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The article is devoted to possibilities of usingchanisms that maximize profit in professional sport
Examples of the use of these tools in world sfdrere are opportunities for the sports industrytef Republic
of Belarus in this direction of improving econorpiicy.

A key link in the stability of the economic polisi®f professional sports clubs (PSC) serves thenbal
under articles profit. Indicators of financial aimvestment activities are the monetary expressiosporting
achievements of PSC, reflect the result of findrena investment activities of the team. The higbfip before
income tax of PSC provides an additional opporjutatinvest in intangible assets, infrastructutte, Eractical
experience shows that in the budget of PSC compsaheincome on the match day, so it is more stablm
an economic point of view.

Consider the possibility of profit maximization BfSC in the context of the operating activitieshe t
formation of revenue items on the example of pifesl football. The results of the team's perfarcgawill
have a direct impact on commercial activities 0o€P Strategic planning of sports achievements ot¢hen is a
major component of the budget of PSC in the comiergpd, as well as forecasting of the statemeptrofit and
loss. Sports results have a direct impact on thia axdicle profit of PSC. PSC management is relégporting
achievements and investment in the developmenteofdam during the reporting period.

In the Republic of Belarus the budgets of many P& only on the investments from local budgets,
total income on the match day and the sales of ifjts are negligible or absent altogether. Frormspoship
contracts, for example, in the Premier League, aretighlight the areas of concern "Belneftekhin@nks and
insurance companies.

Belarusian business structures are ready to investey in the industry of professional sports, but,
typically, sports organizations have nothing tceotio attract these funds into their projects. Moimwested in
sport organization, must be addressed, otherwisiessional sport in the Republic of Belarus nop#&ss on an
economic platform and not be transformed into arass [7].

Bonus from playing in the European Cup and Club i/Gup is a significant part of the revenue of PSC.
There is always the opportunity to replenish thebd budget, participating in the European Cupsnmine
Belarusian clubs left in European tournaments t¢laen earned from UEFA a significant premium [17]. 18
addition, in 2014, the Association "Belarusian fudt Federation" has allocated a prize Fund thahatend of
the season was distributed among the top three, tmtal amount of 300 thousand US dollars [4].

Profit from the events of PSC income not relateth® game reflects the degree of development of the
product, ticketing and pricing policies, as wellths elasticity solutions manual in a transformamyironment.
These indicators give the possibility to calculdte profit of PSC from implementing ticketing andlr goods
in the long-term cost effectiveness for home garibs. profit from each game per user is the maiicatdr of
the impact of commercial policy. Effective tickegipolicy of the PSC must meet the following cridestability,
according to consumers and flexibility in the regidn monitoring of upcoming games based on achievis
over the past matches. Commodity and ticketingcggtirovides for the establishment of the implemeotaof
the ticketing and club products, which may includebsites, brand stores, specialized establishmemis
infrastructure for the stadium.

The consumer behavior of fans can be interpretec dandamental basis for promoting PSC. A
fundamental factor in this case is the level ofi@abments of PSC, in the absence of positive dycsumi the
interventions are very difficult to guarantee theéput on the break-even point and the higher tieddyiln the
absence of significant sporting achievements oft¢laen of PSC is necessary to conduct an effectanketing
policy and trying to increase profits through thmeplementation of systems of interaction with custosn
through which PSC transform it economically pasgaugs into the action as the main consumers, espdem
the form of a game and accompanying ingredientd) as team merchandise, souvenirs, etc.

One of the main mechanisms of increasing the prafftthe infrastructure are the VIP lounges, the
audience of such places pay much greater cospéwia visual status and opportunities that provigEam with
the managers of sports. For example, in Germanjotaénumber of VIP lounges in relation to theatatumber
of seats is 3to 5 %. Terms of the sale of the skgb give about 15-20 % of the proceeds from tipkegrams
[2].

For senior managers and key functionaries of tlsénless processes in the industry of professioratsp
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the main task is to organize any events at thedsiglevel, and to be in demand by consumers asakityqu
product, which includes certain factors: victory marformance at the highest level of PSC, parttmpain
international tournaments, the infrastructure piesi merchandising services, as well as good infilmma
support.

For business processes in the industry of profeakisports, as in other sectors of the economig it
important to use PR opportunities. The PR servagsistently show a significant increase of its ssitg in
professional sports based on the trends in thestndwf professional sports has acquired the mtisiciive
position relative to other investors and sponsors.

Currently, there are many PR-technologies of magmee of investment attractiveness of PSC
generating a profit. According to professor northtegen University USA, a recognized expert in thedfiof
public communication and image-making, Irving Reynarofessor graduate school of management,
G.L. Kellogg, northwestern University, USA, hongrafoctor of the Russian University of Economics rdm
after G.V. Plekhanov Philip Kotler [16, p. 264—-28@jofessional athletes, owners of PSC, coach, sport
development programs, professional leagues, spgogoods, sporting events, sports television programd
professional sports teams can be a sports bramattsSgrand is a strategic asset, and the only copmtoof the
property that can remain unchanged for severaky@drile maintaining its working capital cost.dtalso one of
the intangible assets.

The brand value of the football club Manchestertéthi[15] is estimated at 351 million U.S. dollars,
accounting for 24 % of the value of the companye Value of the brand also includes the annual rexdérom
sponsors at 94 million U.S. dollars, and proceedsfmedia rights at the level of 70 million U.S.lldrs.
European PSC have higher brand value than Amelieaause European clubs have income from sources tha
they don't have to share with other teams fronr tbeiintry, or from sources, which to a lesser exsponsor
their competitors.

Business brands are evaluated based on how muchm#nket value exceeds the carrying value
benchmarks for the industry [13, p. 163-167]. Cpar®v V.Y. in the context of her dissertation reska
"Evaluation of brand value and the trademark of finefessional football club" [11] have developea th
theoretical framework of the valuation of brandsl arademarks of PSC. Using valuation for the edfiti
management of brand and trademark, PSC providédbkis for increasing the value of their business the
level of investment attractiveness. The practicgdeat of the work was the possibility of a more lative
assessment taking into account specifics of asvitf PSC and distinctive features inherent tar thvend and
trademark. According to V.Y. Cherepanova furtheediion of research, based on the results achiezas,
become a complex development of measures for prafiimization PSC.

Pioneers in trying to focus on the brand, the psead providing services can be considered pretden
multinational consulting company TMI in the USA aNeéw Zealand Janelle Barlow and Paul Stewart. $n hi
book "Service oriented to a brand" [12] the authopgn up new perspectives, combining the dynamics o
customer service with complex emotional connectitivag create a strong brand. Practical recommentati
contained in the above labor will implement a ssgvoriented brand to the company through a polfdyumnan
resource management.

PSC promote their brand in society, strongly enagertheir athletes to participate in various manket
projects and promotions of world famous companmasdls. These activities increase the image of 8@ &nd
added to the budget of huge financial infusion. &mording to estimates of the sports analystsfal@wing
professional athletes in its advertising and spsigp portfolio store a variety of different corita

So American basketball player Derrick Rose in addito the contract with "Adidas" for 200 million
U.S. dollars for a period of 13 years has collategtavith the brands of "Powerade”, "Wilson Sportiagods
Co." "Skullcandy" and "2K Sports" in 2012 boughstake in a network of pizzerias "Giordano's". Tloéfey
from Northern Ireland Rory Mcllroy signed with Niker 10 years, the amount of which 200 million U.S.
dollars, in parallel to continued cooperation wiitle Swiss luxury watch brand "Audemars Piguet".ditesthe
fact that footballer David Beckham ended his prsifasal career, he remains an Ambassador of thedbran
"Adidas", which is a lifetime contract for 160 nidlh US dollars, represents the interests of congsatiBurger
King" and "Sky". He advertises the brand "Belsta#f,well as the car manufacturer "Jaguar" chosealitiheir
Ambassador to China. He works closely with the Svibepartment store chain H&M, which manufactures a
proprietary line of men's and children's underw@ar

American golfer Tiger Woods contract with Nike fryears, the amount of which is 100 million U.S.
dollars. Among basketball players NBA Lebron Jantles,biggest advertising star, makes Nike conti@c®3
million U.S. dollars, contracts with McDonald's, €eCola, Samsung and other brands, sales of hisitsige
sneakers have reached the amount of 300 million dbfars [6].

To the need to minimize risks to promote a specffiofessional athlete of goods from several
organizations, companies try to minimize such asipiigy in the contracts, but this service, as wder
significantly increases the amount of the contrabe most successful PSC in the world give muchomamce
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to formation of the attractive image. They receimeome from articles profits, which enable to irase
significantly the ranking of PSC. A rich selectiohPR-technology contributes to the efficiency atability of
management policies in the field of PSC image.

From the ordering of certain ways, forms, methaut$ @perations on the basis of which integratedipubl
relations, the Institute of public relations hasidormed [8, p. 3], involving multiple activitie@imed at
improving relations between the organization (P8aJ the public, as well as with those who join wittln
business contacts both inside and outside. No BRS¢0 be possible to maintain management and éassin
the industry of professional sports. PR in the stduof professional sports plays a small valuedohancing
the sustainability of PSC and athletes and fomthele society, through the promotion of a healifestyle.

The most striking example of profit on the resoursage of sports facilities to promote shows, cdace
etc., for the Republic of Belarus can serve as Hifomctional cultural-sporting complex "Minsk-Araf, which
is one of the most modern multifunctional building€urope, impressive for its architectural desigthe style
of hi-tech, designed for international sports aulfucal events [5], such as concerts of Russianfareign stars,
luxury ice shows [1].

The trim command shows the efficiency of the spedssool of PSC. The number of foreign players in
PSC can be viewed from two perspectives: one, teeepce of elite legionaries tells about the siggift
investment potential of PSC, on the other hand,rtbheease in their number indicates a deficit @ithwards,
and as a consequence, a low level of sports schadi®ne of the basis for the successful funct@poiPSC in
the long run. In his thesis A.G. Dmitriev "Optimicm model transfer strategies of professional fatitclub”

[3] has developed models of analysis, selectionpertbrmance management transfer strategy of P8Ot
implement the behavior of PSC in the transfer mankbich can be used to transform management obgsct
into appropriate management decisions. The perfocsmaof PSC players for the national teams in the
international arena has a direct impact on increpdie number of fans of the team.

One of the best examples of profit maximization sarve as policy of the football club "Manchester
United", which takes place using some of the tdisi®ed above. According to the report Deloitte "Hxadl
Money League 2015" [14], despite the games shoitugsnin the season, "Manchester United" showed
tremendous revenue growth, almost 100 million eusbsad of Barcelona and Bayern Munich and behirig o
real Madrid. The income of the club in the mainaarduring the reporting period was as follows:|tegenues
on the match day is 129.3 million euros (25 %), tight to broadcast is 162,3 million euros (31 %yda
commerce, which includes revenue from merchandiaimysponsorship contracts is 226,4 million eudds%%),
the budget of the club respectively amounted to iilllon euros. According to forecasts, Deloitte dNthester
United" in 2017 will be back in first place in thenking.

For comparison, revenues, and budgets of clubdiefhigher League of the Republic of Belarus on
football over the same reporting period is siguifity lower, the total budget of all teams amounie®4.1
million US dollars [10] that at 17.3 times lessrilthe budget of "Manchester United". As can be $emn this
comparison, the budgets and income of the BelanB&C strongly lag behind the foreign.

Based on the foregoing, the actual development @lemn methods and mechanisms to improve the
capacity of PSC to maximize profits for the majevanue items of the budget that is dictated bynsitely
changing market conditions, and is aimed at imprg¥he quality of sports products and serviceh@industry
of professional sports, which in turn will have@sjiive effect on the level of the whole industmtihe country.
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