H. Illaxun, C. H. [Tonouiba
OCOBEHHOCTHU NPEAITPUHUMATEJIBCTBA B UCJIAMCKHUX CTPAHAX

AHHOTAIMS

Ponp mcnama B HpeANpPUHUMATENBCKOI JESATEIBHOCTH IOABEPracTcs IIMPOKOIl KPUTHKE,
[IOCKOJIBKY CYUTAETCSI, YTO UCJIaM KaK PEJIMIHs ABISETCS HE IPONaral/iucToM, a HPEsTCTBHEM JIs
PpacuIMpeHust IPEANPUHIMATEIBCTBA. DTa CTAThs HATIPABJICHA HA BHISIBICHUE CXOJCTBA M PA3IHUMiL
MEXK/1y 3ara/HOi KOHLENIHeH peIPUHIMATENIBCKOM eI TENbHOCTH U HCIIAMCKOM MEepCIeKTHBOI
B IIOIBITKE YMEHBIINTE 320/ TyKACHUs. DTO HCCIICIOBAHNE B 3HAYUTEILHON CTEIICHH OIMPACTCs Ha
J1Ba HCTOYHHKA HHPOPMALIMH: TIEPBBIH HCTOYHHK OY/IeT IPEACTABISATH COOOM TIIATENBHOE H3YYEHHE
CYIIECTBYIOIICH JIUTEpaTypsl B JaHHOHW 00MacTd, a BTOPOM — OOLIMPHBIE WHTEPBHIO C
NpeINpUHUMATEISAMH, Pa0OTAOIIMMU B HCIAMCKHX cTpaHax. OH OyJger cocpeloTOo4YeH Ha
MOTHBALMN MPEANPHHUMATEIBCKON JESTEIBHOCTH B HCIAME M 3alafHbIX MPaBOBBIX CHCTEMaX.
Ocoboe BHMMaHHE OyneT yIeJdeHO KOIM(MUIMPOBAHHBIM M HEKOIM(MDUIUPOBAHHBIM 3aKOHAM,
BIIUSIONINM Ha [OBE/ICHHE YenoBeka. bosee Toro, GbU10 MPOBEICHO JINIIIb HECKOIBKO HCCIICA0BAHUIT
B 9TOH o0OiactH, 4To co3gact MpoOes JUlsi MaHWITYJHPOBAHWs B3IJIIAMH JIIOJCH HAa HCiaM |
pEANPUHAMATEIBCTBO. VicimaM OMHOGOYHO HCTOJKOBBIBAIOT KaK HCKITIOYAIONINK JKEHIIHH U3
9KOHOMHYECKOH Ccepbl, OCOOCHHO B OTHOIICHHH JKCHCKOTO IPEeANPHHUMATEIBCTBA. ITO
HCCIIEI0BAHNE HAMIPABJICHO HA TO, YTOOBI IPOAEMOHCTPHUPOBATE POJIb KCHIMH-TIPEAPHHIMATEICH
B HCIIaMe, CChUIAsiCh Ha YKOHOMHYECKYIO JESTENBHOCTh JKEHIIMH B JI0XY MPOpoka Myxamme/a
(583-632 rr. H. D.), Kotopast MokeT GbITb OCHOBOI /TSl TPOIBUYKCHUSI, & HE NCKITFOYCHHUS KEHINH
B 9KOHOMHYECKHX chepax MCIaMCKHX CTPaH.

KioueBbie cjI0Ba: JKEHCKOE MPEANPHHUMATEIBCTBO, HCITaMCKHe 3aKOHBI,
HEKOANDHUIMPOBAHHBIC 3aKOHBI, HCIIAMCKasl IEPCIIEeKTHBA, NCIAMCKHE CTPAHBI.
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FEATURES OF ENTERPRENEURIAL ACTIVITIES
OF KHL PROFESSIONAL HOCKEY CLUBS

Abstract

The trends in the development of sports in the modern world are such that it has dramatically
changed the conditions of its existence and functioning: from a state structure it is rapidly turning
into a system of commercial enterprises. This entails a radical revision of the entire ideology of
sports, its theoretical and philosophical foundations, views on its history, place and role in culture
and on its prospects.

The purpose of the research is to identify the features of entrepreneurial activities of KHL hockey
clubs. In the process of writing the article, analytical and comparative methods were used, data from
open sources on the problem of research, analysis of the statutory documents of the studied
organizations, content analysis of the content of official sites, regulatory documents.

According to the results of the research, the author came to the conclusion that all professional
hockey clubs of the KHL, despite the organizational and legal forms, perform two functions at the
same time in carrying out their activities: social and economic. Based on the duality of statuses, the
features of the entrepreneurial activities of hockey clubs were revealed. Analyzing the economic
component, it was concluded that the clubs are at the lowest level of entrepreneurial activity, there is
no motivation to increase the effectiveness of the organization, since the basis of the clubs' budgets
is revenues from regional budgets and from state-owned companies. Thus, the issue of considering
new management models and improving the strategy for the development of entrepreneurship in
clubs and the league as a whole is once again raised.

Keywords: entrepreneurship in sports, KHL, hockey club, organizational and legal forms,
sources of financing, revenue structure.

The trends in the development of sports in the modern world are such that it has dramatically
changed the conditions of its existence and functioning: from a state structure it is rapidly turning into
a system of commercial enterprises. This entails a radical revision of the entire ideology of sports, its
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theoretical and philosophical foundations, views on its history, place and role in culture and on its
prospects.

In the traditional sense, sport is an integral part of physical education means and method of
physical education. The Federal Law "On Physical Culture and Sports in the Russian Federation"
defines the concept of sports as "the sphere of socio-cultural activity as a set of sports that has
developed in the form of competitions and special practice of preparing a person for them" [1]. In the
same law, the definition of "professional sport" is the part of sports aimed at organizing and
conducting sports competitions. In turn, "professional sports competitions" are sports competitions in
team game sports, participation in which is aimed at generating income, in other words, it is an object
of entrepreneurship.

A. V. Maslov, considers entrepreneurship in the physical culture and sports as a type of social
entrepreneurship [9, pp. 78-79].

V. A. Lednev notes that modern sport has not been limited to performing only a social function
in society, it has become a powerful industry and an attractive business [8, pp. 66-67]. Sports
organizations, in carrying out their activities, simultaneously perform two functions: social and
economic. The social function is to be able to meet the needs of a person and society through
competitive activities. An economic function involves the partial or full provision of all business
processes of an organization.

S. A. Ostroukhov in his research classifies sports organizations according to a number of
characteristics:

1) by organizational and legal forms, sports organizations are: commercial and non-profit;

2) according to the number of participants: individual entrepreneurs in the field of sports and
collective organizations;

3) on the orientation of the main processes: organizations engaged in activities in the field
of sports and infrastructure-type organizations;

4) according to the degree of intersectoral integration: fully integrated, partially integrated
and non-integrated sports organizations;

5) according to locality: international, national and regional organizations;

6) according to the type of entrepreneurial activity: entrepreneurial-type organizations,
entrepreneurial-oriented organizations, social and administrative-type organizations [10, p. 406].

Following this classification, all hockey clubs representing the KHL are entrepreneurial-
oriented organizations, i.e. organizations that are financed both from budget sources and from
entrepreneurial activities. This is confirmed by the revenue structure of the KHL clubs, which
practically does not change during the existence of the league since 2008, is presented in Fig. 1.

Commercial

State-owned .
income, 10 % Other, 2 %

companies, 54 %

Budget income,
10 %

Sponsorship, 24 %

Fig. 1. KHL clubs revenue structure, % (compiled: [2-4])
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According to the organizational and legal forms, KHL clubs are divided into commercial
(6 clubs) and non-profit organizations (18 clubs). Initially, the goals and tasks of sports clubs are
spelled out in the constituent documents, and they are of a pronounced social nature - sports interest.
In accordance with the goals set, clubs develop a strategy aimed at providing both the sports
component and the financial component. All Russian hockey clubs operate in conditions of tough
sports competition among themselves, and this also creates entrepreneurial competition: clubs that
occupy the first places in the championship have a much better chance of receiving more financial
support from sponsors, which makes it possible to acquire expensive players (Table 1). Thus, KHL
hockey clubs are characterized like an organizations that fulfill a social mission and pursue economic
benefits, regardless of the organizational and legal form of the club [6, p. 62]. This is the first feature.

Table 1
KHL clubs rating by sponsorship, season 2019/2020
bS(lll:: " Proceeds from Place in the Proceeds from
Club e sponsors, million . KHL LLC for
million RUB standings TV rights
RUB

1. HC SKA 1750 7369 1-8 27,18
2.  HC Avangard 1400 6383 9 17,7
3. HCCSKA 1750 4500 1-8 46,9
4. HC Ak Bars 1350 3895 1-8 24,6
5. HC Metallurg 1500 2706 13 16,8
6. HC Salavat Yulaev 1200 2194 1-8 24,6
7.  HC Avtomobilist 1200 2069 10 15,8
8. HC Lokomotiv 850 1800 12 17,8
9. HC Amur 550 1379 17 9,8

10. HC Traktor 700 1367 21 10,11
11. HC Neftekhimik 450 1346 16 14,6
12. HC Sochi 490 1269 19 9,4

13. HC Torpedo 470 1072 15 15,2
14. HC Dynamo 1000 1038 1-8 24,1
15. HC Severstal 350 1031 20 10

16. HC Spartak 720 800 11 17,2
17. HC Sibir 600 600 1-8 22,2
18. HC KunLun 730 ? 18 10

19. HC Vityaz 630 ? 14 14,7
20. HC Dynamo Minsk 370 24 10,6
21. HC Dynamo Riga 260 23 24,5
22. HC Jokerit 730 1-8 50,6
23. HC Barys 600 1-8 20,6

Compiled: [2].

Another feature of the entrepreneurial activities of professional clubs: all clubs compete
among themselves in the sports component, and conduct business together, uniting into a league.
Ordinary entrepreneurs try to sell as many of their goods and services as possible, trying to win
competition and weaken a competitor. In professional sports, the opposite is true - business depends
on the survival of competitors. Club owners are not interested in their competitors being weak, since
the viewer in this case will stop attending matches, knowing what awaits him. Thus, the commercial
success of each league team largely depends on the success of other league teams. The relationship
between the commercial success of clubs and the importance of team balance are the main features
that distinguish professional sports from ordinary business [5, p. 108].
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Third feature. The main products of the hockey club are sports competition and the rights to
athletes. The main consumers of products - fans, business, media [7]. Hockey clubs earn on fans. This
represents only 10 % of the club's revenue structure (Figure 1). Today's fan pays for tickets to the
match and spectacular club events, for products of publishing, for the purchase of TV broadcasts,
participates in lotteries, bets on sweepstakes. Business, on the contrary, earns from clubs. Working
with the media is a monopoly of the KHL. According to the KHL, the right to conclude contracts
with federal television channels belongs only to the KHL office. According to the results of the season
and the rating of clubs, the league distributes part of the funds received between clubs. Income
distribution scheme for the 2019/2020 season next:

— 30 % of the total amount is distributed among all 24 participants of the 2019/2020
championship;

— 40 % are distributed according to the principle of TV demand;

— 15 % to participants in the playoffs;

— 10.5 % to clubs that reached the second round of the playoffs;

— 4.5 % to the winner of the KHL Regular Championship.

In fact, this is the main type of commercial activity of the KHL. The sale of accessories with
the KHL trademark is insignificant, and mainly it is the sale of rights to use an intellectual property
object. The league revenue structure is shown in Figure 2. Data are presented as average for the period
2008-2019.

Fines (sports),

2 %
/ ° Commercial

sponsorship,
39 %

KHL TV, 10 %

Fines wage fund,
17 %

Other, 9 %
TV rights, 21 %

Fig. 2. KHL revenue structure (compiled: [2, 3, 4])

The fourth feature is related to the concepts of revenue and profit. Table 2 shows the revenue
and profit data for 2018 and 2019.

Table 2
KHL clubs revenues for 2018 and 2019
Club Revenue, million RUB Profit, million RUB
2018 2019 2018 2019
1 2 3 4 5

1. HC SKA 8049 8164 543 1117
2. HC Ak Bars 5659 4205 -16 -10
3. HC Lokomotiv 1834 1942 31 107
4. HC Avangard 767 1547 137 496
5. HC Neftekhimik 1095 1226 0,7 263

132



Continuation of the table 2

1 2 3 4 5
6. HC Vityaz 1627 962 51 24
7. HC Severstal 960 788 74 48
8. HC Dynamo Moscow - 788 0 =774
9. HC Sochi 769 763 -67 -27
10. HC Sibir 793 640 23 34
11. HC Spartak 418 583 221 -1
12. HC Torpedo 478 478 26 3
13. HC Salavat Yulaev 311 347 37 26
14. HC CSKA 389 347 -2667 -4652
15. HC Metallurg 357 339 4 -2
16. HC Avtomobilist 260 312 2 162
17. HC Traktor 187 208 15 3
18. HC Amur 114 108 5 -9

Compiled: [3].

In the KHL, SKA turned out to be the best in terms of revenue and profit for 2019. HC CSKA,
Metallurg, Salavat and Avtomobilist are located below, which have considerable budgets for wage
fund.

It's necessary to pay attention to the fact that the revenue of clubs is considered in different
ways. KHL teams have different forms of ownership — SKA is recorded as an LLC, and, for example,
Amur is a non-profit partnership. In addition, SKA considers for revenue in general all revenues,
including proceeds from the sponsor, and HC Amur does not take into account money that went to
the club in the form of contributions and donations. Thus, these revenue data cannot be compared
directly, and they do not indicate that SKA has 80 times more money than Amur.

Money sponsors clubs include in reporting in different ways. For example, the huge revenue
of Ak Bars by 92 % consists of advertising revenues — 3.9 billion rubles (for comparison, CSKA
advertising revenues are a thousand times less — 3.5 million rubles). There is no clarification by
advertising sources in the report - it is unclear how much Ak Bars received from TATNEFT, and how
much from Yandex. In fact, TATNEFT simply disguised sponsorship for an advertising contract. And
the largest shareholder of TATNEFT is the Government of the Republic of Tatarstan.

Lokomotiv has a similar story - on advertising contracts, the club earned 1.8 billion rubles,
which secured good performance. About their structure - not a word, but most of the money came
from Russian Railways.

Avangard also shows high advertising revenue, but again without any clarification . Despite
the advertising agreement with Braun, it is unlikely that he brought 1.4 billion rubles. The main source
of income is the main sponsor of Gazpromneft, plus a pair of Gazprom subsidiaries that are part of
the Avangard association. In total, the club received more than 5 billion rubles from this association
last year.

The best report from the Avtomobilist. The club acted as openly as possible: it separately
indicated the amount of subsidies received from sponsors (more than 2 billion rubles) and did not
mask these amounts as advertising. But at the same time, most of the partners indicated in the
document are enterprises associated with the UMMC holding, that is, the main sponsor simply
transfers money from different pockets to the club.

Thus, in clubs with large revenues, the main part is just the accounted money of sponsors.

Practical significance and conclusion:

Currently, the leadership of hockey clubs is focused primarily on working with the regional
authorities that finance them, with state-owned companies and other sponsors, while working with
fans plays a secondary role for them. On the one hand, professional clubs do not consider fans as
solvent customers, and on the other hand, domestic hockey is considered by the fans themselves as
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entertainment with a low or medium level of attractiveness, from which the idea stems that this
entertainment should cost cheaply.

Issues of the role and financing of professional clubs are currently being voiced at a high state
level: it is necessary to reduce and optimize government spending on the maintenance of professional
sports teams. Thus, the issue of considering new management models and improving the strategy for
the development of entrepreneurship in clubs and the league as a whole is once again raised.
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A. 1. lllemepos
OCOBEHHOCTH NPEANPUHUMATEJIbCKOM JEATEJIBHOCTH
MMPO®ECAOHHAJIBHBIX XOKKEWHBIX KJIYBOB KXJI

AHHOTANUS

TeHACHIMH PAa3BUTHUS CIIOPTA B COBPEMEHHOM MHUPE TAKOBbI, YTO OH PE3KO M3MEHUI YCIIOBHS
CBOCTO CYIIECTBOBAHMS U (DYHKIIMOHMPOBAHHSA: U3 FOCYIAPCTBEHHOM CTPYKTYPBI OH CTPEMHUTEIHLHO
MPEeBPAIACTCs B CHCTEMY KOMMEPYECKHX MHPEANpPUITHHA. DTO BiedeT 3a co0OW KapIuHAIbHBIH
IIepPecMOTp BCel MICOJIOTHH CIIOPTa, €ro TeOpeTHKO-(PMIOCOPCKUX OCHOBAHMIA, B3IJISJIOB HA €ro
HCTOPHIO, MECTO U POJIb B KYJIbTYPE U Ha €r0 NePCIIEKTHBBI.

Llenbio MCCIIEIOBAHUS SIBISICTCS BBISIBICHHE OCOOCHHOCTEH BEICHHS NPEANPUHHMATENILCKOM
JIeATeNILHOCTH  XOKKeitHbIX KiyboB KXJI. B mporecce HamMcaHus CTaThbU HCIIOJIB30BAIHCH
QHAIMTUYCCKUI M CPABHUTEIBHBI METObBI, [TAaHHBIC M3 OTKPBITBIX HCTOYHHKOB II0 mpobieme
HCCIICZIOBAHMS, AHAJIM3 YCTABHBIX JOKYMEHTOB HCCJICIYeMbIX OpraHM3alnii, KOHTEHT-aHAIIN3
coziepKanus OQHUIHATbLHEIX CAiTOB, HOPMATHBHO-IPABOBBIX JTOKYMCHTOB.

Tlo pesynpTaTaM HCCIEOBAaHUS aBTOP MPHUIIEN K BBIBOAY, YTO BCE MPO(ECCHOHATBHBIC
XokkeiiHble Kiryosr KXJI, HecMOTpst Ha OpraHM3alMOHHO-TIPABOBbIC (POPMBI, TIPH OCYIIECTBICHHI
CBOCHT ICATEIBHOCTH BBITNONHSAIOT OJHOBPEMEHHO J1Be (DYHKIMH: COLUAIBHYIO M S9KOHOMUYECKYIO.
Hcxo/s U3 ABOMCTBEHHOCTH CTAaTyCOB, BBISABICHBI OCOOCHHOCTU BEACHMS HPEIIPUHHMATEIBCKON
JIeATeNIBHOCTH XOKKEHHBIX KIyOOB. AHAIN3UPYS YKOHOMUUECKYIO COCTABIISIONLYIO, C/IEIaH BBIBOJ,
YTO KJIyOBI HAXOJATCS HAa CAMOM HU3KOM yPOBHE NPEAINPUHUMATEIBCKON aKTHBHOCTH, MOTHBALINH
K MOBBILICHHUIO (P ()EKTUBHOCTH IEITEIBHOCTH OpPraHU3allik HET, T.K. OCHOBY OO/DKETOB KIIyOOB
COCTABIISIIOT MOCTYIUICHHS M3 PErHOHANILHBIX OI0/UKETOB M OT rockommnanuii. Takum oOpasoM, emé
pa3 MOJAHMMAETCS BONPOC O PACCMOTPEHHM HOBBIX MOJIEJICH YINPaBICHUS U COBEPIICHCTBOBAHUH
CTpaTeruy pa3BUTHS MPEAIPUHIMATEIBCTBA B KITy0axX U JIUTH B LETIOM.

KiioueBble €JI0Ba: NMPEANPUHUMATEILCTBO B CIHOPTE, KOHTHHEHTAIbHAs XOKKEHHas Jiura,
XOKKEHHBIN KIy0, OpraHH3aliOHHO-IIPABOBBIC (hOPMBI, HCTOYHHKH (DHHAHCHPOBAHMS, CTPYKTypa
JIOXOJ10B.
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