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I. Introductory Information


A.  Department Name:
Health and Physical Education


B.  Department Catalog Number:
HPED402


C.  Course Title:  Sport Business Finance



D.  Semester Hours of Credit:
3



E.  Clock Hours Per Week:
3



F.  Overlays:
None

G.  Restrictions Upon Student Registration: Restricted to 


  Sport Administration majors or permission of the instructor.  Prerequisites: 


     all HPED Sport Administration 100, 200, 300 required courses).


II. Description of the Course

A. Catalog Description:  Designed to provide a detailed examination of the relationship between sport and corporate sponsorship.  Topics covered will include the theoretical premise of sponsorship, alignment marketing, strategic communication through sponsorship, determining of value of a sponsorship, and evaluation of sponsorship activities. Perspectives from the event holder (i.e., property) offering a sponsorship and from the organization functioning as the sponsor will be considered.


III. Exposition


A.  Objectives:  


  Upon completion of this course, students will be able to do the following:



1.
Compare and contrast the financial imperatives of amateur and 





professional sports. 




2.
Discuss the effect of monopoly in professional sports.

3.
Identify potential legal problems and formulate preventive 


measures to limit or prevent liability within the sports industry.

4.
Analyze the role of television in sport financing, and economics.  

5.
Evaluate self-generated versus public support financing in sport 


venues.

6.
Develop a budgeting system for a sport related organization. 

7.
Conduct a needs and impact analysis for a sport team.

8.
Analyze the financial health of a sport organization using 


appropriate financial statements and ratios. 

9.
Demonstrate the ability to use on-line resources to research and 


prepare written and oral assignments on stock and financial 


management

10.
Analyze what the future issues and concerns regarding 

financing business structure and obtaining funding in sport industry.




B.
 Activities and Requirements:



Each student will complete:




1.
Participation in all class discussions and activities


                    2.
Examinations and Quizzes

                    3.         Consumer satisfaction survey

                    4.         Financial analysis in a group project

                    5.         Fund raising campaign for a sport organization

                    6.         Report on a future sport finance issue/concern in youth, collegiate 





or professional sport.

C.
Major Units and Time Allotted:




1. Brief History of the Institution 



    (2 hrs.)



a.
Athletic department



b.
Individual program history



c.
History of individual in programs (past and present)



d.
Financial history


2. Discussion of the Organizational Structure of the Institution (2 hrs.)




a.
What are the academic colleges or divisions?




b.
Who is the current President?




c.
What is the structure of the Office of Financial Affairs?




d.
Is financial management of the institution centralized or 





decentralized?


3. Analysis of Financial Health 



(4 hrs.)




a.
Explanation of financial ratio results




b.
Discussion of the financial strengths and weaknesses of 





the institution




c.
Comparison of chosen institution with Moody’s analysis


4. Economic Outlook 





(4 hrs.)




a.
Discussion of economic influences on the financial health 





of the institution




b.
Discussion of economic opportunities

c. Discussion of the economic challenges

d. TV influence  on sport and economic impact of TV


5. Financial planning 





(6 hrs.)




a.
Financial Ratio Worksheet. 




b.
Balance Sheet




c.
Income statement




d.
Other information about the institution




e.
The future of sport finance and financial planning



6. Financial System and How they Operate 


(6 hrs.)




a.
Value of money




b.
 Financial markets 




c.
 Financial institutions




d.
 Government’s influence on financial market




e. 
 Environment condition




f.
 Development a pro forma budget




g.
 Incorporating the pro forma budget in the business plan 




h. 
Corporate sponsorship plans & application for NCAA programs


     7. 
Business Structure 





(4 hrs)




a.
 Sole proprietorship




b.
 General limited partnership




c.
 Subchapter S corporations




d.
 C corporations




e. 
 Limited liability corporations and partnerships 


8.
Obtaining Funding for Sport Industry



(4 hrs)






                 a.
Where the money comes from






                 b.
Open markets and other short term borrowing






                 c. 
Long term borrowing






                 d.
Funding for small or minority owned business






                 e.
Basis tools






                 f.
Capital acquisition assistance


9.
Capital Stocks 





(4 hrs)




                 a.
Types of stock




                 b.
Share holders rights




                 c.
Going public




                 d.
Increasing Stock Value

                                               e.
Sport Stock


10.    Capital Budgeting 




           (4 hrs.)

                 a.
Cost of Capital 



                 b.
Capital Budgeting Decision Methods

                 c.
Risk and Capital Budgeting

                 d.
Projecting Cash Flow


11.      Short Term Financial Management 



(5 hrs)


                 a.
Review of current assets and liabilities


                 b.
Cash Management


                 c.
Credit Management

                 d.
Collections Management


D.
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IV.
  Standards




A.  Attendance and active class participation.



     B.  A completed consumer satisfaction survey.

      C.  Completion and class discussion of fund raising campaign for a sport 


     organization, with a complete oral presentation with power point.

D.  A completion financial analysis in a group project format with a written and oral paper.  Construct a report on a future sport finance issue/concern in youth, collegiate or professional sport.

E.  Written exams will be designed to reflect the student’s understanding of topics discussed in the course.


V.
Rationale and Impact:

A. This course has been created to meet the National Association of Sport and 



Physical Education (NASPE) accreditation of the Sport Administration major.





Sport Administration graduates will be actively involved in sport 





administration and community relations during their careers.




B.  The course is specifically designed for Sport Administration majors.

     C.  This course will not adversely affect other departments, programs, or courses 


and will have a positive impact on the Sport Administration major.


VI.

Cost and Staff Analysis:




A.  The inclusion and requirement of this core course in the sport administration 





curriculum may require additional staff in the Health and Physical Education 





Department.

B. This course will only be offered every other fall semester until the numbers of students in the program increase to offer the class every fall to help with graduation class requirements.


VII. Date approved by the University president:



   ________________________
_____________________



   Presidential Approval

Date


