.com	
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Italian	Serie	A	
	

	
Table	7	-	Source:	OddsPortal.com	
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French	Lique	1	
	

	
Table	8	-	Source:	OddsPortal.com	
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Appendix	 4	 –	 Idealized	 Standard	 deviation	 and	 Noll	 Scully	
Metric	calculations	
	

	

	

	
	
	
	
	

	
	


