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DEVELOPMENT OF US PROFESSIONAL SPORTS AND PHYSICAL
CULTURE IN THE CONTEXT OF THE MASS MEDIA

Abstract. The spectacular potential of sports in the USA is now significantly
enhanced by modern mass media, which is discussed in the article. The purpose of
the article is to substantiate the peculiarities of the development of professional
sports and physical culture in the USA in the context of mass media coverage. The
relevance of the article is determined by the fact that modern sports, physical culture,
competitions are no longer just a game, but also a serious commercial activity aimed
at making a profit.

It is noted that sports organizations, which previously earned through the sale
of tickets and sports paraphernalia, the granting of rights to broadcast matches, as
well as sponsor support, are now also starting to work with new media, for even
greater expansion of the audience and better work with it. The need for information
can be satisfied instantly, precisely with the help of new media in the form in which
a person wants it. Information about sports competitions is transferred to the
Network and is intended for a global audience, the widest range of recipients. Sports
organizations use digital media as educational and entertainment PR technologies
and receive money from sponsors, media and ticket sales. A modern football club
with the help of an Internet site has the opportunity to build a wide base of fans
thanks to registration on the site and collection of personal data during the initial
purchase of tickets and goods in the club.

Modern sport, having turned into a spectacular and commercially successful
show, is focused on obtaining a significant profit, and therefore on the requests of
the widest possible audience. Commercialization of sports has many aspects, both
positive and negative. Modern sports turn into a show, which even leads to changes
in the rules, which is not always positive and contradicts the principles of sports, and
the commercialization of sports contributes to the improvement of the quality of the
infrastructure and the organization of competitions, which also has a positive effect
on the popularization of sports in general.

Keywords: athletes, physical culture, professional sports, mass media, sports
broadcasts.
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PO3BUTOK ITPO®ECIHHOI'O CIIOPTY TA ®I3UYHOI
KYJIBTYPU CIIA B KOHTEKCTI MAC-MEIIA 3ABE3IIEYEHHSA

AHoTaniss. BugoBumauii motenimian cnopty B CIIIA HuHI 3HAYHO
MOCHUJIIOIOTh Cy4acHI Mac-Mefia mpo, IO HAeThes y cTarTi. Memor CTaTTi €
OOTpYHTYBaHHSI OCOOJIMBOCTEH PO3BUTKY MpodeciiiHoro crnopTy Ta (Pi3udHOl
kyapTypu CIHIA B KOHTEKCTI Mac-mezia 3abe3nedeHHsA. AKTYalbHICTh CTAaTTI
3yMOBJIEHa THM, IO Cy4YacHl CHOpT, (Qi3W9YHA KyJIbTypa, 3MaraHHs SBISIOTH
co0010 BXK€ HE TUTBKHU TPy, a i cepilo3Hy KOMEPIIHHY NisIbHICTh, CIPSIMOBaHY Ha
OTpUMaHHS MPUOYTKY.

3a3HaueHO, IO CIOPTHUBHI OpraHizailii, fKi paHilie 3apoOJsUIM 3aBISIKU
MPOJIaXKy KBUTKIB Ta CHOPTUBHOI aTpUOyTHUKH, HAJAHHIO MpaB Ha TPAHCIAILIIO
MaT4iB, @ TAKOX CIHOHCOPCHKIN MIATPUMII, HUHI T€X MOYMHAIOTH MPAIIOBATH 3
HOBHUMHM MeJia, JIJIs e OUTBIIOro PO3IMIMPEHHS ayAUuTOpii Ta SKICHIMIOI poOOTH 3
Hero. [lorpeba B iHpopmarrii Moxke OyTH 3a10BOJICHA MUTTEBO, CaM€ 3a JOTIOMOTOIO
HOBHUX MejIia B Tii ¢hopmi, B sIKiK iboro 6axkae iroauHa. [ndopmariis mpo CnopTUBHI
3MaraHHs MEePeHOCUTHCSI B Mepexy 1 MPU3HAYA€ThCs sl TI00anbHOT ayuTopii,
HAWUIIMPIIOTO KoJia perumieHTiB. COpTUBHI OpraHi3allii BAKOPUCTOBYIOTH ITU(GPOBI
Meia K MPOCBITHUIBKI 1 po3BakanbHI PR-TeXHONOTII Ta OTPUMYIOTH TPOIII Bif
cniorcopiB, 3MI ta mponaxy kButkiB. CydacHuit ¢yTO0IpHUN KITy0 32 TOTOMOTOI0
IHTEpHET-CATy MAa€ MOXIJIUBICTh CKJIACTH IIMPOKY 0a3zy BOOJIIBAJIbLHUKIB 3aBSKU
peectpanii Ha caiiTi Ta 300py OCOOMCTHX JaHUX IIiJl 9ac IEPBHHHOI MOKYIIKH
KBUTKIB 1 TOBapiB y KIyOI.

CydacHuil cnopT, NepeTBOPUBILMCH HA BHUJOBMIIHE 1 KOMEPLIMHO YCIIIIHE
0y, OPIEHTOBAaHWA HA OTPHMAHHS 3HAYHOTO TPUOYTKY, a OTXKE, Ha 3alUTH
MaKCUMAaJTLHO IHUPOKOT ayauTopii. Komepitiamizaiiis criopTy Mae 6araTo acnekTiB, SIK
MO3UTHUBHUX, TaKk 1 HeraTMBHUX. Cy4acHHUH CHOPT MEPETBOPIOETHCS HA WIOY, IO
NPU3BOJUTH HABITH J0 3MIH y MpaBWIaX, M0 HE 3aBXAM MO3UTHUBHO Ta CYNEPEUYUTH
CIIOPTUBHUM TIPUHIIMIIAM, a KOMepIUami3allisi CHOPTY CIPHSIE MOJIMIICHH] SKOCTI
1HGPACTPYKTypu ¥ oOprasizaiii 3MaraHb, IO TaKOX TMO3UTUBHO BIUTUBAE Ha
TOITYJIIPU3AIIIIO CTIOPTY 3arajioM.

KuarouoBi cioBa: cioprcmenu, pizuyHa KynbTypa, npodeciiHui CropT,
3aco0u Mac-mezia, ClIOPTUBHI TPAHCIIALII.

Formulation of the problem. The growth of profits from the sale of rights
to television broadcasts of competitions has become, in today's conditions, a
decisive factor in the sharp increase in the wages of professional athletes. In no
other area of American business has wages grown more rapidly than in professional
sports. In 1980, only eight professional sportsmen had an annual income of 1
million dollars, and in 1990, their number was over 150 people. In 2004, the
average salary of more than 400 NBA basketball players was more than 4 million
dollars per year, while the salary of the President of the United States was only 400
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thousand. In the 1997-1998 season, the then-record salary among athletes was
received by the leading NBA basketball player M. Jordan ($36 million per year),
and in 2004, the leading world golf player T. Woods received an annual profit of
80.3 million dollars According to the American magazine "Forbes"”, the incomes
of the ten richest professional athletes in the USA in 2004 ranged from $25.9
million (Grant Hill - basketball) to $80.3 million (Tiger Woods - golf), and the top
10 richest athletes in the world in the same year, only one representative of a non-
American professional sport made it - seven-time world champion in Formula 1
Michael Schumacher ($80 million - 2nd place).

Analysis of recent research and publications. It should be emphasized that
the relationship between television and sports is not one-sided. Television not only
largely finances the development of professional sports, but also makes good
money from it. The more exciting a TV show is, the more attention it attracts from
viewers and the more advertisers (firms, companies, concerns, etc.) pay for
advertising their products. At the same time, the cost of one minute of advertising
depends not only on the type of transmission (in our case, on the type of sport and
the rank of the competition - an ordinary meeting, decisive meetings for access to
the playoffs or the final of the League Cup), but also on the time of transmission.
At night it is cheaper than during the day, and during the day it is cheaper than in
the evening. The most expensive advertisement is from 7:30 p.m. to 11 p.m.
However, the type of sport and the rank of the competition is also of great
importance. So, the cost of 1 minute of advertising during the MLB championship
games varies from 100 to 150 thousand, during the baseball *World Series" up to
500 thousand, and in the broadcasts of the American football Super Bowl in 2012
it is 3.5 million dollars for a 30-second video.

A characteristic feature of the development of professional sports in the USA
Is the special attitude towards it of the Congress, the Senate and the entire American
people. Over the past 50 years, more than 400 draft laws related to the functioning
and further development of professional sports have been considered in the Congress
and the Senate of the country. According to American sociologists, about 70% of
readers buy daily newspapers because of sports materials, which mainly cover
professional sports. About 80% of sports TV broadcasts contain information about
events in professional sports [1-4].

The purpose of the article is to substantiate the peculiarities of the
development of professional sports and physical culture in the USA in the context
of mass media coverage.

Presenting main material. Technical progress has transformed the mass
media system and all spheres of intellectual activity. Significant changes also
occurred in the structure of employment due to the improvement of production
processes and the release of time. In the information environment, “the industry of
free time - sports, theater, cinema - has gained significant development. For the free
time of the reader, listener, and viewer, there is a fierce competition between
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traditional mass media and various branches of mass culture.” There is an absolutely
natural connection between the amount of free time and the entire lifestyle, when a
person has more opportunities to realize his interests and inclinations. At the same
time, the role of the mass media is also increasing, which plays the role of not only
one of the factors that organizes the rhythm and dynamics of life, but also the
industry of free time [1, p. 125].

Sport is an important component of modern culture, and its role as a factor of
social development, an effective educational and communicative tool is also
important. The relevance of the article is determined by the fact that modern sports,
physical culture, competitions are no longer just a game, but also a serious
commercial activity aimed at making a profit. J. Huizinga noted that in sports "...we
are dealing with an activity that is carried out and recognized as a game and at the
same time reduced to such a degree of technical organization of material equipment
and scientific understanding that its collective and public cultivation is threatened
by the disappearance of the spirit of the game itself” [2, p. 117]. In the modern world,
sports occupy an important place in the structure of free time, being a significant
component of mass culture [1, 3].

The scientific development of the topic is rather small. Few studies in recent
years have argued that sport has become an important branch of the economy. In
particular, O. Pochinkin notes: "The commercial aspect of sports should first of all
influence the increase in the spectacle of competitions, the creation of intrigue and
excitement around sports events. All this falls into the field of view of the mass
media, because they both earn from this excitement and popularize the sport." In the
era of globalization and new technologies, sport cannot develop in isolation.
Currently, professional sports are based on the active support of television [3, 4].

It should be noted that initially the sports competitions were amateur, and the
participants of the Olympic Games at other times worked in other spheres of activity,
but already in the days of antiquity, starting from the 5th century. to n. e., a layer of
professional athletes was formed. The system of local competitions-agons with
significant prizes allowed representatives of the lower classes involved in
professional sports to ensure a prosperous existence. Professional sports became
especially widespread, first in Hellenistic Greece, and then in Ancient Rome as a
result of a change in the concept of physical education: from the training of soldiers
of the general militia, sports turned into a spectacle, and purposefully, like any art
form, only the chosen ones participated in it. Created in the 1st century. to n. e. the
Image of a professional athlete — a fist fighter — demonstrates how the very concept
of sports developed at that time. Instead of the harmonious figure of a citizen,
characteristic of the classical Greek school, the sculptural portrait conveys in
naturalistic detail the hypertrophied muscles of a professional fighter, a broken nose,
torn ears and scars, as well as "sports equipment” - gloves with metal inserts on the
hands [2, 3].
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The industrial revolution and mass production contributed to the fact that
more and more people began to have free time, which led to the popularity of
sports. At that time, the leisure culture spread intensively, and sports competitions
and watching them became a popular entertainment for spectators and a
professional activity for athletes. However, since the sale of tickets was the main
source of income for sports organizations, the introduction of televised sports
events caused their dissatisfaction. They believed that broadcasts of competitions
would lead to a decrease in the number of spectators at stadiums, because
everyone had the opportunity to watch sports events directly in their own homes
[1, 2, 3].

However, it soon became clear that sports broadcasts popularize competitions
and expand their audience. One of the most important innovations is instant replay,
which first took place in 1963. The same game could be watched over and over again
at different speeds and from different points. But with the expansion of the audience,
the sport actually depended on the funds coming from television and sponsors, who
began to make their demands; taking them into account, even the sports rules were
changed. Yes, in the 60s of the XX century. first, the American Basketball League,
and then the American Basketball Association, in order to enliven the game and
increase the interest of the spectators, introduced three-point shots into the game
process, which later became fixed in the basketball rules all over the world [2, 4].

Since 1970, at professional tennis tournaments, in order to shorten the time of
matches, the system, which provided for a mandatory difference of two games to
win a set, was replaced by the so-called a time break, that is, a decisive game, which
was played on the condition that the score was equal 6:6 in the set. At the end of the
20th century in volleyball, where before that you could get a point only on your
serve, in order to increase the spectacle, the "rally-point” system was introduced,
according to which each draw of the ball provided a point - first in the decisive, fifth
game, and since 1998 - and in other parts of the match. In football in the 1960s,
instead of the traditional brown, a white ball and colored shirts were introduced to
make it easier for spectators to watch. In order to broadcast as many football matches
as possible, they took place at different times. For example, UEFA Champions
League matches are played on Tuesday and Wednesday evenings, and UEFA
Europa League matches are played on Thursday evenings, whereas previously they
were all played on Wednesdays [1, 4].

In the mid-1980s, experiments were carried out: a moment of the game that
could influence the judges' decisions was repeatedly reviewed. The technical
conditions made it possible to edit the broadcast in such a way as to cut out
uninteresting stages of the game, to broadcast the game a little later, adding
commentary; these techniques were most successfully used to cover the Olympic
Games. Advances in cable and satellite technology increased hours of sports
programming, primarily with the founding of USA TV in 1975 and ESPN in 1979,
although both networks later expanded to include other types of programming, and
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USA TV eventually began broadcasting mostly non-sports programming. In the
1990s, ESPN-2, "Fox Sports" and other companies appeared, which began to charge
a fee for watching certain television broadcasts, for example, boxing matches. Their
rise caused new changes in sports and television. Sports organizations began to
receive significant funds: "...the necessary financial resources come from the
modern sports media complex, which was developed in the countries of Europe in
the 1970s and 1980s and acquired its current form in the 1990s.” [1, p. 115].

However, nowadays, sports organizations, which previously earned through
the sale of tickets and sports paraphernalia, the granting of rights to broadcast
matches, as well as sponsorship support, are also starting to work with new media,
for even greater expansion of the audience and better work with it. As S. Kvit notes,
"the Internet makes it possible to introduce a whole range of services that are
impossible outside of it or extremely difficult for the consumer.” This means that
everything becomes more convenient: fans no longer wait for news or broadcasts
that should start at a certain time on a TV channel, or for a newspaper to be published
[4, p. 115].

Nowadays, the need for information can be satisfied instantly with the help
of new media in the form in which a person wants it. Information about sports
competitions is transferred to the Network and is intended for a global audience,
the widest range of recipients. Sports organizations use digital media as
educational and entertainment PR technologies. A modern football club with the
help of an Internet site has the opportunity to build a wide base of fans thanks to
registration on the site and collection of personal data during the initial purchase
of tickets and goods in the club. In the future, this database can be supplemented
with data on all fan agreements with the club, as well as on links to the club's
Internet resources, facts about participation in competitions, etc. Internet resources
of many European football teams gradually began to borrow elements of currently
extremely popular social networks, and this is, it should be noted, a completely
different level. It allows the club to increase the effectiveness of its own marketing
activities and the entire sales system both in general and for fans, who receive not
only the most interesting information, but also various discounts and gifts [1, 4].

Thus, the structure of modern professional sports is an interaction between
sports organizations, sponsors, mass media, fans and the state. This interaction is
aimed at generating profit by attracting as many spectators as possible to the sporting
event. The state can improve its image both among its citizens and other countries,
which can provide stable income in the future. Sponsors, due to the association of
their brand with a sports event or organization (athlete), receive more customers,
therefore, profits; sponsorship also improves the company's image. The mass media
reach a wide audience (note, the final of the FIFA World Cup in South Africa was
watched by a billion people) and, accordingly, significant sponsorship funds from
advertising. Sports organizations receive money from sponsors, media and ticket
sales; besides what is important, sport as such is popularized [1, 3].
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Summing up, we note that mass media occupy an important place in the sports
communication system, which is one of the main channels of public relations. In
addition, due to the high trust of the audience and a more positive perception of
advertising, it is one of the most effective advertising media.

Conclusion. Modern sport, having turned into a spectacular and commercially
successful show, is focused on obtaining a significant profit, and therefore on the
requests of the widest possible audience. Commercialization of sports has many
aspects, both positive and negative. On the one hand, modern sport turns into a show,
which even leads to changes in the rules, which is not always positive and contradicts
sports principles. In addition, any outstanding athlete, well-known sports association
or club can also be called both a product (brand) and an advertising tool that
significantly increases sales. On the other hand, thanks to commercialization,
significant funds are flowing into sports, as a result of which the quality of the
infrastructure and the organization of competitions are improving, which also has a
positive effect on the popularization of sports in general.

So, modern sport is not only a mass social phenomenon, but also a business
that is impossible without the support of media and sponsors. The influence of the
media on the development of sports, in our opinion, requires careful study in order
to find methods for further development and its interaction with the audience and
the mass media.
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