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Chapter 1 - Introduction

About Indian Football

The origin of football in India dates to the 19th century when the Durand cup was introduced by

| the British. It was mainly for the British troops stationed in India. The Durand Cup is the third oldest
“club competition after the FA Cup (England) and the Scottish cup (Scotland). The first-ever
professional football league in India was set up in 1996 and was called the National Football League.

After failing to meet its objective of creating a talent pool, it was relaunched and rebranded as the I-

League in 2007.

In 2014, the Indian Super League was introduced to improve exposure to the Indian public. For
the first three seasons, the tournament lasted for three months from October to December each year.
It operated without recognition from the Asian Football Confederation, but it was recognised from
the 2017-18 season. After its glory, the tournament was expanded to 10 teams for 6 months. The
AIFF signed a 15-year deal with Reliance Industries and International Management Group worth

billions.

As we can see, over the past few decades, Indian Football has undergone a lot of changes. Strategic
Partnerships between the Indian Football clubs and the foreign football clubs, mainly European clubs
from different leagues have been ongoing since number of years but since the inception of the Indian
Super League, it has been more prevalent. With India developing as a potential market waiting to be
untapped when it comes to football, a lot of foreign clubs over the years have established themselves

in India.

One of the earliest ways applied by the clubs was to set up their academies in the tier-1 cities or
tie-up with an existing academy. Later, as the I-league gained popularity and the Indian Super League
was coming into fore, many clubs entered a strategic tie-up or partnerships with Indian Football

clubs.

One of the main reasons for these partnerships is simple and the most important reason, the
massive market potential that investors forecast Indian football to have in the future. It is no illusion
that India is one of the fastest-growing economies in the world, and they have invested heavily in

sports infrastructure in the past decade

Through this research paper, the main objective is to understand the impact that these strategic

partnerships have had on the Indian clubs and Indian Football in general. During this research, a




‘comparative analysis will be carried out between Manchester United, a Premier League club and
‘Mumbai City FC, an ISL club. The objective of this special reference between the two clubs is to
understand the glaring differences between the two clubs, with respect to three major things, i.e. —

Performance, Infrastructure and Fans over a period.

It is important to understand what factors have been impacted through these strategic partnerships
if any. Whether these strategic partnerships have had any effect on the gameplay, tactics, fan

engagement, and overall performance of the club.

There have been several well-known European football clubs that have tied up with a club from
the ISL. Some of the current deals between European clubs and ISL clubs include Manchester City
FC owning majority stakes in Mumbai City FC, Borussia Dortmund tied up with Hyderabad FC in
2020 and the partnership between Bengaluru FC and Rangers FC. For these shareholders, it is

essential to understand the growth of the Indian football market.

Despite having a vast potential, there are many limitations to the sport at this moment. Hence, to
make the best out of these deals, it is necessary to learn the growth trajectory and market
development. When it comes to football, Europe and then America are the places where one can say
that the football structure is established. Asian Football, especially the Chinese League and Japanese
League have been on the rise over the past few decades and ISL does have the potential to do that.
Several strategic partnerships are existing in the CSL and J-League which have had its fair share of

impact on the development of football in those countries.

Strategic Partnerships in Indian Football

1. Mumbai City FC — Manchester City FC
Bengaluru FC — Rangers FC

Fc Goa — RB Leipzig

Hyderabad FC — Borussia Dortmund
Thane City FC — Southampton FC

FC Bengaluru United — Sevilla FC
Odisha FC — Avai FC

Chennai City FC — FC Basel

© NS L R W



What are Strategic tie-ups?

A strategic tie-up is a relationship between two commercial enterprises, usually formalized by one
or more business contracts. Typically, two companies form a strategic partnership when each
possesses one or more business assets or have expertise that will help the other by enhancing their
businesses. This can also mean, that one firm is helping the other firm to expand their market to other

marketplaces, by helping with some expertise.

The above-mentioned definition when related to strategic partnerships in football, pretty much
explains why there are so many partnerships that exist in Indian football. The expertise that the
European clubs have will help the other club (Indian Club) in development and enhancing

performance. On the other hand, the Indian club is helping the European club to expand their market
in India through this tie-up.

In recent years the growth of partnerships has accelerated, driven by the benefits of risk sharing

and resource pooling, technology convergence, industry deconstruction (from linear value chains to

industry value networks) and knowledge diffusion.

Strategic partnerships inevitably involve challenges that have to be resolved efficiently to ensure
the longevity and success of the alliance, such as isolating proprietary knowledge, processing
multiple knowledge flows, creating adaptive governance and operating global virtual teams. If these

challenges are not tackled, the partnership will more than likely fail, which, as the empirical research

shows, happens in more than half of the cases.

In the end, strategic alliances offer tremendous potential benefits to both parties. But like any
relationship. both companies need to carefully assess each other’s motivations and expectations
before making a commitment. It’s necessary for both companies to bring equal value to the
partnership. Franchisors should go into partnerships unselfishly and with clear expectations from

both sides—just as they would before signing on a franchisee.

For instance, a recent partnership between City Football Group and Mumbai City FC was made
official. However, City Football Group took a lot of time in the screening process for acquiring a
particular ISL club.

The expectation from there side was that the club needed to be a big city with a good outreach for
their business. Much like their other clubs in different leagues such as Girona, Manchester, New

York, Mumbai was the final choice. This tells us the modern meaning that these strategic partnership




carries especially when it comes to sports. There are factors beyond the game of football which need

to be considered and are impacted on.

Areas of Focus in a strategic partnership

1. Identify and define objectives clearly for each partner

Choose partners carefully, making sure they are financially capable
The partner should be a relatively good cultural fit

To make sure that there is a defined structure in the alliance

Plan for the development of the partnership

Plan for growth and exit strategy

I

Plan for possible expansion of scope of the strategic alliance into additional areas of

opportunities.

Why some of the strategic partnerships fail?

Strategic alliances are not without criticism. Many strategic alliances fail to achieve the stated
objectives of the partners. Strategic alliances may fail to meet the objectives of the partners for
different reasons. They may fail for fundamental business reasons. One of the partner firms may
become financially distressed, the originally identified business opportunity may not have developed

as planned or the resource contributions expected by one firm failed to meet expectations of the

partners.

' Other reasons may include internal and external situational factors that contribute to the alliance
failure. A firms' general business or marketing strategy may shift due to unforeseen market changes,
new company leadership may re-define strategic priorities and direction leaving the alliance
abandoned or the governance structure directing joint decision making is not effective at meeting the
needs of partner firms. In addition, the partnering firms may lack the necessary alliance managerial

focus to effectively launch and execute the alliance

| The management of a strategic alliance takes on a new dimension. The partnering firms have

different corporate cultures, different decision styles and changing internal priorities. Overtime, this

can make the management aspects of a strategic alliance especially challenging. Without the

; appropriate skill sets required at the organizational and individual level to cope with this, alliances
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;may be still born. Companies and individuals can develop a capacity for managing alliances over
time gained by experience. However the learning curve is steep and can be costly if not done right.

Strategic Partnerships in Sports must make sure that the alliance in question was developed in the
| context of a broader alliance strategy for the overall firm, not just in a vacuum for one specific deal

i and that there exist the necessary managerial skills and abilities to manage the alliance over time.

Special Reference to Manchester United and Mumbai City FC

Manchester United has been an established club in the English Premier League, while Mumbai
e ity was established in the inaugural season of ISL in 2014. To understand the impact on Indian
| clubs, we will first understand the performance, infrastructure and the fan following of Manchester

| United and then compare it with Mumbai City FC on the same points.

The special reference between Manchester United and Mumbai City FC based on Performance,
| Infrastructure and Fans will help us in understanding the current differences that exist in the Indian
Football from the English Football. With a league that is still in its early age, there is a lot to be

developed in ISL and this study will help in understanding the three main pillars as mentioned above
| of the two teams.

] Mumbai City FC has been one of the clubs which is in a strategic partnership with a foreign
club/group of football. It is important to analyse the performance and fan following of the club before

the acquisition. To understand whether the acquisition has had any direct impact on the performance.

Performance, Infrastructure development and increasing the fan following are the 3 key areas on
which impact needs to be take place. Having a global partnership is going to help it because of the

technical knowhow and the need of other club to expand their market in India.

10
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Objectives

Indian Football has been in the development phase for a very long time. With the improved
commercial aspect of the Indian Super League and I-League, the recognition for Indian Football is
‘expanding season after season. The Asian Football fans and especially Indian fans, make up for a
large amount of fan following for the European clubs. This has resulted in these European clubs
venturing into Indian Football scenario in some or the other way. Bottom line, the first objective is

to understand the thought process beyond these tie-ups and then its impact.

e One of the first objectives is to understand the reason why these strategic partnerships
exist. What is the main reason for these strategic partnerships in football, let alone India.

e Next objective is to analyse the reason for the ever-growing tie-ups in Indian Football
scenario. The last few years has seen an increase in more European clubs getting associated
with Indian clubs. Therefore, to understand the factors that have led to this increase.

e To understand the benefits for European clubs through these tie-ups.

e To understand what changes have been seen in factors like Performance, Infrastructure
and fan following through these strategic tie-ups.

e All the strategic tie-ups that exist in Indian Football right now are not of the same kind.

Some have been mergers and acquisitions, while some partnerships are solely based on

development of football. Therefore, to understand the different kind of partnerships that

exists in Indian Football.

The last objective is to find out whether these strategic tie-ups are sustainable in the long

term and what the future is of these strategic tie-ups.

11
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Limitations

o Not enough data available when it comes to Mumbai City FC and its infrastructure and
fan following

e The short period of time given to complete this research resulted in a very low number
of responses which could have ideally been more

e Not enough time to conduct deep primary research with regards to Indian football and
strategic partnerships

e Very few research papers on the topic

o Specific information of the strategic partnerships unavaiable

12
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Chapter 2 - Literature Review

The Benefits of Partnerships in Football — Australian Case Study

The Benefits of Partnerships in Football by Daniel Foley, 4/12/2020.

A common thread between Dortmund, Villarreal C.F and Celtic F.C is that they all have

partnerships with football clubs in Australia — which provide benefits to both the local and

international organisations.

There are different types of partnerships in football, such as the sponsorship type partnerships
which see sportswear companies become the official apparel partner of a club. Then there are the
academy and football development partnerships, something that many Australian organisations

‘have been taking advantage of. Partnerships with well-known leagues and clubs from overseas

are becoming increasingly common.

The ‘Beyond 2020: Professional Football Strategy — A discussion with La Liga’ webinar was
the first event help through the partnership and was attended by many industry professionals
including Capital Football CEO Phil Brown and Villarreal C.F. Business Development Manager,

Mar Llaneza. During the event Laliga’s delegate in Australia and New Zealand, Glen Rolls
spoke about La Liga’s international strategy and how the league is also looking to share its

knowledge whilst also learning from the Australian football industry.

“We certainly look forward to developing more programs to help ... professionalise the
industry moving forward,” he said. Professionalisation of the sports industry is clearly a focus
for La Liga, the Director of La Liga Business School, Jose Moya also referred to it in his
statement upon the announcement of the partnership with the University of Canberra.

“This agreement reaffirms the commitment of our organization to professionalise the sports
sector and, in line with our slogan, it’s not football, it’s LaLiga, this positions us at the forefront

of the industry, not only in terms of sports but also in educational standards,” he said.

La Liga is not the only Spanish football organisation that is bringing its knowledge and
expertise to Australian football. In November, La Liga club Villareal C.F expanded its presence

in Australia with a Sydney academy. The new academy sits alongside its Melbourne academy

13
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Monash Villarreal, formerly Monash City FC. Another example of the advantages provided by a
|
p:artnership is Sydney FC’s partnership with Dutch club, AFC Ajax. Ajax are known for their

expertise in youth development and have been sharing their knowledge with Sydney FC.

“As we continue to strive for excellence, it is fantastic to be able to learn from Ajax: we are
[ .
looking to pick up all we can from a club who are arguably the best club on the planet in terms

of bringing young players to an international level,” he said. “We aim to continue to share

knowledge and experience, as well as building the relationship in terms of exposing our players

‘to the Ajax coaches.”

Even the Premier League’s Tottenham Hotspurs launched a Player Development Programme
in New Zealand late last month. The Hotspurs are partnering with Scots College in Wellington.
Tottenham has two football development partnerships in Australia with the University of

Wollongong in New South Wales and Nudgee College in Queensland.

Also talking about the Indian league. the main focus of Dortmund’s partnership with Indian
Super League team Hyderabad FC is coaching and youth development, however Dortmund is

also providing assistance with fan-engagement and technology. These arrangements can also

benefit teams off the field.

“We therefore look forward towards achieving shared successes, both on and off the pitch, as

we continue to build nice stories and special experiences for our fans in India and around the
region.” BVB APAC Managing Director, Suresh Letchmanan said in a statement regarding the
partnership. Dortmund also has an Australian partnership with NPL club Marconi FC, although

this agreement focuses on coach and player development.

The Australian football industry is a lot smaller in comparison to the scale of the industry in

some other countries — partnerships in football with major clubs and league can help Australian

football grow.

The above case study talks about the Australian League and how it benefitted through some
strategic partnerships. Villareal FC through their partnership, set up an academy in Sydney. This

was their way to establish their presence in Australia. Earlier they set up an academy in

14
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] 'Melbourne. Through Villareal, the Spanish football presence was increased in Australia. Through
| 'this we can understand that just like India, Australia did not have a deep history in Football but

| ‘the strategic partnerships helped to change it.

Football in Australia benefitted through these strategic partnerships. Some partnerships were
‘not only based on on-field tie-ups off-field as well. Tottenham Hotspur, the club from English
‘Premier League is one such example who created two football development partnerships, not

‘with any club but two universities. This shows us the different kind of partnerships that can exist.

To study the different ways in which partnerships can exists, we can take the example of
Borussia Dortmund. The German club has partnerships in both India and Australia. In Australia
their partnership is with NPL club Marconi FC while in India they have a partnership with
Hyderabad FC. However, as mentioned in the above literature review, the partnership with
:Marconi FC is only limited to coach and player development. However, their partnership with
Hyderabad FC is different as it caters to not only coaching and youth development but also

assisting in fan engagement and technology by creating fan experience for Indian fanbase.

The above-mentioned literature review was chosen to understand the strategic partnership
landscape in Australia, a country with a similar backstory of football but lot smaller in terms of
scale. The topic of dissertation aims to understand the impact of strategic partnerships in India,

hence it is important to understand similar partnerships happening in a different country where

goals are comparable to that of Indian Football.

FC Goa and RB Leipzig's 'strategic partnership': All you need to know

- Article Published in ESPN on 12 November,2020

FC Goa and RB Leipzig have entered into a strategic partnership for 'youth development' that will
run until 2023. Goa co-owner Akshay Tandon and Leipzig CEO Oliver Mintzlaff made the joint
announcement. The two clubs say it won't 'merely be a licensing deal', unlike some of the partnerships
Indian teams usually enter into with foreign clubs. "We want to live this cooperation, not merely send

them our logo," Mintzlaff said. According to Goa, this is a first-of-its kind partnership for the Indian

market.

s
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The three-year deal is to establish and run football training camps for youngsters, starting with the
state of Goa and then expanding across the country. The two clubs have decided to proceed with the
'courses at the earliest, starting with a series of specially designed online class. Once travel is safe,
'RB Academy coaches will be flying into India while Goa will be sending coaches and youth-team
players for advanced training at the RB facilities in Leipzig. While Mantzlaff stated that this was the
first step towards increasing co-operation between the two clubs, he also made it clear that from a

Red Bull group point of view, they would not be bringing Goa into the umbrella of RB clubs around

the world.

The primary aim appears to be to increase reach, and expand the global footprint of the club. This
is Leipzig's first foray into the Asian market, and it's one that Mintzlaff sees as the perfect springboard
for the future. The sentence "this is a country of 1.4 billion people" was oft repeated when explaining
the reason India was chosen. Mintzlaff believes that after unprecedented domestic success in the first
11 years of their existence, it is time for Leipzig to move global. He also stated that as part of this

goal, Leipzig plan to travel with their senior team to India, but the dates are understandably undecided

* due to the current situation.

On the face of it, it is clear that they are here to tap into the Indian economy, to assess if they can
carve out a piece of a potentially large market for themselves, and to do so without coming in blind.
The presence of a local partner, especially one with its own strong youth development system enables

them to minimize financial risk and maximize reach. And build from there.

Mintzlaff said the programme will give the club a better understanding of the football market in
India. "In phase 11, we will integrate our youth/scouting in department to identify talents. But those
are things you can't plan for," he said. Finding someone who can play for them sometime in the future
would make the deal perfect, but that is not the driving force behind this decision. So, don't hold your

breath for an Indian tearing it up for RB Leipzig in the Bundesliga because of this one programme

just yet.

Tandon had earlier expressed the need for investment in Indian football, and this is a product of

that thought process. While the RB group's involvement with Goa will not be on the direct investment

lines of the City Football Group and Mumbai City, it is a first step. At the core of it, the deal seems

16
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\
\
}0 be a simple one for Goa. Avail of the technical expertise and knowledge base that has seen Leipzig

race through the German divisions to identify, recruit, and develop young talent.

This emphasis on youth appears to be a fundamental platform of all that Goa are doing. In fact,
fepons at the time suggested that they parted ways with their very successful, very talented coach
Serglo Lobera last season because of their differences in approach to the youth programme, and its

utilization by the senior team. They, therefore, view this deal as the logical next step in expanding

their youth programme.

To Goa, it does not just make footballing sense; it is a smart business decision too. With high-end

technical expertise coming in from Leipzig, it helps Goa level up their scouting and development

network without overextending their own finances. It remains to be seen how effective it can be,

though, and how it will stand out - on the ground - from similar programmes the Indian market has

seen.
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Chapter 3 - Thesis

Types of Partnerships that exist in Sports

I. Mergers and Acquisitions: A merger occurs when two separate entities combine

forces to create a new, joint organization. An acquisition refers to the takeover of one
entity by another. The two terms have become increasingly blended and used in

conjunction with one another. Mergers and acquisitions are the acts of consolidating

companies or assets, with an eye toward stimulating growth, gaining competitive
advantages, increasing market share, or influencing supply chains. One of the most

important advantages offered by mergers and acquisitions is related to a wider range of

services or products which can be explored. By joining forces, the portfolio of the new

business can increase even more and gain access to a larger market share.

M&A in Sports: Mergers and acquisitions (M & As) in professional sports evoke

strong emotions. Whereas for some economists and club owners they are just business

operations aimed to improve sporting and financial performance of a club.

Commercial Partnerships: Commercial partnerships are relationships between

business entities and other parties that increase the likelihood of the former acquiring

large volumes of new business and access to new client opportunities

Commercial Partnerships in Sports: Ambitious strategies to develop and

improve elements of the presentation of their sport (e.g. broadcast production quality, live

event experience, digital offerings, merchandising, fan engagement) are unlikely to be able to

implement all of their plans at once, particularly if they have limited cash reserves. A long-

term commercial partnership provides an opportunity for external investment to enter the

sport, and thus accelerate the development of these activities. In addition to investment

capital, a longterm commercial partner can also provide access to people with the skills,

experience and connections required to implement growth activities.

18
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Strategic Partnerships between two football clubs

Football has always been a game with a huge global reach. The likes of FIFA World Cup

and UEFA Champions League finals see a huge amount of viewership not only from the
‘traditional ~football-playing™ nations but also other markets. Over the years, Asia has
developed to be one such market. The big clubs in Europe see a lot of fan following from

{ countries like India, China, Japan and Australia. With the developing footballing landscape, it

| has become important for these European Clubs to reach out to these fans across the globe as

| well.

| One of the main strategies used for engaging with the larger audience has always been fan
;E engagement. Using the likes of social media with targeted post for a specific countries audience
has been prevalent. Going on pre-season tour to countries like China, Australia has also helped
‘in connecting with the fans far away. However, if we look at it from a broader perspective,

| there is a lot beneficial for the club to make their mark in different countries through strategic

| partnerships. This strategy, although appealing for newcomers willing to raise their international
profile and benefit from operational synergies, can still appear risky for more established and
prestigious European strongholds. Leagues such as MLS, ISL or the Australian A-League are often
closed and operate under strict salary cap regulations, fostering a greater level of competitiveness
herefore, clubs who might want to be associated only with the highest levels

across the league. T

may be more reluctant to follow this path and wish to consider alternative strategies.

For instance, FC Barcelona runs football schools across the major cities in India under the

name ‘FCB Escola’ which has been a success. Rather than getting into a strategic partnership

with any club in India they are into youth development by tying up with some football

academies. This has worked for FC Barcelona because of their name. However, this may not be
the case for all Europe
football and owning di

of football clubs.

an clubs. The likes of City Football club and Red Bull coming into

fferent teams in different leagues, opened up many new avenues for a lot

With the footballing scenario developing in countries like China through the Chinese Super
league, Australia through the A-League, Japan through the J-league and now India with ISL,

having a partnership with a local club has proved to be beneficial for a lot of clubs. The main

19
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| objective for a particular European club is to expand their market. To broaden their fan

following beyond Europe and tap into the likes of Asian market where there has been an

ipm‘ease in football following. Tying up with a local club gives the headstart for a club to work

with an established fanbase in a particular country and then work towards the development.

Establishing themselves without a strategic partnership could prove to be difficult for clubs

among the APAC fans. With the football leagues going in the right

work with, not only for their own purpose but also for the development of that local club.

Multi Club ownership strategy in Football

Consolidation, manifesting itself in the form of mergers and acquisitions of smaller companies by

larger corporations, is a common practice in the free-market economy. Within the growing football

industry, multi-club ownership — defined as an individual or a private company owning shares in two

or more clubs — has become increasingly commonplace over the past decade.

In the late 1990s, the portfolio of current Tottenham Hotspur majority owners ENIC (formerly the
also included a majority shareholding in Czech club Slavia

Praha and a minority share in Greece's AEK Athens. After both clubs qualified for the UEFA Cup

(1999/2000), the European C
UEFA, prohibiting any company or pr

one club in the same European competition.

ourt of Arbitration for Sports issued a ruling, which was adopted by

ivate individual to have control or influence over more than

At a national level, in an effort to guarantee the integrity of domestic competitions, major leagues

have implemented more rigorous legal safeguards on common ownership. However, in the global

football landscape. these regulations have not prevented clubs’ expanding internationally through

acquisitions, often targeting other European clubs not playing UEFA competitions or clubs that are

members of other confederations.

When the objectives of the ownership-sharing clubs are complementary, a broader network may

result that can leverage synergies from both a sporting (e.g. improve scouting networks) and business

perspective (e.g. mutualize sponsorship efforts, cost efficiencies, sharing expertise and best

practices). However, beneath the surface there are a number of challenges, including multi-club
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owners potentially facing opposition from fans if their club’s interest comes at the expense of a

tf)roader corporate body.

Fast growing groups owned by ambitious stakeholders like the City Football Group (‘CFG’) -
ﬂave also chosen this path with the aim of benefitting from a future pay-off. City Football group has
a goal of accelerating the growth of their brand. In this regard, emerging football markets such as
pnited States, where CFG owns Major League Soccer (MLS) franchise New York City FC, or India,

where they own stakes in Mumbai City FC, provide unique exposure and access to key markets

The Pozzo family case study

The family has demonstrated an impressive capability in identifying talent at Udinese Calcio,
Cranada CF - recently sold to Chinese firm Desport — and Watford FC. A larger club network has
helped to minimize player acquisition costs while maximizing the profit from surging transfer fees
tween ‘sister clubs” and later sold at a premium. However, clubs have also

as players were loaned be

profited from this unique network with both Granada CF and Watford achieving promotion to LaLiga
and Premier League respectively at that time. However, it is interesting to note that co incidentally

both Granada and Watford have been relegated this season from their respective leagues.

Attraction and Benefits of tapping into the Asian Market

Once commercialization of the brand for European football came to the fore, building, in some

cases, a business model that allowed clubs to become proper entertainment companies, the main

target market was the United States. Manchester United FC, one of the first clubs trying to leverage
a competitive advantage outside of their domestic borders, for example, started to set-up friendly
matches in the US at the end of the 1990s, taking advantage of the big, wealthy and football-hungry
North American market. Nevertheless, the recent interest of Asian countries towards football,
coupled with significant investments made by Asian owners into European clubs, are training the
focus of these clubs upon Asia.

The two primary reasons for the ever-increasing expansion into Asia:

1. Brand awareness

Increasing their brand awareness is fundamental in order to create new business opportunities. As

mentioned above, a growing number of clubs has already exploited their chances to penetrate into
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Europe and North America. On the other hand, Asia represents an uncharted market of more than 4
billion people, which is to say almost 60% of the worldwide population. So tapping into the Asian

market has been one of the main objectives for the clubs over the past few years and this has been

done through different ways.

2. Mutual development

Consequently, not only European clubs but also Asian ones can leverage on this strategy for their
own development. Indeed, many European teams have already developed new academies in Asia,
with the aim of finding and nurturing local talents. On the other hand, Asian countries receive the
technical know-how and can learn from the expertise of European coaches that ply their trade abroad.

By all means, this process might also contribute to elevating the quality of the local game, resulting

in a win-win situation.

Academies developed by "Big Five” leagues’ clubsin the Asian market

European teams have adopted different strategies to tap into the Asian market. Many clubs have

decided to follow a “traditional” commercial-focused approach, by setting up offices in the region

and making parlnerships with local sponsors. In addition to that, they have also leveraged on
o

digitalization and the spread of social networks.

22




A Study on impact of strategic tie ups between Indian vs Foreign Football Clubs with special
reference to Manchester United vs Mumbai City FC

As mentioned above, while the major clubs have adopted social media strategies and youth
(%levelopment approaches, the other clubs are entering into partnerships. Over the last decade, football
has been in the midst of a geographic shift eastwards. Despite the aforementioned opportunities for
European clubs to gain a foothold in Asia and the long-term benefits expected, there are also some
imits and challenges to cope with. Indeed, the level of football in Asia is still relatively weak, as in
he FIFA World Ranking, for instance, there are no Asian national teams among the top 30.
h distribution is uneven, as not all local fans have the same purchasing power,

Furthermore, wealt

while some governments operate through peculiar regulatory frameworks which do not always allow

for an easy alignment with the clubs’ needs. Time will tell whether such a new wave will bring clear

benefits to the clubs and the countries involved.

East Asian Market Development

To establish and execute any idea, the most crucial aspect is to have a blueprint of the concept.

1{ Over the past few years, China and Japan have had a surge in their football, but the blueprint was
created around the end of the 20th ce
were set up in both countries. Soon followe

Korea and Japan. China made its maiden appearance at the FIF

ntury. Almost at the end of the century, professional leagues
d the 2002 world cup which was jointly held in South
A world cup that year.

W. Manzenreiter mentions the enthusiasm of the fans from the Asian countries was 'zealous'. He

| stresses the commitment of the fans' support through the tournament journey to the round of 16 for

the Japanese and semi-finals for the South Koreans. The loyalty of the fans towards their national

| teams' unprecedented achievement was a witness of the passion which would long stay rooted in

Asia. At the 50th anniver
deemed Asia as the 'future of football'.

sary of Asian Football Confederation, FIFA president Joseph Blatter
(Manzenreiter & Horne, 2007)

They suggest that the rise of football in Asia is directly proportional to the commercialization of the sport,
| which is an integral part of the global economy. Along with global media awareness and foreign capital,
: American marketing intelligence was also an essential contribution to rising football popularity. In China,
football icons such as Gary Lineker, Zico and Paul Gascoine were on board to get some experience and
improve the quality of the teams. At the time, these were household names around the world, so it was

{ natural that it enhanced some fan exposure to the sport as well. Although only a few Asian players have

hest level in EUrope, the impact of those players on the engagement of fans is massive. It

{ made it at the hig
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|
is not new to buy Asian players to be able to make profitable outcomes through business opportunities that

[
a:lrise from it. In 2001, when Ono Shinji signed for Feyenoord, the broadcaster obtained the rights to display

matches in Japan. In 2002, when Lin Tie was loaned to Everton FC, all of their games were shown in China.

(Manzenreiter & Horne, 2007) John Connell talks about how football has acquired promise in China

through globalization, commercialization and development through the concept of soft power. He says soft

power is a concept where attraction comes from cultural, social and from the perspective of the interest of

the people (in this case, the football fans) rather than forced military coercion.

The template of Chinese Super League

Indian Super League to Indian football is what Chinese Super League is to the development

of football in China. India and China have more often than not remained in the same boat when

it comes to the level of football, the finances available to develop football, the infrastructural

development in football and mainly the population and the fan following which comes with it.

However, the start of Chinese Super League and the finances put into it was one of the major

things which has taken China ahead of India in terms of football development.

gue has started on that path as well with big money moves coming in,

Indian Super Lea
uropean players and the acquisitions from foreign clubs. Hence, for

signing of high-quality E
this dissertation, it is necessar

it to the current footballing scenar

y to understand the rise of Chinese Super League to then compare

jo in India.

er League was introduced in 2004 with 12 teams which was later increased to 16

Chinese Sup
tion of the CSL fast-forwarded the process of globalization of football in China

teams. The introduc
by years. China's determ
presidency of Xi Jinping.

globalization dreams, China's fai

major setback. The following 2015-
eagues. Players like Ramires (£25m) and Jackson Martinez(£31m) were signed

etico Madrid respectively. Experienced world-known managers were also

ined effort to achieve soft power through football was enhanced during the
Despite heavy investment and a thorough plan for development and
lure to reach the world cup in 2014 and a FIFA rank of 109 was a

16 season saw an influx of big-name signing in the CSL from

major European |

from Chelsea and Atl

brought in to improve the overall quality of the teams. The likes of Andre Villas Boas, Manuel
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h clubs and in the hope that they would possibly bring into light the potential of young local players
: a{long with developing the quality of the existing players. We can see that although the league was
staﬂed with a heavy investment in 2004, it wasn't until the mid-2010's that Chinese football started
attracting big names such as Paulinho, Alexandro Pato, John Mikel Obi and Oscar. Due to all these

efforts taken by China, it currently occupies the 77th place in the FIFA world rankings.

4 The Chinese authorities have developed a medium- and long-term football development plan.
’ Through this plan they view the development through three stages- to qualify for the FIFA world cup

again, to host the FIFA world cup and finally to win the FIFA world cup by 2050. Huge investments

| have been made by companies such as the Wanda group who own shares in Atletico Madrid along

| with being sponsors of FIFA since 2016. Evergrande Real Estate Group have also made investments

fields such as the football school they run in partnership with spanish giants Real Madrid.

The Indian Super League has been compared to the Chinese Super League due to its rise in

popularity over the last decade, as it attends to a very similar fanbase, market and follows a similar

franchise model. The Chinese Super League att
partnerships with clubs and their financial cap
from clubs in well-developed leagues. The ISL
of their careers and not during their peak years,
competition that the fans find themselves disappoi

the ISL has not been able to attract at the peak of their careers is due to the quality and lack of

popularity of the league. The shortage of resource

ained fame at the highest level due to its international
ability to bring in a plenty of world-known players
has brought in well-known players but at the twilight
which results in a reduced intensity and level of

nted compared to the European leagues. The reason

s in the league creates a further disadvantage for

the league.

History of Club Partnerships in India

With a population of 1.3 billion people, the Indian market looks like an attractive prospect for the
foreign market. The past few years have seen a massive increase in foreign capital investment in
India. The ISL holds no different reading, with an interest of foreign football clubs to form tie-ups
on different levels. To start with, the 2000s saw a couple of deals between English clubs and the local
Indian clubs. Leicester City FC penned an agreement with East Bengal FC in 2002, and
Wolverhampton Wanderers formed a tie-up with JCT FC in 2007, but unfortunately in both cases,
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| . .
frhe deals were disbanded in a few months due to lack of basis and understanding of the arrangements.

A number of agreements were put in place with I-league clubs such as well- Tata Football Academy

Mith Sheffield United in 2010, DSK Shivajians with Liverpool FC in 2013 among the most famous

ones.

Since the commencement of the Indian Super League, there have been a number of much more

well-organised deals. Although for a short period of time, Club Atlético de Madrid was the first club
ata from the first ISL season in 2014 until 2017. As part of the

Madrid’s training facilities for pre-season and were helped to

ite of winning the ISL in 2014 and 2016, the deal broke

deal, ATK was allowed to use Atlético

s and opinion clashes with the other major stakeholders. In

2018, Atlético Madrid penned down a contract until the 2020-21 season with ISL club, Jamshedpur

FC. For their first season in the ISL, Pune City FC partnered with Fiorentina FC selling them 15%

of the club’s shares. They were also allo

deal. Fiorentina FC helped to sign a numb

wed to use the training facilities in Italy as a part of their

er of foreign players, but the arrangement lasted just two

years after disappointing performances by Pune City FC.

Hyderabad FC signed a deal with Bundesliga club Borussia Dortmund in 2020. The agreement is

signed for two years with the option to extend further if progressive development is observed. One

of the first things this deal focuses on i
development of football at Hyderabad FC. In September 2019, Rangers FC formed a strategic

s for the Dortmund based club to oversee grassroots

FC Basel bought 26% of shares of Chennaiyin FC after

partnership with Bengaluru FC. Swiss side
they won the 2019 ISL. In November this

Leipzig to improve development opportun
nade Mumbai City FC it’s 8th acquisition after it bought

year, FC Goa entered into a partnership with Red Bull
ities until 2023. The City Football Group (CFG), which

owns the Manchester City Football Club 1




| clear. The partnerships hope to d

the deals that were made throughou
| of3 years. In top teams of Europe,
| difficult task. Many top teams have ha
the purpose of loaning out young player
| football. This game time is also like ana

| to their parent club that they are worthy

multiple partnerships since 2013. Ne
Montevideo City Torque, Girona FC, Sic
Champagne are all owned by the City Gr
of growing investments. In 2014, Manche
City after he had left Chelsea for the Unite

| from their feeder clubs. Manchester Unite

| Strategies and implementations. Indian footb
Super League in terms of monetisation, th

| still a long way to go to be able to match 0
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Major Impact that the partnerships will bring

Through these newly formed partnerships amongst the clubs, most of the agenda remains pretty
evelop the existing conditions of football in India through on and
off the pitch improvements. For the European clubs, India forms a huge market, and in order to

captivate this fan base, they see necessities of early investment. From all of the aforementioned

‘pa”nerships, one common factor stands out- the longevity of these partnerships and deals. Most of
t recent history are short term deals which lasted for a maximum
breaking through into the first team from the youth setup is a
d a relationship with other smaller teams in other countries for
s in order to get some game time and experience of first-team
udition for the youngsters to showcase their talents and prove

of getting into the first-team squad.

Like we saw earlier about Manchester City's owners. City Group Football have been involved in
w York City, Melbourne City, Yokohama F. Marinos,
huan Jiuniu, Lommel SK, Esperance Sportive Troyes Aube
oup. Mumbai City FC has been their latest addition to a list
ster City signed midfielder Frank Lampard from New York
d States. This is a perfect example of how clubs can benefit

d was one of the first clubs that started the trend of having

| aclub partnership for selective purposes.

he development of Indian football but only with the right

Club partnerships can be very useful in't
all has come a long way since the inception of the Indian

e number of followers and the quality of football. There is

r compete with the level of football around the world.
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Strateeic Partnerships that currently exist in Indian Football

1) Mumbai City FC — Manchester City FC (City Football Group)

Established Year — 2019

Type of Partnership — 65% stake in Mumbai City FC

Mumbai City FC entered into a historic partnership with one of the biggest clubs in

all, Manchester City after it was acquired by City Football Group. The City

European Footb
Football Group, one of the many business endeavors overseen by Emirati Royalty, has clear
e team on every continent, and utilize football’s universal appeal as a

ambitions — own a marque
cultures. Since 2008, when they took over Manchester City, CFG

bridge between economies and

has been active in acquiring clubs in different countries. Melbourne City FC, New York City

FC. Girona FC to name a few-

as a football market, City Football Group wanted to establish their

ket and Mumbai City
Mumbai City FC but al

With India developing
FC. the ISL club was chosen. This partnership

presence in the Indian mar
so to ISL and Indian Football.

adds a lot of value not only to

o stature of the other clubs on the CFG roster, this new

When viewed alongside the relaiiy
a city, Mumbai’s positioning as the financial capital of a

partnership shows plenty of promise. As
country whose economy is destined to be a global front-runner is a perfect setting. However, while

; C r opt
the coming years bring plenty of reason for op
hort-term expectations. The franchise nature of the ISL makes it

The Islanders reign in their S
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competitive, with critics of the format arguing that it comes at the expense of long-term

development of the sport.

When viewed alongside the relative stature of the other clubs on the CFG roster, this new

partnership shows plenty of promise. As a city, Mumbai’s positioning as the financial capital of a

country whose economy is destined to be a global front-runner is a perfect setting. However, while

the coming years bring plenty of reason for optimism, it is key that even the staunchest fans of

The Islanders reign in their short-term expectations. The franchise nature of the ISL makes it

competitive, with critics of the format arguing that it comes at the expense of long-term
development of the sport.

- The impact of these partnerships was seen instantly as the acquisition brought major changes to

1 the Mumbai City FC franchise. The who

and CFG brought their own people with expe

~ the past has shown their willingness to not only i

le administrative team including the CEO was changed
rtise. City Football Group with their acquisitions in

nvest funds but improve the organizations as a

whole.

- Their work in improving infrastructure for the clubs they’ve invested in, working with a clear plan
in sight to guarantee a profitable future. Be it improving the squad itself or integrating a strong

grassroot plan, the City Football Group ©

the reigning Premier League champions. Wh
t their reputation as a top 1

perates every club under its wing as they’ve done with
ile Mumbai City can definitely benefit with their

financial strength, bu ndian club will be amplified with professional

investors overseeing their growth.

based club, the impact was seen instantly as Mumbai City FC made

After acquiring the Mumbai
ointed Sergio Lobera, a serial winner with FC Goa. Mumbai City

19 new signings and also apP

went on to win the ISL that season and also qualified for the AFC Champions League. The onfield

success was there to be seen after the acquisition of City Football Group as Mumbai City’s quality

improved after making new signings.

dian Super League title along with the ISL League Winner’s Shield in their

After sweeping the In
bai City FC, the City Football Group will now turn its sights

o-owners of Mum

first season as the ¢
making the club “more sustainable from a talent standpoint™. CFG will

on longer-term project: Of
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now look at investing in developing recreat ional football programs, bolstering their youth football

teams, and the academy.

2) Bengaluru FC — Rangers FC

Established Year — 2019
Type of Partnership — 3 years strategic partnership

C signed a two year deal with an option to extend for one more

Bengaluru FC and Rangers F
number of football and commercial opportunities for both

year. This collaboration will present a
oking to explore the In
p will also be established which will allow the Scottish giants to

clubs. Rangers are 1o dian football market and grow their international

audience. A scouting link-u

identify India’s best talents.

The exchange will also S€€ Rangers Academy travel to India, have Rangers Soccer Schools hold
4 and bring tour groups to Glasgow for a unique experience with the

training camps in Bengalur
Rangers. A Rangers Legends team will also be making their way to India as part of the deal.

Stewart Robertson is excited ahead of the new partnership. He said:

Rangers Managing Director

“We're excited and proud 10 announce our
ccially at this time when football in India, a country of 1.3 billion

partnership with reigning Indian Super League

champions Bengaluru FC, esp
a period of unpre

ns and this partners

cedented growth. “The club’s international strategy is a core-

people, is entering
hip opens up Rangers to the vast football community

pillar to our growth pla
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in India and provides a great platform for us to engage with our wider fan base, and the South

Asian communities at home here in Scotland.™

Speaking at the launch of the partnership. Mandar Tamhane. CEO, Bengaluru FC said. It is a

matter of pride for us to be partnering with Rangers FC — a club that is laden with history and is

one of the top football brands globally.”

“The partnership is based on an exchange of knowledge and services, one that we are looking to

make the most of. Bengaluru FC’s endeavour has been to help grow Indian football and our
association with Rangers is a big step in that direction. We are excited about the development of
our academy, soccer schools and grassroots programmes in the coming years. There is also the

prospect of our first team visiting and playing a game at the Ibrox, which is something we are

looking forward to. We are certain of the success of this partnership.”

Rangers are proud to have developed a wide-ranging strategic partnership with Bengaluru F.C.
focused on a number of important initiatives and we are pleased to extend this relationship to
supporting the wider community in Bangalore and wider India. In response to the on-going crisis
taking place in India due to the surge in Covid-19 cases, Rangers are offering direct assistance to
key response groups who are providing critical relief services.

The partnership also led to a friendly being played in 2021 between Rangers FC and Bengaluru
FC at Ibrox, the home stadium of Ranger
to help identify and recruit talent from different

veteran Rangers player

s. The partnership created a scouting link for Bengaluru
parts of the country and, in the years to follow,

s will also pay these camps in India a visit and engage with supporters and

youth prospects.

praise on social media after the club confirmed a charitable

Bengaluru FC also received
gers FC. This strategic partnership between the two clubs also led

merchandise initiative with Ran

10 the transfer of Bala Devi, the 1

ndian Women football player to Rangers
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3)FC Goa — RB Leipzig
Established Year — 2020

Type of Partnership — 3 years strategic partnership

STRATEGIC COOPERATION

FC Goa announced a three-year strategic partnership with Bundesliga giants RB Leipzig that will

es both in the football and bus
s in German football in recent times ever since their formation in
Cl

help garner opportuniti iness spheres for the two clubs. RB Leipzig
o

has been one of the rising force

2009. The club worked its way up tl
liga by 2016. A season 1

1e league structure and within a period of 7 years, secured
?

promotion to the Bundes ater, in 2017/18 the Club ensured a place in the

UEFA Champions League. The 2019/20 season aga
ompetition.

finals of the premier European
grow the beautiful game, the coming together of two of the biggest names in India

in saw them create history, reaching the semi-

With a vision to
an oppomunity to exchange ideas and make footballing knowledge more

y focus of the partners

and Germany presents
hip will be Youth Development.

easily accessible. The primar

d of collaboration coaches from RB Leipzig’s Academy will be welcomed to

During this perio
Jowledge via worksl

hops. FC Goa will also be sending coaches and players

Goan shores to impart K1
from the club’s youth set-up for further training and learning the intricacies of the game at RB

Leipzig’s Youth Academy-

d Bulls will work in tandem not only to help each other to grow

The Gaurs and The Re
¢ development of footba

Il in India. The partnership will see both

internationally, but also for th
tionwide goccer C

clubs launch a na amp programme. The FC Goa National Soccer Camps, both




to play the FC Goa way,
| a rousing reaction from everyone in Goa,

- with the support of R

" come up with a unique curri

* popularize the game and tak

* players scouted through this p

Coaching teams from RB Leip
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online and offline, supported by RB Leipzig will make superior footballing skills & knowledge

' accessible to all football enthusiasts across India.

" With an aim to make football knowledge more accessible and helping the children of Goa learn

the FC Goa soccer camps were launched during the 2018/19 season. After
the Gaurs will look to step up even further, this time

B Leipzig. The 2020721 season saw the FC Goa Soccer Camps being held

online due to raging pandemic.

w be able to learn about ingredients that are needed at a young age to

The footballing youth no
e to be the best at it. Coaches from both FC Goa and RB Leipzig have

take up football and striv
culum and novel approach which allows for learning as per one’s own

pace, personalized feedback and a tailored approach for all players.

In the years ahead, the Gaurs will look to conduct these camps in cities around India, giving the

youth a chance to learn fro
¢ modern coaching techniques to

rogram will then be accepted into a comprehensive training program

m the best and showcase their skills. These camps will also help

the interiors of the country. The top

under the Technical Directors of both Clubs.

In this collaboration, the focus will be given to help coaches get better footballing education.
zig will be welcome

11 also send coaches to Leipzig to accumulate further

d to Goan shores to conduct workshops for the

youth coaches at FC Goa. The Gaurs W1
knowledge about the beautiful game and inculcate best practices from one of the most consistent

will also be conducting workshops in Germany with the view of

footballing nations. FC G02
German yout

imparting knowledge to the h about playing the FC Goa way.
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4 )
) Hyderabad FC — Borussia Dortmund FC

Established Year — 2020
|

| T 5
ype of Partnership — 2 years strategic partnership

e the Official Club Partner of BVB in India. A first fo h
. rsuch a

With this agreement HFC becam
cooperation for HFC and the fourtho

Thai Premier League Club Buriram U

ne for BVB with its currently ongoing club partnerships wit}
\

nited, Australia’s NPL Club Marconi FC and Iwate Grull
rulla

Morioka in Japan.
Development of youth players has been th

and Hyderabad FC. Under the partnershi
FC on its academy struc

e focus of the partnership between Borussia Dortmund
. un

p, Borussia Dortmund will focus on building and
n

supporting H ' idi
¢ Hyderabad ture as well as guiding their coaches on coaching

official statement announcing the partnership between the two club
o clubs.

& . .
ducation, according to an

Suresh Letchmanan, managing director - BVB Asia Pacific, added that the Nizam o

1' AR s might g

clearer idea of Gvery’[hmg if both teams collaborate on the field rather than virtuall .
ally. He also

explained the goals both clubs to achieve durin ir ti
¥ ¥ t] o o Ny s
g ing their tie-up. "Virtual stuff is great but

wish
nothing 1i ,
othing like being on the ground. We want to have the team here and vice ver

'sa, not just the

players but the staff and managem

achieve alongside HFC. One is to hav
we can have
ng them an understanding of our
system and showi
ing them

ent." he stated. "There are four key objectives we
want to

e our coaches in India. I think this is long overdue. W
. We are

hopeful th
at at some stage them there to share our philoso
’ phy as well as crea
. . te
players, givl e
n ngecondly. 10 h

ave the academy tr

touchpoints for the youth

the BVB way face 10 face.

ave the Hyderabad team coming over to Dortmund
und.

ain pretty close to the fir
- P
team. It's inspirational

h

We are fortunate enough 10
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for the young players who want t0 progress to the senior side. So, these are experiences that we

would like to share in person w ith everyone from HFC."

Borussia Dortmund will help in developing young players and will now focus on building and

supporting Hyderabad FC on its academy structure as well as guiding their coaches on coaching

education. The partnership will also include BVB’s expertise in technology to drive innovation,

enhance connectivity between the clubs and positively grow and expand its fanbase.

cellent brand visibility and raising each of the club’s profile among

In addition to providing €X
continent, the partnership is particularly good news for Indian

football fans around the Indian sub-
football fans as it shows a long-term commitment of one of the biggest German football brands to

the country’s footballing ecosystem.

5) Thane City FC — Southampton City FC

Established Year — 2021
strategic partnership

Type of Partnership — 3 Years

: 11 see Southampton FC's Football Partnership tea
The Indi ione nership that W1 p team
ian club signed a1
nent goals ov

ity's develop?

hart
or the next three years. Thane's aim is to create an

supporting Thane C
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environment tl
hat Inspir
challenges, inspires, and encourages aspiring inothialless, hy-enabl
, by enabling them t
0

(¢} entla]. ]le pal' : .p i )

staff, players : i
players, and parents to engage with Southampton FC's coach and player devel
evelopment

program. '
1. SFC Academy staff will also undertake a visit to Thane each year to w k with
ork with both

coaches and players.

The S s
outhampton model will help to create onc of the best Residential Academy Set-U
et-Ups in

India. The aim i
. The aim is to have each player coach ent i
| A , and parent In our setup to experi
perience Southam
pton

FC'S Curri .
urriculum here. The partnerships would thus incorporate player development
programs,

and :
coach education program as well.

6)FC Bengaluru United — Sevilla FC

Established Year — 2021
— 5 years collaboration

Type of Partnership

FC and FC Bengaluru United announced a five-year collaborati
10N

p- Sevilla FC will loo
u United, owned by Gaurav

Spanish football club Sevilla
in 2021. Through this partnerShi
or FC Bengalur
Sevilla FC's vas

k to strengthen their presence in the India
an
Manchanda, this "represents a

football ecosystem. F
¢ sporting experience and know-how"

]’l' 5
great opportunity to shar¢

be able to S€€ FC Bengaluru United as well as their acade
my

As part of the agreement. fans will
¢ and red colours from the start of the 2021-2022 se
season.

players in Sevilla FC's traditional whit

Sevilla FC and FC Bengaluf

u United will also explore opportunities to set up shared footballi
ing

schools in Karnataka.
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s part of the endeavour. Sevilla FC will assist FC Bengaluru United in various aspects such as

sports management, analysis. talent spotting, player development and optimisation of

performance and usage of sport technology-

Commenting on the partnership. Manchanda said, "Sevilla FC's desire to be part of the Indian

a great validation of the growing glob
o testimony to the potential of FC
FC, added: "For Sevilla FC, this partnership with FC

al appeal of Indian Football. Their

Football journey is
Bengaluru United." Jose

decision to partner with us is als

Castro Carmona, president of Sevilla
ht direction. It is a great opportunity for Sevilla FC

Bengaluru United represents a step in the rig

e India, a country that is key to our international expansion strategy.

to grow in a country lik

7) Odisha FC — Avai FC

Established Year — 2021
Type of Partnership — 3 Y6ars collaboration

INTERNATIONAL CLUB I?RTNEHSHIP

ODISHA 1 AV F.C.

|
|
) FC

ODISHA FOOTBALL CLUB MY AVl FUTEN.JL CLUBE

021 announced the finalisation of a strategic football and commercial

Odisha Football Club, in 2
Futebol Clubeasd

partnership with Brazil's Avai
he club's

part of OFC's Global Football Alliance initiative.

sl country's first partnership with a Brazilian football club.

This relationship marks t

fits and opportunjt ies to both the clubs and the countries.

ing many bene
alling and commercial relationships in order to have

This historic tie aims to br
rengthen footb

The primary objective is to st
- i ~ivities.
Mutual gains in their sporting and wider actl

37




ct of strategic tieu
ps between Indian vs Forei
ign Football Clubs wi
ith special

A Study on impa
reference to Manchester United vs Mumbai City FC

The partnershi
hip further expands Odisha FC’
s global presence and focuse
s on developing
players

and commerci iti
rcial opportunities on a domestic and international stage

for a stron i aying fo e natio f
g Academy with many players pl y' g 1or th jonal team and focus on h
yout

devel ;
opment, the history of the Club dates back almost a century.

utebol Clube gencrates great access to this unlimited source of tal
alent,

The agreement with Avai F
ai in developing youth players. Also, is an opportunity for th
e

specially with the background of AV

S. !

e sharing of technical information, working with basic categori
ories,

players. This partnership wi
h categories available for the development of football in

The relationship will involv
11 put all professionals from Avai's

traini
aining and even the exchange of
techni .

ical committee and from the yout

Odisha.

youth categories, it 158 training club recognized by the Brazilia
n

he revelation of talents

d coach Claudinei Oliveir
gers of Odisha, will also be able to help with his

Avai has a strong history in all
F
ootball Confederation (CBF), with t

which can help in this process: Avai Hea
h the technical mana
s. Claudinei spoke
professional athlete,

for the main and international team,

o a, who has already participated
a video conference wit

exper: . i . "Ki

pericnce, knowledge ond idea with Francisco 'Kiko" Ramirez Gonzalez, the

current coach of Odisha FC, a former

from Spain, about the development of

the joint work.

ness and Commercial prospects will be a key development driver

g trade associatio

ue through their

G
rowth opportunities in busi
ns and parallels. This symbiotic relationship is

Bo . 1
th countries have long-Standlrl
existing business relations in each country

a key factor both clubs wish to purs

a .
nd respective states.

ted to use the power of football in connecting

being construc

A .
long-term strategic plan 18
to the betterment of trade and educational

th continents

Compani otitut i
panies and institutions in bo

associations.
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8) Chennai City FC — FC Basel

Established Year — 2020
stakes in Chennai City FC

Type of Partnership — 26%

W!Il 1 F € g 1VeE a
] (’uld T i
<] an
e h om SW]SS Cl]_lb C BaS l. [he fOl'mel' I-Leﬂcue ChalnpiOl]S h A%
c c dan ambitio
. us
d hugc Sulpl 1se 1o Say C]leﬂn(li C]ty F( WEI
"€ One

()I"aSS. o .
grassroots project in the works. It wouldn't be

ature of football in Tamil Nadu in recent time
S.

of the ¢: .
e catalysts behind the increasing st

| Nadu football - Edwin Vanspaul, Dhanpal Ganesh, Nandhak
) aKumar

ael Regin - all owe Che
Club was taken over by Rohit Ramesh and re-

The g
current jewels of Tami
inai City i .
ai City in some part for the rise in

Sekar. Mi
kar, Michael Soosairaj and Mich
o the Netaji Sports

developing loc
hen the club entered the [-League through corporat
ate entry.

their f;

eir fortunes. Ever sinc

al talent and giving chances to youngsters |
's have

christened as Chennai City FC,

bee i
na prior .
a priority. It was evident even W

w of Swiss outfit FC Basel, who bought 26 per cent shares i
res in the

ho
ve revamped their youth set-up and are looki
ng to

Wl
ith the expertise and know-

club i
ub in February 2019, Chennai City ha

est ] o
ablish a state-of-the-art aca

demy in C oimbatore.

t expected an influence in the first team witl
O 1th

ennai C1tys mos
5. However. the Swiss club were mor
re keen on gr
erassroots

outh academy. The
1 the moment they entered into an
[¢

W .
hen Basel invested in Ch

exch o
ange of coaches and player

clopment ofa y long-term vision was clear for tl
 for the

roor
programme and the dev

d Basel, right frot

Cl") 2
~hennai Ci nt a
nnai City manageme t an
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agreement."Their philosophy is similar to ours. We want to target young footballers from the

community at a very young age. Our main focus during our initial conversations with them was

focused on our grassroots programme,” revealed Chennai City owner Rohit Ramesh.

"EC Basel look at it as an investment and they know India has a lot of potential. But they know
we need help in terms of youth development. They have a brilliant academy and have been

running it successfully for quite some time. They are trying to help us by sharing the knowledge

and setting up an academy," said Chennai City's recently appointed UI9 head coach Mouriya

Sethupandian.

ys made into India by European clubs end up as publicity stunts

While the majority of the fora
s or staff, the case with the Chennai City project is different.

with little to no exchange of idea
Basel's seriousness is evident by the fact that Massimo Ceccaroni who was the head of
academies at Basel for the last nine
official capacity. More importantly,

career at Basel and is considered 2 cl

years is shifting bases to India to lead the project in an
Ceccaroni is someone who played his entire professional

ub legend. In fact, his shirt number is retired by the club in

his honour.
They plan to take in about 60-70 kids into the academy, with around 50 per cent of the kids from

Tamil Nadu ideally. The facility will b
hnical staff like wardens,

ave a dedicated staff consisting of a team of 11 coaches

i cooks and the likes.

including Massimo apart from non-tec

Importantly. the club is planning 1 offer a full scholarship to the kids selected to be a part of the
antly, the club 1

academy. What is key here is that it is not

their academic needs are taken care of t00 .
| education.

Nearb care of their schoo .
y school to take se players who do not make the jump up to a

: . . 0
their university education t00 so that th

just football that the kids will get a chance to learn,

The club have already secured a partnership with a

And the plan is afoot to help them complete

; n in their career.
Professional level have something t fall back ©

cams till the U23 level in the academy apart from
d not field a team in the U18 I-League this season

ill be fielding the same from the coming season.

Which is why the club is

U13, U1S and U18. lncidentally,
Howevers they W

due to accreditation issues-
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While they plan to devel ester United vs Mumbai City FC ubs with special
various soccer schools a:: Prl:yel's from their residential academy from the age of 13
will ensure they are able to éi’,d SSI-.?‘OtS programmes (in Chennai) in the works for kids’ -
one day develop a pla em.l y and nurture talent from a very young age. Th agec.l 512
yer who will make it into European football on merit a;:co il‘dream -

’ rding to Rohit.

However b
] Oth Chen i i y t 1t
nal Clt and Basel are undel‘ no impreSSionS tha i W'l] b
1 C easy Wh i
. at is

he

long haul.

F . .
an Following of Indian Clubs and its partners

ISL team P
artners Instagram
Facebook
Twitter
ISL
partners ISL Partner iISL Partn
< ers
162k 21.8M 568k
39M 174.9k
. 8.8M

l:Mcumbai City | Manchester City

234
3ak | 443k | 358k | 721k [281.2K | 585.3k

Bengaluru FC | Rangers FC
S R
297k 199k 464k 1.8M | 875.9K 24.1k

Chennaiyin FC | FC Basel

FCG B
03 RB Leip2ig 303k 892k 455k 573k |3
Hyderabad AR
ad FC | Borussia 56.2k i2Mm 34k 14M
portmund 116K 3.5M
o

Taki -
aking a look at the table, 115 pretty €
ocial media presence,

h exceptions of Chenn
and FC Goa which e
media presence whic
Jubs with some of th

a below-average s
of the country. Wit
Instagram and Twitter,
other clubs have a social
are made between the ISL €
clear that football visibility in 1
the most used social media plat
shows that in the IPL tea
Hyderabad(2M) have all got follo™¢!

clubs; hence, the idea ©

ndia has not quite reac
form for the age group of
ms Mumbai(6.1M),

£ community buil

41

vident that most of the ISL clubs with partnerships h

especially with a consideration of the total po:ula:?ve
aiyin FC which exceed the number of followers i
xceed the number of followers on Twitter, all t;n
h can be improved further. Even if comp’arisonz
¢ IPL teams from corresponding cities, it is
hed its full potential. Instagram which is
18-35 according to Kellogg( 2020)
Mo Bengaluru(5.2M), Chennai(6.2M)
s in millions. The same can’t be said for most of the ISI:

ding and marketing to get this attention at this stage i
ge is
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necessary to create a culture amongst locals. In terms of partnerships, they can use this as a

strategy to develop significant interest amongst local fans. The social media platforms of the

clubs barely display a presence of these deals which have taken place for reasons unknown.

A thorough reading of the data from the 2019-20 season reveals that 13k supporters were present at

the stadiums on an average with around 40.9% capacity of seats being filled throughout the season.

In terms of stadium capacities and structure, much can't be said in terms of investment required to

be made. However, there has been significant evidence around the globe that stadium renovations

can have an impact on the economic value and attractiveness of the club. The best example that

which was built last year to hold a crowd of 62,000,

comes to mind is the Tottenham Hotspur Stadium,

k outlets and a microbrewery inside the stadium. The pitch is retractable, and a

with 65 food and drin
used for NFL games and other events such as concerts. The stadium has

new surface emerges which is
s and brought people around the world to visit and experience

uplifted the excitement amongst fan

hdays

the stadium atmosphere, especially on matc




o reune GBS PSP
Besseare ws
. n SEEEL T

E Sonsattdest s in

g
u 1

A Study on impact o
re
ference to Manchester United vs Mumbai City FC

Chapter 4 - Speci
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's Mumbai City
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. g I tO ﬁnd [] (+] i

partnershi i
nerships that exist have hac

TeChnica]' 1 1 W a l)
1ties “"h]Ch c i o 1 I)e I (
XISI bet een Eui'Opec n FOOt a]] Clllb Emd an ]ndiall S eaguce
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C b ub, thlS
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T " S
hrough this special referen

betw
een the :
two clubs based on 3 parameters over a period of time:

e Performance
e [nfrastructure

e Fans

Manchester United Football €IuD
anchester United Football Club

pisa professional football club based in the Old Trafford A
ord Area

M
anchester United Football Clu
ier League, the topflight of English Football

of M
anchester, England. The club com
f the most suc

petes in the Prem

cessful clubs in English football, having won a d
record 2

Ma] Ch
le%lel U i 1 one
. l’llled 15 o [

Leagiia o
ague titles, 12 FA Cups. five

and a record 21 FA

[eagu€ cups.
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won the Champions League three times, and the UEFA Europa League the UEFA CUP WINNERS

CUP, the UEFA Super Cup, the Intercontinental Cup and the FIFA World Cup once each

Manchester United is one of the most widely supported football clubs in the world. Manchester

United was the highest earning football club in the world for 2016-17 with an annual revenue of
3 O

€676.3 million, and the world's third most valuable football club in 2019, valued at £3.15 billi
3 d i on

($3.81 billion).

Manchester United as mentioned above has been one of the most successful clubs in Englisl |
p=J 1 |

Football and European Football. When it comes to global fan following as well, Manchester United
“

have always been one of the top sides with fan following all around the world.

satisfactory due to their poor performance

The recent history of Manchester United has not been

in the last decade. However, overall they have been one of the most consistent sides in the English
o

top-flight league.

hester United over a period of time

Performance of Manc

Manchester United F.C. League Performance 1892-2022

= o
o [
e 2 2
pAGE X =] o
LY — -
’ =) °
e z 2
2
= s ‘
3 i % .
o
[ I Y | __‘
'i%!] - —!
« = as Hewton Heath
—as Manchester United
333384888

a detailed look at Manchester United’s performance over the years

The graph above, gives
Since the start of Premier League cra in 1892 till 2022 season which finished on Sunday. As

isible In the graph as well, Manchester United have been consistent

mentioned above, which is v
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performers over a period of time. Having won 20 premier League titles in the Premier League

era, rightly they are on top quite frequently in the graph above.

Talkine about the recent history, since the 2012-13 season, United have not been able to win
o

the Premier League title. The departure of Sir Alex Ferguson, United’s most successful coach
led to the downfall of the club recently. Towards the end of a disappointing 2013/14 season, with

United unable to win any of the cup competitions and lying in seventh place, it was announced that
Moyes had left the club. On the same day, 22 April 2014, the Reds' longest serving, and most-

decorated player Ryan Giggs was placed in temporary charge until the end of the season.

B Revenue O Finishing position

£600.000.000 C

y .
£500.000.000 :
.
.
.

£400.000.000

£300.000.000 ¢

.
£200,000.000
£100.000.000
£

-2
1998 2000 2002 2004 2006 2008 2010 2012 2014 2016 2018

© o N d b oAb

-
- o

i da s S ek S e
® N oo B LM

s
o o

0 1088 1990 1992 1994 1996

This g graph shows a mixed bag of reality for Manchester United. The graph depicts
he above gr

the fnishing positions of Manche . .
d of time. Despite performing poorly in the last decade, Manchester

ster United in the league and the revenue that they gained

over the same perio
" -ouch 1 ~omi cial a sects. . .
United has still made a lot of revenue through its commercial as While such a high

ve. the sporting performance should not take a back seat.

revenue is always positi
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Modern sports team exists to do two things. First, to win — its sporting aims. Then, to make as

much money as possible — its commercial aims. The two can coexist in harmony, but not

always. Increasingly, United are a case study in what happens when commercial aims triumph

over sporting aims. This is what happens when commercial aims are embraced with such gusto.

The numbers of downloads and subscriptions become the metrics by which teams judge

themselves. United have perfe

Woodward and his team have developed an in
elf to fans, advertisers and broadcasters the world over. The first

cted the art of victory without needing to win on the pitch.

stitution that no longer depends upon the results

of its football team to sell its
team is now an addendum to the serious business: making as much money as possible.

Infrastructure of Manchester United

Manchester United are home to one of the most iconic stadiums in the world, Old Trafford. The
"

legends of Old Tra fford are known for

stadium in Europe. Manchester United are expec
15.000 seats to boost the capacity of their famous stadium to around 88,000. That would make

nd biggest stadiut

a long time. With a capacity of 74,140 it is the 11" largest
ted to extend Old Trafford by approximately

Old Trafford the UK's s€cO n. behind the 90,000-seater Wembley.
rarror (=
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Despite United frequently failing to impress on the pitch this season, there remains a massive

demand for tickets at Old Trafford. United already have over 50,000 season-ticket holders, plus a

further 100,000 on a waiting list.

Trafford Training Centre is the training ground and academy headquarters of English football

club Manchester United F.C. It is near the village of Carrington, Greater Manchester, England,

and replaced The Cliff as the club's training ground in 2000.

Fan following of Manchester United

United are recognised as one of the most valuable sports teams in the world by Forbes with an

appeal to football fans that is comparable to that of Clasico rivals Real Madrid and Barcelona. For

example, as of March 2022, Manchester United's combined social media following (across

Twitter, Facebook, Instagram, TikTok and YouTube) stood at 180.2 million followers.
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Manchester clubs’ followers on Facebook, Instagram & Twitter

- FB - Insta - Twitter

&

Man Utd Man City

Brandtix

The above-mentioned pie chart clearly depicts the difference between the two Manchester sides
when it comes to fan following. Manchester Unite boast one of the top fan following in the world

despite their poor performance over the last few years.

per game attendance of Manchester United from 2009/10 to 2021/22

Average

o 1oa 75387 75530 75203 75.335 75279 75305 75,102 74879 72,992
74864 /2.1

57.942

Addtional Informaton

Source
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It can be seen here, that despite Manchester United’s poor performance over the last decade their
stadium attendance for home games over the last 10 years has been close to full capacity. An
average of 75,000 fans attend their home games every season which makes it one of the top clubs

in that category in England.

This overview of Manchester United’s fan following suggests that they boast one of the biggest

and most loyal fans in club football.

This special reference of Manchester United was to understand the results of the club’s

performance, infrastructure and fans over the past few years.

Mumbai City Football Club

- MUMBAI
CITY.EE
[ ]

QT TR T
~———

Mumbai City 18 an professional football club based out of Mumbai, Maharashtra which plays in
the Indian Super League. It was founded in 2014. Mumbai City became the first Indian team to
win a game in the AFC Champions League. In 2019, City Football Group bought 65% stakes in

the club which made it a sister club to Manchester City.

ance of Mumbai City FC over the vears

Perform

Mumbai City FC initially were a bottom half team. In the first 4 seasons of ISL, Mumbai City

never finished nto the top 4. Afier the acquisition of City Football Group, changes were made to

the club for their improvement. Mumbai City made 19 new signings in the 2019 season and
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appointed Sergio Lobera as coach. It led the side to their first ever ISL title as they also became

the first side to win both the ISL Shield and Cup.

Recently, Mumbai City FC also became the first Indian side to win a game in the AFC
Champions League. They went out in the group stage after winning two and drawing once. In

conclusion. Mumbai City since the start of ISL in 2014, performed poorly with their best

performance coming in the 2018 season where they lost in semis before winning the double next

scason.

The likes of Diego Forlan, Nicolas Anelka, Freddie Ljunberg played for Mumbai City FC in the

initial seasons, but they were not able to have any impact.

Infrastructure of Mumbai City FC

Mumbai City FC shifted their home base to Mumbai Football Arena, in Andheri from the third

season as DY Patil stadium Was allotted t
g relatively small but a multi-use FIFA and AFC approved stadium,

ndheri. Mumbai Football Arena has a capacity of 7,790 seats.

o go under construction for 2017 FIFA U-17 World Cup.

Mumbai Football Arena i

located in the heart of the city. L.e. A
gularly by the team's
The Mumbai Football Arena is modified during

The A i< filled re dedicated fan base. The stadium also has a separate
e Arena

Away fans.

section to accommodate
p stand to the east of the stadium.

the 1SL season to incorporate a Vi
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Fan Following of Mumbai City FC

Mumbai City FC is reputed to have one of the most vocal fan bases in India. The West Coast

Brigade is the official fan club of Mumbai City FC, which is known for its support to the team at

both home and away matches. West Coast Brigade is held in high regard by the MCFC

management, as they have dedicated a stand for West Coast Brigade members in the Mumbai

Football Arena.

The players and the coach have often acknowledged the fans' support in the success and always

engaged in fans interaction and promotional activities. In 2017, the Islanders became the first club
o

in ISL history to announce a special section for away fans as a progressive step towards football

fan culture.

INDIAN SUPER LEAGUE CLUBS

WITH THE MOST FOLLOWERS ON INSTAGRAM

[(oawmarwrs |

% (o
; v‘
(Bt =

oure above, Mumbai City has the 6™ highest fan following in Indian Super
o

As we can see in the f1 . . : .
aoram. The club needs to increase its social media presence and

League when it comes to Inst |
o increase fan following.

activate new strategies 10 ordert

{ out in the special reference to Manchester United vs Mumbai City

Through this study carriec
hat we can look at:

FC. there are certain findings t
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e Manchester United is one of the most successful clubs in English Football while on the

other hand Mumbai City has been inconsistent over a period of years

e The impact of City Football Group on Mumbai City FC can be clearly seen as after their

arrival, Mumbai have performed well and became the first side to win the double

e While on one hand Manchester United boast one of the highest capacity stadiums

Mumbai City FC have the lowest capacity stadium in ISL.

This suggests that Mumbai City FC need to revamp their stadium infrastructure and

expand it to take the club at a higher level, especially after the arrival of City Football

Group.

The fan following of Manchester United has been consistent over the years, while

Mumbai City FC have struggled to fill the capacity of the stadium.

e Mumbai City FC need to undertake fan engagement activities in order to improve

stadium attendance for their games.

e Overall, it is difficult to compare two sides of very different stature because of the age of
o

ISL and Mumbai City FC.
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Chapter 5 - Research Methodology

The research’s main objective is to understand the impact that strategic partnerships have had
on Indian football. There are many existing partnerships between Indian and European clubs
The aim is to understand what these partnerships have led to. This study will mainly be

qualitative to understand the different types of partnerships that exist and what these

partnerships are based on.

The idea behind qualitative research is it gives an in-depth analysis of diverse points and their

| knowledge or lack thereof, about club partnerships. Other reasons to carry out qualitative

|| research are coming across different points of view, which might spark ideas for further
1, research. Since there is no existing research available at this point on the same topic, this will be

| an inductive approach, and a theory will be proposed after analysing the obtained data.

Data collection

ltiple sources of data collected for the purpose of this research. Both primary and

There are mu
e collected and analyzed thoroughly to display the potential of the market

secondary data wer

and possible solutions were proposed to bridge the gap.

Primary data- This study mainly focuses on primary data obtained through a survey conducted

by the author. The survey Was formed b
otball fan in India. The go

y a list of questions which are created to understand the

behaviour of a fo al of the survey was to recognize the expectations of

fans from the ISL an
to gain an understanding

development of the sport.

d influence those club partnerships made on their decisions. It also helped

of the knowledge about the awareness that the audience has on the

For the purpose€ of this research, secondary data was acquired from various

Secondary data-
such as social media,

grassroots development initiatives, stadium capacities

literature on factors
s and more. The idea behind studying this data is to

partnership deal

and potential growth, club
e been taken in the

find out what initiatives hav development of football in different aspects
which are mentioned above and t0 recognize the gap in between the existing strategies and

possible developments
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Chapter 6 - Data Analysis

This section focuses on the analysis of the Primary Data which was collected through a
survey conducted on google forms. The survey was completed with a total response of 93
football fans. The aim of this survey was to understand what the fans think about the strategic

partnerships. Whether the fans are aware of these strategic partnerships and their perspective

towards it.

This primary research will help to understand a key perspective towards the dissertation

topic. The survey aims to answer the question. “Fans perspective towards the impact of these

strategic partnerships.”

The set of responses obtained from the football fans is the basis of understanding
transactional and non-transactional points. Let us now study the samples derived from the

survey.
Gender
93 responses
@ Male
@ Female
» Other

merely 8 (8.6%) were females, which is in itself a testament to

Amongst the 93 respondents | . |
¢ to make the sport aware amongst girls, especially the

need to be mad

the fact that efforts
pose of gender Wa

s mainly to understand the interest of girls who

younger generation. The pu!

I
watch the sport as well and value t ,
e. it will be an imp

1eir presence 1n the game. With women’s football coming

ortant aspect in the future of football in India as

up strongly around the glob

well.
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Occupation
93 responses

@ Student
@ Salaried Employee
7 Business Owner

f this survey was answered by students which comes under ‘youth.” Although there

Majority o
people who are employees and 2.2% from people who are business

were 34.4% responses from

OWwWners.

This tells us that the target age group for this survey was students who make up for 63.4% of

the responses.
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What is your age?
93 responses

@ Below 18
@ 18-25
) 26-35
@ 36-45
@ Above 45

h responses from all age categories as can be seen from the pie chart
¢ |

Although there are enoug
) ages from 18-25 with the next best being age group 26-35

the best part of the sample (68.8%
qual number of responses from the age group 36-

with 17.2% of responses. There arc almost €

ority in such a young age group is important as they are the

45 and above 45. Having a maj
their inputs on these M
e studies on the m

s well and their opinio
¢ view towards the sport and these views will help to

atters means an important contribution in the analysis of

future so to get
atters of Indian football. There were 7.5% of

the survey and for futur
ns will show diversity amongst the age

respondents below the age of 18a

ill have a differen

mendations.

groups. Each group W

organise a structure for recom
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Do you follow Indian Football?

93 responses

@ Yes
@ No

This was one of the first questions in the research to understand whether the football fans follow

Indian Football. Many
but they do not follow Indian Football.

a times what happens is, football fans tend to follow European Leagues

As it has been the case here, out of the total 93 respondents, 77.4% of them follow Indian

Football in some or the other way while the rest 22.6% do not follow Indian Football.
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How often do you keep track of ISL or I-League?
93 responses
@ Walch all the matches

@ Only read updates about the league
Do not watch at all

The next question was 1o understand whether these football fans have an idea of ISL or I-

t majority of fans (72
ue. This tells us a lot about the viewership of ISL or I-League.

° lv read updates about the league and d t
League. As it turns ou %) only read up o S

watch matches of ISL or I-Leag

pondents who do not watch at all while a merely 10.8% of people

Then there are 17.2% of res
ar lack of interest of football fans in Indian

i le
watch the matches regularly. This shows a ¢

football.
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EIg

Clubs?

93 responses

@ Yes
@ No

d on the topic of dissertation that is the impact of strategi
gic

The next set of questions focuse
Clubs. Hence to start off with, a question was asked

1 Indian and Foreign

partnerships betwee
aware that there are strategic partnerships which exist
X18

to know how many fans are actually

between Indian and Foreign € lubs.

g were aware of some or the other strategic partnershi
pPs

% of respondent
1 reason behind this being the fan following of
o

Football. The mail
Borussia Dortmund wh

As it turns out, 80.6

that currently exist in Indian
o have strategic partnerships with

clubs such as Manchester City and

an Indian club.
posted on their social media accounts about these strategi
ic

The European clubs have
primary reason tha

looks to be the

O t there is awareness about these strategic

partnerships that exist.
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If yes, which of these partnerships have you read about?
84 responses
Mumbai City FC - City Football
Group 74 (88.1%)
Bengaluru FC - Rangers FC 29 (34.5%)
FC Goa - RB Leipzig 33(39.3%)
Hyderabad FC - Borussia
Dortmund FC 39 (46.4%)
Thane City FC - Southampton 14 (16.7%)
FC Bengaluru United - Sevilla FC 28 (33.3%)
0 20 40 60 -

In the follow up question, the respondents had to choose the strategic partnerships which they

knew about. Not surprisingly,
hip. The main reason being the fan following of Manchester City and

88.1% of respondents knew about the Mumbai City FC and City

Football Group partners
certain fan engagements activities which were carried out regarding this partnership through

the social media channels of Man City.

Next popular was the Borussia Dortmund and Hyderabad partnership again due to the fan

following of Dortmund. There were similar set of responses in and around 35% for the

partnerships of Bengaluru-Rangers, FC Goa-RB Leipzig and FC Bengaluru United and Sevilla.

This tells us that the % of people aware about a certain partnership is based on the popularity

of the foreign club which 1s involved in the strategic partnership.
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Do you think these partnerships will help in improving the viewership for Indian Football?
93 responses

@ ves
@ No
Maybe

The next question was the most important one with regards to the topic to understand the fans

hese partnerships will help in improving the viewership for Indian

perspective whether tl

football.

) felt that yes the strategic partnerships will help in improving

Majority of respondents (62.4%

the viewership of Indian Football. While there also was a good 32.3% of audience which felt

that strategic pq,-me]-shjps and increase in viewership may not necessarily be directly
C

proportional.

artnerships will not lead to increase in viewership.

5.4% of audience felt that strategic p

nts could be based on the fact that due to these strategic

While the 62.4% of responde | |
jub might turn 1 to watch Indian Super League.

ns of that foreign ¢

|so fair just like the 32.3% of audience as partnerships may not
s also I

partnerships, the fa
However, being sceptical 1
. . - for viewership-
really increase the number 101 vie
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ps will help in developing the quality of Indian Football
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0
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ery high
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Majori :
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Will these partnerships lead to more Indian players getting a chance to play abroad?
93 responses

@ Highly Likely

@ Likely

0 Neutral

‘ @ Unlikely
P @ Highly Unlikely

stand whether the fans think that these partnerships will

The next set of question was 10 under

ayers getting a chance to play abroad.

lead to more Indian Pl

t these paﬂnerships will lead to more players getting a

While 78.5% of respondents felt tha
amount of neutrals (23.7%) who felt that the

chance to play abroad, there were also a 1arge

two aspects may not be directly proporllOﬂal-

e strategic partnerships, Indian players will not get

Around 8% of people felt that despite thes

:hallCe tO plﬂy abI‘Oad.
l ppen“lg CU]]'S““) ? ) In i nI 1 y E h(l ,E ::Ol d Chance tO
nd

If we look at it from what IS
artnerships have

d these strategic P

played a part in it.

play abroad an

ns team football player got a chance to play for

o Indian Wome
Bengaluru FC and Rangers FC.

For example: Bala Devi th
ship petween

Rangers FC through the partner
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According to you, the partnerships will have the most impact on which of the following? (1 being least and 5

being most impactful)

40 EE EE2 W3 Hl . 5

0
Improving quality of Indian Football Leagues Improving Fan following in India Influx of Foreign Players in Indian

The last set of question was to understand the fans perspective on what the most impactful

factor through these strategic partnerships could be. Options were given such as improving

the quality of football leagues, Improving fan following in India, influx of foreign players in

Indian leagues, development of Indian players and financial stability for the Indian club.

Out of 93 respondents, 22 respondents felt that influx of foreign players in Indian leagues will

be the least impactful factor through these strategic partnerships. This does not come as a

surprise as foreign players have been playing in the Indian leagues even before the

partnerships came to fore.

22 respondents felt that ‘Financial stability for the Indian club’ will be the next least impacted

factor. | agree to the respondents here as the main objective of these strategic partnerships is

based on development and fan engagement and not on developing financial aspect of Indian

club.

Development of Indian players got a mixed response from the set of respondents as 30

respondents each felt that it will be the 3™ and 4™ biggest impactful factor while 20
respondents felt it will be the most important factor.

Improvement of fan following in India saw an equal number of responses in 3" and 4" place

as respondents felt this is yet another big factor which will be impacted the most through

strategic partnerships.
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A survey high 39 respondents felt that majorly the strategic partnerships will have an impact

on developing the quality of these Indian Football Leagues.

To conclude, we can say that the respondents feel the strategic partnerships will have the
most impact on improving the quality of Indian football leagues and fan following.

This survey tells us that the respondents answers are in line with the main objective of these

partnerships.

Overall although the fans have given their opinions on how football can develop in India,
they also believe that it is a matter of time and patience. The ISL has done well since its
inception, but it is not an overnight thing but a process over a long period of time.
Developments need to be targeted strategically to provide the best results in overall aspects of

the sport.
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Chapter 7 - Conclusion

the different impacts that these strategic partnerships have on Indian Football
ootba

The strategic partnerships have been existing in football for a very long ti d
ime and India

is now getting used to it

These strategic partnerships will help in developing many different aspects in Ind
s in Indian

football

However, the major improvement t
expertise in the field of football which will help development of Indian pl
ayers and

hat these strategic partnerships will do is to bring

coaches.

Fan Following is another major aspect which wi

ce carried out between Manchester United vs Mumbai City FC
y

11 be improved majorly through this

The special referen

helped us to understand the gap that exists between Premier League and Indian S
ian Super

League.
Performance can be secondary but there needs to be infrastructural devel
opment

especially for Mumbai City FC

This will in turn lead to an increase in fan following.

To sum it up, strategic partnerships will lead Indian football to a new high if th
11 they are

implemented properly

The mentality of fans in the country is based either on the success of their club
club or the

ments and fame t
d fan bases majorly depends on the country’s approach

regulatory achieve he club goes on to bring to the comm
., u i
mmunities an i

Improving these ¢O
tball culture it carries and its res
ponse to the demand
s of fans and

to developing the foo

viewers across the country, which hopefully could
go a long way to add
ress the

cross the globe.

demands of yiewers a
Il culture and the development of football in the country, th
ry, the

In response 10 the footba
ondents from the su
ence in the developm
hat would experienc

hips can b€ put in

rvey feel that certain factors carry more importa
nce and

resp
ent as compared to other factors. The factors, accordi
: ing to

influ
e the best improvement phases through international club
u

fans, t
partners order of importance as Infrastructural develop £
ment o

football in general
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The author has compared the Indian Super League to the Chinese Super League due to

its rise in popularity over the last decade, as it attends to a very similar fanbase, market

and follows a similar franchise model.

The Chinese Super League attained fame at the highest level due to its international

partnerships with clubs and their financial capability to bring in a plenty of world-

known players from clubs in well-developed leagues.

The ISL has brought in well-known players but at the twilight of their careers and not

during their peak years, which results in a reduced intensity and level of competition

that the fans find themselves disappointed compared to the European leagues.

The reason the ISL has not been

quality and lack of popularity of th
a further disadvantage for the lea
es satisfactory evidence that there is
otballing world. The international club partnerships and fan

able to attract at the peak of their careers is due to the

e league. The shortage of resources in the league

creates guc.

This further provid

within the Indian fo

a need to develop communities

with one another, as proposed in the model.

engagement are correlated
The partnerships have 2 potential t
te in the country, vice ve
¢ large market potential it

o attract more followers for the sport due to the hype

rsa increase in fan following attracts international

it can genera
carries which could boost their brand equity.

partners due to th
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Chapter 8 - Recommendation

The strategic partnerships will be helpful only if there is clear communication between

the clubs.

The Indian clubs should be making sure that the fans know about these strategic

partnerships.

There needs to be more awareness regarding the strategic partnerships that exist.

Currently all the strategic partnership deals are 2-3 years, however, in order to have a

long term development, these partnerships need to be long term deals

As studied throughout the paper, there is a large potential for development in the Indian

Super League and Indian football in general.

Football club partnerships are great initiatives when it comes to bridging the gap

between the quality of Indian football with that of European football. But in order to

get the best out of these deals, it is important to make sure that the fans are well

informed about these partnerships. Being a football fan and looking through their

perspectives and adding valuable information retrieved from the conducted survey

displays a lack of hype and buzz created through these deals.

These are deals which should be making fans jump up with excitement to allow them

to follow the sport. While the deals are done, there is a lack of clarity about what each

deal aims to provide for Indian football fans.

The ISL clubs need to start using social media in a much more effective way which

makes fan interaction an important part of their digital marketing plans.

Through social media, the clubs should be able to analyse their fans’ prosocial

behaviour and other non-transactional aspects, which are an important indicator of fan

satisfaction, and eventually leads to determining the clubs brand value.
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Fans should be able to feel a part of a reason and form an emotional relationship with
the club and other fellow fans. To fulfil this purpose, the clubs should come up with
innovative ideas like the use of chants for every player, player interaction sessions with
fans, enabling personalised merchandise and providing season tickets at discounted

prices to fans, so they go to the stadiums more often than not.

Majority of the survey audience also believes that the partnerships are more sustainable
and impactful if it is a long term goal that they wish to achieve. Having short term

partnerships of less than five years is not the ideal solution to develop football, and it

affects the stability of the clubs.

When the people in charge of overseeing development schemes and operations are

constantly changing with changes in club partnerships, it affects the linear growth line

which is obtained through long term partnerships.

There is a major need for the development of infrastructure of football stadiums to

entice football fans to come and watch the sport live. When a sport like cricket which
i

is a game that goes on for hours can have packed stadiums with larger capacities than

the football stadiums in India,
into football stadiums. The marketing strategies and improvements in stadiums

then it is not impossible to find ways to attract the crowd

facilities should help create that interest among fans.

The future of Indian football is in the hands of the kids who probably have not even
started playing yet. It is paramount that grassroots level initiatives are given equal if not

more importance to allow the budding footballers to enjoy and learn the art of football

and hone the
facilities and scouting

to worry about the injuries whic
vided to these kids about nutritional and dietary habits as well.

ir skills under the right conditions. This includes improvements in training
the right talent to move forward. The kids should not be allowed

h they suffer at an early age, and education should be

pro

There is a large market potential for the fan parks, and ISL should be taking into account

jve return on investment it might attain throu
a carnival for football fans, and many would be interested if they are

ement professionals who have the ability to make these

their mass gh these ventures. Having a fan

park is like having
organised by event manag
events a huge success.

69

—



A Study on impact of strategic tie ups between Indian vs Foreign Football Clubs with special
reference to Manchester United vs Mumbai City FC

Chapter 9 - Bibliography

https://gbsge.com/media/ccipybw2/ sawant-vash-2020-development-of-indian-

football-club-partnership-and-fan-enga cement-mba-thesis-geneva-business-

scho.pdf

https://academicarchive.snhu_edu/bitstream/handle/1 0474/1722/snhu_00150.pdf

7sequence=1 &isAllowed=y

https:// www.footballbenchmark.com/ library?search=indian+football

dgeessavs.com/blog,/write-dissertation—literature-review-

https://www.oxbri

depth-guide/

ertation.laerd.com/ how-to-structure-the-research-limitations-section-

https://diss

of-your-dissertation.php

https://WWW.200 gle.com/search?q=mumbai+Cit\/+fC+fall"‘fOl10Wing+socia]+me

isch&ved=2ahUKEinvJ7JlPi3AhV7 1eGHTFkD0QQ2-

dia&tbm=
cCeeQl ABAA&oq:mumbai+citv+fc+fan+f0]lowing+social+media&gs lep=C

pbWcQAzoECCMOJ1 CmA1iLD2D4D2gAcAB4AIABgAGIAbULkgEEM

gN
C4xM5gBAKA BAaoBC2d3cyl3aXotaW1nwAEB&sclient=img&ei=pNKMY's

7mlvv84-
EPsci90A( 2&bih=’657&biw= 1366&hl=enf#fimgre=_ouTEqKbQimMOM

?q:mumbai+city+fc+fan+followi11g+social+me

https://WWW. google.com/search
dia&tbm=isch&ved=2ahU KEwjOyl7JIPi3AhVT ieGHTFkD0QQ2-
fan-+following+social+media&gs lep=C

cCe JABAA&oO — mumbaitcity+fct
oNpbWc¢ AzoECCM .llCmAliLD2D4D2 AcAB4AIABgAGIAbULkgEEM

C‘4xMSGBAKABAaoBC2d3c 13aXotaWl nwAEB&sclient=img&ei=pNKMYs

70




A Study on impact of strategic tie ups between Indian vs Foreign Football Clubs with special
reference to Manchester United vs Mumbai City FC pec

Tmlvv84-
EPsci90AQ&bih=657&biw=1 366&hl=en#imerc=I1 AiITKQZtgASpM&imgdii=

IAVeoKgEV2c0xM

https://en.wikipedia.org/wiki/List_of Mumbai_City FC records_and_statistics

0 gle.com/search?q:fan+following+of+ma nchester+united+GRA

https://www.g0

PH&tbm=isch&ved=2ahU KEwinpfapijvi3AhWnji2MGHfuvDtIQ2-

cCegOIABAA&oq:fan+follo
ngchOAzoECCMOJ 1CUA1ipDWCOD2gAcAB4AIABelgBjwaSAQMwL ]

eYAQCgA( ngAOtnd3Mtd216LW1tZSABAO&SClient=img&ei=GMyMYue5 E

aefjuM P-9-6k A0&bih=657&biw=1 366

wing+oftmanchester+unitedtGRAPH&gs_lep=C

https://Www.200g le.com/search?q=fan+follow ing+oftmanchester+united&sxsr

%ALiCZSbaYuSYh77XGCS—
53 394347474&source=lnms&tbm=isch&sa=X&ved=2a

pBaiszYVSCng:m
VSA94KHXM4DNQQ_AUoAnoECAEQBA&biw=1366

hUKEwi3wIT2_ij3Ah
&bih=657&dpr=1

en—in/news/biggest—team—manchester—united-citv—

https://www.goal,com/

trophies—most—fans/bltfd42a698fd] 14700

|d-trafford-and-

htt ys//www.si.com/ soccer/manchesterunited/news/o
niteds—carrington-training—ﬁacility-to-undergo-redevelopment

manchester-u

Horts romedia.com/news/manchester-united-o]d-trafford~

https://WWW.SP D
redevelopment—stadium—glazers/

71




A Study on impact of strategic tie ups between Indian vs Foreign Football Clubs with special
reference to Manchester United vs Mumbai City FC

thestadiumbusiness.com/2019/11/26/united-infrastructure-review-

https:/www

include-old-trafford/

https //www.google.com/search?q=chennai+citytfctfetbasel&sxsrf=ALiCzsY

vFtBDPfgSEnsHe45AvH-
fine7JGw:165338991721 0&source=Inms&tbm=isch&sa=X&ved=2ahUKEwiT

{sK1 f3AhWHIGEKHedrCXkQ_AUoAnoECAEQBA&biw=1366&bih=657

&dpr=1

https://www.goal.com/en-in/news/fc~basel—chennai—citv-fc—grassroots—academy-

coimbatore/fkafal cpip2tl 6a0g36vyxgeh

https://WwWWw. google.com/search?q=0disha+fc+avai+fc&oq:0dis&aqszchl.ome 0

69i5912{69157j46i51 2j46i20i26

3i512i0151212169i60.94110;7 &sourceid=chrome

&ie=UTF-8

https://WwWW.Z00 gle.com/ search?g=fc+bengalurutunited+SEVILLA&sxsrf=AL

iCzsYnPqH_pQVMuf9zd1bDzL iNgwyzw:1653389352778&source=Inms&tb

m=isch&saiX&ved$ZahU KEwjyxbCo-
AAMsO AUoBHOECAEQBg&biw=1366&bih=657&dpr=

3AhUB3mEKHde
]

ww_.@_tbﬁ_ﬂiounter.cmm 202 1/southampton-fc-adds-thane-city-fc-as-

intemational-academy-partner/
—fc+ooatrbtleipzig&tbm=isch&ved=2ahUK

http s://www.google.com/search?gf
EwiwilzZ9 f3AhV7jtgFHaSZBScQ.’2-
~CeNpbWcQARgAMgOIABAYOgOII

cCeg IABAA&O':fc.+ oa+rb&gs_lc
ABBCXAXCDATOFCAAOEAO()CAQAE[AEELED

xAnOg( QIABBDOgslABC

72

e —



A Study on impact of strategic tie ups between Indian vs Foreign Football Clubs with special
reference to Manchester United vs Mumbai City FC

OeclABCxAxBDOgYIABAeEAhQwgRY2gxgzhhoAHAAeACAAZODIAHRD

pIBCTAuNi4wLjluMZeBAKABAaoBC2d3cyl3aXotaW InwAEB&sclient=im

0&ei=XbSMYrDmC uc4t4Pr70cuAw&bih=657&biw=1366

https://hyderabadfc.co.in/2020/announcement/hyderabad-fc-borussia-dortmund-

enter-into-h istoric-multi-year-partnership/




A Study on impact of strategic tie ups between Indian vs Foreign Football Clubs with special
reference to Manchester United vs Mumbai City FC

Chapoter 10 - Appendix
ﬂ

Strategic Partnerships in Indian Football

stionnaire! This questionnaire is rolled out to understand the

Thank you for visiting this dissertation que
st between Indian and European Football clubs

respondents views 09 the strategic partnerships that exi

Name

Short-answer lext

Gender ~

Male
Female

Other

Email ID ~

hori-answer

Occupation
Student
galanied Employee

Business OwWners
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What is your age? ~
Below 18
18-25
26-35
36-45

Above 45

Do you follow Indian Football? *

{
t
! No
|
|

i
How often do you keep track of ISL or |-League? ~
. Watch all the matches

Only read updates about the league

. Do not watch at all

*

Are you aware that there are strategic partnerships which exists between Indian Clubs and

Foreign Clubs?

Yes

No

75



A Study on impact of strategic tie ups between Indian vs Foreign Football Clubs with special
reference to Manchester United vs Mumbai City FC

If yes. which of these partnerships have you read about?

Mumbai City FC - City Football Group
Bengaluru FC - Rangers FC

" FC Goa - RB Leipzig

' Hyderabad FC - Borussia Dortmund FC
' Thane City FC - Southampton

FC Bengaluru United - Sevilla FC

Do you think these partnerships will help in improving the viewership for Indian Football? *

Yes

No

Maybe

‘Strategic partnerships will help in developing the quality of Indian Football.' Do you agree with ~

the statement?

O

Strongly Disagree

O

Q

O

O

Strongly Agree
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