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Source: Own study based on [1, 2, 3, 4, 5]

The purpose of enterprise activity is productiod #me offer to the market of such goods on whigrah
is a demand and which brings in to the businessimaimcome. Implementation of business activitgféctive
level is possible only in the presence of a cerfiblic situation — the enterprise environment vahis
understood, first of all, as the market, marketteays of the relations, and also a personal libefftythe
businessman, i.e. his personal independence, aliptei make such enterprise decision which, fronpbist of
view, will be the most effective, effective and test profitable.

Income plays very important role in life of eaclrqun as they are a source of satisfaction of nuasero
needs of people. Level and quality of life alsoetgbon the population income.

Despite a variety of sources of the income nevérfisethe main components of the monetary income of
the population are compensation, the income frosiness activity and property, and also social feass
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ECONOMIC REGULATION SYSTEM IN MAJOR LEAGUE BASEBALL
AS THE MOST STABLE IN PROFESSIONAL SPORTS

VALERYIA SIMANOVICH, ALIAKSANDR MATVIENKA
Polotsk State University, Belarus

The article is devoted to the economic model of MLge article considers the issues of income in the
League, operating income and profit for all clubsdathe league in general, the salaries of the piaythe
collective agreement and the luxury tax in Majoagee baseball.

Baseball League in the United States was the dirganization that developed a set of rules reggjati
economic transactions. Subsequent organizationredrisan football, hockey, basketball, Europeanalband other
sports just adapted the rules of baseball Leagaedordance with their specific situation. Cart##s in each of these
sports changed with time under the influence of metition with other leagues, the emergence of unafrplayers,
changes in legislation concerning leagues, judiziateedings and fraud cases among cartel members.

MLB is one of the major professional sports leagnethe USA and Canada. It consists of 30 team8 — 2
from the USA, 1 from Canada. Together with therdmi¢ional Federation of Baseball MLG organizes\Warld
Baseball Classic. With an average attendance @520people per game, MLB is one of the five splagégues
around the world with the highest average attenelafier the NFL, the Bundes League, the Austrdbatball
League and the Premier League [4].

There also were changes in response to technoldgimavations inside leagues, such as the system of
fan clubs invented by Brunch Rica and legal wasetiuce the tax from the property of teams workedbgBill
Vick, or in response to innovations from outsidects as the emergence of radio and pay-TV. Davisemted
the evolution of the rules of baseball League eessponse to these factors [3].

Following the example of organized baseball, atif@ssional sports leagues introduced restrictiorihe
markets of resources and product, including pragjdeams with monopoly rights to represent Leagumes
within specified geographical areas and the adoptib the rules of distribution of fees and inconmeni
television and radio broadcasts. Also there aresrugégulating the entry of new teams into the Leaapd the
sale of the existing teams or transfer of a teaantither geographic area.
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Especially important are the restrictions of mapibf players in the contract in paragraph stigntathe
right of "retention and transition" of players. $ja¢ reservations cancelled this paragraph for reet and
introduced special rules of recruitment controllargd monitoring the rights of new players. For caarentury
the paragraph stipulating a right of retention Yaasulated in baseball so that a player, signirgyfitst contract
with the team, had to play for this team for a# tiest of his playing career, or until the contraas sold (in this
case, he was obliged to play for the team, whialghbthe contract) [3].

Until the mid-1980s, MLB was considered a modes$jpbrts business in the USA. Its huge popularity in
the country, the exclusion from the antitrust laadyusy calendar of games — 162 matches in theselasge
stadiums contributed to it.

Financial condition of baseball clubs has alwaysnbne most stable in the world of professionaktspo
of the United States, which was confirmed by th&a ddout high attendance of matches of MLB. Talking
account that MLB teams have 162 games a seasomekatigrely big capacity of baseball stadiums, radtence is
one of the important indicators of the economy a$dball. The League is taking active efforts toromp
attendance which results in the steady tendeniyg gfowth.

However, with average attendance of 26,6 thousauglp per game stadiums were filled only 50% of
their capacity. Not by accident the contract ofellsknown in the country baseballer R. Jackson \tlig team
«Oakland Athletics» ensured for him the paymenmfritb to 30% from each ticket sold after the attendeof
the stadium exceeded 1,6 million viewers [1, p.]126

In the late 90s practically all the teams of MLRBItetendance of more than 1 million viewers a seaso

Like other Leagues of professional sports, MLB ieménts the program of preliminary sale of tickats i
the form of a season ticket. The share of thedetscin different teams ranges from 10 to 40%. Aditg to
this indicator, MBL is much inferior to the NBA amdHL. However, it should be noted that the capaoityhe
stadiums of MLB is 2-4 times higher than the patag&sport, in which basketball and hockey playensipete.
Therefore the number of season tickets being solldese leagues in absolute figures is almostahees

The price of season tickets to the games of MLBntehas wide fluctuations and depends on the comfort
of the place and city where the team plays. Prideme-time tickets also have wide fluctuationssealiby the
same factors.

Since 1989 the so-called sponsorship programmedaahattracting spectators to the stadium in League
is in action. Eight largest corporations in Amerirecluding Coca-Cola, IBM, Chevrolet and otheensferred 1
million dollars to MLB, having received 10 thousas®hts at baseball stadiums in the country, wiiel tise at
their discretion. As in other team professional rspomanagers of firms and corporations add expense
purchase of season tickets, rent of boxes at Htushs and the sponsored programme to the artizisiress
meetings» i.e. that is done at the expense ofilgdis of these companies.

With an average ticket price of approximately 9ddllars in 1989 income from ticket sales was
approximately 525 million dollars. The revenuegtsf teams ranged from 10 to 25 million dollars1994, the
income from ticket sales reached 750 million delland ranged from 12,7 to 48,9 million dollars. rage
ticket price increased to 10,65 dollars.

Revenues from television until the 80s did not ext20% of the budgets of the teams, and most of the
matches were broadcasted only by national TV comparin 1983, MLB signed a six-year agreement with
NBC and ABC on 1,15 billion dollars, which gave kkdeam of the League guaranteed income to the anodun
7 million dollars a year [1, p. 127].

In 1988 MLB signed a new four-year contract for 298 1993 with CBS to the amount of 1,06 billion
dollars, according to which the League annuallyeresd 375 million dollars, or 14,4 million dollaper team.
According to "Financial world", revenues of teamsnfi television fluctuated in 1994 from 11 to 54lioil. At
the same time clubs have the right to concludeesgeats with other broadcasters, in particular withle ones,
to broadcast the Olympic Games, which are not @eduin TV-contract with CBS and ISPN. Thus, in 1988
team "New York Yankees" signed 12-year contrachtlie cable television station "Madison square epaltaf
500 million dollars and, since 1990, has been wgithe average of more than 40 million dollargear. If you
sum up the income of this team from the ticket sd@ttendance of about 2,6 million people) and from
television, they amounted in 1999 to about 90 onilldollars.

The question of income from local and regional wisien is now a serious concern among heads of
teams, which are located on a small TV market. Adiog to the representative of "Pittsburgh Pirates"”
D. Danforta, if one team in the League has 3,5ionilfrom the local television and the other 50 imiildollars,
then there will be no competition in the Leaguehaitt solving the problem of the even distributidntttese
revenues between all teams in the League. Howewéyr the financial crisis may force owners to taliis step.

Significant source of revenue for baseball teamsvisnues from concessions of stadiums. For exaiipiee
stadium of the team "Cincinnati Reds" in the midufithe season they sell beer to the amount oftahbumillion, of
which 1,5 million go to the budget of the team.tiA¢ same time the prohibition of beer sales asthdium of the
team "San Francisco Giants" by the local autherieluced the income of this team by almost 1anilliollars.
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In recent decades, commercial licensing activitthefLeague and teams has intensified. Before €87
activity was carried out by teams. Then the Comioies of the League P. Uberrot decided to monopdiie
licensing activity, guaranteeing the owners ofth# clubs to increase their income significantly. 11990 it
brought the League 70 million dollars, which weigtributed between the teams.

If we summarize all income items of baseball tednwduding commercial licensing and advertisingatgt
in the middle of 90s the League earned more tt&billipn dollars a year, or more than 60 millioslldrs on average
per team. In 1999, the income of the League alraattyunted to 2,5 billion dollars[1, p. 128].

In the 90s the income from stadiums has sharplyeased. Many teams rent stadiums. However, the
agreement states that income from the sale of bgaes in the budget for the teams, so many teargether
with the owners of the stadiums started their retroction building new boxes. Their rent is from ®0
200 thousand dollars per season. Some stadiumsskaeeal dozens of such boxes. For example, atéugum
"Ball Park" in Arlington, where "Texas Rangers" plahere are 122 such boxes. Not accidentally weenle
such a large variation in income from stadiums f@million in Pittsburgh to 22 million dollars Dhicago.

The main item of expenditure part of the budgeihasther leagues is the players’ salary. Here figsea
year contract of B. Bonnilla signed in 1991 worfhrillion dollars. When signing he received comagias or
the so-called bonus at the rate of about 1.5 miltiollars and the salary was the following: 1992,5- million;
1993 — 5,6 million; 1994 — 5,7 million; 1995 — 4niillion and 1996 — 4,5 million dollars. In additiothe
contract stipulated additional fees: 100 dollarsudand for the title of "Most valuable player oétheague”,

1 million dollars for the title of "Most valuabldgyer".

In 1992, the average salary of a baseball playethf first time exceeded 1 million dollars, butdries
greatly in teams. In 1994 the largest sum allottedhe salary was in team "New York Yankees" -258jllion
and "Atlanta Braves" — 49,4 million, while the siteat — in "San Diego Padres" — 15,4 million dollars
Variations of an average salary constituted 6504had dollars in team "San Diego” up to 1,8 millimilars in
team "New York Yankees" with an average salary,dfrillion dollars a year in MBL in 1994.

The owners of the teams believe that they overpapé players and this may lead to the ruin ofrthei
clubs. In J. Scully’s judgment, a signal of distrés a situation when the share of salaries ofgulayn MLB
teams is more than 35% of the total revenues. Waataagree with this conclusion. In 1996, accordimghe
Association of players in the League, average wags 55% of total revenues of the teams, and the
destabilization of the baseball market did not teapfd, p. 128].

In 1998, the average salary of baseball playerMim was 1,45 million dollars a year, and annual
payroll team the "New York Yankees" — 63,2 millidallars, with three players of team "Chicago WHitgce"
and G. Sheffield from "Florida Marlin" received fr@illion dollars.

Along with basic salary within contract many badkpéayers receive various awards: for the title of
most valuable player of the League, for his indnsih the team of the "stars", for the recordsheflteague etc.

Great importance in the issue the growth of wageblageball players’ right to go to arbitration. éweting to
many studies, providing players with the rightaudifitration has played a great role in the grovitivages in MLB.

The wage level of the trainers as in other leagaesignificantly lower than of the players. In the
aforementioned team "New York Yankees" the sumtsperihe coaching team of 6 people in the earlywés
1,3 million dollars a year, including the salarytbé chief coach Lou Pinnelli in the amount of 486usand
dollars. And although in the late 90s comparededarly 90s the salary of trainers increased 1,8-times, it
is still several times lower than the salary ofyples.

Among other expenses are the following: administeattransport, payment for rent of the stadium,
purchase of equipment and forms, pension Fundttheafte, insurance of baseball players, maintenahtee
farm-club in minor League and others.

One of the major items of expenditure are the adstnative costs that tend to increase directly in
proportion to the growth in total revenues. In thiel-70s, they were about 14% of the total expemeguand at
the end of 90s increased to 25%.

As in ice hockey, some teams of MLB have their faiabs in the lower baseball leagues, which reguire
significant expenses for their maintenance. Fongta, in the late 90s MLB teams with farm-clubs reelathe
following expenses: purchase of baseballs (120® YB€ces per year), bits (300 to 310 pieces), apdraliem
allowance for meals in the amount of 15 dollarsd&players during guest games, and also the costein
accommodation. In total, these costs were 1,5-2Jbmdollars a year.

And although these lower leagues remain the praicigserve of new staff of MLB teams, the last,rgpe
more money on payment to scouts, who search fentsl So, in the late 90s teams of MLB contained on
average 35 scouts in a team, not counting ther@lestout Bureau, which also has employees in GariRagerto
Rico, Mexico and other countries [1, p. 129].
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In MLB there is luxury tax and income distributio@nce, in the second half of the nineties owners of
teams suddenly got afraid of property stratificatido solve the problem authoritative committee a@svened.
The experts came to interesting conclusions.

It turned out that since time immemorial the matome of baseball organizations has been comingtfeir
local sources: from ticket sales, merchandise acal table companies that broadcast the matctibe tegion. It is
fundamentally different from the policies of the INFor example, where the main funds come fronmigonal TV.

If a club has a large market, as New York, Chicaghos Angeles revenue will be considerable.

To solve the property issue, the committee proptseshare the profits (there could be no questtmuga
introducing a ceiling of salaries for the playeas, they remembered the strike of 1994). So clulishmarned
more money should pull their resources to supporte who remained with their own or even suffeosdés [2].

The new collective agreement fixed this practine2003 there appeared another tool to help the-paowury
tax. It was to be paid by clubs which spend moaa th certain sum on salaries. The League begarl@ittmillion,
then the number after which tax is levied only@ased and today, it is approximately 178 milliolieds.

But gradually from the total mass there began andtout the so-called voluntary outsiders thatratit
set the goal to get into the playoffs even in theegeeable future. These clubs are "PittsburgheBira'Florida
Marlins", "Kansas City Royals", "Washington Neysasti, "Baltimore Oriels". You could continue thstjibut
these most prominent representatives of the ness @ee not going to invest money in improving tlggime,
they only rely on handouts from the wealthy.

It is much more profitable to have a salary shéetbout 40-60 million, and as much, if not moreg#in
from total capital, and not to sell a single tick&tthough in the contract it is written that theoney obtained
from division of aggregate income should to be smen«improvement of the performances on the fielwb>
one does it because of too vague wording.

The economic model of MLB does not encourage clobsmall markets. It is impossible to build
something like "San Antonio Spurs" or "PittsburgmBuins" — dynasty, if there is no couple of huddréllion
for salaries. Of course there are uncommon exanggé$ampa Bay Raise" in 2008. The team also doepay
their players fabulous sums, but it managed targetthe World Series [2].

Problems in the League are not only from abovedsa from below, and no half measures here will
help. The way-out is very simple: the ceiling aretessarily floor of wages, but it can be extrentfficult.
Trade Union of players will not agree to restriogo

Speaking about the economy of MLB, it should beeddhat the main competition of the League is & th
so-called "World series" tournament, in which tlearhs-winners of the National and American leagues
participate. The title of the strongest team ofltkague is played out in a series of 7 games. pulawity in the
USA they are second only to the Super cup in fdbthithough income from them is even more. Thig t
revenues from ticket sales are more than 10 milioltars. Of interest is the system of distributimhincome
from ticket sales for the games of World Serie®668f the income from ticket sales for the first fgames go
to the pension Fund of players, remaining 40% avieled between MLB and the two teams playing. Ineom
from ticket sales for the last three games is édidnly between the League and the two teams. Blajehe
winning team receive more than 150 thousand ddiars. 129].

Despite the huge profits some owners of MLB teamstinue to claim that they are suffering losses.
However, experts refute these statements. Accordirgggonomists, in the late 90s most of the teaadspnofit
ranging from 10 million to 25 million dollars a yea

The League would not have taken a decision to aseré¢he number of teams to 30 if both teams sdffere
losses, and the owners of two new teams paid aidmigse of 95 million dollars (for comparison, 96l such
contribution for new teams was only 2,1 millionlddd), i.e. if a new team today wants to play m lteague it needs
at least 140 million dollars in its first seasomaogher argument against unprofitability of teamthés growth of their
cost. If in the mid-80s the leading baseball clulese estimated at 60-70 million dollars, in the 180s — 150-600
million dollars. Many owners of teams believe e team reasonable to keep a team for 10-15 gadrthen sell it.
Considering that the cost of teams is raising $aps operation brings the owners big profitsg1129].

Summing up the results of economic activity of MLiBgan be stated that the baseball business in the
United States continues to strengthen its positiare to large capacity of baseball stadiums thenreaurce of
income in many clubs continues to be selling tisket the games. In the 80-90s the incomes of filescand
the League have increased significantly due toitatd€ contracts with TV. However, further signéitt
increase in the income from this source is probteméherefore, the leaders of the League and thlescare
making efforts to intensify the licensing, advertgsand sponsoring activities.

A main item of expenses as in other leagues is svafi¢he players. The expenses on this item in MLB
make up more than 50% of total income.

According to experts, the marketing activity of abhall clubs of MLB prospers. Not accidentally the
cost of the leading baseball clubs is now appraecB00 million — 1 billion dollars.
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METHODOLOGICAL BASIS OF COMPETITOR MONITORING
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The article is devoted to the monitoring compesitém marketing It is a topical issue of modern
Belarusian companies. Monitoring competitors resalte used for development of marketing plan, féetian
of marketing strategy, management decisions irctéimepany marketing.

The author notes the necessity of monitoring comapgtand gives the analysis of literature devoted
this subject. The article represents the approadbdbe definition of the competitive analysis dimel essence of
the concept of monitoring the competition. In tt@search the algorithm for the monitoring and eaion of
competitors are proposed, the types of competdor®rding to the elements of the marketing comipetire
defined. Marketing scenarios of counter rivals ading to the type of competitor are also proposed.

Nowadays it is very difficult to find a company thdoesn’'t focus on competitors when planning
marketing activities. The monitoring of competitassthe basis for developing and implementing cditipe
strategy of any business entity, regardless dfits, location, management concept, goals and tigewf the
activities. The main factors determining the impade of the organization of effective competitomitaring in
marketing of modern enterprises are: the high le¥elncertainty of competitors' activities, a sfggant factor
dynamics of the competitive environment of entesgsi limited financial, material and human resasirce
allocated to monitoring activities, large scale usffair competition and the need to integrate thistdr in
marketing activities. These facts form the sciéntdnd practical interest in the problem of anayand
assessment of the impact of the competitive enxigont on the marketing activities of enterprises.

Some aspects of the organization of competitor todng in the marketing of the company are observed
in the works of G. Bagiev, A. Gavrilov, B. Gerasivag V. Zinchenko, D. Lehmann, E. Mazilkina,
G. Panichkina, Yu. Panov, E. V. Terehova. D. AaKerAnsoff, G. Assel, P. Dixon, P. Doyle, E. Dihtl,
P. Druker, Kotler , Jean-Zh. Lamben, M. Porter;Ti3, F. Hayek are the foreign researchers in theldpment
and implementation of marketing strategies in apetitive environment.

In spite of the variety of theoretical and appliwdrks on marketing and competition the issues of
organizational support of the competitor monitorinigfinition of the types of competitors accorditngthe
status of their marketing, the use of the scergpjmroach to counter competitors are still poonisd.

The aim of the research is to develop methodolbgind practical recommendations on the organization
of monitoring marketing activities of competitoidentification of the types of competitors accoglto the state
of the elements of the marketing mix and formatibmarketing scenarios of countering of competitors

There are different approaches to understandingimpiementation of competitive analysis. Lots of
definitions of the term competitive analysis aréendd in the research works, for example: "Diagieesbf
competitive environment" (G. Bagiev, E. Bogdanov#)e analysis of competitor activities" (G .Azoddqtler,

P. Romanenko), "competitor analysis" (M. Porter,LBhmann, R. Wenger), "monitoring of the compeditiv
environment" (A. Berezkina M. Maksimova, E. Tereapyl, 2, 3, 4]. The analysis of the literatureoaid
identifying some approaches to the determinatioimefterm competitive analysis:

1. Competitive analysis as a marketing research.dvtany researchers pay define competitive anafsine
of the marketing research areas conducted by timpaay (Kotler, E. Golubkov, T. Maslova, S. Bojuk,Kovalik
and etc.) in order to get the necessary informatf®:nRomanenko determines competitive analysis Bge of
marketing research based on the formation of dsgalpdormation about competing products and firifeat gives
the opportunity to understand why competitorslaistway and develop their own strategy of markaghr.
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