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Tassad opinndytetyossa tutkin, minkalaisia vaikutuksia koronaviruspandemialla on
ollut suomalaisiin jalkapalloseuroihin, ja miten pandemia on vaikuttanut seurojen
talouteen. Tutkimuksen tarkoituksena on l6ytaa vastaukset siihen, kuinka suoma-
laiset jalkapalloseurat voivat kehittda liiketoimintaansa pandemian jdlkeen.

Opinnaytetyon teoreettinen viitekehys muodostuu kirjallisuuskatsauksesta. Tutki-
muksen alussa tarkastelen, jalkapalloa suomessa yleisesti ja liiketoimintana. Ta-
man jalkeen tutkin urheilujohtamisen eri osuuksia. Lopulta tarkastelen koronvirus-
pandemian vaikutuksia tapahtuma-alaan yleisesti. Tutkimusaineistona tdssa
tyossa kaytetdadn haastatteluja seka yritysten tilinpaatostietoja.

Tassa tyossa tehdyt tutkimukset osoittavat, ettd koronaviruspandemian vaikutus
suomalaisten jalkapalloseurojen talouteen on ollut valtava. Yritysten kassavirrat
vahenivat huomattavasti, erityisesti pandemian ensimmaisena vuonna. Kuitenkin
mukauttamalla liiketoimintamalleja pandemian edetessd, seurat pystyivat vahen-
tamaan pandemian aiheuttamia negatiivisia vaikutuksia.
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In this thesis the impact of the coronavirus pandemic on Finnish football clubs
and how the pandemic has affected the clubs in terms of business is investi-
gated. The purpose of the research is to discover new ways for Finnish football
clubs to develop their business operations after the pandemic.

The thesis is a literature review. Firstly, Finnish football and its business features
is presented in general terms. Secondly, different areas of sports management is
researched and finally, towards the end of the paper, the impact of the corona-
virus pandemic on the event industry in general will be reviewed. As research
material interviews as well as various companies’ financial statements will be
used.

The study conducted in this thesis indicates that the impact of coronavirus pan-
demic on Finnish football clubs has been enormous. The cashflow of the compa-
nies decreased significantly, especially during the first year of the pandemic.
However, by adapting the business models to the situation, the clubs could de-
crease the negative impact of coronavirus pandemic.
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1 INTRODUCTION

For the past two years we have lived in a world in which opportunities and free-
dom have been limited and the social and economic impacts to societies have
been massive. Most organizations in Finland regardless the field of industry are

currently planning COVID-19 exit strategies.

Especially the event industry has been hit hard by COVID-19 due to the limitations
and restrictions. Due to COVID-19, companies in the event industry have not been
able to allow any audience in their events. Therefore, the companies must have

been coming up with new ways of getting revenue.

Football is the most followed sport in the world. Approximately 3.5 billion people
follows football regularly (Allianz, 2022). This audience makes it a massive business
as well. The largest organizations in the world generate turnovers of hundreds of
million euros each year and the best players are global superstars and multi-mil-
lionaires. The biggest European clubs are not only football teams, but also major
brands. For example, Real Madrid, FC Bayern Munich or Manchester United are

brands that most people at least have heard of.

1.1 Background and objectives

The topic of this thesis is how coronavirus pandemic has been impacting Finnish
football. The aim of the thesis is to find out how Finnish football organizations
have survived the economic and social impacts of COVID-19 pandemic and figure

out ways to help Finnish football organizations with their COVID-19 exit.

The purpose of this thesis is to investigate the economic situation among Finnish
top tier football clubs and compare it to European teams. In the study, the impacts
of COVID-19 between two Finnish football clubs and two different European foot-
ball clubs will be compared. In addition, different ways in which the companies

have been coping with the economic impacts will be observed.



To fulfill the objective of this study, this thesis answers three main research ques-

tions.

1. What kind of impact has COVID-19 had on Finnish football?

2. What s the current situation of Finnish football businesswise?

3. How have Finnish football clubs been coping with the negative impacts of

COoVID-19?

The research questions are aimed to provide a structured view of the general sit-
uation of Finnish football clubs. With the help of that the results will be bench-

marked against the European organizations.

1.2 Case Clubs

In this thesis, two different Finnish football clubs will be studied. Both of the clubs
are playing on the highest tier of Finnish football, Veikkausliiga. Their results are
also being compared to two European football clubs. The case clubs are chosen
based on their financial statements and whether their operations were profitable
in 2020. From the case clubs Ilves and Norwich City FC were profitable, while HIK

and Arsenal FC made loss.

1.2.1 ILVES

Ilves Edustus Oy is a company located in Tampere. The company is operating a
football team called Tampereen llves. llves is the biggest football team in Finland
when it comes to number of junior players with more than 4000 players on differ-
ent age groups. (llves ry, 2021). llves is a limited company completely owned by

themselves (llves, 2021a). It was founded in 1931 by Niilo Tammisalo and they
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have won the Finnish championship once in 1983, and the Finnish cup three times

in 1979,1990 and 2019 (llves, 2019).

1.2.2 HIK

HJK Oy is a company located in Helsinki. The company operates the football club
HJK. HJK is an abbreviation for Helsingin jalkapallo klubi, which means Helsinki
football club. The team was founded in 1907 and is the most successful football
team in Finland. They have won the championship 31 times and the Finnish cup
14 times (HJK, 2021a). They also were the first Finnish team to play in the Cham-
pions League group stage in 1998/1999 season (Lindfors, J. 2013), when they faced
Dutch team PSV Eindhoven, Benfica from Portugal and Kaiserslautern from Ger-

many (UEFA, 2021).

1.2.3 Arsenal FC

Arsenal is an English football club located in the capital of England, London. It was
founded in 1886 and originally it was an armament factory workers’ football team.
Today, Arsenal play their home matches at one of the most modern stadiums in
the World, the Emirates Stadium. (Arsenal, 2017). According to Statista, (2020) Ar-
senal FC is the sixth biggest football team in England by revenue and the third
successful English team of all-time with 13 championship titles (Statista, 2021d).
According to Arsenal’s Linkedin website, there are 501-1000 employees working

at the organization, which makes it a very big employer as well (Linkedin, 2021).

1.2.4 Norwich City FC

Norwich City FC is an English football club located in Norwich. It was founded in
1902 by Robert Webster and Joseph Cowper-Nutchey. They play their home

matches at Carrow Road. Norwich City FC has not been very successful team in
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history, and their recent spells in the Premier League has been rather brief, with
several relegations to the first division. However, they have always found their

way back to the Premier League (Norwich City, 2021).
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2 THEORETICAL STUDY

The theorical part is divided into four themes, revenue, expenditure, manage-
ment and marketing. A semi-structured interviews with representatives from the
case clubs were also conducted, in order to gain more inside knowledge concern-

ing the topic.

2.1 Football in Finland

According to Sallinen (2016), Football is the most popular sport in Finland when it
comes to registered players. There were over 130 000 registered football players

and more than 200 000 played it as a hobby in Finland in 2016.

2.1.1 History

Finland has quite broad history with football. Originally football came to Finland
in the end of 19%" century, but people really started to play it in the beginning of
20 century (UrheilunKirjo.com, 2021). It was the sailors who brought it to Finland
and the rules of the game were introduced in a newspaper (SH4, 2021a). The Finn-
ish football association was founded in 1907 and in 1908 they joined Federation
Internationale de Football Association (FIFA). After the foundation of the Union of
European Football Associations (UEFA) in 1954, Finnish football association joined

it as well (Palloliitto, 2021a).

Finnish men’s national team was founded in 1911 and played their first match
against Sweden the same year (SH4, 2021a). The national team participated to
their first world-cup qualifiers in 1938 but did not make it to the final tournament
(SH4b, 2021). Finnish national team waited tens of years before actually qualifying
for a major tournament in 2019 by beating Liechtenstein in Helsinki (BBC, 2021).
Finnish women’s national team has been qualified to a major tournament for four

times. 2005, 2009, 2013 and 2022 (Halonen, 2021).
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Finnish teams have competed for Finnish championship for 91 years, when the
Finnish league kicked off in 1930. Later in 1980’s the name was changed to current
Veikkausliiga, since Veikkaus Oy became the main sponsor of the league (SH4,
2021b). The most successful club in Finland is HIK, with 31 championships. (HJK,
2021a).

There are number of Finnish players who have played abroad on the highest levels
of the game. Such as, Aulis Rytkdnen, the first ever professional abroad (Suomifu-
tis.org, 2021), Sami Hyypia one of the best defenders in Liverpool FC’s history (Liv-
erpool FC, 2021), And Jari Litmanen, the best Finnish player of all time (Transfer-

markt.com, 2021a).

2.1.2 Development of the business side

According to research conducted by Finnish player’s association in 2011, 75% of
the professional players were full-time footballers. The average salary in 2011 was
19 230€ (FInnish football players’ association, 2011). Finnish highest tier of foot-
ball Veikkausliiga is still one of the few leagues in the world where the audience’s

average yearly salary is bigger than the players’ (Hakanpaa. 2018).
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Figure 1 Players' average salaries between 2005-2011. (Finnish players' associa-

tion, 2011).

As presented in Figure 1. Footballers’ salaries with fringe benefits included have
increased since 2005. In the research, conducted by Finnish football players’ asso-
ciation in 2011, the yearly average salary increased from 17 060€ to 24 440€ be-
tween 2005 and 2010. It means 43,26% increase in 5 years. Even the yearly aver-
age salary decreased in 2011, the numbers in Figure 1 indicates development
when it comes to professionalism of the players and clubs’ ability to pay the play-

ers.

According to a study conducted by Sporting Intelligence (2018), the average salary
in Veikkausliiga in 2018 was 19 800€, which indicates that the change between
2011 and 2018 has not been significant. Whereas in Norway, the average first

team salary was 74 570€ (Sporting Intelligence, 2018).

On the other hand, certain clubs’ ability to pay has increased while the average
salary has not. For example, in 2014 the highest-paid player in Veikkausliiga was
Teemu Tainio with approximate annual salary of 128 000€ (Eini6, 2015), when in
2017, the highest-paid player was Rafinha, with an approximate annual salary of

414 000€ (Vaananen & Kosunen, 2018). Both players played for HJK at the time.
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This detail proves that HJK is the biggest and the only team that is able to pay such

salaries in Veikkausliiga.

With HJK being the biggest club and a consistent operator in Finland it is a good
club to use as an example when it comes to budgets as well. In 2010, HJK’s total
budget was 1 750 000€ and the player budget’s part was 830 000€. HJK had the
biggest player budget back then, but the difference with TPS that had a player
budget of 750 000€ was only 80 000€. Honka was the biggest team when it comes
to budget back then. Their budget in total was 2 100 000€ (Suomifutis.com, 2010).
In 2021, HJK is clearly the biggest team. Their player budget is 1 700 000€. SJK is
at the second place with a player budget of 900 000€. HJK’s player budget is almost
two times bigger than SIK’s, which indicates that HJK is quite dominant on business
side (Hirvonen, J. 2021). The numbers indicate that HIK has been able to increase
their player budget from 830 000€ to 1 700 000%€. It is equivalent for 104,82% in-

crease in 11 years.

2.2 Football as a business

Football is the most popular sport in the world with estimated 3,5 billion followers
(Allianz, 2022). In this chapter football’s business side will be explained and the
biggest leagues in the world will be on focus. The topic is divided into five parts

Revenue, Expenditure, Management, Marketing and Financial Impacts on society.

Football is often referred as global game due to its’ popularity. Originally football
was a working-class sport, bringing families and communities together, nowadays
it is a significant business. When North American capitalism started to take over
football in the 1990’s, the ownership, sponsorship and television rights changed
the nature of the game (Chadwick, Parnell, Widdop & Anagnostopoulos, 2018). In
general, the revenue to organizations comes from ticket sales, merchandise, spon-
sorship, and broadcast. Whereas the biggest expenses for a football club are

player wages and transfer fees (Szymanski, 2020).
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2.2.1 Revenue

The revenue in football can be divided into three main categories: matchday rev-
enue, broadcasting and commercial. For example, English team Arsenal FC’s reve-
nue in 2019/2020 season was 388 million euros. 89,7 million euros was the share
of matchday, 136 million euros broadcasting and the share of commercial was
162.3 million euros (Statista, 2021b). Another example of revenue is merchandise,

ticket sales and player sales (Szymanski, 2020).

Sponsorship has grown into a massive business in football. As an example, due to
FIFA World Cup’s popularity the biggest sponsors such as Adidas or Coca-Cola are
paying a significant amount of money to be visible in the tournament (Wanger et
al. 2017). Sponsorship concerns every professional football team. For example, Ar-
senal extended their sponsorship deal with Emirates with a 5-year deal worth £200
million (Alkhaisi, 2019). This means that Arsenal will be receiving £40 million every
year from the Emirates for the next 5 years. Sponsorship arrangements involves
not only funding the organization, but also providing either goods or services, by
that, sponsorship will be improving certain organization’s competitive edge. How-
ever, sponsors expect return on investment, which must be taken into considera-

tion when agreeing about the arrangements (Wilson, 2011).

The revenue in football is increasing rapidly because of foreign investors and
money from television rights. (Wagner, Storm, Nielsen & Agergaard, 2017). As an
example, according to BBC (2015), the Premier League’s UK TV rights deal between
the years 2016 and 2019 was worth £5.1bn. In the Premier League, 50% of UK
broadcast revenue is shared equally among the teams. 25% of the revenue is Merit
Payments and the last 25% is shared based on how often a team’s matches are
broadcasted. This means that the winner of 2018/19 season, Manchester City re-
ceived total payments from TV rights worth of £150 986 355. And the team that
finished last, Huddersfield Town received £96 628 865 from the TV rights (Premier
League, 2019).
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Because the value of TV money is significant, it is critical for English teams to stay
in the Premier League. According to the Annual Review of Football Finance (2021),
in 2019/20 season the average revenue per “big five” clubs in the Premier League
was over 500million euros. The share of the broadcasting revenue was 52% and
the share of sponsorship/commercial revenue was 34,7%. The share of matchday

revenue was only 13,3% (Deloitte, 2021).

According to Wilson (2011), not only the sponsorship and broadcasting is the
source of money for football clubs. Many clubs are taking bank-loans similarly to
other companies. Another way of financing football clubs’ operations is debt fi-
nancing. Debt financing means sales of an organization’s debts to a third party. It
improves capital and cash flow. It is more flexible than normal loan, but usually
the interest rates are big. Therefore, this sort of financing is suitable for organiza-

tions with high-profit operations (Wilson, 2011).

One of the most significant ways of financing a football organization’s operations
today is the ownership. For instance, the owner of an English club Manchester
City, Sheikh Mansour bin Zayed al-Nahyan has invested more than £1.3bn into the
club after taking over in 2008 (Conn, 2018). Another example of importance of
ownership is the English team, Chelsea FC. The owner of the club is Russian billion-
aire Roman Abramovich, who has according to Prada (2021), invested 2.2 billion
euros on Chelsea FC’s player transfers since 2003. After which, Chelsea has been
the most successful English team when it comes to trophies. Billionaires have
started investing in football due to its’ profitability. According to Chelsea FC’s fi-
nancial statement from 2020, they made a profit of £32.5 million for the year, even

though the club was affected by COVID-19 (Chelsea FC, 2020).

2.2.2 Expenditure

The most significant expenses for a football club are player wages and transfer
fees, but money is also used in maintenance of the stadium and other premises

and the salaries of the personnel (Szymanski, 2020).
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According to Deloitte’s Annual Review of Football Finance (2021), the English
Premier League was the highest paid league in 19/20 of the top five biggest
leagues in Europe, with average yearly salary of 187 million euros per club. The
lowest paid league was French Ligue 1 with average yearly salary of 71 million eu-

ros per club.

Transfer fees are increasing every year. When one of the greatest players of all
time, Brazilian Ronaldo moved from Inter to Real Madrid back in 2002, his transfer
fee was 45million euros (Transfermarkt.com, 2021b). Today, the record transfer
fee is Brazilian Neymar’s move from FC Barcelona to Paris Saint-Germain, worth
of 222 million euros (Statista, 2021c). The present-day transfer fees indicate the

economic growth in European football.

As an example, according to Transfermarkt, (2021c), FC Barcelona and Manchester
City have spent more than 1lbn euros both on transfers since the season
2016/2017. Neither of the clubs have not been profitable with the player transfers.
FC Barcelona have made loss of 297 million euros and Manchester City have lost
more than 700 million euros during the same time-period. These numbers indi-

cates that the highest tier of European football is very strong in terms of finance.

Even though the transfer fees are high, they can be profitable for clubs as well. For
instance, when Juventus bought Cristiano Ronaldo from Real Madrid in 2018 for
$129,3 million, after the release of the transfer Juventus sold merchandise related
to Ronaldo worth of $60million only in 24 hours (McCarthy, 2018). If they had kept
the same pace in selling the merchandise, the transfer would have paid itself back

in just over two days.

2.2.3 Management

When it comes to sports management in football, strategic management is an es-
sential part, because the field of business is rather complex. Because of the nature

of the product, football organizations are often multi-business organizations.
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Many of the organizations have political or democratic dimensions because many
of the teams are owned by the members and the members have voting rights
when it comes to decision making concerning the club (Chadwick et al, 2018). De-
velopment of an organization is important since football is a competition both on
and off the field. The meaning of planned development is to develop certain or-
ganization’s existing resources and operate with them before searching for new

opportunities (Robinson, Chelladurai, Bodet & Downward, 2018).

When it comes to sports management, it is important to be as efficient as possible
since the competition is immense. Sports do not only compete against other
sports, but also against other organizations from different industries (Robinson et

al, 2018).

Corporate social responsibility in sports management can be divided into four el-
ements, that indicate a certain organization’s responsibilities in society. The four
elements are: economic, legal, ethical and discretionary. Economic means that by
maximizing profits, companies will be able to help society. Legal means obeying
the rules and regulations that are set for the good of everyone. Ethical are the
responsibilities that go beyond economic and legal and are consistent with social
expectations. Lastly, discretionary means activities that go beyond social expecta-

tions (Robinson et al, 2018).

According to Robinson et al (2018), ethical behavior and corporate social respon-
sibility are key features which should be taken into consideration when managing
a sports organization. For example, recently an English team Newcastle United,
was bought by Saudi-Arabian billionaire. Saudi-Arabian government has been ac-
cused of assassination of a journalist Jamal Khashoggi, who criticized the Saudi-
Arabian government (Kelsey, 2021). This event has caused a lot of critique towards
the English team and the managers, who allowed this controversy to happen. An-
other example of today’s football management world and its’ controversies is the
FIFA 2022 World Cup that is going to take place in Qatar. In Qatar, 6 500 migrant
workers have died Qatar was selected as the host of the World Cup (Pattison,

Mclintyre, 2021).
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With sports being such a complex industry, its” management differs from typical
management. The managers in sports do not only need to develop business oper-
ations and take care of social responsibility, but also, they must manage customer
expectations. According to Robinson et al (2018), in sports management there are
several different factors that affect the customer expectations. These are past ex-
periences, word of mouth, needs, market communications and image. To be able
to deal with customer expectations, the sport directors must have quality man-
agement strategies. Examples of quality management are for instance managers
having proactive approach to the customer expectations management, in order to
be able to react beforehand. They also should influence the customer expectations
directly by marketing communications and taking care of the image of the organi-

zation (Robinson et al, 2018).

When it comes to football, the customer expectations and performance are re-
lated, because if the team is successful, the customers are satisfied. However, ac-
cording to Caldwell (2002), to be able to perform well, performance management
should be taken into consideration. He states that there are five steps when it
comes to performance management: Planning performance, monitoring perfor-
mance, analyzing performance, improving performance and maintaining perfor-
mance. Planning performance is about establishing the expectations and it an-
swers the question what is expected. Monitoring performance is about making
sure that the expectations are being fulfilled. Monitoring answers the question are
we on track. The third step is to analyze performance and it stands for determining
the reasons for poor performance. Improving performance is about coming up
with new strategies to reduce performance gaps. The last step, maintaining per-

formance is about keeping the performance on track (Caldwell, 2002).

Success of the team is dependent on the coach and the players. However, success
is also correlated to the amount of money certain club invest on players and con-
ditions for instance. Therefore, a sports director should secure the finance of the

organization to remain competitive (Chadwick et al, 2018).
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2.2.4 Marketing

Sports marketing is based on two different types, marketing through sport or mar-
keting of sport. The first one means that an organization is using the power of
sport in marketing a certain product or service that is not directly connected to
sports. The second one means marketing everything that is related to sports, such

as events, leagues and championships (Venturoli, 2021).

According to Shank & Lyberger, (2014), sports marketing can be defined as the
specific application of marketing principles and processes to sport products and to
the marketing of non-sports products through association with sport. They state
that, marketing in football or in sports in general differs little bit from normal com-
mercial organization. The marketing managers of sports organizations must be
able to adapt to continuously changing environment, where the competition is

high.

Since sports as field is a complex and elusive phenomenon, there are different
sports marketing approaches. For example, the first one relies on relationship and
loyalty of the consumer, by trying to emotionally affect customers’ mindset. The
second approach relies on production of experiments. There, organizations need
to know who their customers are and what experiences they want. When it comes
to sports organizations, the main marketing objective should be customer loyalty

and relationship (Robinson et al, 2018).

The marketing mix elements in sports marketing are the product, price, promotion
and distribution. When the marketing mix elements are integrated, they form the
marketing program (Shank & Lyberger, 2014). Developing the product and service
is one component of sports marketing. In sports, the marketing managers must be
able to develop and maintain already existing products. Other essential feature in
sports marketing is the pricing. With the help of correct pricing strategy, the or-
ganizations will be able to maintain the relationship with the customer and in-
crease revenue (Shank & Lyberger, 2014). Sports can receive massive amounts of

audience worldwide. Therefore, due to high visibility of sports in media and other
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channels, the sports organizations can use mass media in promotion and commu-
nication. The usage of mass media as a communication tool helps sport organiza-
tions to influence the opinion of the customer and the public (Robinson et al,

2018).

According to Desbordes, M (2007), globalization is a significant factor in football
organization’s marketing. Because of the European and American markets has al-
ready been achieved, football organizations need to focus on Asian markets,
where the growth of demand is massive due to few reasons. First reason is the
potential of commercial development. The second reason is the amount of audi-
ence and the third reason is that Asian people are passionate about sports. As an
example, according to a survey conducted by Forbes, English Premier League team
Manchester United, has 253million fans in China (Pilger, 2019). This indicates that
there is a massive fan base in Asia, which can be benefited from with correct mar-

keting tools.

2.2.5 Financial impact on society

Approximately 265 million people plays football globally and half of the world’s
population follows it (Allianz, 2022). Due to the popularity of Football and its’
power, it is obvious that football as a sport can generate positive impacts on soci-
eties such as wellbeing and positive impacts on both, mental and physical health

(Campelli, 2021).

According to Premier League (2019), a study conducted by the EY found that the
Premier League contributed more than £3.3billion in tax money to the UK in
2016/2017 and £7.6billion to the UK’s GDP. The Premier League attracts interna-
tional tourism and creates employment as well. There are 100,000 jobs by either

the Premier League or the clubs playing in it.

It is not only England, where the numbers are big and the society benefits from

the sport, it is the same thing in Germany. According to the DFL’s 2021 Economic
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report, Bundesliga and Bundesliga 2 teams paid approximately 1.4billion euros
worth of taxes and duties in the 2019-2020 season and there were almost 53,000

employees.

According to Campelli (2021), UEFA’s social return on investment model is a tool
that calculates the added value created by football. It has 25 national member
associations and 8.6 million registered footballers. The economic, social and
health impact of the countries is worth 39,5bn euros yearly. Finland joined UEFA
SROI in 2019, and the impact on society in Finland is approximately 1,25bn euros
every year, with straight impact on economy worth of 447 million euros, savings
in healthcare worth of 349 million euros and the social savings worth of 456 million

euros (Palloliitto, 2021b).

The factors presented in this chapter proves that football is a phenomenon and
its’ impact on the economy and society is very significant, especially in countries

which are regarded as big football countries.

2.3 Impacts of COVID-19 on event industry

According to OECD (2021), COVID-19 has had a massive impact on event industry
all around the world, across the sectors, such as sports and culture. The impact of
COVID-19 has not only been event organizers or owners’ problem but also the par-
ticipants has suffered from it. Events have been cancelled, postponed or moved

online due to the pandemic.

As an example, in the Netherlands, public events revenue loss due to COVID-19 in
2020 was 1,1bn euros. And the total revenue loss due to COVID-19 for the whole
event industry was 3,4bn euros (Statista, 2021a). According to a survey conducted
by Avenue Event Group (2020), 96% of survey participants said that they have had

at least a 25% revenue decrease in 2020 due to the pandemic.

In Finland, the event industry accounted for 1,2% of Finnish GDP in 2019. Due to

COVID-19 more than 70% of the companies operating in the field decreased their
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turnover. The operating income decreased by 65% even though many of the em-
ployees were on a layoff. Arguably the event industry has suffered the most from

COVID-19 (ETLA, 2021).

2.3.1 Positive impacts on event industry

A positive impact that COVID-19 has caused to the event industry, is that more
and more events are becoming virtual. If not completely virtual, at least event
holders are concentrating more on the digital aspects of the events. That also adds
value from customer’s point of view (Reed Exhibitions, 2020). Due to digitalization,
the event industry has been able to reduce costs. As an example, companies have
been able to reduce premise costs, because of remote work. Also, when the meet-
ings are held online, the people have been able to reduce travel costs (Caputo et

al, 2021).

The operators in the event industry have had to discover new revenue streams
due to COVID-19. According to Wapinski (2020), for instance sports organizations
managed to go beyond the sports and started to produce video content. By doing

that they managed to maintain the customer relationships.

2.3.2 Impacts on football events

Football teams were affected negatively by COVID-19, and the match day revenue
decreased significantly, because the audience could not come watch the matches
anymore. Depending on the country and the restrictions, the match day revenue
decreased by more than 80% or completely. The uncertainty of income caused by
the pandemic made the total value of transfers decrease by 30% between the

years 2019 and 2020. (Wapinski, 2020).

For instance, UEFA had to postpone the Euro 2020 due to COVID-19. The tourna-

ment was supposed to be played in the summer of 2020, but eventually it was
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moved to the summer 2021 (UEFA, 2020). Another example of postponed event is
the Olympics, which were supposed to happen as well in the summer of 2020 but
were postponed to summer 2021 (Olympics, 2021). These are not the only events

that have been affected by the pandemic.
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3 RESEARCH METHODOLOGY

In this research, qualitative research methodologies are being used and a com-
parative case study conducted. In this study mixed methods are used, by combin-
ing quantitative methodologies into the research in order to get broader over-
view of the researched topic. Qualitative research is inspection of the im-
portance of social phenomena the way that individuals experience them
(Malterud, K. 2001). Qualitative research is often made of an unclear topic, so

that doing quantitative research is not worth conducting (Vilpas, P. n.d.).

In economic study, the meaning of qualitative research is to increase under-
standing on how businesses operate rather than trying to explain or control their
way of operating. In qualitative research, the perceptions must be justified.
(Koskinen, Alasuutari & Peltonen 2005, p. 16,30.) Quantitative research is meth-
odology which gives a view on relations differences between measurable varia-
bles (Vilkka, H. 2007). It is a methodology that describes phenomena with meas-
urement methods, which collects numerical research material. Quantitative re-
search method is based on measurements and numerical analyses. (Vilpas, P.

n.d.)

3.1 Comparative case study

The case study methodologies used in this research are presented in this chap-
ter. The object of a case study is normally business’ certain process, operation,
history or department. In this research, the process, operations and history are
investigated. The methodology for gaining the material is supposed to be as ap-
propriate as possible. Examples of appropriate material consist of documents, in-
terviews and observation materials (Koskinen, Alasuutari & Peltonen 2005, p.

157.)
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Comparative case study can be divided into two different case study methodolo-
gies, single case study and multiple case study (Koskinen, Alasuutari & Peltonen
2005, p. 161.) Multiple case study methodology is used in this study, because it
gives the researcher the tools to compare two different companies and their op-
erations, and the results will not be suppositions that give general view on the
researched topic. Instead, comparing two different cases the results will be more
accurate and trustworthy (Koskinen, Alasuutari & Peltonen 2005, p. 162-163.). The
methods of comparative case study are being used by comparing achieved results
between each other. The method helps me to benchmark the case companies be-

tween each other and analyze how they could evolve their business operations.

According to Vuori, (n.d.) when it comes to a case study, the object of the study
can be a certain organization or a group. The case can also be a process of a certain
project. She says that the aim of a case study is to achieve as versatile image of
the case as possible. She also states that a case study can be built either on one
case or several cases. If a case study considers several cases, the study is often
analyzed by comparison. However, the core idea of case study is not related to the
way of collecting the material. Instead, the way of forming the conclusions is im-
portant (Koskinen, Alasuutari & Peltonen 2005, p. 158). In this study, case study is
chosen, because the observed research considers only certain organizations. The
methodology of case study helps to analyze the differences between selected or-

ganizations.

3.2 Semi-structured interview

To collect data, a semi-structured interview is conducted. A Semi-structured in-
terview allows more freedom for the interviewee. The researcher makes the
guestions, but the interviewee can answer with own words and the interview sit-
uation is more of a conversation. (Koskinen, Alasuutari & Peltonen 2005, p. 104.)
According to Koskinen et al., a semi-structured interview is the most common

qualitative method of material collection. Its’ efficiency is based on that the re-
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searcher can lead the interview without controlling it completely. Semi-struc-
tured interview is an effective research method due to its’ capability to fulfill

other research methods. (Koskinen, et al. 2005, p. 105-106).

In semi-structured interview, all interviewees are not necessarily answering ex-
actly same questions. The order of questions can vary but still, the same themes
must be present in the interview. Semi-structured interview is relevant for situa-
tions in which the interviewer wants to acquire information about certain topics,
without giving too much freedom for the interviewee at the interview situation
(Kauppinen-Saaranen & Puusniekka, n.d.). In qualitative research, the interview
questions are not formed so that the interviewees are given answer options, in-

stead the interviewees are let to structure their own answers (Vilpas, P. n.d.)

In this research, a semi-structured interview is conducted, because the topic of
the research is quite open, and the interviewees are the only ones who could an-
swer the questions. The interview was done in Finnish, with the two case compa-
nies HIK and llves. The interview consisted of approximately 15 questions, which
helped me to answer the main research questions. Two interviews were con-
ducted during this thesis process. First one was conducted on 5.11.2021 with a
representative from llves, and the second one was held 8.12.2021 with a HIK
representative. Both interviews were held online on Microsoft Teams. The inter-

view formula is presented in appendix 1.

Conducting an interview helped me to gain more insight data from the case com-
panies. It was also better to have real conversation about the research topic with

the representatives instead of using other methodologies.

3.3 Mixed methods research

To collect more material about the topic mixed methods is used in thesis. Mixed

methods is a research methodology, in which both qualitative and quantitative
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methods are combined so that they fulfill each other. (Seppanen-Jarvels, Akerblad
& Haapakoski, 2019). According to Seppdnen-Jarvela et al. (2019), the most im-
portant feature of mixed methods research is that the combination of qualitative
and quantitative methods produces better understanding of the research prob-
lem, than using only one of the methods would produce. Seppanen-Jarvela et al.
(2019) states that, even though the base of quantitative and qualitative methods
is the capability to answer different research questions, it is also possible with
mixed methods by creating different kinds of methodological decision such as

combination of different materials.

In this thesis, mixed methods approach is used to gain a broader insight of the
topic. More material could be gained and a better overview of the research prob-
lem will be achieved by combining quantitative methods with qualitative methods.
This makes it possible to answer the research questions more specifically. The
quantitative material in this study consists of companies’ financial information

such as turnovers, profitability and other financial information.

3.4 Analysis

In this thesis, the material is collected by qualitative methods from previous
studies, books, articles, and two interviews with representatives from the case
clubs. To be able to analyse the economical differences between different opera-
tors, quantitative methods are used to analyse the additional research material
which consists of companies’ financial information such as financial statements
and other reports. The financial statements inspected in this research are from
2020, because the case companies have not published their financial information
for 2021 yet. Also, numerical data regarding attendances and other factors that

affect the financial information of the organization are inspected.

The analysis is conducted by first making a summary of the material in this thesis.

The comparison is done based on the results of the summary, with the help of



30

the comparative case study methods. In the end the benchmarking will be done
by comparing both, the strengths and the weaknesses of the case companies’
operations. And lastly, the development proposals are presented on how the

case companies could improve their business operations.
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4 ANALYSIS

In this chapter, the impacts that COVID-19 pandemic has caused between the or-
ganizations is analyzed. Two Finnish organizations and their business operations
are observed and eventually compared to two European organizations with bigger

business margins.

Due to the restrictions during the pandemic, football organizations have lost a lot
of income. There are many reasons behind this, one of which is limitations regard-
ing audience. Uncertain environment in the event industry has caused a lot of in-

security among the organizations (Interview, 5" November).

4.1 Finance

In this chapter the financial impacts of COVID-19 will be inspected and how it has

affected the case companies.

The Impact of COVID-19 has been significant. Both Finnish clubs decreased their
turnover, HIK by 28% and llves by 24%. When compared to English clubs, the turn-
over of Arsenal decreased by 13% but Norwich City was able to increase their turn-
over by 2,54%. The biggest reason behind the increase in turnover is that they
competed in the Premier League that season. Therefore, they received higher

broadcasting revenue that the year before (Norwich City FC, 2020).

The impacts of COVID-19 can be explained in the profit & loss section as well. From
the Finnish teams only llves were able to end 2020 with positive result. The reason
behind llves’ profitable year was their strong partnership agreements and success-
ful player sales (Interview, 5" November). HIK’s business operations were nega-
tive and they ended up making 81 640,30€ loss and operating profit margin was -
2% (HJK, 2021b), when llves made profit worth 40 819,09€ and their operating

profit margin was 4% (llves, 2021b). When compared to the English clubs, Arsenal
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made loss worth 56,2million euros and their operating profit margin -29% (Arsenal
Holdings Limited, 2020). Norwich City were profitable for 2,3 million euros and

their operating profit margin was 4% (Norwich City FC, 2020).

Even though HJK was not profitable in 2020, the result still was good taking the
circumstances into consideration (Interview, 8" December). According to Arse-
nal’s financial statement, the matchday revenue was worth 16 million euros and 7
million euros of other commercial and broadcasting losses (Arsenal Holdings Lim-
ited, 2020). According to the board of directors of Arsenal FC, the impacts of
COVID-19 continued in 2021, since there still were restrictions considering audi-
ence, which made the company to operate without one of its’ key revenue streams

(Arsenal Holdings Limited, 2020).

Table 1 Financial comparison between clubs

Arsenal HJK lives Norwich City
Turnover 401 013 109,51€ | 5588 973,24€ | 1252592,42€ | 140 339 655,08€
Turnover -13% -28% -24% 2,54%
percentage
change to
2019
Profit&loss | -56 218 009,81€ | -81 640,30€ 40 819,09€ 2322 708,18€
Operating -29% -2% 4% 4%
profit mar-
gin

The financial numbers presented in this chapter indicates that the impact of

COVID-19 has been massive among the clubs. The main reason behind this is that
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the companies could not operate anywhere near normally especially during the
early phases of the pandemic. The companies were not able to sell their main
product, which led to significant decrease of money. All the restrictions and lock-

downs has had a massive impact on the case clubs.

4.2 Revenue

All the case companies have suffered from loss of income because of the corona-
virus pandemic. In this chapter, the variables concerning caused by COVID-19 re-

garding revenue is inspected.

4.2.1 Match day revenue

According to the interview with llves’ representative (5" November), The main
revenue sources consists of ticket sales, sponsorship, events, merchandise, player
sales and the award money from European matches. Due to the importance of
match day ticket and season ticket sales, the revenue decreased significantly, but
the exact numbers were hard to predict at the time of the interview. For example,
the sales of the season tickets decreased by 40-50%. The numbers can be seen
from table 3, where the average match attendances of llves are presented. When
it comes to HJK, according to interview held with HIK representative (8" Decem-
ber), the negative impacts that COVID-19 has had in terms of business is exactly

the reduction of ticket sales and decrease of attendance.

However, the main difference between the clubs in terms of match day revenue
is that, due to the strong base of company and HJK being such a consistent opera-
tor in the field, the importance of ticket revenue for HJK is not that significant.
Therefore, the decrease on revenue from ticket sales has not affected the business
operations as much as llves’. Instead, the loss has been in the atmosphere and
sense of community because the attendance level has been such low (Interview,

8t December).
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Table 2 llves home match attendances between 2019-2021. (Veikkausliiga.com,

2021a)

2021 2020 2019

Season Season Season

0 2063 2832
50 3260 5135
50 2384 3052

1614 2004 4009

3209 2012 4882

3010 1411 5011

2017 2281 5050

2188 2504 4421

3191 1873 4509

1940 1480 5004

2268 1588 5050

2864

3679

3815

1954 2078 4237
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As presented in the table above, llves’ match attendance has been decreasing
since 2019. One reason is the restrictions set by the government. For instance, first
three matches of 2021, were significantly impacted by the restrictions. First match
was played at an empty stadium and the second and the third were played in front
of 50 fans. Their average attendance has decreased from 4237 people to 1954
people. Table 5 indicates HIJK’s attendance numbers. Their pre-pandemic average

attendance was 4546, which has decreased to 1341.

In 2021, llves’ most attended match was played on July 5™, when llves played
against rival team FC Haka and the attendance was 3209. It is more than at any
match in 2020, but less than almost any match in 2019. This proves that due to the
coronavirus pandemic, the audience are used to staying at home instead of leaving
for matches or events in general. HJK has also suffered from loss of audience. The
match attendance of HJK has been decreasing as well during the past two years. It
is obvious that the most significant reason is COVID-19 and the restrictions that

must have been taken into action due to the pandemic.

Table 3 HIK home match average attendances between 2019-2021. (Veikkausli-

iga.com, 2021b).

Season Season Season

2021 2020 2019

0 2430 7111
0 2430 3242
0 2504 10251

1204 1867 5117

631 2448 3392



1246

1374

1364

2268

4650

2017

1341

2047

1696

1611

1547

2840

1861

2116

3252

7822

4127

3002

4396

7931

2137

3317

2097

997

4546
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As presented in the table above, HJK’s the most attended match in 2019 was Sta-

din derby, where HJK plays against their rival team HIFK from Helsinki. The attend-

ance of that match was 10251. In 2021 season the attendance of the same match

was only a bit over 4000 people (Veikkausliiga.com, 2021b).

4.2.2 Commercial revenue

In order to survive the negative effects of COVID-19, both of the clubs had to adapt

to them. The challenges both clubs faced due to COVID-19 was getting new spon-

sorship deals. The challenges with sponsorship affected the financing of the or-

ganizations negatively, therefore the organizations needed to focus on cost man-
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agement. Sponsorship and own business operations are the base of Finnish foot-
ball organizations’ economy. The revenue from different awards or the commer-

cial income is considered as extra money (llves representative, 5" November).

According to the interview (llves representative, 5" November), the way of spon-
sorship in Finland is rather limited and supportive. It means that companies agree
sponsorship deals with sport organizations only if they have extra money or special
sponsorship budgets for each year. Because of COVID-19 the companies that had
sponsored llves previously had had a hard year businesswise. Therefore, the spon-
sors did not have a lot of extra money and llves was not able to get as many spon-
sorship agreements as previously. According to the llves representative (5" No-
vember), another reason for loss of sponsorship was the high level of competition
in Tampere among sport organizations. There are two ice-hockey teams compet-
ing in the highest tier of league system in Finland, and in 2021, a Finnish baseball

team Manse-PP gained a lot of attraction in Tampere as well.

When it comes to HIK, according to the interview (8" December), the main reve-
nue sources for HJK consists of award money from European matches, sponsorship
agreements and renting their stadium for different events or occasions. Like many
other sport organizations in Finland, having good partnership agreements with dif-
ferent companies is extremely important for HJK. HJK was able to continue already
existing and long-term agreements with sponsors, but it was challenging to get

new partnership agreements (Interview, 8" December).

The biggest difference between the clubs was the importance of player sales.
While it was one of the main sources of revenue for Ilves (Interview, 5™ Novem-
ber), its’ importance for HJK did not play that big role (Interview, 8" December).
The player sales ended up being one of the main reasons why llves was able to be
profitable in 2020 (Interview, 5™ November). They also set up a new fan shop this
year in order to gain extra income. even though having a rough time, llves did not
have to lay off any personnel. However, they had to make some salary cuts to

survive (Interview, 5" November).
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The most significant revenue sources for Norwich City FC were broadcasting in-
come and sponsorship & advertising (Norwich City FC, 2020). Arsenal FC’'s main
revenue sources were also sponsorship and broadcasting, but the amount of ticket

sales was also rather significant (Arsenal Holdings Limited, 2020).

In terms of commercial revenue, it is not fair to compare English Premier league
teams to Finnish teams. According to the interview with HIK representative (8t
December), the broadcasting income that Finnish teams earn is several of thou-
sands of euros, whereas the broadcasting income in the Premier league is worth

of tens of millions of euros.

4.3 Expendinture

COVID-19 affected the expenditure of llves as well, but not as much as the reve-
nue. According to the representative from llves (Interview, 5t November), the ex-
penses of each match was hard to predict because of constantly changing re-
strictions and regulations and for instance the expenses of the stewards ended up
being significant. Another example of COVID-19 related expenses was the chal-
lenge of predicting the demand of beverages and food at match events. Therefore,

the wastage increased significantly.

The impact of COVID-19 on HJK’s expenditure consisted mainly of additional costs
that the regulations and limitations brought. Such as the challenges of arranging
the match events, following everchanging limitations and restrictions and taking
all the variables into consideration. Due to the success of the team HJK also played
the European matches during the pandemic. When going abroad, HJK travelled by
private planes and had to create quarantine-like conditions in the destination

country, so that all the contacts are minimized (Interview, 8" Decemeber).

The factors presented in this chapter formed additional costs that the company

faced during the pandemic. The suddenness of coronavirus pandemic affected
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HJK’s revenue streams negatively. Due to COVID-19 matchday revenue, revenue

from events and partnership revenue decreased from the budget (HJK, 2021b).

The main expenditure of each club was the personnel costs which the coronavirus
pandemic did not affect significantly. However, what made Arsenal to differ from
other case companies in terms of expenditure is that their expenditure consisted
significantly of player acquisitions which accounted to 135million euros in 2020

(Arsenal Holdings Ltd., 2020).

4.4 Management

Even though having a rough time, llves did not have to lay off any personnel. How-
ever, they had to make some salary cuts in order to survive (Interview, 5" Novem-
ber). According to the interview with a representative from HIJK (8™ December),
the year of 2020 insisted number of actions to adapt to the situation and focusing
on cost management. For example, in 2020 HJK had to lay off the office personnel
to reduce costs. They also needed to do several cuts on unnecessary expenses. For
instance, staying overnight on away trips and not having training camps abroad.
However, the cuts were made so that it did not affect the level of performance or
the results of the team. Change management was essential in adapting to chang-

ing work environment as well. (Interview, 8" December).

What all the teams have in common in terms of the management during the pan-
demig, is that to survive the impacts of coronavirus pandemic, the companies had
to quickly adapt to fast decision-making when it comes to mitigating the risks

across all areas of its” operations.

4.4.1 Sustainability

To be able to arrange the matches during the COVID-19 pandemic, the clubs had

to take sustainability into consideration. For instance, it was clear for llves that
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they would follow all the regulations and restrictions set by the government. An-
other example of sustainability is that the hygiene standards and the safety dis-
tances needed to be taken into consideration when arranging matches. Arranging
13 home-matches a season demanded workload of arranging 25 matches because

of all the variables (Interview, 5™ November).

When it comes to the pandemic, taking corporate social responsibility into consid-
eration is significantly important. HIK was able to meet the objectives regarding
all the instructions, regulations and limitations set by the government or other
parties. They were also cooperating with health authorities at the company in or-

der to find best possible solutions for each situation (Interview, 8" December).

Due to the COVID-19 pandemic, HIK was not quite able maintain the feeling of
community among the stakeholders, fans and juniors. Because of the pandemic,
everyone had had to stay at home and minimize the contacts, so people did not
meet in person. HJK tried several ways and used different channels to reach their
audience. For instance, they did live online-training videos and both, the players

and the coaches held online meetings with fans (Interview, 8" December).

The English teams did take sustainability and the communities into consideration
more broadly than the Finnish teams mainly because of the resources. For in-
stance, the players and staff of Norwich City donated over £200k to a community
support project that helps to tackle the effects of COVID-19. Norwich City FC also
supported the NHS in England with COVID-19 (Norwich City FC, 2020)

4.4.2 Positive impacts of COVID-19

The positive side of COVID-19 for llves is that they had to adapt to digitalization
quicker than if it was for normal situation. For instance, most of the meetings ei-
ther with customers or within the organization were held online. The flexibility and
remote work will most likely stay in the work environment in the future as well

(Interview, 5" November).
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According to the interview (5" November), the future of llves looks bright, they
are currently building a new stadium in Tampere, therefore the expectations for
the future years are high. However, they are not only focusing on the new stadium,
instead they want to improve each year and one of the main points of focus is the
improvement of matchday event and benefitting from the resource that llves al-
ready have, while being the biggest team in Finland when it comes to the number
of junior players. llves also wants to be a forward-going brand and improve the
identity of the club (Interview, 5! November). However, according to the llves rep-
resentative (Interview, 5" November) with limited resources the development

must be reasonable and executed step by step.

A positive impact that COVID-19 has had on HJK is that the company has begun to
digitalization, which might not have been such strong without the pandemic. For
instance, all the meetings during the pandemic were held online and they also im-
proved the way of documentation and reporting within the organization by digi-
talization. HJK also have had internal training on different software and system

that they have taken as part of everyday work (Interview, 8" December).

The future for HJK looks promising as well. Their financial year of 2021 is going to
be positive due to the success of the team both in the Finnish league and at Euro-
pean matches (Interview, 8" December). The company is a market leader in the
field in Finland and they want to keep improving each year. Their vision is to be
elite club in the Nordic countries (HJK, 2021c). HJK wants to be the leader in Fin-
land when it comes to developing Finnish football. They are focusing on factors
such as developing matchday events, marketing and communication in order to

develop the product and gain more customers (Interview, 8" December).

4.5 Marketing

According to the llves representative (Interview, 51" November), when it comes to
marketing, llves need to prioritize the budget and unfortunately marketing was

not in the focus. They also had some issues with the social media due to COVID-
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19, therefore they did not have any clear marketing objectives. Meanwhile HJK’s
marketing and communication took a step into more responsible marketing and

communication (Interview 8" December).
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5 RESEARCH RESULTS

5.1 What kind of impact has COVID-19 had to Finnish football?

The negative impact of COVID-19 has been massive to Finnish football organiza-
tions. The organizations that had been operating with limited resources before the
coronavirus pandemic were forced to operate with even more limited resources.

Due to COVID-19 the economy of Finnish football organizations decreased.

The governmental limitations regarding event industry forced the clubs play with-
out audience or with limited capacity which led to losses in matchday revenue.
Sponsorship revenue decreased because the coronavirus also negatively affected

the companies that had been sponsors before the pandemic.

In the aftermath of the coronavirus, the attendance of the matches was negatively
affected. People that were used to attending matches before stayed in homes in-

stead of leaving for public events.

COVID-19 has had mostly negative impacts on Finnish football teams, but also few
positive impacts. The teams that had been operating the same way for many years,
had to find out new ways to keep the stakeholders close during the pandemic.
That led to development of the communication and the digitalization of the organ-

izations.

5.2 What s the current situation of Finnish football businesswise?

The economic situation in Veikkausliiga is not very good. The product is not as
good as ice hockey or European football. There are not a lot of revenue sources,

which makes the football business hard to turn into business in Finland. Sponsor-
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ship and financing are the key in Finnish football. However, Finnish football organ-
izations are developing their operations step by step. Rapid growth in terms of

business is not possible due to the lack of resources.

When compared to other Nordic countries, there are not enough money in the
Finnish football business, which makes it difficult to develop the level of the game
and the product. For example, the amount of commercial revenue is significantly

smaller in Finland than in Denmark. The more the money the better the product.

The facilities such as training centers, stadiums and locker rooms should be better
in order to improve the product. Because the better the conditions the better the
players can develop. The facilities significantly affect the customers as well. There
are teams in Finland that might not have even proper seats on their stadiums,

which makes it not so customer friendly to attend the matches.

The impact of the national team in Finnish football is bigger than ever before. Due
to the success of the national team, football has more audience than ever, how-
ever Finnish club level teams have not found ways to benefit from it yet. The issue
is that national team is interesting, but when it comes to club level matches, Finn-
ish audience prefer European leagues because of the level of the game is higher

and the product is better.

5.3 How Finnish football clubs have been coping with negative impacts of

COVID-19?

Prioritizing was the most important action that Finnish football clubs had to take
into action to survive the negative impacts of the coronavirus. The organizations
needed to focus on cost management and finding new sources of revenue when
the revenue decreased. For instance, llves was successful at player sales, which
ended up being the main reason why they were profitable in 2020. The continua-
tion of the sponsorship agreements was crucial for the teams, and that they man-

aged to do.
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When it comes to customer relations, Finnish football clubs were forced to find
new ways to survive the negative impacts of the coronavirus pandemic, unfortu-
nately they could not do it very quickly. The organizations were suffering from the
limitations that the pandemic caused and that insisted resources which led to that

they did not have enough time to figure out solutions.

The pandemic was a wake-up call for the organizations that something needs to
be changed in order to continue. Now after two years since the beginning of the
pandemic, the organizations are starting to recover from it. For example, the
teams have started to focus on communication and marketing due to COVID-19.
Also, creating different kind of content for the customers for instance in social me-

dia has clearly increased during the pandemic.

5.4 Development proposals based on the research results

There are several factors that could improve the condition of Finnish football.
However, the change cannot be quick due to the lack of resources. Therefore, the

improvement needs to be moderate and conducted step-by-step.

5.4.1 Youth player development

One of the first and most important things when it comes to developing Finnish
football is to focus on youth player development. Football is the most played sport

in Finland, which means that the audience and the resources are already there.

Successful player development can help Finnish football to improve because big
European teams are spending millions of euros in player acquisitions. If Finnish
teams could get significant amounts of money from player sales, it would help
them to have more resources to develop their own operations, which is now the

thing that is missing.
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5.4.2 Matchday events

The matchday events should be improved into more event-like direction. If match-
day events provide side-events or something additional to the actual game, other
than hardcore football fans could be attracted as well. When it comes to the
matchday event, the food and beverage services should be taken into considera-
tion and developed as well, so that all the customers could fulfill their needs in

terms of beverages.

The current problem is that the game itself is not that good, which leads into a
situation that most games are attended only by die-hard football fans. It leads to
revenue losses from ticket sales. Development of the matchday event could help
the organization to gain more ticket revenue, because eventually more people

would attend the matches.
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6 LIMITATIONS IN THE STUDY

There were a few limitations while conducting this research. First of all, the mate-
rial was rather limited which led to challenge of analysis. It was difficult to find

reliable material from the articles or books, from which the analysis suffered.

The number of interviews could have been bigger, but some challenges were faced
while conducting them as well. After sending many emails to different organiza-
tions, only two answers were received. Therefore, the additional material needed
to be taken into use. Unfortunately, the case organizations were not willing to co-

operate, due to their own hurry.

In conclusion, the difficulties in gaining information led to challenge to conduct
broader analysis. Therefore, the research was conducted with the help of several

different research methods.
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7 CONCLUSION

There are 12 teams competing in the highest tier of the Finnish football system.
Every season all the teams play 22 matches in Veikkausliiga. HIK is the most suc-

cessful team in Finland with 31 championships.

COVID-19 has had negative economic impacts on Finnish football organizations.
Due to the limitations and restrictions regarding audience, the companies could
not have been able to operate normally which has led to decrease of money in the
business. The turnover of the case clubs decreased during the pandemic and both

case clubs had to figure out new solutions to survive the impacts of the pandemic.

The economic situation in Finnish football is rather complicated. There is not
enough money in Finnish football business which makes it hard to develop the
product. Sponsorship agreements are the key in Finnish football business, there-

fore maintaining them was essential during COVID-19.

COVID-19 made the companies to find out new ways to operate. The organizations
discovered additional revenue resources and ways to adapt to the situation. For
example, cost management, player sales and merchandise sales were essential in

order to survive the negative impacts.

Finnish professional football organizations could develop their operations after
COVID-19, by focusing on youth player development, improving their matchday

events and securing the financial side.



REFERENCES

Alkhaisi, Z. 2018. Emirates hands Arsenal $280 million in record sponsorship deal. Accessed
7.10.2021. https://money.cnn.com/2018/02/19/news/companies/emirates-arsenal-record-spon-
sorship-deal/index.html

Allianz. 2022. Allianz and football. Accessed 20.1.2022. https://www.allianz.com/en/about-
us/sports-culture/football/allianz-football.html

Arsenal. 2017. Dial Square to north London. Accessed 12.11.2021. https://www.arsenal.com/his-
tory/laying-the-foundations/laying-the-foundations-overview

Arsenal Holdings Limited. 2020. Annual Report and Financial Statements. Accessed 17.12.2021.
https://www.arsenal.com/media/284069/download

AVENUE. 2020. The Impact of COVID-19 on the Event Industry. https://avenueeventgroup.com/the-
impact-of-covid-19-on-the-event-industry/

BBC. 2015. Premier League TV rights: Sky and BT pay £5.1bn for live games. Accessed 7.10.2021.
https://www.bbc.com/sport/football/31357409

BBC. 2019. Finland qualify for Euro 2020 and first major tournament. Accessed 23.9.2021.
https://www.bbc.com/sport/football/50440458

Caldwell, C. 2002. Performance Management. Accessed 15.10.2021. https://learning.oreilly.com/li-
brary/view/performance-management/9780761213925/xhtml/ch01.html#ch01lev2sec7

Campelli, M. 2021. Quantifying the economic and social impact of football. Accessed 21.10.2021.
https://sustainabilityreport.com/2021/01/28/quantifying-the-economic-and-social-impact-of-
football/

Caputo, P. Jackson, A. Murali, R. Rauch. M. Return to a world transformed. Accessed 3.11.2021.
https://www2.deloitte.com/us/en/insights/focus/transportation/future-of-business-travel-post-
covid.html

Chadwick, S., Parnell, D., Widdop, P., Anagnostopoulos, C. 2018. Routledge Handbook of Football
Business and Management. Accessed 8.10.2021.
https://books.google.fi/books?id=jDZ7DwAAQBAJ&printsec=frontcover&hl=fittv=onep-
age&q&f=false

Chelsea FC. 2020. Chelsea FC financial results. Accessed 14.10.2021. https://www.chel-
seafc.com/en/news/2020/12/31/chelsea-fc-financial-results

Conn, D. 2018. Manchester City accounts show Sheikh Mansour has put £1.3bn into club. Accessed
14.10.2021. https://www.theguardian.com/football/2018/sep/13/manchester-city-accounts-
sheikh-mansour



50

Deloitte. 2021. Annual Review of Football Finance. 2021. Accessed 8.10.2021.
https://www2.deloitte.com/uk/en/pages/sports-business-group/articles/annual-review-of-foot-
ball-finance.html

Desbordes, M. 2007. Marketing and Football. Accessed 21.10.2021. https://reader.else-
vier.com/reader/sd/pii/B9780750682046500062?to-
ken=A073F9C9ABA016237AA748FFDAED88EOSE67E635E3ED-
FAEO6E3718CF078696979B9E77F6748C5F44182C69F0B98B12B4&originRegion=eu-west-1&orig-
inCreation=20211021074722

DFL. 2021. THE 2021 ECONOMIC REPORT. Accessed 21.10.2021. https://me-
dia.dfl.de/sites/3/2021/03/EN_DFL_Wirtschaftsreport_2021_M.pdf

Einid, M. 2015. Uransa jo paattanyt Huuhkajien pelaaja oli Veikkausliigan palkkakuningas. Accessed
7.10.2021. https://www.is.fi/veikkausliiga/art-2000001029314.html

ETLA. 2021. The Role of the Event Industry in the Finnish Economy. Accessed 22.10.2021.
https://www.etla.fi/julkaisut/tapahtuma-alan-rooli-suomen-taloudessa/

Finnish football player’s association. Jalkapalloilijoiden palkkatutkimus 2011. Accessed 1.10.2021.
https://web.archive.org/web/20120329214139/http://www.jpy.fi/files/cms_userfile/Tiedos-
tot/Palkkatutkimus/Palkkatutkimus_2011.pdf

Hakanpai, L. 2018. MAKROTALOUDELLISTEN TEKIJOIDEN VAIKUTUS AMMATTILAISJALKAPALLOILUN
KYSYNTAAN: TAPAUS VEIKKAUSLIIGA. Accessed 1.10.2021. http://jultika.oulu.fi/files/nbnfioulu-
201805091661.pdf

Halonen, M. 2021. Kommentti Suomi meni TAAS arvokisoihin! Accessed 3.11.2021.
https://www.is.fi/jalkapallo/art-2000007815345.html

Hirvonen, J. 2021. Setelit péytdaan! Tassa Veikkausliigaseurojen pelaajabudjetit ja tavoitteet alka-
valle kaudelle — HJK kestaa vertailun jadkiekon Liigaan. Accessed 7.10.2021. https://www.suomifu-
tis.com/2021/04/veikkausliiga-pelaajabudjetit-2021-tavoitteet-talous/

HJK. 2021a. Historia. Accessed 23.9.2021. https://www.hjk.fi/seura/historia/

HJK. 2021b. KONSERNITILINPAATOS. Accessed 10.12.2021. https://www.hjk.fi/app/up-
loads/2021/04/konsernitilinpaatos-2020.pdf

HJK. 2021c. HJK strategia. Accessed 10.12.2021. https://www.hjk.fi/seura/hjk-stategia/
HJK representative. Interview. 8" December 2021.

lives representative. Interview. 5" November 2021.

llves ry. 2021. Accessed 23.9.2021 https://ilvesjalkapallo.fi

llves. 2021a. SEURA. Accessed 23.9.2021 https://ilvesedustus.fi/seura-ilves-jalkapallo/



llves. 2021b. Tilinpaatés. Accessed 30.9.2021. https://ilvesedustus.fi/wp-content/up-
loads/2021/04/tilinpaatos_per30112020_sivuille.pdf

llves. 2019. RAPORTTI: ILVES VOITTI SUOMEN CUPIN. Accessed 23.9.2021 https://il-
vesedustus.fi/1299223/

Seppanen-Jarveld, R., Akerblad, L. & Haapakoski, K. 2019. Monimenetelmallisen tutkimuksen integ-
roivat strategiat. Accessed. 16.12.2021. https://www.julkari.fi/bitstream/han-
dle/10024/138276/YP1903_Seppanen-Jarvelaym.pdf?sequence=2

Kelsey, R. 2021. Newcastle United takeover: What is PIF, the main owner of the club? Accessed
15.10.2021. https://www.bbc.com/news/newsbeat-58842557

Koskinen, I., Alasuutari, P. & Peltonen, T. 2005. Laadulliset menetelmat kauppatieteissa. 1. Edition.
Tampere. Vastapaino.

Lindfors, J. 2013. Klubi paihitti Benfican. Accessed 23.9.2021 . https://yle.fi/aihe/artik-
keli/2007/06/15/klubi-paihitti-benfican

Linkedin. 2021. Arsenal F.C. Accessed 12.11.2021. https://www.linkedin.com/company/arsenal-f-c

Liverpool FC. 2021. Sami Hyypia. Accessed 23.9.2021. https://www.liverpoolfc.com/history/past-
players/sami-hyypia

Malterud, K. 2001. Qualitative research: standards, challenges and guidelines. Accessed 16.12.2021.
https://doi.org/10.1016/S0140-6736(01)05627-6

McCarthy, N. 2018. Juventus Have Sold S60 Million of Ronaldo Jerseys In 24 Hours. Accessed
14.10.2021. https://www.forbes.com/sites/niallmccarthy/2018/07/20/juventus-have-sold-60-mil-
lion-of-ronaldo-jerseys-in-24-hours-infographic/?sh=3b661309392b

Norwich City. 2021. Club History. Accessed 12.11.2021. https://www.canaries.co.uk/club/our-
club/club-history

Norwich City FC. 2020. Annual Report. Accessed 13.1.2022. https://files.canaries.co.uk/canar-
ies/ARG2020.pdf

OECD. 2021. COVID-19 and the Future of Global Events. Accessed 8.10.2021.
https://www.oecd.org/cfe/leed/OECD_Global_Events_COVID_webinar_highlights.pdf

Olympics.com. 2020. Olympic Games postponed to 2021. Accessed 8.10.2021. https://olym-
pics.com/tokyo-2020/en/news/joint-statement-from-international-olympic-committee-and-to-
ky02020

Palloliitto. 2021a. PALLOLIITTO. Accessed 23.9.2021. https://www.palloliitto.fi/info/palloliitto

Palloliitto. 2021b. JALKAPALLON ARVO YHTEISKUNNALLE. Accessed 21.10.2021. https://www.pal-
loliitto.fi/palvelut/digitaaliset-jasenpalvelut/sroi



52

Pattison, P. McIntyre, N. 2021. Revealed: 6,500 migrant workers have died in Qatar since World Cup
awarded. Accessed 15.10.2021. https://www.theguardian.com/global-develop-
ment/2021/feb/23/revealed-migrant-worker-deaths-qatar-fifa-world-cup-2022

Prada, J. 2021. How Abramovich’s investment has built a Chelsea for the present and the future.
Accessed 14.10.2021. https://www.marca.com/en/football/champions-
league/2021/05/31/60b4ce4f46163faf168b4578.html

Premier League. 2019. Premier League value of central payments to clubs 2018/2019. Accessed
7.10.2021. https://www.premierleague.com/news/1225126

Pilger, S. 2019. Manchester United Continue To Build On Their Dominance In China. Accessed
21.10.2021. https://www.forbes.com/sites/sampilger/2019/12/11/manchester-united-continue-
to-build-on-their-dominance-in-china/

Reed Exhibitions. 2021. COVID-19 and How it’s Changing the Event Industry. Accessed 8.10.2021.
https://rxglobal.com/lykeckex/2021/06/COVID-19-and-How-its-Changing-The-Events-Industry-
1.pdf

Robinson, L. Chelladurai, P. Bodet, G. & Downward, P. 2018. Routledge Handbook of Sport Manage-
ment. Accessed 8.10.2021. https://ebookcentral-proquest-com.ezproxy.puv.fi/lib/vamklibrary-
ebooks/reader.action?doclD=957144

Saaranen-Kauppinen, A. & Puusniekka, A. 2006. Strukturoitu ja puolistrukturoitu haastattelu. Kvali-
MOTV — Menetelmdopetuksen tietovaranto. Tampere. Yhteiskuntatieteellinen tietoarkisto. Acces-
sed. 9.12.2021 https://www.fsd.tuni.fi/menetelmaopetus/kvali/L6_3_3.html

Sallinen, K. 2016. Jalkapallolla eniten harrastajia — se syo latkan, hiihton on alamdessa. Accessed
22.10.2021. https://www.lansivayla.fi/urheilu/1791968

SH4. 2021a. Suomen jalkapallohistoria. Accessed 23.9.2021. http://sh4.fi/suomen-jalkapallohisto-
ria/

SH4. 2021b. Jalkapallo Suomessa. Accessed 23.9.2021. http://sh4.fi/jalkapallo-suomessa/

Sporting Intelligence. 2018. Global Sports Salaries Survey 2018. Accessed 24.2.2022. https://global-
sportssalaries.com/GS55%202018.pdf

Statista.com. 2021a. Expected revenue and loss due to coronavirus (COVID-19) in the event industry
in the Netherlands. Accessed 8.10.2021. https://www.statista.com/statistics/1108551/expected-
revenue-and-loss-due-to-coronavirus-in-event-industry-netherlands/

Shank, M. & Lyberger, M. 2014. Sports Marketing. 5" Edition. Accessed 21.10.2021. https://learn-
ing.oreilly.com/library/view/sports-marketing-5th/9781317743446/

Statista. 2020. Premier League clubs ranked by revenue in the season 2019/2020. Accessed
12.11.2021. https://www.statista.com/statistics/566666/premier-league-clubs-by-revenue/



Statista. 2021b. Arsenal FC revenue by stream 2019/20. Accessed 14.10.2021. https://www.sta-
tista.com/statistics/251152/revenue-of-fc-arsenal-london-by-stream/

Statista 2021c. Soccer player transfers by highest all-time transfer fee as of September 2021. Ac-
cessed 14.10.2021. https://www.statista.com/statistics/263304/transfer-fees-the-10-most-expen-
sive-transfers-in-soccer-ever/

Statista. 2021d. Premier League titles won from 1889 to 2021, by club. Accessed 12.11.2021.
https://www.statista.com/statistics/383696/premier-league-wins-by-team/

Suomifutis.com. 2010. Veikkausliigan seurojen budjetit. Accessed 7.10.2021. https://www.suomifu-
tis.com/2010/04/veikkausliigan-seurojen-budjetit/

Suomifutis.org. 2021. Suurimmat suomalaiset jalkapalloilijat. Accessed 23.9. 2021.http://www.su-
omifutis.org/suurimmat-suomalaiset-jalkapalloilijat/

Szymanski, S. 2020. Inside the business of football. Accessed 7.10.2021. https://openlearn.me-
dium.com/inside-the-business-of-football-4537acec31bb

Transfermarkt.com. 2021a. Jari Litmanen — Titles & Achievements. Accessed 24.9.2021.
https://www.transfermarkt.com/jari-litmanen/erfolge/spieler/4675

Transfermarkt.com. 2021b. Ronaldo. Accessed 14.10.2021. https://www.transfer-
markt.com/ronaldo/profil/spieler/3140

Transfermarkt.com. 2021c. Transfer income and expenditure. Accessed 22.10.2021.
https://www.transfermarkt.com/transfers/einnahmenausgaben/statis-
tik/a/ids/a/sa//saison_id/2016/saison_id_bis/2021/land_id/0/nat/0/konti-
nent_id/0/pos//w_s//intern/0/plus/1

UEFA. 2005. Birth of UEFA. Accessed 23.9.2021. https://www.uefa.com/insideuefa/news/01ab-
0f84767887e4-8b1a9f4c41b2-1000--1954-1962-birth-of-uefa/

UEFA. 2020. UEFA postpones EURO 2020 by 12 months. Accessed 8.10.2021.
https://www.uefa.com/uefaeuro-2020/news/025b-0ef35fa07210-adb80b5eb2e7-1000--uefa-
postpones-euro-2020/

UEFA. 2021. 1998/99 Season. Accessed 23.9.2021. https://www.uefa.com/uefachampi-
onsleague/history/seasons/1998/

UrheilunKirjo.com. 2021. Suomen jalkapallon historia. Accessed 23.9.2021. https://www.urhei-
lunkirjo.com/suomen-futishistoria.html

Veikkausliiga.com. 2021a. lIlves Otteluohjelma. Accessed 30.9.2021. http://www.veikkausli-
iga.com/joukkueet/ilves/otteluohjelma?season=2021&category=veikkausli-
iga&home_away=home#middle-menu



54

Veikkausliiga.com. 2021b. HJK Otteluohjelma. Accessed 30.9.2021. http://www.veikkausli-
iga.com/joukkueet/hjk/otteluohjelma?season=2021&category=veikkausli-
iga&home_away=home#middle-menu

Veikkausliiga. 2021. Otteluohjelma 2019. Accessed 22.10.2021. http://www.veikkausliiga.com/tilas-
tot/2019/veikkausliiga/ottelut/#stats-wrapper

Venturoli, E. 2021. Sports marketing types: marketing of sport and marketing through sport. Ac-
cessed 3.11.2021. https://rtrsports.com/en/blog/sports-marketing-types-marketing-of-sport-and-
marketing-through-sport/

Vilkka, H. 2007. Tutki ja mittaa, maarallisen tutkimuksen perusteet. Accessed 16.12.2021.
https://trepo.tuni.fi/bitstream/handle/10024/98723/Tutki-ja-mittaa_2007.pdf

Vilpas, P. (n.d.). KVANTITATIIVINEN TUTKIMUS. Accessed. 16.12.2021. https://users.metropo-
lia.fi/~pervil/kvantsu/Moniste.pdf

Vuori, J. (n.d.). TAPAUSTUTKIMUS. In Laadullisen tutkimuksen verkkokasikirja. Vuori, J. (Eds.) Tam-
pere. Yhteiskuntatieteellinen tietoarkisto. Accessed 12.11.2021 https://www.fsd.tuni.fi/fi/palve-
lut/menetelmaopetus/kvali/tutkimusasetelma/tapaustutkimus/

Vaananen, V & Kosunen, J. 2018. Yli 400 000 euroa! Veikkausliigan tahtipelaaja vaikenee huimista
ansiotuloistaan: ”"Puhun vain jalkapallosta”. Accessed 7.10.2021. https://www.is.fi/veikkausli-
iga/art-2000005884578.html

Wagner, U. Storm, R. Nielsen, K. & Agergaard, S. 2017. When sport meets business: cababilities,
challenges, critiques. Accessed 7.10.2021. https://ebookcentral-proquest-
com.ezproxy.puv.fi/lib/vamklibrary-ebooks/reader.action?doclD=5601750

Wapinski, M. 2020. How Football Adapted to Post-Pandemic Reality. Accessed 22.10.2021.
https://www.tisagroup.ch/how-football-adapted-to-post-pandemic-reality/

Wilson, R. 2011. Managing sport finance. Accessed 14.10.2021. https://ebookcentral-proquest-
com.ezproxy.puv.fi/lib/vamklibrary-ebooks/reader.action?doclD=668883#



APPENDICES

Appendix 1. Interview questions

1. How has COVID-19 affected revenue of the company?

2. From what has the revenue consisted of during the pandemic?

3. Have you discovered new revenue sources during the pandemic?

4. Has COVID-19 affected the continuity of sponsorship deals or making new sponsorship

agreements?

5. How has COVID-19 affected the expenditure of the company?

6. What kind of cuts have you had done because of the pandemic?

7. How have you taken sustainability into consideration during the pandemic?

e Forinstance, match events, traveling, remote work

8. How have you kept up the sense of community during the pandemic?

e Forinstance, stakeholders, players, fans, juniors

9. What kind of negative impacts has COVID-19 had in terms of business?

10. Have you been able to do profitable business during the pandemic, if yes, how?

11. How are you planning to develop you business operations in the future?

12. Has COVID-19 made the company to digitalize faster?

13. Have you had to change the way of marketing somehow due to the pandemic?

14. Have you added marketing because of the pandemic?

15. What is the current economic situation in Finnish football from your point of view?
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