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Abstract. Recent years witnessed an obvious trend that the influence of sports 

increases gradually. Especially, The World Cup has captured the attention of 

people all over the world and has brought untold wealth to this country. However, 

the traditional sports business model is limited, so this paper research that 

challenges and development of sports event business models under morden 

society, and these models have gradually fallen behind the new era, unable to 

bring better profits to the club and difficult to satisfy the audience. Moreover, this 

article includes the impact of social media, business model change analysis and 

revelations and developments. This paper finds that multimedia will play an 

important role in the business of sports. The sports business model will evolve 

towards a commodity economy and become diversified and integrated with the 

culture of the city. These findings and characteristics will help transform sports 

business models and drive steady growth in the sports business economy. 
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1 Introduction 

During the three years of the pandemic, because of variety of limited, the global 

economic hits rock bottom. Fortunately, some sports clubs and unions through social 

media enable the economy back on track and even make their team more famous, such 

as NBA, UEFA Champions League. Thus, more and more sports clubs and union begin 

to follow their steps. The development of the sports event business boosts global  
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economic recovery. Some other sports club with potential development may be able to 
draw on these successful experiences. 

The football club of Barcelona make use of TikTok to appeal fans to buy their clothes 
and support them. It enables Barcelona to make great profits and inspire this city’s 
economic development. 

Previous studies have explored under the new trend about the development of social 
media influence to sports sponsorship. Santomier holds that a new pattern is growing. 
That means with stimulating by social media, carrying out global activities which is 
thematically linked, integrated, strategic, it can improve the value of sports sponsorship 
[1]. Moreover, the study shows that, social media play a positive role in patients and 
healthcare service.  

Thus, Pentescu et al. explored about impact of social media on healthcare service [2]. 
Aral et al. find the relationship between social media and business transformation. 
Then, company can make use of social media to advertise themselves, communicating 
with customers and society, creating new functions and add-ons [3]. Bertot et al. think 
social media are important for government to encouraging and improving tools and 
politics [4]. That because social media can let more people know what the new tools 
and politics are, and then people also can give their own comments. Thus, government 
can make logical fairer and more useful and the laws can be followed by more people. 
As for hotel industry, Chansupa et al. research that the performance of hotel utilizing 
social media to realizing customers is bad. Additionally, they also find that hotel has 
major problems in social media’s marketing [5].  

As to sports, sports competitions and events had appealed many people’s views to 
buy clubs’ clothes or products. Therefore, it can make great profit and more and get 
more sponsorship. That is why sports business become more essential in economic 
development. There are many scholars researching sports business such as Baird and 
Parasnis. They discussed a new model of business organization for sports clubs and 
said that developing valuable resource-brand is key of making new strategy, and then 
the new strategy can promote and use this resource [6]. Then, they take an example that 
Florentino Pérez makes sure the brand value of the Real Madrid. It not only increases 
value but also find out a new and profitable ways [6]. Nowadays, some fields’ business 
model is going to convert, including sports. The problems of present sport business 
model are analysised by Lv et al. Their research report shows that sports companies 
that use blockchain have better performance in terms of innovation efficiency than do 
those that do not, which illustrates the necessity of blockchain-based business model 
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innovation [7]. Kahn and M Lawrence focus on the opportunities offered by the 
professional sports industry with regards to labor market research in the U.S. in August 
2000 [8]. LILi analyzes in-depth the theoretical basis of sports business protected by 
public finance and dissects the demand of sports business development on public 
finance from policy basis, historical experience, international experience, the times and 
the reality needs of sports business development, explores the transformation of 
government functions and public financial finance goals of the new period [9]. 

As mentioned above, previous research focus on the relation between healthcare 
service and social media, the changes of sports business model. Thus, this article will 
illustrate the challenges and the development of sports event business models under 
new media trends.  

2 Current Status of the Use of New Media in Sports Events 

2.1 Use of Multimedia in the Broadcasting of Sports Events 

Recent decades witness an obvious trend that some sports events make use of video 
platforms to broadcast their competitions. This can draw more people’s views and 
enable their club and events more popular. Moreover, there are some video platforms 
in China such as MiGu ,Aiqiyi and so on .Their appearance not only stimulate people’s 
enthusiasm about sport but also bring great profit for sports events. For example, Aiqiyi, 
this company cooperate with five main sports league games such as La Liga, England 
Premier Soccer League. Thus, people who live far from European can watch the game 
on these video platforms. Meanwhile, the Platforms will charge fans rather than free. 
But the fees are 8 RMB, which is lower than tickets dramatically. It is suitable to 
students and average people. With the technology developing, modern video platform 
support fans to communicate with other fans. It will be more realistic.     
2.2 Use of Multimedia to Publicize Sporting Events and Clubs 

With the website growing, more and more people especially teenagers are more 
depending on their mobile phones. Modern people receive new information from social 
media. Therefore, some sports events and clubs make use of video platform to improve 
their influence and appeal customers to buy club’s items such as player shirts, tickets 
and so on. For example, the football club of Barcelona, this club has his own social 
account and then, they will share the daily life about their football player and some 
training, leading to enhancing the brank of popularity. The development of social media 
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enable football club has more fans who come from other countries such as Chinese fans. 
Just like FC Barcelona, this club now has more than 11 million followers on Weibo, 
China's largest social network, making it the European football club with the largest 
number of followers on Weibo. Ten million followers are already a milestone, giving 
Barcelona a badge of honor and entry into the Weibo ‘Hall of Fame’. Moreover, they 
will announce the big event about their club. Recently, Barcelona hosted a 125th 
anniversary and invite some super soccer player who had served this clubs, such as 
Messi. This ceremony stays in the top rank in serval big social media lasting few days. 
This not only undoubtedly improve their popularity around world but also bring a great 
profit for them.    

3 Business Model Change Analysis 

3.1 Moving Towards the Commodity Economy 

In the future, the business model for sports will move towards the commodity economy. 
In the past, the owner of football club is used to use famous football player stars to 
generate business value. This is because these super stars will absorb more fans to buy 
his sport shirts. For example, In 2021, Cristiano Ronaldo decide to join Manchester 
United Football Club and this news has taken the world by storm. Manchester United 
Football Club become one of the hot topics. After several days, After three days, 
according to Lovethesales, sales of Crowe's No.7 shirt exceeded £32.5 million on all 
major platforms, from which the club would have received 10 per cent, or £3.25 million, 
according to the dividend principle. Meanwhile, Manchester United's share price on the 
New York Stock Exchange recorded its biggest rise since March this year, surging 
around 10 per cent at one point during the session and still retaining a 5.84 per cent gain 
at the close, meaning Manchester United's market capitalisation increased by around 
$165 million. Besides, he also has brought more fans and attention to Manchester 
United. In the first seven months of the year, the number of United's official social 
media followers rose between 300,000 and 700,000 per month, and in August, when 
Crowe and Manchester United became closer, the number of followers rose by as much 
as 4.43 million, which is also more than the cumulative sum of the first seven months. 
But this ways can not help clubs generate more profit. Nowadays, with social media 
appearing, more and more people are no longer content to support the team in the form 
of a ball game. Therefore, they are willing to buy some items about football online, 

Challenges and Development of Sports Event Business Models 413



such as competition balls, training shirts and the soccer shoes. It is easy to find some 
clubs’ boutiques appear variety social media around world. Like Barcelona, according 
to the financial report, Barcelona's total revenue for the 2018-19 season was €990 
million, and for the 2019-20 season it is expected to reach a total of €1,047 million, the 
most in the history of the sports club, which means that the club will fulfil its €1 billion 
strategic target (2015-2021) set by the Board of Directors one year ahead of schedule. 
It will also mark the ninth consecutive year that the club has made a profit since the 
2011-12 season, while accumulating a profit of €213 million. With the uptake of new 
sponsors and the renewal of existing sponsorship deals, Barça's sponsorship revenue 
grew by €62 million, an increase of 24 per cent. Of note was the success of the club's 
own Barça shops and brand licensing, both of which generated €63 million in operating 
income for the club. By calculation, Barcelona's merchandise sales grew significantly 
in the 2022/23 season, with sales in the e-commerce sector increasing by 47 per cent 
compared to the previous season. 
3.2 Sports Business Models Become More Diversified 

The development model of sports business should be responsive to the direction of the 
times and meet the needs of consumers. Morden people prefer to listening to music 
when they walk, jog or training. Thus, the leader of sport club can combine music and 
sports, leading to catering to customers. For instance, club owners can use football 
pitches to hold a concert. In this case, it can bring extra great profit during offseason. 
Moreover, clubs can invite famous singers to sing a song during the interval. This not 
only can satisfy the demand of competition but also can boost customers’ experience. 
Additionally, it can appeal more people to watch the games.  
3.3 Promoting the Integrated Development of Culture, Sports and Tourism 

The integration of sports events with the cultural industry and tourism industry 
helps to form a synergistic development industry chain. Through the organisation 
of sports events, city culture can be promoted and tourists can be attracted to come 
for sightseeing and tourism, thus promoting the development of the local economy. 
At the same time, sports events can also become part of the tourism product, 
providing tourists with a unique experience. Propaganda department promote the 
city's football culture while promoting the city's culture. When visitors come to this 
city, they also will visit the local club and watch the game. It undoubtedly helps 
club improve popularity and generate huge profit. 
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4 Revelations and Developments 

Commodity economy will grow up and sports business model should transform in time. 
Williams had studied about commodity economy and hold that commodification is not 
only far from inevitable but the possibility of alternative futures for work beyond the 
all-conquering on-going advance of capitalism [10]. It is easy to see that commodity 
economy is prospective. Sports clubs should utilize their football stars such as 
Barcelona's Yamal, Real Madrid's Bellingham, etc. to endorse their team's merchandise 
such as casual wear, sweatpants, and shoes with the team's logo.  

In NBA, they had implied the way that combine the dance with competition. For 
example, they invite the Jabbawockeez, which is a well-known dance team and has tons 
of fans around the world. The attending of this dance team drew more people’s view 
and increased attention to the game. Therefore, this method can be extended to other 
sports events such as Champions League, La Liga, Premier League. 

In the future, the sports business model will turn to commodity economy and become 
more diversified. Thus, the sports clubs should enhance the relation about sports and 
other fields like music, dance and so on. Besides, the sport business should concentrate 
on promoting the integrated development of culture, sports and tourism, making city 
boosting clubs’ development. 

5 Conclusion 

This paper aims to discuss challenges and development of sports event business models 
under morden society. Through researching, this article finds that social media will 
boost the development of sports business. The appearance of the social media will play 
a great role in popularity of club and bring unexpected draws. Social media also can 
improve the sales of goods. Moreover, the sports business model will turn to commodity 
economy. That is because the values of the players and competitions are limited. Then, 
the model will become more diversified. That means sports can cooperate with other 
fields, like dance, music, appealing more people. There is some advice. Firstly, 
contemporary clubs should focus on the connection of sports and social media. 
Multimedia will dominate in the future. Next, the leader of the club should concentrate 
on commodity economy, catering to customers’ demand. Then, the most necessary 
point is the development of club should become more diversified, boarding the range 
of the business.   
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